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         A triple dimensions model of the impact of       
Environmental Knowledge, Environmental Concern and 

Perceived Green Values on Intent to buy females for 

sustainable fashion clothing: Perceived Consumer 

Effectiveness as a mediator variable 
 

Abstract  

Objectives: The current research aimed to propose a 3D model to verify the 

impact of Environmental Knowledge (EK), Environmental 

Concern (EC), and Perceived Green Values (PGVs) by mediating 

Perceived Consumer Effectiveness (PCE) on the intentions of 

females to buy sustainable fashion clothes. 

Methodology: The research relied on a descriptive predictive approach, to 

describe the phenomenon in question and to predict the intentions 

of female buying of sustainable fashion clothes. 

Data and research sample: Data were collected by using the 

questionnaire tool from a sample consisting of (323) female 

university students, who were chosen by the interceptor sample 

method. 

Results: (1) There was no significant impact on both environmental 

knowledge and environmental concern on the intention of females 

to buy sustainable fashion clothes. (2) Perceived green values affect 

the intention of females to buy sustainable fashion clothes. (3) 

Perceived Consumer Effectiveness (PCE) is considered as a 

mediator in the relationship between environmental concern and 

the intention to buy sustainable fashion clothing. (4) Perceived 

Consumer Effectiveness (PCE) has played a mediating role in the 

relationship of the impact of perceived green values on the 

intention to buy sustainable fashion clothes. 

Keywords:  
        Environmental Knowledge (EK), Environmental Concern (EC),  

        Perceived Green Values (PGVs),  

        Perceived Consumer Effectiveness (PCE), 

        Buying Intent (BI),  

        Sustainable Fashion Clothing (SFC). 
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عدد  المتغيرات الرمز م
 المقياس العبارات

ألفا 
 كرونباخ 

 Environment Knowledg(EK)ئية: المعرفة البيئيةعن الملابس الصديقة للبي-1
1/1- EK1 صديقة البيئة.     المستدامة/أو الملابسبخصائص  أنا على دراية كبيرة  

7 
(Kim et al., 

2018) 
((Phau and Ong, 

2007) 
(Bong and Jin, 

2017) 
.686 

1/2- EK2   المنتجات.  أغلفةعلى المدونة أفهم العبارات والرموز البيئية 
1/3- EK3 اقوم بشراء الملابس الآمنة بيئيا.  أعرف كيف 
1/4- EK4  أكثر من الشخص العادي.الملابس أعرف المزيد عن إعادة تدوير 
1/5- EK5  الصبغات والمواد الكيميائية المستخدمة في إنتاج الملابس ضارة

 بالبيئة.
1/6- EK6  لمنسوجات.لهواء أثناء عمليات صباغة اليمكن أن يحدث تلوث 
1/7- EK7 .عمليات صباغة وتشطيب المنسوجات تهدر الكثير من الماء 
    :Environmetal Concern(EC)الاهتمام البيئي  -2
2/1- EC1 .أنا قلق بشأن تأثير إنتاج الملابس على البيئة  

8 
(Fujii  ,2006),  
(Hustvedt and 
Dickson, 2009) 

(Tsarenko et al., 
2013) 

 
.795 

2/2- EC2  بالنسبة لي. شيئ مهمتدامة سالملابس المارتداء 
2/3- EC3  للحفاظ على البيئية من التلوث.الملابس المستدامة جيدة  
2/4- EC4  لا يمكن تجاهل المشاكل البيئية والتلوث البيئي الناتج عن إنتاج

  .الملابس
2/5- EC5 اتجة عن إنتاج الملابسيجب أن نهتم بالمشاكل البيئية الن.  
2/6- EC6 لقضايا حماية البيئة تماما   أنا متحمس. 
2/7- EC7 تهدد المشاكل البيئية صحتنا. 
2/8- EC8 .غالب ا ما أفكر في كيفية تحسين حالة البيئة 
  Green perceived Values (GPVs) ة:القيم الخضراء المدرك-3
3/1- GPV1 الخضراء يوفر القيمة مقابل المال شراء المنتجات.  

8 
 

(Chi, 2014) 
(Woo and Kim, 

2019) 

.727 

3/2- GPV2  ها معقولة.أسعار تباع ب للبيئةصديقة الالملابس  
3/3- GPV3  الصديقة للبيئة  إذا كان عليها الموضة أقوم بشراء ملابس

 خصومات.
3/4- GPV4  إذا صاحبها حوافز ترويجيةأقوم بشراء الملابس الصديقة للبيئة. 
3/5- GPV5 الصديقة للبيئة يعطى انطباعا جيدا عنى لدى  الموضة شراء ملابس

 .الآخرين
3/6- GPV6  تعطيني المكانة الاجتماعية ملابس الموضة الصديقة للبيئةشراء 

 المرموقة.
3/7- GPV7 ئة.سأشعر بالاستمتاع عند شرائي ملابس الموضة الصديقة للي 
3/8- GPV8 الصديقة للبيئةالموضة بعد شراء ملابس  سأشعر بالراحة. 
   Perceived Consumer Effectiveness (PCE)فعالية المستهلك المدركة -4
4/1- PCE1  للحفاظ على البيئة وتحسينها. أبذل أقصى جهدي  

6 
(Lee et al., 

2014), 
(Butt, 2017) 

 
 

.841 
4/2- PCE2 صديقة للبيئة. ملابسحماية البيئة عن طريق شراء  يمكنني 
4/3- PCE3 خطواتأتخذ  أنني أشعر صديقة للبيئةال الموضة بشرائي لملابس 

 .ت البيئةمشكلال لح فعالة
4/4- PCE4 في كيفية تأثير استخدامي لها  الموضة، أفكر عندما أشتري ملابس

 على البيئة.  
4/5- PCE5  تأثير إيجابي على البيئة للملابس المستدامة بيئيا  لشرائي يكون

 والمجتمع.
4/6- PCE6 على البيئة. أدرك جيدا مدى تأثير الملابس المستدامة 
  Buyig Intention (BI)ة:نية شراء ملابس الموضة المستدام -5
5/1- BI1  الصديقة للبيئةأو  المستدامة الموضة شراء ملابس مستقبلا   أنوي.  

6 
(Zheng & Chi, 

2014) 
 (Ko and Jin, 

2017) 
(Albloushy& 
Connell,2019) 

.795 
5/2- BI2  الصديقة للبيئة الموضة المستدامة أخطط لشراء منتجات ملابس

 مستقبلا.
5/3- BI3  صديقة للبيئة. الموضة الأرغب في شراء ملابس 
5/4- BI4  امة بيئيا  عن الملابس المستدأخبر أصدقائي أنوي أن.  
5/5- BI5  لأسباب تتعلق  شراء الملابس المستدامةسأنظر في التحول إلى
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  بحماية البيئة.
5/6- BI6  سوف أتحول إلى بدائل صديقة للبيئة من منتجات ملابسمستقبلا 

 .الموضة
 753. إجمالي ألفا كرونباخ 35 إجمالي عدد العبارات  

 

Kandall Cofficient of Concordancerw

𝐫𝐰 =
𝟏𝟐(∑ 𝐃𝟐) 

𝐦∗𝐧(𝐧𝟐 −𝟏)
 +1> 𝐫𝐰  > 0

+1

mnD

Kandall

 العدد المتغيرات
معامل  اتفاق 

Kandall 
)wr( 

F 
درجات 
 الحرية

الدلالة 
 الإحصائية

 5 المحكمون 
0.81 17.05 

4 
.05 

 34 35 البنود 

 Spss v.23 

(0.81)

 

(F)17.05(F)4.02434

(F)(F)

   

α

αα = 0.686

α = 0.795α = 0.727α = 

0.841α = 0.795
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α = 0.7590.60

(Hair et al., 2014)

Explatory Factor Analysis (EFA)

KMO Test

(Awang,2016)

Eigen Value

(Hahs-Vaughn,  2016)

Bartlett’s test of sphericity

 (KMO)

(MSA)  

(Hahs-Vaughn,  

2016)Bartlett’s test 

χ2=

p<0.054

 (Convergent Validity (CV)

Confirmatory Factor 

Analysis (CFA)

Average Variance extracted (AVE)
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𝐀𝐕𝐄 =

∑ 𝐊𝟐/𝐧(K)(n)

0.5

Fornell and Larcker, 19814

(AVE)0.6140.676

0.5

 Composite Reliability (CR) 

  𝐂𝐑 = (∑ 𝐊)
𝟐

/[(∑ 𝐊)
𝟐

+ (∑ 𝟏 − 𝐊)
𝟐

]

(K) 

 0.70(Afthanorhan et al., 2014) 

(CR)(0.70)
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 البناءوثقة ، متوسط التباين المستخرج، ( نتائج التحليل العاملي4جدول رقم )

 المتغيرات الرمز م
 التحميل معامل

Factor 
Loading 

المستخرج التباين متوسط 
AVE 

 التركيب أوالبناء/ثقة 
CR 

 )%(44.35نسبة التباين الكلي =
 من التباين الكلي( %13.442) يحقق نسبة /  (3.764)وضة المستدامة / الجذر الكامن=: نية شراء ملابس المالعامل الأول

5/5- BI5  لأسباب  شراء الملابس المستدامةسأنظر في التحول إلى
 تتعلق بحماية البيئة.

0.892 

0.630 
 

0.894 
 

5/3- BI3  0.825 صديقة للبيئة. الموضة الأرغب في شراء ملابس 

5/2- BI2 
الصديقة الموضة المستدامة راء منتجات ملابس أخطط لش

 0.719 مستقبلا.للبيئة 

5/6- BI6 
سوف أتحول إلى بدائل صديقة للبيئة من منتجات مستقبلا 

  الموضة. ملابس
0.773 

5/1- BI1  الصديقة أو  المستدامة الموضة شراء ملابس مستقبلا   أنوي
 .للبيئة

0.749 

 من التباين الكلي (%8.7.8) يحقق نسبة / (2.439)بيئي/ الجذر الكامن =الاهتمام ال :العامل الثاني

2/4- EC4  لا يمكن تجاهل المشاكل البيئية والتلوث البيئي الناتج عن
 0.845  .إنتاج الملابس

0.618 
 

0.889 
 

2/6- EC6 0.818 .لقضايا حماية البيئة تماما   أنا متحمس 

2/3- EC3  0.789  للحفاظ على البيئية من التلوث.الملابس المستدامة جيدة 

2/1- EC 1 .0.771 أنا قلق بشأن تأثير إنتاج الملابس على البيئة 

2/2- EC 2  0.701 بالنسبة لي. شيئ مهمتدامة سالملابس المارتداء 

 اين الكليمن التب( %8.237) يحقق نسبة/  (2.306)/ الجذر الكامن القيم الخضراء المدركةالعامل الثالث : 
3/1- GPV1 0.896 .شراء المنتجات الخضراء يوفر القيمة مقابل المال 

0.642 
 

0.898 
 

3/3- GPV3  الصديقة للبيئة  إذا كان عليها الموضة أقوم بشراء ملابس
 خصومات.

0.886 

3/2- GPV2  0.744  ها معقولة.أسعار تباع ب للبيئةصديقة الالملابس 

3/4- GPR4 
الملابس الصديقة للبيئة إذا صاحبها حوافز أقوم بشراء 

 0.744 .ترويجية

3/6- GPV6 
تعطيني المكانة  ملابس الموضة الصديقة للبيئةشراء 

 0.718 المرموقة. الاجتماعية

      من التباين الكلي (%7.387) يحقق نسبة/  (2.071)/ الجذر الكامن=المعرفة البيئية العامل الرابع: 

1/5- EK5 بغات والمواد الكيميائية المستخدمة في إنتاج الملابس الص
 0.871 ضارة بالبيئة.

0.614 
 

0.887 
 

1/6- EK6 
لهواء أثناء عمليات صباغة ليمكن أن يحدث تلوث 

 0.875 المنسوجات.

1/3- EK3 0.747 اقوم بشراء الملابس الآمنة بيئيا.  أعرف كيف 

1/1- EK1 صديقة  المستدامة/أو الملابسبخصائص  أنا على دراية كبيرة
 0.789 البيئة.    

1/2- EK2   0.607 المنتجات.  أغلفةعلى المدونة أفهم العبارات والرموز البيئية 

 من التباين الكلي (%6.568) يحقق نسبة ( (1.839=الجذر الكامن  /فعالية المستهلك المدركةالعامل الخامس:  
4/6- PCE6 0.882 على البيئة.الملابس المستدامة  أدرك جيدا مدى تأثير 

0.676 
 

0.925 
 

4/2- PCE2 .0.861 يمكنني حماية البيئة عن طريق شراء ملابس صديقة للبيئة 

4/5- PCE5 
تأثير إيجابي على لشرائي للملابس المستدامة بيئيا  يكون 

 0.822 البيئة والمجتمع.

4/4- PCE4 
ي كيفية تأثير ف الموضة، أفكر عندما أشتري ملابس

 0.793 استخدامي لها على البيئة.  

4/3- PCE3 أتخذ  أنني أشعر صديقة للبيئةال الموضة بشرائي لملابس
 0.792 .ت البيئةمشكلال لح فعالة خطوات

4/1- PCE1  0.779 للحفاظ على البيئة وتحسينها. أبذل أقصى جهدي 

1quacy  =.70Olkin Measure of Sampling Ade-Meyer-Kaiser 
2501.41 Approx. Chi-Square 

378 df Bartlett's Test  
.000 Sig.  
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Discriminant Validity 

 (Taherdoost, 

2016)

(Bearden et al.,2011) 

(AVE)

 (0.50) (AVE)

 

(AVE)

(Fornell & Larchker, 1981)

 

 المتغيرات
متوسط 
التباين 

 المستخرج

نية شراء 
ملابس 

ضة المو 
 المستدامة

 الاهتمام
 البيئي

القيم 
الخضراء 

 المدركة
 المعرفة 

 البيئية
فعالية 

المستهلك 
 المدركة

نية شراء ملابس 
الموضة 
 المستدامة

0.630 0.793     

    0.786 **243. 0.618 الاهتمام البيئي

القيم الخضراء 
   0.801 **150. **157. 0.642 المدركة

  0.783 *124. **213. 095. 0.614 المعرفة البيئية

فعالية المستهلك 
 0.8223 *124. **320. **150. **159. 0.676 المدركة

**Correlation is significant at the 0.01 level (2-tailed) 
* Correlation is significant at the 0.05 level (2-tailed) 

Amos v.23  

(Li et al., 2019)

Planned Behaviour 

Theory (PBT)(Ajzen, 1985)
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(PBT)

Behavioral Beliefs

.

Normative Beliefs 

 

 Perceived Behavioral Control 

(PBC)

(Cowan& Kinley, 2014) 

(PBT)

(Akintunde, 2017)

(PBT)

(Khare   & Varshneya, 2017)

(Kang et al., 

2013)

(Kim and Chung , 2011) 

(PBT)

(Lee, 2008, 2009) 

(Ajzen)

(Ajzen, 1991)

(Cowan& Kinley,2014)(Al Mamun et al., 2018)(Li, et al., 2019)

https://ar.wikipedia.org/wiki/%D8%A7%D9%84%D9%85%D9%88%D9%82%D9%81_%D8%AA%D8%AC%D8%A7%D9%87_%D8%A7%D9%84%D8%B3%D9%84%D9%88%D9%83
https://ar.wikipedia.org/wiki/%D8%A7%D9%84%D9%85%D9%88%D9%82%D9%81_%D8%AA%D8%AC%D8%A7%D9%87_%D8%A7%D9%84%D8%B3%D9%84%D9%88%D9%83
https://ar.wikipedia.org/w/index.php?title=%D8%A7%D9%84%D9%85%D8%B9%D9%8A%D8%A7%D8%B1_%D8%B4%D8%AE%D8%B5%D9%8A&action=edit&redlink=1
https://ar.wikipedia.org/w/index.php?title=%D8%A7%D9%84%D8%B3%D9%8A%D8%B7%D8%B1%D8%A9_%D8%A7%D9%84%D8%B3%D9%84%D9%88%D9%83%D9%8A%D8%A9_%D8%A7%D9%84%D9%85%D9%86%D8%B8%D9%88%D8%B1%D8%A9&action=edit&redlink=1
https://ar.wikipedia.org/w/index.php?title=%D9%86%D9%8A%D8%A9_(%D8%B9%D9%84%D9%85_%D8%A7%D9%84%D9%86%D9%81%D8%B3)&action=edit&redlink=1
https://ar.wikipedia.org/w/index.php?title=%D9%86%D9%8A%D8%A9_(%D8%B9%D9%84%D9%85_%D8%A7%D9%84%D9%86%D9%81%D8%B3)&action=edit&redlink=1
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(Ricci et al., 2018)

Eco-Literacy

(Al Mamun et al., 

2018)(Ricci et al., 2018)

EC

EK(Cowan& Kinley, 2014) (Yadav and Pathak,2016)(Li, et al., 

2019)

(Tan  and Lau, 2011)(Ahmed  & Zhang,  2020)

 

(Ajzen, 1991)

 

 

 

 
 

 

 

 

 

ء القيم الخضرا
 المدركة

 

كةفعالية المستهلك المدر   

 

 نية شراء
ملابس الموضة  

المستدامة   

H1 

 

H2 

 

 الاهتمام
 البيئي

 

 المعرفة
البيئية   

 

H4/1

1 

 

H4/3 

 

H4/2

1 

 

H41/2/3 
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(CFA) 

Analysis of Moment Structure (Amos)

(Liuzhan, 2014)Chi-square 

= 2.730) 2(X

(p>0.05)(RMR)

(RMSEA)(0.042)

(0.064)

(NFI)(IFT)

(TLI)(CFI)(0.95)(0.94)

(0.95)(0.95) (<0.90)

 

 

 

/df2X

<3.002.730 

(p>0.05)

 

Root Mean Square Residual (RMR)
>0.050.042 

 

Root Mean Square Error of Approximation 
(RMSEA) 

<0.08 0.064 

Normed Fit Index (NFI) <0.900.9 

Incremental Fit Index (IFI) <0.900.9 

       Tucker – Lewis Index (TLI)  <0.900.9 

Comparative Fit Index 
(CFI)

<0.900.9 

      Amos v.23 

H3 

 



           

 

 

 

(2220) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

 

  

Gaudelli 2009 

Intercept 

Sample

Velu, R., & Naidu, 2009) 

(Rice 

& Hancock, 2005)

𝐧 =
 𝐙𝟐𝐩(𝟏−𝐩)

𝐞𝟐
(n)(Z)

(p)

(e)

p=0.5Z

0.05

(384)

 

 

إجمالي عدد  الجامعات
 الإناث بالجامعة

التوزيع النسبي 
 لعدد الإناث

حجم العينة بكل 
 جامعة

عدد الاستمارات 
 المستوفاة

 % عدد جامعة القاهرة

 31.7% 122 140 36.56% 107320 عدد الطالبات

https://www.manaraa.com/post/3509/%D9%82%D9%88%D8%A7%D8%B9%D8%AF-%D8%A7%D8%AE%D8%AA%D9%8A%D8%A7%D8%B1-%D9%85%D8%B4%D9%83%D9%84%D8%A9-%D8%A7%D9%84%D8%A8%D8%AD%D8%AB-%D8%A7%D9%84%D8%B9%D9%84%D9%85%D9%8A
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  جامعة عين شمس

 24.4% 94 106 27.48% 80669 عدد الطالبات

  جامعة حلوان

 27.8% 107 138 35.97% 105586 عدد الطالبات

 83.9% 323 384 100% 293575 مجموع

  بـ إعداد الباحث في ضوء البيانات الواردة:  المصدر  
  27-11-TableStatistical Yearbook Education, 2020, 

     https://www.capmas.gov.eg 

    

(

(O’Cass 

and Choy, 2008)(Young Lee et al.2013)(Kang et al.,2013)(Khare & 

Varshneya, 2017)(Horgan, 2017) 

(Koca & Koc, 2016)

(Golubeva, 2012)

(Young et al., 2013)

(EFA)

 (CFA) 

Path Analysis

 SPSS 

AMOS(Ver. 23)

 

Path Analysis 

https://www.capmas.gov.eg/
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- H1- 

  

-.384p>0.05

- H2-  

                    

0.047p>0.05

 

 H3 - 

                    

.486

p<0.05

 

صحة 
 p C.R. S.E. Estimate الفرض

 

 المتغيرات
 

 الفرض

 
.172 

-

1.36 
.281 -.384 

 

 

 
H1 

 
.666 .432 .109 .047 

 

 
H2 
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Amos v.23 

  

 

 *** 6.30 .077 .486 

 

 

 

H3 
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 Amos v.23مخرجات التحليل الإحصائي برنامج إعداد الباحث في ضوء :  المصدر

 

- H1- 

Path 

Analysis 

(Bootstrap )

Monte Carlo Bootstrap Sampling

 (n) 

 (N) 

Confidence Intervals

(500)

 

(Preacher  & Hayes 2008)(Bootstrap)

 

(Bootstrap) 

 

 

القيم الخضراء 
 المدركة

 

كةمستهلك المدر فعالية ال  

 

 نية شراء
ملابس الموضة  

المستدامة   

.-384 

 .047 

 

 الاهتمام
 البيئي

 

 المعرفة
البيئية   

 

.51 

*** 

 

.486 

*** 

 

.17 

 

.21 

 

.67 

 

.21 

 

e2 

.06 

 

.43 

 

.93 

 

e1 

.15 
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 (Hayes,2013)

- H4-1 

 

(0.078).332(p>0.05)

(Preacher  & Hayes 2008)

(H4-1)

Bootstrap

 

 3Amos v.2مخرجات التحليل الإحصائي برنامج إعداد الباحث في ضوء :  المصدر

 

 
 الفرض

 المتغيرات
 التأثيرمعاملات 

 

Bootstrap 

Standerd 

Error 

Lower 
Bounds 

(LB) 

Upper 

Bounds 

(UB) 

Sig. 
 للتأثيرات
 المباشرة

صحة 
 الفرض

غير  المباشر
 الكلي المباشر

H4-1 

.153 

.078 
(.332) 

.153 .156 -.164 .358 .412 

 


.512 .512 .163 .213 .760 *** .020 


.-

384 
-.306 .303 -1.012 .011 .105 

     (p<0.001) ***ملحوظة: القيم التي بين القوسين تمثل مستوى معنوية التأثيرات غير المباشرة
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H4-2

 

(0.088)(p<0.05)

(.047)(.135)

(Preacher  & Hayes 2008)

(.213)(.760)

(Preacher  & 

Hayes 2008)

(H4-2)

 
 الفرض

 المتغيرات
 التأثيرمعاملات 

 

Bootstrap 

Standerd 

Error 

Lower 
Bound 

(LB) 

Upper 

Bound 

(UB) 

Sig. 
للتأثيرات 
 المباشرة

صحة 
 الفرض

غير  المباشر
 الكلي المباشر

H4-2 

.171 

.088 
(.003) 

*** 

.171 .064 .077 .293 ***.006 

) 
 


.512 .512 .163 .213 .760 ***.020 


.047 .135 .111 -.121 .245 .694 
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Bootstrap

 

 .Amos v.23مخرجات التحليل الإحصائي برنامج إعداد الباحث في ضوء :  المصدر

 

 

- H4-3 

(0.108)(p<0.05)

(.486)(.594)

(Preacher  & Hayes 2008)

(.286)(.676)

(Preacher  & Hayes 2008)

(.213)(.760)

(Preacher  & 

Hayes 2008)

(H4-3)

 

     (p<0.001) ***القيم التي بين القوسين تمثل مستوى معنوية التأثيرات غير المباشرةملحوظة: 
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Bootstrap

 

Amos v.23 

 (H4-1)

(H4-2)

(H4-3)

H4

 

-.384p>0.05

 
 المتغيرات الفرض

 معاملات التأثير
 

Bootstr

ap SE Lower 
Bound 

(LB) 

Upper 
Bound 

(UB) 

Sig. 
ات للتأثير 

 المباشرة

صحة 
 المباشر الفرض

غير 
 المباشر

 الكلي

H4-3 
.210 

.108 
(.012) 

*** 

.210 .039 .160 .301 ***.004 

 


.512 .512 .163 .213 .760 ***.020 


.486 .594 .117 .286 .676 ***.009 

*** (p<0.001)      :القيم التي بين القوسين تمثل مستوى معنوية التأثيرات غير المباشرةملحوظة  
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Gam, 2011(Connell, 2010)(Kang et al.2013)(Kozar & 

Hiller, 2013)

(Momberg et al., 2012)

 (Momberg et al., 

2012)(Indriani et al., 2019)

(Heo and 

Muralidharan, 2017) 

(Xu et al., 2019)(Haron et al., 2005)

(Park & Oh, 2014)Sadachar et al., 2016 

(EC) 

0.047p>0.05

(Vermeir and 

Verbeke, 2008)(Ritch  & Schröder 2012)

(Butler  & 

Francis,  1997)

Kim and Choi, 2005(Tsarenko et al., 2013)(Zhao 

et al,  2014)(Newton et al., 2015)(Maichum et al., 2017)

(Vermeir and 

Verbeke, 2008)(Ritch& Schröder 2012)

(Mostafa, 

2007)

General Attitude

(Khaola et al., 2014)

(Dursun et al., 2016)

https://www.emerald.com/insight/search?q=Joy%20M.%20Kozar
https://www.emerald.com/insight/search?q=Joy%20M.%20Kozar
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(Bamberg, 2003)

 (Sánchez and Lafuente ,2010)

.486p<0.05

(Gounaris et al.,2007)  (Chen and Chang, 2012) (Rahardjo, 

2015)Lam et al.,2016(Dewi & Rastini, 2016)

(Mishra, 2018)

(Woo & Kim,  

2019)(Mishra & Devakumar, 

2018)(Yu & Lee, 2019)(Ahmed  & Zhang,  2020)

(PCE)

H4

(H4-2)

 

 (Verhoef, 2005) (Tan  and Lau, 2011) 

(Kabadayı 

et al., 2015)

(Kim, 2002) (Laskova 

2007
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(PCE)

(H4-3)

(PBT)

(Heo & Muralidharan,  2017) 

 

01 

 

(PBT)(Ajzen, 1991)
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(Khare & Varshneya, 2017)
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(PBT)
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(Cheung  et al., 2015)

  

 Affective commitment Emotion 

Intelligence Self-efficacy

https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1470-6431.2007.00615.x
https://onlinelibrary.wiley.com/doi/abs/10.1111/j.1470-6431.2007.00615.x
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 SPSS

 
 

 
 

 
          

:  
 

 

 

 

 

http://ecat.kfnl.gov.sa:88/ipac20/ipac.jsp?session=161TH4247N791.27960&profile=akfnl&uri=search=TL@!%D9%86%D9%85%D8%B0%D8%AC%D8%A9%20%D8%A7%D9%84%D9%85%D8%B9%D8%A7%D8%AF%D9%84%D8%A7%D8%AA%20%D8%A7%D9%84%D8%A8%D9%86%D8%A7%D8%A6%D9%8A%D8%A9%20%D8%A8%D8%A7%D8%B3%D8%AA%D8%AE%D8%AF%D8%A7%D9%85%20%D8%A8%D8%B1%D9%86%D8%A7%D9%85%D8%AC%20%D8%A3%D9%85%D9%88%D8%B3%20%20:%20AMOS%20%D8%AF%D9%84%D9%8A%D9%84%20%D9%84%D8%AA%D8%B9%D9%84%D9%85%20%D9%86%D9%85%D8%B0%D8%AC%D8%A9%20%D8%A7%D9%84%D9%85%D8%B9%D8%A7%D8%AF%D9%84%D8%A7%D8%AA%20%D8%A7%D9%84%D8%A8%D9%86%D8%A7%D8%A6%D9%8A%D8%A9%20/&term=%D9%86%D9%85%D8%B0%D8%AC%D8%A9%20%D8%A7%D9%84%D9%85%D8%B9%D8%A7%D8%AF%D9%84%D8%A7%D8%AA%20%D8%A7%D9%84%D8%A8%D9%86%D8%A7%D8%A6%D9%8A%D8%A9%20%D8%A8%D8%A7%D8%B3%D8%AA%D8%AE%D8%AF%D8%A7%D9%85%20%D8%A8%D8%B1%D9%86%D8%A7%D9%85%D8%AC%20%D8%A3%D9%85%D9%88%D8%B3%20%20:%20AMOS%20%D8%AF%D9%84%D9%8A%D9%84%20%D9%84%D8%AA%D8%B9%D9%84%D9%85%20%D9%86%D9%85%D8%B0%D8%AC%D8%A9%20%D8%A7%D9%84%D9%85%D8%B9%D8%A7%D8%AF%D9%84%D8%A7%D8%AA%20%D8%A7%D9%84%D8%A8%D9%86%D8%A7%D8%A6%D9%8A%D8%A9%20/%20%D8%AA%D8%A3%D9%84%D9%8A%D9%81%20%D8%B2%D9%8A%D9%86%20%D8%A7%D9%84%D8%AF%D9%8A%D9%86%20%D8%A3%D9%88%D8%A7%D9%86%D8%BA%20,%20%D8%A3%D8%B4%D8%B1%D9%81%20%D8%A3%D9%81%D8%AB%D8%A7%D9%86%D9%88%D8%B1%D9%87%D8%A7%D9%86%20%D8%9B%20%D8%AA%D8%B1%D8%AC%D9%85%D8%A9%20%D8%A5%D8%A8%D8%B1%D8%A7%D9%87%D9%8A%D9%85%20%D9%85%D8%AE%D9%8A%D9%85%D8%B1%20&aspect=advanced&menu=search&source=172.27.18.30@!kfnl1256


           

 

 

 

(2272) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

 

 (SEM)
 

 GRAT

 

 

 المراجع الأجنبية:(ب)

17- Abbasi, M. U. H., & Ahmad, A. (2013). Green Purchase Intention: an 
examination of customers towards Adoption of Green Products. Journal 
of Public Administration and Governance, 3(3), 244-263. 

18- Afthanorhan, W. M. A. B. W., Ahmad, S., & Mamat, I. (2014). 
Pooled Confirmatory Factor Analysis (PCFA) using structural equation 
modeling on volunteerism program: A step by step 
approach. International Journal of Asian Social Science, 4(5), 642-653. 

19- Ahmad, A. N. E. E. S., & Thyagaraj, K. S. (2015). Consumer’s 
intention to purchase green brands: The roles of environmental concern, 
environmental knowledge and self expressive benefits. Current World 
Environment, 10(3), 879-889 

20- Ahmad, S. N. B., Juhdi, N., & Awadz, A. S. (2010). Examination of 
environmental knowledge and perceived pro-environmental behavior 
among students of University Tun Abdul Razak, 
Malaysia. International Journal of Multidisciplinary Thought, 1(1), 328-
342. 

21- Ahmed, W., & Zhang, Q. (2020). Green purchase intention: Effects of 
electronic service quality and customer green psychology. Journal of 
Cleaner Production, 122053. 

22- Ajzen, I. (1985). From intentions to actions: A theory of planned 
behavior. In J. Kuhl & J. Beckman (Eds.), Action-control: From 
cognition to behavior (pp. 11-39). Heidelberg: Springer. 

23- Ajzen, I. (1991). The theory of planned behavior. Organizational 
behavior and human decision processes, 50(2), 179-211 

24- Akintunde, E. A. (2017). Theories and concepts for human behavior in  
environmental preservation. Journal of Environmental Science and 
Public Health, Volume 1, Issue 2 , pp. 120-133,   doi: 
10.26502/JESPH.012. 

25- Akter, S., & Islam, M. S. (2020). Factors influencing the attitude of 
women towards purchasing green products: An explorative case study 
of organic cosmetics in Sweden. Journal of Consumer Sciences. 

26- Albloushy, H., & Hiller Connell, K. Y. (2019). Purchasing 
environmentally sustainable apparel: The attitudes and intentions of 
female Kuwaiti consumers. International Journal of Consumer 
Studies, 43(4), 390-401. 

27- Aman, A. L., Harun, A., & Hussein, Z. (2012). The influence of 
environmental knowledge and concern on green purchase intention the 



           

 

 

 

(2277) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

role of attitude as a mediating variable. British Journal of Arts and 
Social Sciences, 7(2), 145-167.  

28- Arli, D., Tan, L. P., Tjiptono, F., & Yang, L. (2018). Exploring 
consumers’ purchase intention towards green products in an emerging 
market: The role of consumers’ perceived readiness. International 
journal of consumer studies, 42(4), 389-401. 

29- Ateke, B. W., & Didia, J. U. D. (2018). Consumer knowledge and 
purchase intention of healthcare product consumers in Rivers 
state. International Journal of Business and Law Research, 6(1), 1-7. 

30- Awang, Z., Afthanorhan, A., & Mamat, M. (2016). The Likert scale 
analysis using parametric based Structural Equation Modeling (SEM). 
Computational Methods in Social Sciences, 4(1), 13-21. 

31- Baier, D., Rausch, T. M., & Wagner, T. F. (2020). The Drivers of 
Sustainable Apparel and Sportswear Consumption: A Segmented Kano 
Perspective. Sustainability, 12(7), 2788. 

32- Bamberg, S., (2003). How Environmental Concern Influence Specific 
Does Environmentally Related Behaviors? A New Answer to an Old 
Question. Journal of Environmental Psychology 23(1), 21–32. 

33- Barnes, L., Lea‐Greenwood, G., & Joergens, C. (2006). Ethical 
fashion: myth or future trend? Journal of Fashion Marketing and 
Management: An International Journal. 

34- Beard, N. (2008). The branding of ethical fashion and the consumer: A 
luxury niche or mass market reality? Fashion Theory, 12, 447–468. 

35- Bearden, W. O., & Netemeyer, R. G., Haws Kelly L., 
(2011). Handbook of marketing scales: Multi-item measures for 
marketing and consumer behavior research. Third Edition, Sage 
publications, Inc. 

36- Berger, I. E., & Corbin, R. M. (1992). Perceived Consumer 
Effectiveness and Faith in Others as Moderators of Environmentally 
Responsible Behaviors. Journal of Public Policy & Marketing, 11(2), 
79–89.  

37- Brosdahl, D. J., & Carpenter, J. M. (2010). Consumer knowledge of 
the environmental impacts of textile and apparel production, concern 
for the environment, and environmentally friendly consumption 
behavior. Journal of textile and apparel, technology and 
management, 6(4). 

38- Butler, S.M.  & Francis, S. (1997). The effects of environmental 
attitudes on apparel purchasing behavior. Clothing and Textiles 
Research Journal, 15, 76–85. 

39- Butt Adnan (2017).  Determinants of the Consumers Green Purchase 
Intention in Developing Countries,   Journal of Management Sciences, 
Vol. 4(2), 217-236, and DOI: 10.20547/jms.2014.1704205. 

40- Challa, L. (2015). Impact of textiles and clothing industry on 
environment: Approach towards eco‐friendly textiles. Retrieved from 
http:// www.fibre2fashion.com/industry-article/textile-industry-articles/ 
impact-of-textiles-and-clothing-industry-on-environment/impact- 

41- Chang, H.H., Wang, Y.H., Yang, W.Y. (2009). The impact of e-
service quality, customer atisfaction and loyalty on e-marketing: 
moderating effect of perceived value. Total Qual. Manag. 20, 423-443 

https://ideas.repec.org/a/gei/journl/v4y2017i2p217-236.html
https://ideas.repec.org/a/gei/journl/v4y2017i2p217-236.html
http://www.fibre2fashion.com/industry-article/textile-industry-articles/


           

 

 

 

(2272) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

42- Chen, Y., & Chang, C. (2012). Enhance Green Purchase Intentions. 
The Roles of Green Perceived Value, Green Perceived Risk, and Green 
Trust. Management Decision, 50(3), 502–520. 

43- Cheng, T.-M., & Wu, H. C. (2014). How do environmental 
knowledge, environmental sensitivity, and place attachment affect 
environmentally responsible behavior? An integrated approach for 
sustainable island tourism. Journal of Sustainable Tourism, 23(4), 557–
576. doi:10.1080/09669582.2014.965177  

44- Chi Ting (2014). Consumer perceived value of environmentally 
friendly apparel: an empirical study of Chinese consumers, The Journal 
of The Textile Institute, DOI: 10.1080/00405000.2014.985879 

45- Choi, T. M., Lo, C. K., Wong, C. W., Yee, R. W., Shen, B., Wang, 
Y., & Shum, M. (2012). The impact of ethical fashion on consumer 
purchase behavior. Journal of Fashion Marketing and Management: An 
International Journal. 

46- Connell, K. Y. H. (2010). Internal and external barriers to eco‐
conscious apparel acquisition. International Journal of Consumer 
Studies, 34(3), 279-286. 

47- Connell, K. Y. H., & Kozar, J. M. (2014). Environmentally 
sustainable clothing consumption: knowledge, attitudes, and behavior. 
In Roadmap to sustainable textiles and clothing (pp. 41-61). Springer, 
Singapore. 

48- Cowan, K., & Kinley, T. (2014). Green spirit: consumer empathies for 
green apparel. International Journal of Consumer Studies, 38(5), 493-
499. 

49- Currás-Pérez, R., Dolz-Dolz, C., Miquel-Romero, M. J., & Sánchez-
García, I. (2018). How social, environmental, and economic CSR 
affects consumer-perceived value: Does perceived consumer 
effectiveness make a difference? Corporate Social Responsibility and 
Environmental Management, 25(5), 733-747.  

50- D’Souza, C., Taghian, M., & Khosla, R. (2007). Examination of 
environmental beliefs and its impact on the influence of price, quality 
and demographic characteristics with respect to green purchase 
intention. Journal of Targeting, Measurement and Analysis for 
Marketing, 15(2), 69–78. 

51- Dabija, D. C. (2018). Enhancing green loyalty towards apparel retail 
stores: A cross-generational analysis on an emerging market. Journal of 
Open Innovation: Technology, Market, and Complexity, 4(1), 8. 

52- De Brito, M. P., Carbone, V., & Blanquart, C. M. (2008). Towards a 
sustainable fashion retail supply chain in Europe: Organisation and 
performance. International journal of production economics, 114(2), 
534-553. 

53- Dehghanan, H., & Bakhshandeh, G. (2014). The impact of green 
perceived value and green perceived risk on green purchase behavior of 
Iranian consumers. International Journal of Management and Humanity 
Sciences, 3(2), 1349-1357. 

54- Dewi, S. A., & Rastini, N. M. (2016). Peran Green Trust Memediasi 
Green Perceived Value Dan Green Perceived Risk Terhadap Green 
Repurchase Intention. E-Jurnal Manajemen Universitas Udayana, 5(12),  



           

 

 

 

(2272) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

55- Dissanayake, G., & Sinha, P. (2015). An examination of the product 
development process for fashion remanufacturing. Resources, 
Conservation and Recycling, 104, 94-102. 

56- Dursun, I., Kabadayi, E. T., Koksal, C. G., & Tuger, A. T. (2016). 
PRO-ENVIRONMENTAL CONSUMPTION: IS IT REALLY ALL 
ABOUT THE ENVIRONMENT? Journal of Management Marketing 
and Logistics, 3(2), 114-134. 

57- Ekström, K. M., & Salomonson, N. (2014). Reuse and recycling of 
clothing and textiles—a network approach. Journal of 
Macromarketing, 34(3), 383-399. 

58- Ellen, P. S., Wiener, J. L., & Cobb-Walgren, C. (1991). The role of 
perceived consumer effectiveness in motivating environmentally 
conscious behaviors. Journal of public policy & marketing, 10(2), 102-
117. 

59- Ellis, J. L., McCracken, V. A., & Skuza, N. (2012). Insights into 
willingness to pay for organic cotton apparel. Journal of Fashion 
Marketing and Management, 16(3), 290–305. 

60- Ertekin, Z.O. and Atik, D. (2015). “Sustainable markets: Motivating 
factors, barriers, and remedies for mobilization of slow fashion”, 
Journal of Macromarketing, Vol. 35 No. 1, pp. 53-69. 

61- Essoussi, L.H. & Linton, J.D. (2010). New or recycled products: how 
much are consumers willing to pay? Journal of Consumer Marketing, 
27, 458–468. 

62- Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation 
models with unobservable variables and measurement error. Journal of 
marketing research,39-50. 

63- Franzen, A., & Meyer, R. (2010). Environmental attitudes in cross-
national perspective: A multilevel analysis of the ISSP 1993 and 
2000. European sociological review, 26(2), 219-234. 

64- Fryxell, G. E., & Lo, C. W. (2003). The influence of environmental 
knowledge and values on managerial behaviours on behalf of the 
environment: An empirical examination of managers in China. Journal 
of business ethics, 46(1), 45-69. 

65- Fujii, S. (2006). Environmental concern, attitude toward frugality, and 
ease of behavior as determinants of pro-environmental behavior 
intentions. Journal of Environmental Psychology, 26(4), 262–
268. doi:10.1016/j.jenvp.2006.09.003  

66- Gam Hae Jin, 2011. Are fashion-conscious consumers more likely to 
adopt eco-friendly clothing? Journal of Fashion Marketing and 
Management Vol. 15 No. 2, 178-193. 

67- Gam, H. J., Cao, H., Farr, C., & Kang, M. (2010). Quest for the eco‐
apparel market: a study of mothers' willingness to purchase organic 
cotton clothing for their children. International Journal of Consumer 
Studies, 34(6), 648-656. 

68- Gaudelli, J. (2009). “The Greenest Generation: The Truth behind 
Millennials and the Green Movement.” 
http://adage.com/article/goodworks/truth-millennials-green-
movement/136331/ 

69- Gazzola, P., Pavione, E., Pezzetti, R., & Grechi, D. (2020). Trends in 
the Fashion Industry. The Perception of Sustainability and Circular 

http://adage.com/article/goodworks/truth-millennials-green-movement/136331/
http://adage.com/article/goodworks/truth-millennials-green-movement/136331/


           

 

 

 

(2220) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

Economy: A Gender/Generation Quantitative 
Approach. Sustainability, 12(7), 2809. 

70- Golubeva Polina, (2012). Following fashion - Men vs. Women,  
https://www.fibre2fashion.com/industry-article/6389/following-fashion 

71- Gounaris, S.P., Tzempelikos, N.A. and Chatzipanagiotou, K.(2007). 
“The relationships of customer-perceived value, satisfaction, loyalty 
and behavioral intentions”, Journal of Relationship Marketing, Vol. 6 
No. 1, pp. 63-87. 

72- Guo, S., Choi, T. M., & Shen, B. (2020). Green product development 
under competition: a study of the fashion apparel industry. European 
Journal of Operational Research, 280(2), 523-538. 

73- Gurova, O., & Morozova, D.(2018). A critical approach to sustainable 
fashion: Practices of clothing designers in the Kallio neighborhood of 
Helsinki. Journal of Consumer Culture, 18(3), 397-413. 

74- Hahs-Vaughn, D. L. (2016). Applied multivariate statistical concepts. 
Taylor & Francis. 

75- Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, 
R. L. (2014). Multivariate data analysis, 7th ed. Uppersaddle River: 
Pearson Prentice Hall. 

76- Hanss, D., & Doran, R. (2020). Perceived consumer 
effectiveness. Responsible Consumption and Production, 535-544. 

77- Haron, S.A., Paim, L. & Yahaya, N.(2005). Towards sustainable 
consumption: an examination of environmental knowledge among 
Malaysians. International Journal of Consumer Studies, 29, 426–436. 

78- Haug, A., & Busch, J. (2016). Towards an ethical fashion 
framework. Fashion Theory, 20(3), 317-339. 

79- Haws, K. L., Winterich, K. P., & Naylor, R. W. (2014). Seeing the 
world through GREEN-tinted glasses: Green consumption values and 
responses to environmentally friendly products. Journal of Consumer 
Psychology, 24(3), 336-354. 

80- Heo, J., & Muralidharan, S. (2017). What triggers young Millennials 
to purchase eco-friendly products?: the interrelationships among 
knowledge, perceived consumer effectiveness, and environmental 
concern. Journal of Marketing Communications, 1–17. 

81- Horgan, T. G., McGrath, M. P., Bastien, C., & Wegman, P. (2017). 
Gender and appearance accuracy: Women’s advantage over men is 
restricted to dress items. The Journal of social psychology, 157(6), 680-
691. 

82- Hur, E., & Cassidy, T. (2019). Perceptions and attitudes towards 
sustainable fashion design: challenges and opportunities for 
implementing sustainability in fashion. International Journal of Fashion 
Design, Technology and Education, 12(2), 208-217. 

83- Indriani, I. A. D., Rahayu, M., & Hadiwidjojo, D. (2019). The 
Influence of Environmental Knowledge on Green Purchase Intention 
the Role of Attitude as Mediating Variable. International Journal of 
Multicultural and Multireligious Understanding, 6(2), 627-635. 

84- Joonas, K.(2008). Environmentally friendly products: Factors affecting 
search for information. AIMS, International Journal of Management, 
2(3): 165-176. 

85- Joshi, Y. And Srivastava, A.P. (2019).  Examining the effects of CE 
and BE on consumers’ purchase intention toward green apparels 

https://www.emerald.com/insight/search?q=Yatish%20Joshi
https://www.emerald.com/insight/search?q=Yatish%20Joshi
https://www.emerald.com/insight/search?q=Anugamini%20Priya%20Srivastava


           

 

 

 

(2221) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

, Young Consumers, Vol. 21 No. 2, pp. 255- 
272. https://doi.org/10.1108/YC-01-2019-0947 

86- Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase 
behaviour and future research directions. International Strategic 
management review, 3(1-2), 128-143. 

87- Kabadayı, E. T., Dursun, İ., Alan, A. K., & Tuğer, A. T. (2015). 
Green purchase intention of young Turkish consumers: Effects of 
consumer's guilt, self-monitoring and perceived consumer 
effectiveness. Procedia-Social and Behavioral Sciences, 207, 165-174. 

88- Kang, J., Liu, C., & Kim, S. H.(2013). Environmentally sustainable 
textile and apparel consumption: the role of consumer knowledge, 
perceived consumer effectiveness and perceived personal 
relevance. International Journal of consumer studies, 37(4), 442-452. 

89- Karell, E., & Niinimäki, K. (2020). A Mixed-Method Study of Design 
Practices and Designers’ Roles in Sustainable-Minded Clothing 
Companies. Sustainability, 12(11), 4680. 

90- Khaola, P. P., Potiane, B., & Mokhethi, M. (2014). Environmental 
concern, attitude towards green products and green purchase intentions 
of consumers in Lesotho. Ethiopian Journal of Environmental Studies 
and Management, 7(4), 361-370. 

91- Khare, A. ,(2019). Green apparel buying: Role of past behavior, 
knowledge and peer influence in the assessment of green apparel 
perceived benefits. Journal of International Consumer Marketing, 1-17. 

92- Kim, H.Y. and Chung, J.-E. (2011). Consumer purchase intention for 
organic personal care products, Journal of Consumer Marketing, Vol. 
28 No. 1, pp. 40 -47. 

93- Kim, K. W., & Moon, S. G. (2012). Determinants of the pro-
environmental behavior of Korean immigrants in the US. International 
Review of Public Administration, 17(3), 99-123. 

94- Kim, M. S., Kim, J., & Thapa, B. (2018). Influence of environmental 
knowledge on affect, nature affiliation and pro-environmental behaviors 
among tourists. Sustainability, 10(9), 3109, 1-16. 

95- Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase 
behavior: An examination of collectivism, environmental concern, and 
pce. Advances in Consumer Research, 32(1), 592–599. 

96- Kim, Y., (2002). The impact of personal value structures on consumer 
pro-environmental attitudes, behaviours and consumerism: A cross-
cultural study. Doctoral Dissertation, College of Communication 
Artsand Sciences, Michigan State University. 

97- Kinnear, T. C., Taylor, J. R., & Ahmed, S. A. (1974). Ecologically 
concerned consumers: who are they? The Journal of Marketing, 38(2), 
20–24. 

98- Koca, E., & Koc, F. (2016). A study of clothing purchasing behavior 
by gender with respect to fashion and brand awareness. European 
Scientific Journal, 12(7). 

99- Koller, M., Floh, A., & Zauner, A. (2011). Further insights into 
perceived value and consumer loyalty: A “green” 
perspective. Psychology & Marketing, 28(12), 1154-1176. 

100- Kong, H. M., KO, E., Chae, H., & Mattila, P. 
(2016). Understanding fashion consumers’ attitude and behavioral 
intention toward sustainable fashion products: Focus on sustainable 

https://www.emerald.com/insight/publication/issn/1747-3616
https://doi.org/10.1108/YC-01-2019-0947


           

 

 

 

(2222) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

knowledge sources and knowledge types. Journal of Global Fashion 
Marketing, 7(2), 103–119.  

101- Konuk, F. A., Rahman, S. U., & Salo, J. (2015). Antecedents of 
green behavioral intentions: a cross‐country study of T urkey, F inland 
and P akistan. International journal of consumer studies, 39(6), 586-
596. 

102- Kozar, J. M., & Hiller Connell, K. Y., (2013). Socially and 
environmentally responsible apparel consumption: knowledge, 
attitudes, and behaviors. Soc. Responsib. J. 9, 315–324. Doi: 10.1108. 
SRJ-09-2011-0076. 

103- Kutsenkova, Z. (2017). The Sustainable Future of the Modern 
Fashion Industry. Honors Theses. 21.  

104- Lam, A. Y., Lau, M. M., & Cheung, R. (2016). Modelling the 
relationship among green perceived value, green trust, satisfaction, and 
repurchase intention of green products. Contemporary Management 
Research, 12(1), 47-60. 

105- Laskova, A., (2007). Perceived consumer effectiveness and 
environmental concerns. Proceedings of the 13th Asia Pacific 
Management Conference, Melbourne, Australia, pp: 206-209. 

106- Lawless, E., & Medvedev, K. (2016). Assessment of sustainable 
design practices in the fashion industry: experiences of eight small 
sustainable design companies in the Northeastern and Southeastern 
United States. International Journal of Fashion Design, Technology and 
Education, 9(1), 41-50. 

107- Lee, J. A., & Holden, S. J. (1999). Understanding the determinants 
of environmentally 

108- Lee, K. (2008). Opportunities for green marketing: young 
consumers, Marketing Intelligence and Planning, Vol. 26 No. 6, pp. 
573-586. 

109- Lee, K. (2009). Gender differences in Hong Kong adolescent 
consumers’ green purchasing behaviour”, Journal of Consumer 
Marketing, Vol. 26 No. 2, pp. 87-96. 

110- Lee, S. H. (2010). Consumers' Purchasing Intentions toward 
Sustainable Apparel in US. Journal of Fashion Business, 14(3), 146-
153. 

111- Li, G., Li, W., Jin, Z., & Wang, Z. (2019). Influence of 
environmental concern and knowledge on households’ willingness to 
purchase energy-efficient appliances: A case study in Shanxi, 
China. Sustainability, 11(4), 1073. 

112- Liuzhan, J. (2014). Analysis of moment structure program 
application in management and organizational behavior 
research. Journal of Chemical and Pharmaceutical Research, 6(6), 
1940-1947. 

113- Maichum, K., Parichatnon, S., & Peng, K. C. (2017). The 
influence of environmental concern and environmental attitude on 
purchase intention towards green products: a case study of young 
consumers in Thailand. Int J Bus Mark Manag, 2, 1-8. 

114- Manchiraju, S. and Sadachar, A. (2014). Personal values and 
ethical fashion consumption, Journal of Fashion Marketing and 
Management, Vol. 18 No. 3, pp. 357-374.   

https://www.emerald.com/insight/search?q=Srikant%20Manchiraju
https://www.emerald.com/insight/search?q=Amrut%20Sadachar
https://www.emerald.com/insight/publication/issn/1361-2026
https://www.emerald.com/insight/publication/issn/1361-2026


           

 

 

 

(2222) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

115- Meinhold, J. L., & Malkus, A. J. (2005). Adolescent 
environmental behaviors: Can knowledge, attitudes, and self-efficacy 
make a difference? Environment and behavior, 37(4), 511-532. 

116- Meyer, A. (2001). What's in it for the customers? Successfully 
marketing green clothes. Business Strategy and the Environment, 10(5), 
317-330. 

117- Mishra Prachi and G. Devakumar (2018). Factors Influencing 
Consumer Preference for Purchase Intention of Organic Apparel 
Products – A Structured Review, Pacific Business Review International 
Volume 11 Issue 6, December 2018 

118- Mishra, P. , (2018). Factors Influencing Consumer Preference for 
Purchase Intention of Organic Apparel Products–A Structured Review. 
Pacific Business Review International 

119- Momberg, D., Jacobs, B., & Sonnenberg, N. (2012). The role of 
environmental knowledge in young female consumers' evaluation and 
selection of apparel in South Africa. International Journal of Consumer 
Studies, 36(4), 408-415. 

120- Moon, K. K.-L., Youn, C., Chang, J. M. T., & Yeung, A. W. 
(2013). Product design scenarios for energy saving: A case study of 
fashion apparel. International Journal of Production Economics, 146(2), 
392–401.  

121- Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ 
green purchase behaviour: the effects of environmental knowledge, 
concern and attitude. International Journal of Consumer Studies, 31(3), 
220-229 

122- Mostafa, M. M. (2009). Shades of green: A psychographic 
segmentation of the green consumer in Kuwait using self-organizing 
maps. Expert Systems with Applications, 36(8), 11030-11038. 

123- Mukendi, A., Davies, I., Glozer, S. and McDonagh, P. (2020).  
Sustainable fashion: current and future research directions, European 
Journal of Marketing, Vol. ahead-of-print No. ahead-of-print.   

124- Nagurney, A., & Yu, M. (2012). Sustainable fashion supply chain 
management under oligopolistic competition and brand 
differentiation. International Journal of Production Economics, 135(2), 
532-540. 

125- Nam, C., Dong, H., & Lee, Y. A. (2017). Factors influencing 
consumers’ purchase intention of green sportswear. Fashion and 
Textiles, 4(1), 2. 

126- Newton, J. D., Tsarenko, Y., Ferraro, C., & Sands, S. (2015). 
Environmental concern and environmental purchase intentions: The 
mediating role of learning strategy. Journal of Business 
Research, 68(9), 1974-1981. 

127- Oh, K., & Abraham, L. (2016). Effect of knowledge on decision 
making in the context of organic cotton clothing. International journal 
of consumer studies, 40(1), 66-74. 

128- Pero, M., Arrigo, E., & Fionda-Douglas, A. (2020). Sustainability 
in Fashion Brands, Sustainability, 12, 5843. 

129- Phau, I. and Ong, D. (2007).  An investigation of the effects of 
environmental claims in promotional messages for clothing 
brands, Marketing Intelligence & Planning, Vol. 25 No. 7, pp. 772-
788.   

https://www.emerald.com/insight/search?q=Amira%20Mukendi
https://www.emerald.com/insight/search?q=Iain%20Davies
https://www.emerald.com/insight/search?q=Sarah%20Glozer
https://www.emerald.com/insight/search?q=Pierre%20McDonagh
https://www.emerald.com/insight/publication/issn/0309-0566
https://www.emerald.com/insight/publication/issn/0309-0566
https://www.emerald.com/insight/search?q=Ian%20Phau
https://www.emerald.com/insight/search?q=Denise%20Ong
https://www.emerald.com/insight/publication/issn/0263-4503


           

 

 

 

(2222) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

130- Polonsky, M. J., Vocino, A., Grau, S. L., Garma, R., & Ferdous, 
A. S. (2012). The impact of general and carbon-related environmental 
knowledge on attitudes and behaviour of US consumers. Journal of 
Marketing Management, 28(3–4), 238–263. 

131- Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling 
strategies for assessing and comparing indirect effects in multiple 
mediator models. Behavior research methods, 40(3), 879-891. 

132- Rahardjo, F. A. (2015). The roles of green perceived value, green 
perceived risk, and green trust towards green purchase intention of 
inverter air conditioner in Surabaya. IBuss Management, 3(2), 252-260. 

133- Reiter, L., & Kozar, J. (2016). Chinese students’ knowledge of 
environmentally and socially sustainable apparel and sustainable 
purchase intentions. International Journal of Marketing Studies, 8(3), 
12-21. 

134- Ricci, E. C., Banterle, A., & Stranieri, S. (2018). Trust to go 
green: an exploration of consumer intentions for eco-friendly 
convenience food. Ecological economics, 148, 54-65. 

135- Rice, R., & Hancock, L., (2005). The mall intercept: A social 
norms marketing research tool. The Report on Social Norms, 4(7), 4-7.  

136- Ritch, E.L. & Schröder, M.J. (2012). Accessing and affording 
sustainability: the experience of fashion consumption within young 
families. International Journal of Consumer Studies, 36, 203–210. 

137- Sadachar, A., Feng, F., Karpova, E. E., & Manchiraju, S. (2016). 
Predicting environmentally responsible apparel consumption behavior 
of future apparel industry professionals: The role of environmental 
apparel knowledge, environmentalism and materialism. Journal of 
Global Fashion Marketing, 7(2), 76–88. 

138- Sánchez, M. J., & Lafuente, R. (2010). Definición y medición de la 
conciencia ambiental. Revista internacional de sociología, 68(3), 731-
755. 

139- Seung-Hee, L. (2010). Consumers’ Purchasing Intentions toward 
Sustainable Apparel in US. Journal of Fashion Business, 14(3), 146-
153. 

140- Shen Bin, Jin-Hui Zheng, Pui-Sze Chow & Ka-Yan Chow 
(2014). Perception of fashion sustainability in online community, The 
Journal of The Textile Institute, 105:9, 971-979, DOI: 
10.1080/00405000.2013.866334. 

141- Shen, B. (2014). Sustainable fashion supply chain: Lessons from 
H&M. Sustainability, 6(9), 6236-6249. 

142- 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. 

143- Syarifuddin, D., & Alamsyah, D. P. (2017). Green Perceived 
Value for Environmentally Friendly Products: Green Awareness 
Improvement. Jurnal Ekonomi Pembangunan: Kajian Masalah Ekonomi 
dan Pembangunan, 18(2), 245-255. 

144- Taherdoost, H. (2016). Validity and reliability of the research 
instrument; how to test the validation of a questionnaire/survey in a 
research. How to Test the Validation of a Questionnaire/Survey in a 
Research (August 10, 2016). 



           

 

 

 

(2222) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

145- Taljaard, H. (2015). Male consumers' pro-environmental 
motivation and intent to acquire eco-friendly apparel in South 
Africa (Doctoral dissertation, University of Pretoria). 

146- Tan, B. C. (2011). The role of perceived consumer effectiveness on 
value-attitude-behaviour model in green buying behaviour 
context. Australian journal of basic and applied sciences, 5(12), 1766-
1771. 

147- Tan, B. C., & Lau, T. C. (2011). Green purchase behavior: 
Examining the influence of green environmental attitude, perceived 
consumer effectiveness and specific green purchase attitude. Australian 
Journal of Basic and Applied Sciences, 5(8), 559-567. 

148- Thompson, A., & Tong, X. (2016). Factors influencing college 
students’ purchase intention towards Bamboo textile and apparel 
products. International Journal of Fashion Design, Technology and 
Education, 9(1), 62-70. 

149- Tsarenko, Y., Ferraro, C., Sands, S., & McLeod, C. (2013). 
Environmentally conscious consumption: The role of retailers and peers 
as external influences. Journal of Retailing and Consumer 
Services, 20(3), 302-310.  

150- Uddin, S. F., & Khan, M. N. (2018). Young consumer's green 
purchasing behavior: Opportunities for green marketing. Journal of 
Global Marketing, 31(4), 270-281. 

151- UNITED NATIONS ALLIANCE FOR SUSTAINABLE 
FASHION (2019). 
https://www.ideassonline.org/public/pdf/UNAllianceforSustainableFash
ion-ENG.pdf 

152- Varshneya, G., Pandey, S. K., & Das, G. (2017). Impact of social 
influence and green consumption values on purchase intention of 
organic clothing: a study on collectivist developing economy. Global 
Business Review, 18(2), 478-492. 

153- Velu, R., & Naidu, G. M. (2009). Survey sampling methods in 
marketing research: a review of telephone, mall intercept, panel, and 
web surveys. Handbook of Statistics, 29, 513-538. 

154- Verhoef, P. C. (2005). Explaining purchases of organic meat by dutch 
consumers. European Review of Agricultural Economics, 32(2), 245–
267. 

155- Vermeir, I. & Verbeke, W. (2008). Sustainable food consumption 
among young adults in Belgium: theory of planned behaviour and the 
role of confidence and values. Ecological Economics, 64, 542–553. 

156- Wang, L., & Shen, B. (2017). A product line analysis for eco-
designed fashion products: Evidence from an outdoor sportswear 
brand. Sustainability, 9(7), 1136. 

157- Wang, Y., & Hazen, B. T. (2016). Consumer product knowledge and 
intention to purchase remanufactured products. International Journal of 
Production Economics, 181, 460–469.  

158- Woo, E. and Kim, Y.G. (2019). Consumer attitudes and buying 
behavior for green food products: From the aspect of green perceived 
value (GPV), British Food Journal, Vol. 121 No. 2, pp. 320-332.   

159- Yadav, R.; Pathak, G.S. (2016). Young consumers’ intention 
towards buying green products in a developing nation: Extending the 
theory of planned behavior. J. Clean. Prod. 2016, 135, 732–739.   

https://www.ideassonline.org/public/pdf/UNAllianceforSustainableFashion-ENG.pdf
https://www.ideassonline.org/public/pdf/UNAllianceforSustainableFashion-ENG.pdf
https://www.emerald.com/insight/search?q=Eunju%20Woo
https://www.emerald.com/insight/search?q=Yeong%20Gug%20Kim
https://www.emerald.com/insight/publication/issn/0007-070X


           

 

 

 

(2222) 

 2021يوليو    الثالثالجزء  -(12)العدد  -( 7المجلد )                            مجلة الدراسات التجارية المعاصرة

 

160- Young, C.W., Hwang, K., McDonald, S., Oates, C.J., (2010). 
Sustainable consumption: green consumer behaviour when purchasing 
products. Sustainable Development 18 (1), 20–31. 

161- Yu, S., & Lee, J. (2019). The effects of consumers’ perceived values 
on intention to purchase upcycled products. Sustainability, 11(4), 1034 
1-20. 

162- Zhang, Z., (2019). A Cross-cultural Study of Young Consumers' Eco-
friendly T-shirts Purchase Behavior.  

163- Zheng, Y., & Chi, T. (2015). Factors influencing purchase intention 
towards environmentally friendly apparel: an empirical study of US 
consumers. International Journal of Fashion Design, Technology and 
Education, 8(2), 68-77. 

164- Zsóka, Á. Szerényi, Z. M., Széchy, A., & Kocsis, T. (2013). 
Greening due to environmental education? Environmental knowledge, 
attitudes, consumer behavior and everyday pro-environmental activities 
of Hungarian high school and university students. Journal of Cleaner 
Production, 48, 126-138. 

 )ج( مصادر إنترنت
https://www.wamda.com/ar/2015/07/-آخر-صيحات-الموضة-الملابس 
 _=escaped_fragmenالصديقة-للبيئة-دبي?_

https://www.nawayahsna.com/6-شركات-تصميم-ملابس-صديقة-للبيئة/ 
https://www.hindawi.org/books/16314631/6/ 

https://www.nawayahsna.com/6-/شركات-تصميم-ملابس-صديقة
https://www.hindawi.org/books/16314631/6/

