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ABSTRAK 
Sektor aplikasi fesyen mendominasi pasar dan menguasai lebih dari 73% bagi hasil dunia pada tahun 2021. 2% PDB 
dunia dihabiskan untuk fesyen. Meski berkontribusi terhadap PDB dan lapangan kerja, sektor fesyen merusak 
lingkungan. Sektor fesyen menghasilkan 92 juta ton limbah tekstil setiap tahunnya, atau satu truk pakaian setiap 
detiknya. Sekitar 72% dari seluruh pakaian terbuat dari serat sintetis yang tidak dapat terurai secara hayati, seperti 
poliester, yang memiliki waktu penguraian yang sangat lama, yaitu 200 tahun. Tujuan dari penelitian ini adalah untuk 
menguji pengaruh pengetahuan, sikap, dan kemauan harga terhadap kesadaran lingkungan terhadap pembelian fashion 
berkelanjutan di Indonesia. Hasil penelitian menemukan bahwa pengetahuan, sikap, dan harga mempunyai hubungan 
positif terhadap kesadaran lingkungan. 
 
Kata Kunci: Sikap, Kesadaran Lingkungan, Pengetahuan, Harga, Keinginan untuk Membeli. 
 

ABSTRACT 
The fashion application sector dominated the market and controlled over 73% of the worldwide revenue share in 
2021. Two percents of world GDP is spent on fashion. Despite contributing to GDP and employment, the fashion 
sector damages the environment. The fashion sector produces 92 million tons of textile waste annually, or one truck 
of clothing every second. Approximately 72% of all apparel is made of synthetic fibers that are not biodegradable, 
such as polyester, which has a shockingly long breakdown time of 200 years. The purpose of this research is to 
examine the impact of environmental awareness knowledge, attitude, and price willingness to buy sustainable fashion 
in Indonesia. The result of this study found that knowledge, attitude, and price had a positive relationship toward 
environmental awareness. 
 
Keywords: Attitude, Environmental Awareness, Knowledge, Price, Willingness to Buy. 
 
1. INTRODUCTION 
Background 
Fashion is one of the top three ways people self-express (Amed et al., 2022). The garment market 
is a key part of the global economy (United, 2022). The fashion application sector led the market 
and controlled over 73% of the worldwide revenue share in 2021 (Research, 2020). 2% of world 
GDP ($3 trillion) is spent on fashion (Bakshi, 2022). Despite contributing to GDP and employment, 
the fashion sector damages the environment. Fast fashion trends might damage the environment 
in the world. Fast fashion makes affordable apparel swiftly in response to the latest trends (Su, 
2020). Fast fashion refers to apparels that are quickly converted from runway to retail to capitalize 
on current trends (Long & Nasiry, 2022). It lets normal folks buy the latest style at a fair price 
(Rukhaya et al., 2021). The fashion sector produces 92 million tons of textile waste annually, or 
one truck of clothing every second (Mearns, 2021). Textile waste is defined as materials left over 
or unwanted after being used for clothing, textiles, or other items (Juanga-Labayen et al., 2022). 
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Only 25% of global textile waste is recycled or reused, whereas 75% is deposited in landfills 
(Juanga-Labayen et al., 2022). More than 100 billion dollars are lost each year because less than 
1% of textile materials are recycled (Iowe, 2017). Sustainable designers worry about waste, 
especially when the fashion industry finds new uses for the one million tons of fabric thrown away 
each year. Most clothing is constructed of non-biodegradable synthetic fibers like polyester, which 
takes 200 years to break down (Hawthorn, 2022). Synthetic fibers, made from petroleum, need 
nonrenewable chemicals and energy (Karpova et al., 2021). Because of the fashion industry's 
environmental impact, sustainable fashion is essential. Sustainable fashion includes fair-trade 
labour and biodegradable materials like organic cotton (Tanzil, 2017). 
 
Nearly half of participants understood nothing about slow fashion and environmental sustainability, 
according to Mcneill & Moore (2015) and Tama et al. (2017).  Kovacs (2021) says frugal 
consumption and responsible disposal are little understood. Idea understanding promotes 
sustainable consumption (Kong et al., 2016). Awareness boosts sales of sustainable products 
(Fabiola & Mayangsari, 2020). Consumers seldom purchase eco-friendly garments. Price, 
appearance, and availability may outweigh product longevity (Mahrs, 2022). Price affects 
willingness to pay. Customers demand fair pricing (Delimarta & Rahadi, 2021; Tey et al., 2018). 
Sustainable clothing is costly, yet most people buy used, recycle, and reuse it (Bianchi & Gonzalez, 
2021). Knowledge, cost, and availability restrict sustainable clothing purchasing. Sustainable 
apparel is expensive, therefore few buy it. Low pricing may increase eco-fashion demand 
(Bondarev, 2021). 27–35-year-olds are more environmentally concerned than 18–26-year-olds 
(Ryding et al., 92.3% are aware of environmental and social concerns, and 69.2% recognize the 
need for environmental action). 
 
Research Purposes 
According to data from the Republic of Indonesia's Ministry of Environment and Forest, by 2021, 
Indonesia produced 2.3 million tons of textile waste, which is equivalent to 12% of household 
waste. However, of the total textile waste, only 0.3 million tons of textile waste are recycled (Safitri, 
2020). In Indonesia, there is still a shortage of understanding and awareness about sustainable 
fashion (Tanzil, 2017). According to Safina Maulida, a member of Fashion Revolution Indonesia, 
just a small percentage of Indonesians are concerned with sustainable fashion. Perhaps some 
fashion designers do not consider environmental concerns. Furthermore, those who are already 
interested in eco-friendly fashion contribute to raising awareness (Tan, 2019).  
 
According to Ridaswari (2019), Indonesian customers are almost completely uninformed of the 
repercussions of the apparel manufacturing process. Furthermore, as a result of the industry's 
considerable negative repercussions, the general public's opinion of sustainable fashion is shifting. 
Although some argue that the country's knowledge of sustainable fashion is still lacking (Chu 
Wong et al., 2021). As a result, the purpose of this research is to examine the impact of 
environmental awareness knowledge, attitude, and price willingness to buy sustainable fashion in 
Indonesia. The independent factors are knowledge, attitude, and price, the intervening variable is 
environmental awareness, and the dependent variable is willingness to buy. 
 
LITERATURE REVIEW 
Fashion 
Person's identity can be communicated with fashion (Muthu, 2019). Fashion can be defined as a 
representation of someone's identity that is adopted throughout period (Muthu, 2017). In addition 
to reinforcing values to individual, clothing can be used to contain a description about the person 
to others. Through clothing that adheres to social conventions, people want to express their unique 
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identities (Mcneill & Moore, 2015). Self-identification is defined as how an individual views 
themselves and "reflects the degree to which an individual regards himself/herself as meeting the 
standards for a certain society function" (Subramanian Senthilkannan Muthu, 2019). A person's 
identity is influenced by their personal learning preferences, what they learned, and from whom 
they learned (Yan et al., 2022). 

 
Sustainable Fashion 
Sustainable fashion is eco-friendly, high-quality, long-lasting, and low-impact (Shaikh, 2021). 
Hasbullah et al. (2020) advise individuals to purchase more sustainably and accept responsibility 
for their activities. Rathinamoorthy (2019) found that most respondents were aware of how 
garment manufacture impacts the environment but did not want to purchase eco-friendly items. 
According to Blazquez et al. (2020), most respondents knew what sustainable fashion was, but it 
didn't seem to matter. Customers seem to be seeking more ecologically friendly apparel 
alternatives, but they are having trouble locating them in stores. Lee (2011) suggested addressing 
environmental challenges and educating some customers on sustainable purchasing behavior to 
encourage them to buy sustainable fashion. In addition, women who buy sustainable apparel do so 
because they want to help the environment, not because of others' opinions (Bianchi & Gonzalez, 
2021). Tan (2019) states that few Indonesians are interested in sustainable fashion. Perhaps some 
fashion designers disregard environmental concerns. Furthermore, eco-conscious fashion 
enthusiasts increase awareness. According to Ridaswari (2019), the majority of Indonesian 
customers are uninformed of the repercussions of garment manufacture. 

 
Willingness to Buy 
As reported by Smith (2022b), in 2018, 60% of participants said they would purchase sustainable 
clothing if the cost was comparable to that of conventional clothing. The willingness to purchase 
more on sustainable clothing was also associated who put forth more contribution to save natural 
resources and energy (Lee, 2011). Willingness to buy is an individual willing to purchase a product 
at a specific price (Lu & Hsee, 2019). People regularly purchase goods that rank highly in their 
evaluations (Quang et al., 2017). According to Lin, (2010), individuals who intend to buy 
sustainable clothing are more conscious of the negative environmental effects of garment 
manufacture. This study also finds that, people are willing to change their actions in order to 
become more environmentally aware, showing that they have an overall good attitude regarding 
sustainable fashion. According to (Cheung et al., 2022) there are several factors affect consumer 
willingness to buy sustainable products such as better product quality, better value for money and 
more information. 

 
Environmental Awareness 
It is believed that awareness is a necessary condition for the ethical aim of sustainable consumption 
(Park & Lee, 2021). Environmental awareness is the understanding of the natural world, how it 
affects human behavior, and how to protect it. A shopper's choice to participate in any form of 
sustainable shopping behavior or not is mostly influenced by their knowledge and awareness of 
the issue. Consumer environmental behavior is closely tied to their level of awareness, which in 
turn impacts their propensity to buy sustainable fashion (Tevel, 2013). Globally, people have 
become increasingly conscious and concerned about the environment. Customers who are 
environmentally sensitive voice worries for both the environment and people's lives, when people 
are aware of the environment, they can make decisions that are beneficial to the environment 
(Hassan et al., 2022). According to (Genoveva, 2020), environment awareness, environment 
knowledge, environment concern has a significant impact on consumer green purchase behavior.  
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Based on Fu et al., (2020), the indicator of awareness namely environmental concern, 
environmental knowledge, environmental attitude and behavioral intention. 

 
Knowledge 
In accordance with (Carvalho, 2021), the research discovers that the respondents who are already 
considering sustainability while purchasing fashion items noted several challenges they are 
running with. They specifically noted a lack of knowledge, openness, accessibility, visibility, and 
communication, as well as the fact that they are dealing with significantly higher costs and scant 
options. This demonstrates that the availability of information is still difficult to find. It is also 
discovered by (Mcneill & Moore, 2015), there is a lack of knowledge among the participants in 
the research about sustainable fashion. According to (Mandarić et al., 2021), it is necessary to 
improve consumer knowledge regarding sustainability in fashion in order to urge them to make 
responsible purchasing decisions that put less strain on the environment. It is crucial that they 
demonstrate enough environmental awareness and knowledge of the detrimental effects of toxins 
on the environment (Suggest, 2022). According to (Recker et al., 2014), knowledge can be divided 
into three components such as environmental literacy, experience and product expertise. 

 
Attitude  
Buyers' attitudes about ethical fashion and their level of trust in it are significantly influenced by 
their knowledge of it (Yongdan Liu et al., 2021). Several research that has been conducted by 
(Ceylan, 2019; Mahrs, 2022; Mcneill & Moore, 2015; Sadiku, 2017; Tama et al., 2017), 
demonstrate that individuals have a positive view toward the sustainability approach. However, 
this positive attitude may not always be reflected in their actions. Consumers' attitudes toward 
sustainable fashion are influenced by their general level of care for social and environmental well-
being, their beliefs about sustainable fashion, and their past conduct with regard to ethical buying 
decisions. In addition, (Dewanto & Belgiawan, 2020) also found that there is a positive effect on 
purchase intention of sustainable fashion. Also, (Tevel, 2013) state that there is a positive 
correlation was discovered among environmental concern and customer buying intention. 
Furthermore, there was a substantial strong connection between attitudes and desire to purchase. 
Participants with higher of environmental awareness and attitudes were more likely to purchase 
sustainable clothing and textiles. According to Armstrong et al., (2018), attitudes are composed of 
three components including cognition, affect and conation. 

 
Price 
Research by (Bianchi & Gonzalez, 2021), the high cost of sustainable clothing is the main barrier 
to purchasing sustainable products. The low price and accessibility of fast fashion brands as 
contrasted to the pricey and exclusive nature of the sustainable fashion products frequently makes 
it difficult to make the decision to purchase sustainable products (Olu, 2022). According to 
(Shevelkova, 2020), the research shows that, 49% of respondents would not purchase higher-
priced products. In terms of other responses, 19% might purchase despite the increased price, and 
32% still consider whether to buy or not. Along with, the participants also said that price is the 
most important element on their decision to buy sustainable products. The expensive of sustainable 
fashion products is the primary reason why people do not purchase those goods. As a result, the 
low price can enhance customer desire for sustainable fashion products (Bondarev, 2021). In 
accordance to (Sandi, 2021), price can be determined by several factors such as premium price, 
price according to quality, price according to benefits and price comparison. 
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2. RESEARCH METHODS 
In this work, the Partial Least Square-based Structural Equation Modelling (PLS-SEM) method 
was used to model the structural equations, and quantitative approach was implemented in this 
research. Based on Creswell & Creswell, (2018), Quantitative research investigates the 
relationship among factors in particular to validate objective ideas. The goal of quantitative 
research is to quantify or measure the subject of study. 

 
Population and Sample 
The researcher will utilize non-probability snowball sampling to distribute questionnaires. 
Snowball sampling includes selecting more respondents based on first respondents' 
recommendations (Dubey & Kothari, 2022). The research population is unknown, hence the 
researcher will use Hair sampling (Hair et al., 2014) to establish the sample size as 10 times the 
target questions in a variable. As a result, the minimum number of participants is 100 from 
Indonesia's generation Z who are familiar with sustainable fashion. This study was able to collect 
223 returned questionnaires for analysis throughout data collection. 
 
Data Collection Method 
The researcher uses a primary data to make online questionnaires in the form of Google Forms 
(Dubey & Kothari, 2022). This research will employ online questionnaires to investigate the 
impact of environmental consciousness, knowledge, and price on willingness to buy sustainable 
fashion in Indonesia. Indonesian generation Z is studied. Generation Z is 15–29-year-olds (Gupta 
& Gentry, 2018) born after 1995 (Gale, 2015). Young individuals ages 18-26 are less concerned 
about environmental and social issues, according to (Ryding et al., 2021). In addition, this research 
also will evaluate the questions by implementing the level of measurements-based questions with 
five points Likert Scale technic from strongly agree to strongly disagree.  
 
Data Analysis 
The SmartPLS software, version 3.2.8, was used to model the data. PLS-SEM is the 
implementation of a path model that is used the most frequently. PLS is regarded as the method 
that is most suited for research projects in which the primary purpose is either exploratory or 
predictive modelling (Garson, 2016). Two models are included in the PLS-based structural 
equation model; these are the measurement model and the structural model. The measurement 
includes outer mode, inner model and hypothesis testing measurement.  
 
Hypotheses Testing 
The calculation in this study is to compare the t-value calculated by t-Table. The level of 
significance should be assumed in applications where the t values are 1.96 (significant level = 5%), 
while the p value which should be less than 0.05 (significant level = 5%). 
The following are hypotheses testing in this study: 
H1: There are significant relations between Knowledge and Environmental Awareness 
H2: There are significant relations between Attitude and Environmental Awareness 
H3: There are significant relations between Price and Environmental Awareness 
H4: There are significant relations between Environmental Awareness and Willingness to Buy  
H5: Environmental Awareness has significant relation between Knowledge and Willingness to 
Buy  
H6: Environmental Awareness has significant relation between Attitude and Willingness to Buy 
H7: Environmental Awareness has significant relation between Price and Willingness to Buy  
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Figure 1. Theoretical Framework 
Source: Conducted by researcher (2022) 

 
3. RESULT AND CONCLUSION 
Result 
The researcher filtered 42 respondents who cannot participated the questionnaire, while the rest 
with total 223 respondents are has met the criteria of this research which led to the further analysis.  

 
Table 1. Respondent profile 

Source: Constructed by researchers (2022) 
Demographic 
Information 

Category Sample 
Number Percentage (%) 

Gender Male 36 16 
Female 187 84 

Age 18-22 years old 168 75 
23-27 years old 48 22 
28-32 years old 6 3 
>33 years old 1 0 

Origin Sumatera 98 44 
Java 97 44 

Kalimantan 9 4 
Sulawesi 5 2 

Bali 5 2 
Other 9 4 

Education Level College student 177 79 
Bachelor Degree 44 20 

Master Degree and above 2 1 
Monthly Income <Rp4.000.000 199 89 

Rp4.000.000 – Rp7.000.000 14 6 
Rp8.000.000 – Rp12.000.000 7 3 

>Rp12.000.000 3 1 
 
From the table 1 above, it can be concluded that the major gender of the respondents is mostly 
female than male respondents. Second, the age characteristic of the respondents is dominant by 
age of 18-22 years old were (75%). Third, the dominant origin of this research is from Sumatera 
and Java with each has (44%). The fourth one is the level of education from the respondents, which 
are mostly of the respondents is a college student (79%). Last but not least, the respondent’s 
monthly income is major by <Rp4.000.000 with (89%). 
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Analysis of SEM 
In this work, the Partial Least Square-based Structural Equation Modelling (PLS-SEM) method 
was used to model the structural equations, and the SmartPLS software, version 3.2.8, was used to 
model the data. Two models are included in the PLS-based structural equation model; these are 
the measurement model and the structural model. 

 
Measurement Model Result 
The standardized outer loadings should be 0.708 or higher (Hair et al., 2019). The minimum 
acceptable AVE is 0.50; an AVE of 0.50 or higher shows that the construct explains 50% or more 
of the variation of the indicators that comprise the construct (Hair et al., 2021). The Cronbach's 
alpha minimum value is 0.7, with the ideal value is 0.8 or 0.9 (Sarwono & Narimawati, 2015). In 
particular, composite reliability values of 0.60 to 0.70 are acceptable in exploratory research, while 
values between 0.70 and 0.90 are satisfactory in more advanced stages of study (Hair et al., 2021). 
 

Table 2. Measurement model assessment analysis Construct/measured items 
Source: Constructed by researchers (2022) 

 Convergent Validity Construct 
Reliability 

 Loading AVE Cronbach’s 
Alpha 

Construct 
Reliability 

Knowledge  0.645 0.890 0.916 
I am knowledgeable about how my buying fashion products 
affect the environment  0.770 

   

I am knowledgeable about buying sustainable fashion protects 
the environment 0.811 

   

I am knowledgeable about how I can protect the environment 0.798    
I am familiar with sustainable fashion 0.811    
I know about sustainable fashion products 0.857    
Sustainable fashion products last longer and have better quality 0.768    
Attitude  0.632 0.927 0.939 
I believe that it is important to use eco-friendly products and 
services.  0.843 

   

I believe that it is our responsibility to care for the natural 
environment 0.733 

   

I am aware that excess consumption can cause a shortage of 
natural resources 0.837 

   

I believe that individuals should care for the future generation 0.830    
I know that the natural resources are decreasing at an alarming 
rate 0.820 

   

I prefer to pay more to purchase sustainable fashion  0.811    
I prefer to buy sustainable fashion, since it is environmentally 
friendly  0.730 

   

I will avoid consumption activities that can lead to environmental 
pollution  0.767 

   

I will spend my money wisely in order to avoid wastage and 
excessive purchases 0.776 

   

Price  0.698 0.855 0.902 
I consider paying a premium price for sustainable fashion is 
acceptable  0.784 

   

The price of sustainable fashion is equal to the quality of the 
product  
 0.856 

   

The price given for sustainable fashion is in accordance with the 
benefits provided to the environment  0.883 

   

The price of sustainable fashion is higher than the price of 
conventional fashion 0.816 
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Environmental Awareness  0.659 0.913 0.931 
I am concerned about environmental issues 0.773    
I am concerned that humanity cause lasting damage to the 
environment 0.846 

   

I often think about the potential negative development of the 
environmental situation 0.849 

   

I understand how to protect the environment in the long-term  0.829    
I know that some fashion products are produced with negative 
environment effects 0.798 

   

Spending more money on encouraging environmental protection 
is wise 0.728 

   

I intend to buy a sustainable fashion product when I decide to 
buy 0.852 

   

Willingness to Buy  0.726 0.906 0.930 
Better product quality encourages me to buy more sustainable 
products 0.840 

   

More affordable prices, better value for my money encourages 
me to buy more sustainable products 0.856 

   

More information about the product or brand encourage me to 
buy more sustainable products 0.825 

   

A better understanding of how my purchase can make an impact 
will encourage me to buy more sustainable products 0.884 

   

A better understanding of the environment and social benefits 
encourages me to buy more sustainable products 0.856 

   

 
The cross-loadings are the first method used to evaluate the indicators' discriminant validity. 
Cross-loadings are best assessed and reported in a table with rows for the indicators and columns 
for the latent variable. The cross-loading requires that the loadings of each indicator on its variable 
are greater than the cross loading on the other construct (Hair et al., 2017). 
 

Table 3. Cross-loading factor 
Source: Constructed by researchers (2022) 

  Attitude 
Environmental 
Awareness Knowledge Price 

Willingness 
to Buy 

A1 0.843 0.688 0.651 0.632 0.689 
A10 0.733 0.618 0.600 0.629 0.673 
A2 0.837 0.692 0.672 0.610 0.644 
A3 0.830 0.676 0.624 0.615 0.646 
A4 0.820 0.637 0.581 0.581 0.600 
A5 0.811 0.709 0.675 0.601 0.661 
A6 0.730 0.638 0.675 0.706 0.676 
A7 0.767 0.721 0.719 0.722 0.731 
A8 0.776 0.682 0.639 0.629 0.681 
EA1 0.755 0.773 0.632 0.592 0.650 
EA2 0.731 0.846 0.637 0.635 0.694 
EA3 0.669 0.849 0.672 0.637 0.691 
EA4 0.714 0.829 0.706 0.658 0.625 
EA5 0.697 0.798 0.637 0.605 0.660 
EA6 0.545 0.728 0.538 0.563 0.601 
EA7 0.698 0.852 0.681 0.714 0.771 
K1 0.586 0.544 0.770 0.487 0.576 
K2 0.593 0.620 0.811 0.575 0.623 
K3 0.716 0.686 0.798 0.631 0.664 
K4 0.581 0.613 0.811 0.597 0.596 
K5 0.752 0.746 0.857 0.678 0.718 
K6 0.686 0.588 0.768 0.671 0.634 
P1 0.615 0.649 0.627 0.784 0.642 
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P2 0.620 0.602 0.607 0.856 0.641 
P3 0.777 0.709 0.709 0.883 0.738 
P4 0.649 0.625 0.584 0.816 0.608 
WTB1 0.729 0.725 0.690 0.682 0.840 
WTB2 0.715 0.696 0.655 0.653 0.856 
WTB3 0.681 0.617 0.638 0.646 0.825 
WTB4 0.712 0.719 0.699 0.685 0.884 
WTB5 0.737 0.757 0.699 0.694 0.856 

 
In cross-loading, it is requiring the loadings of each indicator on its variable are greater than the 
cross loading on the other variable. Table 3 shows that the value of each indicator of its variable 
are greater than the value of the cross-loading on the other variable.  

 
Structural Model Result 
Figure 2 shows that the R-square value for dependent variable (endogenous latent variable). The 
R-square value for the dependent variable Willingness to Buy is 0.686, meaning the percentage of 
Willingness to buy which can be explained by Knowledge, Attitude and Price is 68.6%. 
 

 
Figure 2. Structural Model 

Source: Conducted by researchers (2022) 
 
Hypothesis Testing 
Based on figure 2 and table 4, it shows that knowledge (H1: n=0.239 t=2.961, p=0.003) had a 
significant influence towards environmental awareness. Also, the attitude (H2: n=0.485 t=5.923, 
p=0.000) had a significant influence towards environmental awareness, whereas price (H3: 
n=0.208 t=2.545, p=0.011) had a significant influence toward environmental awareness. 
Furthermore, the environmental awareness (H4: n=0.827, t=23.968, p=0.000) had a significant 
influence toward willingness to buy. The hypothesis (H5: n=0.197, t=2.967, p=0.012) showed that 
knowledge on environmental awareness as the mediating variable had a significant influence on 
willingness to buy. The hypothesis (H6: n=0.402, t=5.508, p=0.000) showed that, attitude on 
environmental awareness as the mediating variable has significant influence on willingness to buy. 
The hypothesis (H7: n=0172, t=2.526, p=0.000) showed that, price on environmental awareness 
as the mediating variable has a significant influence on willingness to buy.  
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Table 4. Path coefficient result with hypothesis testing 
Source: Constructed by researchers (2022) 

Hypothesis Relationships 
Standard 
deviation 
(STDEV) 

T statistics P 
values Result 

H1: Knowledge -> Environmental Awareness 0.081 2.961 0.003 Accepted 
H2: Attitude -> Environmental Awareness 0.083 5.923 0.000 Accepted 
H3: Price -> Environmental Awareness 0.079 2.545 0.011 Accepted 
H4 Environmental Awareness -> Willingness to Buy 0.035 23.968 0.000 Accepted 
H5: Knowledge -> Environmental Awareness -> 
Willingness to Buy 0.067 2.967 0.003 Accepted 

H6: Attitude -> Environmental Awareness -> 
Willingness to Buy 0.074 5.508 0.000 Accepted 

H7: Price -> Environmental Awareness -> 
Willingness to Buy 0.066 2.526 0.012 Accepted 

 
The influence of knowledge towards environmental awareness of sustainable fashion 
The hypothesis (H1) testing showed that, knowledge has a significant influence towards 
environmental awareness.  It has a t-statistic value of 2.961 which is more than t-value 1.96, while 
the p-value is 0.003 and it is lesser than 0.05. Therefore, the Hypothesis (H1) is accepted. The 
more a person knows about the environment, the more conscious they are of environmental 
concerns. Mandarić et al. (2021) found that although the younger generation of well-educated 
individuals is aware of sustainable fashion, the ideas remain unfamiliar. Improved fashion 
sustainability understanding is needed to encourage responsible shopping choices that reduce 
environmental impact. 
 
The influence of attitude towards environmental awareness of sustainable fashion 
The hypothesis (H2) testing showed that, attitude has a significant influence towards 
environmental awareness. It has a t-statistic value of 5.923 which is more than t-value 1.96, and 
the p-value is 0.000 where it is lesser than 0.05. Therefore, the Hypothesis (H2) is accepted. 
Several research (Ceylan, 2019; Mahrs, 2022; Mcneill & Moore, 2015; Sadiku, 2017; Tama et al., 
2017) have shown that people have favorable sentiments about the sustainability strategy. 
According to (Mahrs, 2022), generation Z has a good attitude toward buying sustainable fashion 
items; nevertheless, there is a gap between attitude and consumer behavior in terms of purchasing 
sustainable fashion products owing to numerous reasons such as price, style, and availability. This 
is also supported by (Ceylan, 2019), who found that participants had a positive attitude regarding 
the sustainable strategy.  
 
The influence of price towards environmental awareness of sustainable fashion 
The hypothesis (H3) testing showed that, price has a significant influence toward environmental 
awareness. It has a t-statistic value of 2.545 which is more than t-value 1.96, while the p-value is 
0.011 and it is lesser than 0.05. As a result, the Hypothesis (H3) is accepted. Overgaard and 
Rønholt's (2020) research suggest that price influences sustainable fashion. Thus, pricing may 
influence people's environmental consciousness, since respondents in this survey think that if the 
price of sustainable fashion is reasonable, they will care more about the environment. 
 
The influence of environmental awareness towards willingness to buy sustainable fashion 
The hypothesis (H4) testing showed that, environmental awareness has a significant influence 
toward willingness to buy. It has a t-statistic value of 23.968 which is more than t-value 1.96, while 
the p-value is 0.000 where it is lesser than 0.05. Therefore, the Hypothesis (H4) is accepted. As in 
this research, environmental knowledge strongly affects people's inclination to purchase 
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sustainable fashion (t-value 23.968). Overgaard & Rønholt (2020) found a stronger positive 
association between environmental awareness and sustainable product purchases. According to 
Fabiola & Mayangsari (2020), more people aware of environmentally friendly products are more 
inclined to buy them. (Garanti, 2020) also discovered that sustainability knowledge increases 
sustainable commitment and buying intention for sustainable items.  
 
Environmental awareness mediated the relationship between knowledge and willingness to 
buy sustainable fashion 
The hypothesis (H5) showed that knowledge on environmental awareness as the mediating 
variable has a significant influence on willingness to buy with the t-statistic value of 2.967 more 
than t-value 1.96, while the p-values 0.012 and it is lesser than 0.05. Therefore, the Hypothesis 
(H5) is accepted. HO et al. (2020) demonstrated a robust positive association between 
environmental knowledge and the desire to purchase sustainable apparel. Tevel (2013) states that 
a positive association was shown between environmental concern and consumer purchasing 
intention for sustainable fashion products. The consumers' understanding of sustainability is 
directly linked to their eco-conscious behavior, influencing their propensity to purchase 
sustainable fashion goods (Nazan Okur & Saricam, 2019). Furthermore, according to Tevel (2013), 
individuals with greater knowledge about sustainable clothes and textiles achieved better scores 
on an assessment evaluating their inclination to purchase eco-friendly products.  
 
Environmental awareness mediated the relationship between attitude and willingness to buy 
sustainable fashion 
The hypothesis (H6) showed that, attitude on environmental awareness as the mediating variable 
has significant influence on willingness to buy with the t-statistic value of 5.508 more than t-value 
1.96, while p-values is 0.000 and it is lesser than 0.05. As a results, the Hypothesis (H6) is accepted. 
According to Garanti (2020), the research reveals a direct beneficial influence of mindset on the 
buying intention of sustainable fashion goods. Dewanto and Belgiawan (2020) also discovered a 
favorable correlation between attitudes and the desire to buy sustainable clothes. The results 
indicate that consumers possess favorable views towards social and environmental concerns and 
are inclined to pay a premium for sustainable clothing (Federiko, 2022). Tevel (2013) asserts that 
a significant correlation exists between sentiments and the intention to buy. Individuals exhibiting 
elevated environmental knowledge and attitudes had a greater propensity to acquire sustainable 
apparel and textiles.  
 
Environmental awareness mediated the relationship between price and willingness to buy 
sustainable fashion 
The hypothesis (H7) showed that, price on environmental awareness as the mediating variable has 
a significant influence on willingness to buy with the t-statistic value of 2.526 more than t-value 
1.96, while the t-values is 0.000 and it is lesser than 0.05. Thus, the Hypothesis (H7) is accepted. 
The price of sustainable fashion strongly affects the propensity to purchase, contingent upon 
awareness of environmental circumstances. According to Overgaard and Rønholt (2020), the 
participants in this research emphasized the importance of low pricing and said that price should 
supersede sustainability in purchasing decisions. The buyer's perspective stays unchanged despite 
their enhanced comprehension of sustainability in clothes and textile manufacturing.  
 
4. CONCLUSION 
Based on the findings, knowledge has a positive influence on environmental awareness, which 
means that by becoming knowledgeable can increased individuals’ awareness of the environment. 
It can be concluded that the environmental awareness of respondents in this research where they 
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have enough knowledge to aware about the environment. Attitude has a positive influence on 
environmental awareness, it shows that the respondents attitude affecting their awareness about 
the environment. Also, price has a positive influence on the environmental awareness, which 
means that price could affect the environmental awareness of the respondents. Furthermore, 
environmental awareness has a positive influence on willingness to buy sustainable fashion, it can 
be concluded that the awareness of people through the environment are affecting their desire to 
buy sustainable fashion. Knowledge on environmental awareness as the mediating variable 
successfully led to willingness to buy, as it shows a positive influence toward its variable. Attitude 
on environmental awareness as the mediating variable successfully led to willingness to buy, 
where it has a positive influence by the variable. As well as, price on environmental awareness as 
the mediating variable successfully led to willingness to buy, as it has a positive influence through 
its each variable. 
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