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Previous research investigated the impact of psychosocial predictors (e.g. attitude, social and moral 
norm, perceived behavioral control, intention) on sustainable clothing purchasing. To date, no studies 
considered whether proenvironmental self-identity moderates the effects of these predictors on 
behavior. In this study, we adopted an intrapersonal approach and a longitudinal design to assess the 
moderating role of proenvironmental self-identity in predicting intentions and behaviors, considering 
gender differences. 250 participants completed an initial questionnaire on the predictors of three 
sustainable clothing purchasing. A month later, they filled out a second questionnaire to self-assess 
these behaviors. The results showed that social and internalized norms (moral norms) were notably 
influential of participants’ intentions. Affective attitude influenced behavior positively, while cognitive 
attitude had a negative influence. When considering the moderating role of proenvironmental self-
identity, significant gender differences emerged. Women with a weak proenvironmental self-identity 
expressed a higher intention to purchase sustainable clothing when they had high affective attitudes 
and descriptive norm but low cognitive attitudes. Women with a strong proenvironmental self-identity 
intended to purchase sustainable clothing when they had high moral norms and cognitive attitudes 
but low descriptive norm. Man with a weak proenvironmental self-identity and high positive affective 
attitude increased their future SCP.
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In recent decades, the fashion industry has experienced unprecedented growth in production and consumption, 
leading to significant environmental consequences1. The relentless pursuit of fast fashion has resulted in mountains 
of discarded clothing, excessive resource depletion, and exploitation of labour2. As the adverse impacts of this 
industry become more apparent, it is crucial to shift towards a more responsible approach to fashion. A viable 
solution can be the promotion of at least three behaviors related to the purchase of sustainable clothing (from 
now on, Sustainable Clothing Purchasing—SCP), namely eco-friendly, second-hand, and high-quality clothing 
purchasing. First, eco-friendly fashion encompasses a range of practices, including environmentally friendly 
materials and transparent supply chains that help preserve ecosystems and reduce toxic chemicals3. Second, 
by extending the life of garments on the second-hand market, we can reduce the demand for new products 
and thus conserve valuable resources4. Third, prioritizing high-quality, durable clothing reduces the frequent 
replacement of garments and shifts the focus away from fast fashion5. Despite the importance of these three types 
of sustainable behaviors, none of them alone can sufficiently mitigate the environmental impact of the fashion 
industry. Therefore, it is crucial to develop large-scale public campaigns that promote the simultaneous adoption 
of these sustainable consumption practices. To achieve this, it is essential to address the research question of 
what psychosocial factors encourage people to adopt all these behaviors, regardless of the specific motivations 
that might drive the adoption of one behavior over another (e.g., conforming to social expectations to buy 
vintage clothing). Overall, the present study aimed to answer this research question and contribute to the current 
literature in at least three ways. First, numerous studies have examined the psychosocial factors that influence 
consumers’ intentions and engagement in these three behaviors2,4,6,7, mainly referring to one of the most widely 
used model to predict people’s purchasing behavior, that is the Theory of Planned Behaviour (TPB8;). However, 
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to the best of our knowledge, none of these studies examined the psychosocial factors that underlie eco-friendly, 
second-hand, and high-quality clothing purchasing at the same time. Therefore, this study aimed to develop a 
multi-behavior TPB model to explain consumers’ SCP behaviors.

Second, this study included additional psychosocial factors to better explain SCP intentions and behaviors. 
Unlike previous studies, which often did not distinguish between affective and cognitive attitudes or between 
injunctive and descriptive norms [e.g.9], our research made these distinctions to provide a more detailed analysis.

Third, very few studies have considered the predictive role of proenvironmental self-identity, none have 
examined its moderation effect on the relationships between predictors and SCP intentions/behaviors.

By exploring this three aspects, our study aims to contribute to the development of comprehensive public 
campaigns that foster a broader and more synergistic approach to sustainable fashion consumption, ultimately 
supporting consumers in considering a wider array of sustainable choices. These choices can help them 
overcome the various obstacles associated with SCP adoption, such as higher costs, limited availability, and 
societal pressures favoring fast fashion.

The manuscript is organized as follows. The Literature Review delves into the theoretical background, 
focusing on the Theory of Planned Behavior (TPB) and additional psychosocial factors that might influence SCP. 
The Methods section describes the study’s design, participant recruitment, and the measures used to assess the 
relevant variables. This is followed by the Results section, where we present our findings, including the analysis 
of predictors of SCP intentions and behaviors, with attention to gender differences. Finally, the Discussion 
contextualizes these results within the existing literature, highlighting theoretical and practical implications, as 
well as the study’s limitations and directions for future research.

Literature review
Applying the theory of planned behavior to understanding intentions and behaviors related 
to the purchase of sustainable clothing
The TPB is a widely used model in the study of consumers’ clothing purchasing behavior8, positing that intention 
is the key determinant of behavior. Intention reflects an individual’s motivation to perform a behavior based 
on efforts and planning. In the TPB, is influenced by three factors: attitude, subjective norm, and perceived 
behavioral control.

Attitude, which refers to a favourable or unfavourable evaluation of the behavior8, conceptually includes 
cognitive (i.e., perception of the behavior’s benefits) and affective (i.e., perception of the behavior’s pleasantness) 
components10. Research shows a strong link between positive attitudes towards environmental protection and 
sustainable clothing, and the likelihood of engaging in responsible purchasing behaviors7,11.

Most prior studies focused only on the cognitive component of consumers’ attitudes, neglecting the affective 
counterpart. However, research shows that including affective components enhances the TPB model’s ability to 
explain behaviors related to health and environmental protection12,13. Furthermore, affective attitudes excel in 
predicting consumer behaviors because they better capture automatic and emotional factors influencing frequent 
behaviors, consider the substantial role of habits, are rooted in direct experience, and align more with intrinsic 
motivations driven by the pleasure of the behavior itself14. This study aims to provide a nuanced understanding 
of how both cognitive and affective attitudes impact consumers’ SCP intentions and behaviors.

Subjective social norm refers to the perception that important individuals or groups will approve and support 
a particular behavior7. It can be divided into injunctive and descriptive norms. Injunctive norm involves what 
most people approve of, while descriptive norm indicates what people commonly do15. In this study, injunctive 
norm refers to perceived approval or disapproval of sustainable clothing purchasing, and descriptive norm 
reflects perceptions of others’ purchasing behavior. Most research on sustainable clothing purchasing has focused 
only on injunctive norms10,16. Studies considering both types of norms have shown mixed results: some found 
both to be strong predictors of purchasing intention17,18, while others found only one to be significant2,16,19. 
Additionally, some research analyzed the direct impact of social norms on actual proenvironmental behavior, 
with findings indicating that social injunctive norm is significantly associated with sustainable clothing 
purchasing behavior20,21. To develop a comprehensive understanding of the normative influences, this study 
aimed to investigate their role in shaping SCP intentions and behaviors.

Perceived behavioral control refers to an individual’s perception of how easy or difficult to a behavior is. 
It is an important factor in predicting both SCP intentions and behaviors. Previous TPB studies have shown 
that consumers with high perceived behavioral control are more likely to intend to purchase eco-friendly10and 
second-hand clothing22,23. However, some studies on the general intention to purchase sustainable clothing 
found no effect of perceived behavioral control2,7. Thus, the proposed multi-behavior model included perceived 
behavioral control as a predictor of both intention and behavior.

To extend the current literature as aforementioned, the first aim of the current study was to explore the 
influence of TPB and additional variables on intentions and behaviors related to the SCP. Based on previous 
literature2,6,7,10,23,24, we expected that:

Consumers’ affective attitude (H1a), cognitive attitude (H2a), injunctive norm (H3a), descriptive norm 
(H4a) and perceived behavioral control (H5a) significantly predict future SCP intentions.
Consumers’ cognitive attitude (H1b), affective attitude (H2b), injunctive norm (H3b), descriptive norm 
(H4b), perceived behavioral control (H5b) significantly predict future SCP behaviors.

Considering the role of moral norm in determining intentions and behaviors related to 
sustainable clothing purchasing behaviors
One of the main critiques of the TPB is its neglect of moral drives24,25. Moral norm is related to individuals’ 
perceptions of the moral rightness of a behavior26. Unlike social norm, which describes behavioral standards for 
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what is typical or normal15, moral norms involve a personal responsibility for actions and their consequences, 
especially in the context of proenvironmental behavior. Moral norms reflect the awareness that environmental 
protection depends on individual actions, creating a sense of responsibility27. Several studies support the 
inclusion of moral norms in the TPB model to increase the explained variance of intentions28–30, which has 
been confirmed in contexts such as purchasing eco-friendly clothing11 and avoiding counterfeit luxury fashion 
products31. Notably, some scholars showed that moral norm was the greater predictor of female consumers’ 
intention to purchase sustainable clothing2. Beyond TPB studies, other research has demonstrated that moral 
norms directly impact SCP. Given its importance, this study incorporates moral norms into a multi-behavior 
model to better explain consumers’ SCP intentions and behaviors. Based on this, we expected that:

Consumers’ moral norm significantly predict SCP intentions (H6a) and future SCP (H6b)

Including past behaviors as predictor of intentions and behaviors related to sustainable 
clothing purchasing behaviors
Research using the TPB model has highlighted the importance of past behavior, which refers to the frequency 
of a behavior performed in the past, in explaining sustainable intentions and behaviors32. In proenvironmental 
contexts, past behaviors have been shown to positively influence future actions and predict sustainable clothing 
purchases2,33. However, past positive behaviors can also lead to self-licensing, where individuals justify 
subsequent negative actions by citing their previous good deeds34. Examples of self-licensing include increased 
energy consumption after a conservation success35, reduced recycling after sustainable grocery shopping36, and 
decreased likelihood of proenvironmental actions after signing a petition37. To clarify the role of past behavior 
in predicting diverse SCP behaviors, the present study included it as an additional predictor of the TPB model. 
Thus, we hypothesised that:

Consumers’ past SCP significantly predict intentions towards SCP (H7a) and future SCP behaviors (H7b).

Analysing the predictive role of proenvironmental self-identity
Past research on sustainable behaviors has extensively examined the role of proenvironmental self-identity, 
defined as the extent to which individuals perceive themselves as environmentally friendly38. This concept has 
been approached and measured in various ways, drawing on theories of self-concept, interpersonal relationships, 
and identity theories (for details39).

In this study, proenvironmental identity is conceptualized with reference to identity theory39–46, where self-
identity is the term individuals use to define themselves concerning certain behaviors47. Self-identity involves 
a composite of roles that a person fulfills, requiring ongoing actions to affirm the self-concept38. Accordingly, 
we define proenvironmental self-identity as the extent to which people perceive themselves as environmentally 
friendly, and consequently, are more likely to engage in proenvironmental behaviors48.

Importantly, our concept of proenvironmental self-identity differs from the concept of environmental 
identity46,49. This concept differs from environmental identity, which involves a sense of connectedness with 
the natural environment, influencing one’s perceptions and actions toward the world. Environmental identity 
means valuing the environment as an integral part of oneself, whereas proenvironmental self-identity refers 
to viewing oneself as someone who performs proenvironmental behaviors. Although there is a relationship 
between the two, they are not identical. For instance, someone may feel connected to nature but not engage 
in proenvironmental behaviors due to a lack of awareness or connection between environmental issues and 
personal actions48.

Proenvironmental self-identity is particularly important for understanding SCP, as it directly reflects the 
propensity to engage in such behaviors, rather than merely valuing the environment as part of one’s self-concept. 
This focus helps clarify the motivations behind SCP and provides insights into promoting sustainable behaviors.

Furthermore, our definition of self-identity differs from self-completion theory, which posits that individuals 
strongly identifying with a particular goal are more likely to engage in behaviors affirming that identity, 
especially when they perceive it as incomplete or challenged50. Self-completion theory suggests that individuals 
committed to an identity goal are motivated to engage in behaviors that represent progress toward that goal, 
thereby strengthening their self-concept50. Both self-identity theory and self-completion theory offer valuable 
insights into how individuals perceive and develop their self-concept, but they approach the process differently. 
Self-identity theory is content- and social-oriented, focusing on the enduring aspects of the self-concept. In 
contrast, self-completion theory is motivation- and goal-oriented, emphasizing behaviors driven by the desire 
to complete an identity goal.

Given that sustainable purchasing is often a consistent, ongoing behavior rather than a one-time action 
aimed at achieving a specific identity goal, this study refers to self-identity theory. This emphasis highlights the 
enduring aspects of the self-concept, aligning more closely with the SCP nature39,51–54.

Important insights can be drawn from studies on proenvironmental self-identity. Particularly in the case of 
sustainable eating behavior55–58, research has shown that people who identify as ‘green consumers’ are more 
likely to consume sustainable food56,59,60. In the case of the SCP, only three studies have examined the influence of 
proenvironmental self-identity on intention and behaviors. One qualitative study found that proenvironmental 
self-identity influenced the purchase of second-hand products, including clothing61. In a quantitative study, 
environmental identity was identified as the strongest predictor of proenvironmental fashion behaviors62. 
However, in another study no significant differences were found between high and low proenvironmental 
self-identity in relation to garment reuse, except for involvement in the design process and short-term use 
of garments44. In this study, we further explored the role of proenvironmental self-identity and assessed its 
influence on intentions and behaviors related to SCP.
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Although proenvironmental self-identity may moderate all relationships between TPB predictors and 
intention or behavior, previous studies focused merely on how self-identity interacts with descriptive norm and 
past behavior.

In environmental psychology, the interaction between proenvironmental identity and descriptive norm is a 
growing area of interest. he theory of normative social behavior suggests that descriptive norm’s influence on 
behavior can be moderated by how well an individual’s self-identity aligns with that behavior63–67. For instance, 
individuals who strongly identify as recyclers are more likely to be influenced by descriptive norms in their 
recycling behaviors68. In addition, the identity activation theory69 posits that individuals tend to align sustainable 
behaviors based on the perceived congruence with their self-identity and perceived descriptive norm69,70.

Proenvironmental self-identity and descriptive norm can be combined in four different ways. First, when 
both are high, people enact highly sustainable behaviors because they are consistent with others’ behaviors and 
are aligned with their identification. Second, when both are low, individuals are expected to report significantly 
low sustainable behaviors71. Third, when proenvironmental self-identity is low, but perceived descriptive norm 
is high, less salient environmental identity may become overcompensated by more salient social pressure. In this 
case, not acting in line with the others’ behaviors is likely to produce an intra-personal conflict because behaving 
consistently with the norm facilitates meeting interpersonal goals69,72. Fourth, when proenvironmental identity 
is high, but the perceived descriptive norm is low, people may be driven more by environmental identity than by 
group identity69. In line with the above69–72, we hypothesised that:

Among consumers with higher levels of proenvironmental self-identity, the stronger descriptive norm is 
associated with higher intentions towards SCP (H9a) and more frequent future SCP (H9b).
Conversely, among consumers with lower levels of proenvironmental self-identity, the weaker descriptive 
norm is associated with lower intentions (H9c) and less frequent future SCP (H9d).

As to the link with past behavior, identity theory43 suggests that repeated behavior becomes an integral part 
of one’s self-concept, predicting a positive interaction between self-identity and past behavior in determining 
intentions and behavior. However, evidence in this area is mixed.

Some studies found a positive interaction between proenvironmental self-identity and past behavior73, 
indicating that individuals with a strong proenvironmental self-identity and a history of sustainable actions 
are more likely to continue these behaviors. Conversely, other studies have found a negative interaction, where 
self-identity influenced intentions more at low levels of past behavior74,75. This suggests that self-identity is more 
significant when the behavior is not yet habitual or routinized76. This negative interaction can be explained 
by self-completion theory33, which posits that individuals committed to an identity goal experience tension 
that motivates them to work towards fulfilling this goal. Once the goal is perceived as complete, a sense of 
self-completeness leads to a reduction in effort35,77,78. Given the mixed results on the moderating influence of 
proenvironmental self-identity and past behavior, and since no studies have tested this in the context of SCP, we 
addressed this gap by formulating the following Research question (RQ).

To what extent does proenvironmental self-identity interact with consumers’ past SCP in influencing SCP 
intentions (RQ1a) and future behavior (RQ1b)?

Finally, in the present research, we explored all possible interactions between proenvironmental self-identity and 
TPB variables (including moral norm) in predicting either intentions or behavior.

To what extent does proenvironmental self-identity interact with consumers’ affective attitude (RQ2a), 
cognitive attitude (RQ3a), injunctive norm (RQ4a), perceived behavioral control (RQ5a) and moral norm 
(RQ6a) in influencing SCP intentions?
To what extent does proenvironmental self-identity interact with consumers’ affective attitude (RQ2b), 
cognitive attitude (RQ3b), injunctive norm (RQ4b), perceived behavioral control (RQ5b) and moral norm 
(RQ6b) in influencing future SCP behavior?

Figures 1 and 2 show the theorized models including the above hypotheses and research questions.

Gender differences in sustainable clothing purchasing behaviors
Gender differences significantly influence sustainable and ethical fashion choices. Women tend to exhibit more 
ethical behavior and purchasing, are more sensitive and aware to ecological issues79, engage more in SCP54,79–81. 
These differences in SCP between genders raise questions about variations in the determinants of their purchase 
intentions and behaviors.

Nevertheless, as for the different paths from psychosocial factors to SCP, to the best of our knowledge, 
few scholars have systematically investigated eventual differences in terms of gender. However, previous 
studies extensively explored the gender role in influencing these paths in terms of more general sustainable 
purchasing. To illustrate, compared to men, women have more positive attitude towards sustainable purchasing 
compared to man82, are more influenced by injunctive norms (perceived societal approval) in sustainable 
purchasing behaviors83,84, and have a stronger moral obligation towards sustainable purchasing85. Their high 
green self-identity strongly motivates them to buy sustainable apparel86. In contrast, men are more influenced 
by descriptive norms (observing others’ behaviors)87, have a less pronounced environmental self-identity and 
often fear being judged as “feminine” if they engage in eco-friendly behaviors88. Overall, these gender differences 
highlight the need to consider gender when understanding the determinants of sustainable clothing purchasing 
intentions and behaviors. Given the absence of studies that have compared the influence of each psychosocial 
predictor considered in this study and their interaction with proenvironmental self-identity, while accounting 
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for potential gender differences, and considering that studies on sustainable purchasing in general have shown 
gender differences, we propose the following research question:

How do gender differences affect the influence of psychosocial predictors (affective attitude – RQ7a, 
cognitive attitude – RQ7b, injunctive norm – RQ7c, descriptive norm – RQ7d, perceived behavioral 
control – RQ7e, moral norm – RQ7f, proenvironmental self-identity and its interactions with other 
predictors – RQ7g) on sustainable fashion choices?

Methods
Procedure and participants
Following the Declaration of Helsinki, the present study was conducted after obtaining ethical approval from 
the Ethical Committee for Research in Psychology (CERP) of the Catholic University of the Sacred Heart in 
Milan. In November 2022, about 400 participants were invited to participate in this study thanks to master’s 
degree students attending the course in Social Psychology of Eating. Neither recruiting students nor participants 
received any compensation. Inclusion criteria required buying at least 10 clothing items per year for oneself. At 

Fig. 2. Hypothesized model paths for future sustainable clothing purchasing.

 

Fig. 1. Hypothesized model paths for intention towards sustainable clothing purchasing behaviors.
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Time 1 (T1), 280 participants gave informed consent to participate in the study and completed a questionnaire 
measuring TPB constructs (attitude, social norm, perceived behavioral control, and intention) and additional 
variables (past behavior and proenvironmental self-identity) for each of the three clothing purchasing behaviors: 
Buying eco-friendly clothes (i.e. buying clothes made from eco-friendly and sustainable materials, fabrics, or 
textures, with a focus on reducing environmental impact), buying second-hand clothes (i.e. buying clothes that 
were already in your possession, often as a sustainable and cost-effective alternative to new purchases), and buying 
high-quality clothes (i.e. buying clothes that are known for their superior quality, durability, and workmanship). 
After one month, i.e. at Time 2 (T2), participants were asked to complete a second short questionnaire in which 
we measured consumers’ current SCP. The data analysis was then conducted only with the participants who had 
completed both questionnaires (N = 265).

The final sample was characterized by a higher number of women (n = 181) compared to men (n = 83), with 
one participant not disclosing their gender. The age of the participants ranged from 18 to 64 years, with a mean 
age of 29.99 (SD = 12.93). The sample exhibited a medium to high level of education, with most participants 
holding a high school diploma (29%), a bachelor’s degree (24%), or attending university without obtaining a 
degree (27%). Additionally, 14% of participants held a master’s degree, while 2% had a lower secondary school 
diploma, and 2% preferred not to disclose their educational background. In terms of marital status, most 
respondents reported cohabiting (61%), followed by those who were separated or divorced (21%), married (9%), 
widowed (1%), single (0.4%), and a small portion who chose not to disclose their marital status (7%). Table 1 
reports the demographics of the total, female, and male samples.

Measures
We performed Multilevel Confirmatory Factorial Analyses to test the model’s validity and reliability. The scales 
resulting from these analyses, which were used in the main analyses, are detailed in Table 3 of the Supplementary 
Information.

Intentiontowards SCP was measured by asking participants to rate their intention to choose eco-friendly 
clothing, second-hand clothing, and high-quality clothing over the next month (“I intend to purchase eco-
friendly/ high-quality/ second-hand clothing… Strongly disagree (1)—Strongly agree (7)”). These items were 
adapted from2.

Cognitive and Affective Attitudestowards sustainable clothing purchasing behaviors were assessed as the mean 
of two items using a semantic differential scales (items for cognitive attitude: “Making sustainable/second-hand/
high-quality purchasing choices to protect the environment is… Foolish (1)—Wise (7)”, “Making sustainable/
second-hand/high-quality purchasing choices to protect the environment is… Useless—Useful”; items for 
affective attitude: “Making sustainable/second-hand/high-quality purchasing choices to protect the environment 
is… Unsatisfactory (1)—Satisfactory (7)”, “Making sustainable/second-hand/high-quality purchasing choices to 
protect the environment is… Unpleasant (1)—Pleasant (7)”). These items were adapted from64.

Injunctive and Descriptive Normwere measured using one item per purchasing behaviour (item for injunctive 
norm: “Most of the people I know (family, friends) would approve if I bought eco-friendly /second-hand/ high-
quality clothing… Strongly disagree (1)—Strongly agree (7)”; item for descriptive norm: “Most of the people I 
know (family, friends) buy eco-friendly /second-hand/ high-quality clothing … Strongly disagree (1)—Strongly 
agree (7)”). These items were adapted from2.

Factor Total Sample Female Sample Male Sample

Gender

 Women 181

 Men 83

 Age

 M 29.99 29.62 34.39

 SD 12.39 13.26 14.38

Educational level

 % Lower-secondary education 2 2 7

 % High school diploma 29 1.6 2.4

 % Attending the university without degree 27 22 43

 % BA degree 24 31 16

 % MA degree 14 28 14

 % Not disclosed 2 15 17

Marital status

 % Single .40 64 51

 % Cohabiting 61 8 12

 % Married 9 18 28

 % Divorced or separated 21 3 8

 % Widowed 1 6 0

Table 1. Demographics of study sample. M, Mean; SD, Standard Deviation.
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Perceived Behavioral Controltowards SCP was calculated as the mean of three items per clothing purchasing 
behaviour (“When buying eco-friendly/second-hand/high-quality clothing, how much do feel to control the 
following obstacles: Outdated appearance; High price; Difficulties in finding retailers”), using a scale from “Not 
at all’ (1) to ‘A lot’ (7). These items were adapted from2.

Moral Normswere measured using one item per SCP (“Buying eco-friendly/ second-hand/ high quality 
clothing means acting in line with my principles… Strongly disagree (1)—Strongly agree (7)”). These items were 
adapted from65.

Proenvironmental Self-Identitywas measured as the mean of 6 items (“I think of myself as someone who 
is concerned about proenvironmental issues, such as… Excessive use of the planet’s natural resources (air, 
water, soil…) for food production; Pollution of natural resources in clothing production; Excessive clothing 
consumption; Use of non-recyclable materials for clothing production; Excessive use of synthetic materials for 
fabrics; Greenhouse gas emissions from clothing production and transportation”) rated on a scale ranging from 
“Strongly disagree” (1) to “Strongly agree” (7). These items were adapted from66.

Sustainable Clothing Purchasing was assessed by inviting participants to specify the quantity of eco-friendly, 
second-hand, and high-quality clothing purchased in the last month (“Indicate how many eco-friendly clothing/ 
second-hand clothing/ high-quality clothing (e.g., dresses, t-shirt, pants, etc.) you have purchased in the last 
month”). Missing values were replaced with 0, and the total number of items reported was summed. In this 
study, SCP at T1 was defined as past SCP and SCP at T2 as current SCP.

Analyses
The data were analysed with R version 4.3.0. Initial analyses including descriptive statistics, reliability tests, 
and intercorrelations were conducted for all variables and scales (Table 2). A multilevel confirmatory factor 
analysis (MCFA), incorporating the ten factors under consideration, was subsequently performed to assess the 
reliability of the scales. Multivariate normality was evaluated using Mardia’s tests of skewness and kurtosis89, and 
a maximum likelihood estimator with robust standard errors was utilized90. Composite reliability was assessed 
referring to Cronbach’s alpha values > 0.7091–94 and construct reliability (CR) > 0.793 Convergent validity was 
assessed according to Anderson & Gerbing (1988)92 and Dunn et al. (1994)93 guidelines about factor loadings 
at least equal to 0.40, and according to Fornell & Larcker (1981)91 criterion, for which the average variance 
extracted (AVE) should be at least 0.5. Divergent validity was assessed following Rönkkö and Cho (2022)94 
recommendations. The MCFA was performed using the Lavaan package version 0.6.1695. The model’s overall fit 

Predictors B SE t-ratio p-value

Model 1 a

 Intercept β00 .984 .580 1.697 .179

 Affective attitude β10 -.040 .037 -1.087 .277

 Cognitive attitude β20 .023 .037 .618 .537

 Injunctive norm β30 .207 .038 5.511  < .001

 Descriptive norm β40 .205 .036 5.774  < .001

 Perceived behavioural control β50 .033 .043 .775 .439

 Moral norm β60 .374 .040 9.279  < .001

Past sustainable clothing purchasing β70 -.170 .088 -1.941 .053

Model 1 b

 Intercept β00 .840 .883 .950 .434

 Affective attitude β10 -.037 .036 -1.024 .306

 Cognitive attitude β20 .027 .036 .752 .452

 Injunctive norm β30 .203 .037 5.434  < .001

 Descriptive norm β40 .202 .035 5.728  < .001

 Perceived behavioural control β50 -.045 .043 -1.034 .302

 Moral norms β60 .341 .042 8.025  < .001

 Past Sustainable clothing purchasing β70 -.195 .087 -2.230 .026

 Proenvironmental self-identity β01 .099 .089 1.116 .365

Cross-level interactions with proenvironmental self-identity in model 1 b

 Affective attitude β11 -.133 .035 -3.809  < .001

 Cognitive attitude β21 .093 .035 2.638 .009

 Injunctive norm β31 -.049 .033 -1.485 .138

 Descriptive norm β41 -.083 .031 -2.691 .007

 Perceived behavioural control β51 -.038 .041 -.934 .351

 Moral norms β61 .139 .036 3.907  < .001

 Past sustainable clothing purchasing β71 .085 .091 .928 .354

Table 3. Multilevel analysis of predictors of intentions towards sustainable clothing purchasing including 
cross-level analyses. Note. B = unstandardized coefficient; SE = standard error.
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was assessed based on the chi-square/df ratio (< 2.0), the Comparative Fit Index (CFI) by Bentler (1990)96(> 0.90), 
the Tucker–Lewis index (TLI; > 0.9097,98 the Root Mean Square Error of Approximation (RMSEA) (< 0.1099), 
and the Standardized Root Mean Square Residual (SRMR) (< 0.0899).

We then considered the simultaneous influence of predictors at different levels through multilevel modelling: 
three SCP variables (i.e. eco-friendly, used and quality clothing) (level-1) and SCP within individuals on the 
outcome variable (level-2). This approach avoids the methodological problems associated with traditional 
techniques100. Multilevel modelling with random effects enables the treatment of the problem of dependence on 
observations, the estimation of a correct standard error and thus a more appropriate significance test101,102. The 
advantages of multilevel modelling analyses have been convincingly demonstrated in previous TPB studies103.

To run our multi-behavior model, we employed hierarchical linear models implemented with the lme4 and 
lmerTestpackages104. To decipher significant interaction terms, we decomposed them to obtain simple slopes 
using an effectpackage105. Plots were generated using several packages, including ggeffects, jtools and forcats105–107. 
Model comparisons were performed using the ANOVA function. For our analyses, we utilized 250 observations, 
corresponding to 750 within-person behaviors related to the purchasing of eco-friendly, second-hand, or high-
quality clothing. Each multilevel model accounted for two levels. At Level 1, representing within-person factors, 
we included cognitive and affective attitudes, injunctive and descriptive norms, perceived behavioral control, 
moral norm, and past behavior. At Level 2, representing between-person factors, we included proenvironmental 
self-identity. Level 1 predictors were centred around the group mean, while Level 2 variables were centred 
around the grand mean108. To check the moderation effect we chose high and low levels of proenvironmental 
self-identity corresponding to one standard deviation unit below and above its average, respectively.

To assess the models implemented in our study, we employed a full unconditioned model for comparison, 
utilizing a chi-square statistic108. Subsequently, we used the deviance value as the foundation for evaluating 
model fit. A substantial reduction in deviance (-2LL) indicates a significant enhancement in model fit, while 
a minor reduction suggests insignificant improvement108. In the area of proenvironmental behaviors, some 
scholars showed that accounting for multiple proenvironmental behaviors using within-subject analyses across 
multiple behaviors and a longitudinal design was effective in predicting proenvironmental intentions and 
behaviors and tested the moderating effect of proenvironmental self-identity109.

Finally, to check for differences across gender, we replicated those analyses as multigroup multilevel models.

Results
Preliminary analyses
The Mardia’s tests of skewness and kurtosis89 indicated that the assumption of multivariate normality was 
not met (Skewness test: 1,p = 93.51, p < 0.001; Kurtosis test: 2,p = 741.823, p < 0.001). As a result, a maximum 
likelihood estimator with robust standard errors was employed. The MCFA showed a poor fit (χ2(74) = 317.518, 
p < 0.001; χ2/df = 5293; CFI = 0.953; TLI = 0.914; RMSEA = 0.064, 90% CI [0.057, 0.072]; SRMRwithin = 0.047, 
SRMRbetween = 0.049), with some standardized factor loadings below 0.40 (see Supplementary Table 1 online). 
We performed a second MCFA removing two items with factor loading lower than 0.40 (Item 1 from perceived 
behavioral control, B = 0.366, and item 3 from moral norm, B = 0.359; see Supplementary Table S2 online). The 
new fit improved, (χ2(106) = 115.136, p < 0.001; χ2/df = 4982.354; CFI = 0.986; TLI = 0.968; RMSEA = 0.043, 90% 
CI [0.033, 0.053]; SRMRwithin = 0.019, SRMRbetween= 0.049). However, item 3 from perceived behavioral control 
showed a factor loading, B = 0.232, below the acceptable cut-off91. Therefore, following the recommendations of 

Variable M SD 1 2 3 4 5 6 7 8 9

1. Intention 4.33 1.74

2. Affective Attitude 5.04 1.77 .01
[-.07, .07]

3. Cognitive Attitude 5.61 1.71 .14**
[.07, .21]

.64**
[.59,.68]

4. Injunctive Norm 4.3 1.57 .32**
[.25, .38]

.02
[-.04, .09]

.03
[-.04, .10]

5. Descriptive Norm 3.87 1.61 .44**
[.38, .49]

-.07*
[-.14, -.01]

.02
[-.05, .09]

.48**
[.43, .53]

6. Perceived Behavioural Control 2.84 1.11 .07
[-.01, ,14]

.04
[-.03, .11]

.12**
[.05, .19]

-.02
[-.09, .05]

.02
[-.05, .09]

7. Moral Norm 4.45 1.35 .35**
[.29, .41]

.38*
[.31, .43]

.33**
[.27, .39]

.29**
[.21, .34]

.13**
[.06, .19]

.11**
[.05, .18]

8. Past Sustainable Clothing Purchasing 2.55 .56 -.14*
[-.20, -.07]

.14**
[.07, .21]

.01
[-.06, .08]

.03
[-.04, .10]

-.03
[-.10, .04]

.04
[-.03, .11]

.05
[-.02, .12]

9. Future Sustainable Clothing Purchasing 2.83 .68 -.11*
[-.18, -.04]

.09*
[.02, 15]

-.05
[-.11, .02]

.02
[-.05, .09]

.01
[-.07, .07]

-.01
[-.07, .07]

.01
[-.07, .07]

.37**
[.31, .43]

10. Proenvironmental Self-Identity 5.18 1.05 .20**
[.13, .26]

.16**
[.09, .23]

.17**
[.10, .23]

.16**
[.09, .23]

.06
[-.01,.13]

.15**
[-.08, .21]

.41**
[.35, .47]

.11*
[.04, .18]

.06
[-.01, .13]

Table 2. Means, standard deviations, factor correlation estimates, and confidence intervals for the total sample. 
Note. M and SD are used to represent mean and standard deviation, respectively. Within person variables 
(Nobservations = 795); Between person variables (Nparticipants = 265); For within person variables by between person 
variables we repeat the between variables for each behaviour (r is based on 3 X N). * p < .05. ** p < .01.
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Hayduk & Littvay (2012)110, who suggest to retain the indicator by transforming it into a single indicator instead 
of removing it from the model, we proceeded by removing this further item and we performed a third MCFA. To 
define perceived behavioral control we used the most representative item (see Supplementary Table S3 online). 
The third MCFA revealed a good fit (χ2(93) = 97.781, p < 0.001; χ2/df = 1922.126; CFI = 0.987; TLI = 0.968; 
RMSEA = 0.041, 90% CI [0.031, 0.046]; SRMRwithin = 0.015, SRMRbetween = 0.049). Finally, we tested the model 
for composite reliability, convergent and divergent validity. Composite reliability and convergent validity were 
met: all the factor loadings were above 0.04, the CR values were all equal or above 0.07, and the AVE values 
surpassed the threshold of 0.05. Likewise, divergent validity was met: the upper limits (and lower limits for 
negative correlations) of the 95% confidence intervals (CI) for the estimated factor correlations were below the 
cutoff of 0.80 (see Table 2). Correlations, means and standard deviations for the total sample are shown in Table 
2, the ones for the female and male samples are shown in Supplementary Tables S3 and S4 online.

Explaining intentions towards sustainable clothing purchasing
Table 3 shows the results of the predictors influencing intentions towards SCP. To test the main effects, intentions 
were first regressed on the Level 1 variables (Model 1a) and then on both the Level 1 and Level 2 variables 
(Model 1b). Model 1a (χ2 = 2669.4, df = 249, p < 0.001) significantly reduced the deviance statistic compared to 
the intercept-only model (Δχ2 (8) = 461.29, p < 0.001). At this stage, moral norm proved to be the strongest and 
most positive predictor of consumers’ purchase intentions, followed by injunctive and descriptive norms. Thus, 
we confirmed H6a, H3a e H4a. Neither cognitive or affective attitude nor perceived behavioral control or past 
SCP were found to be significant predictors of consumers’ SCP intentions. Thus, we disconfirmed H1a, H2a and 
H4a. Moreover, past SCP did not predict consumers’ intentions (RQ1a).

The addition of the Level 2 variable proenvironmental self-identity (Model 1b) and its interaction with the 
variables of Model 1a further reduced the deviance statistic (Δχ2 (8) = 43.657, p < 0.001). Similar to Model 1a, 
consumers’ injunctive (H3a), descriptive (H4a), and moral (H6a) norm remained the strongest and most positive 
predictors of their purchase intentions. In addition, consumers’ past SCP (RQ1a) was a significant and negative 
predictor of their intentions. Consumers’ affective (H1a) and cognitive (H2a) attitude, perceived behavioral 
control (H5a), and proenvironmental self-identity (H8a) were not significant predictors of purchase intentions. 
The introduction of proenvironmental self-identity (Model 1b) and its interaction with the existing variables 
significantly reduced the variance statistic, indicating an improved model fit. In particular, while injunctive norm 
lost their significant effect, consumers’ moral and descriptive norms retained their strong positive influence on 
purchase intentions. In addition, both affective and cognitive attitudes became significant negative and positive 
predictors of purchase intentions, respectively. Finally, the negative effect of past purchasing behavior lost its 
significance.

The decomposition of the interaction terms revealed nuanced patterns. Participants with high levels of 
proenvironmental self-identity and high levels of affective attitudes had lower purchase intentions (M—1sd; 
B = -0.52, p < 0.001). Conversely, participants with low levels of proenvironmental self-identity and high levels of 
affective attitudes had higher purchase intentions (M—1sd; B = 0.80, p < 0.001) (RQ2a) (see Fig. 3).

When proenvironmental self-identity was lowest, consumers’ cognitive attitude had a negative effect on 
intentions (M—1sd; B = -0.54, p < 0.001), whereas when proenvironmental self-identity was highest, they had a 
positive effect on intentions (M + 1sd; B = 0.34, p < 0.001) (RQ3a) (see Fig. 4).

Fig. 3. Simple slopes for affective attitude on intention towards sustainable clothing purchasing by 
proenvironmental self-identity for the total sample and the female sample. Note. SCO, sustainable clothing 
purchasing.
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These results emphasised that the levels of proenvironmental self-identity affect the impact of affective 
attitude on purchasing intentions. Positive affective attitudes predicted peoples’ intention to purchase sustainable 
fashion only when they have a weak proenvironmental self-identity. Conversely, the moderating effect of 
proenvironmental self-identity was reversed for cognitive attitude, which relates more to how useful behavior is 
(rather than how pleasurable). Positive cognitive attitudes predicted peoples’ intention to purchase sustainable 
fashion only when they have a strong proenvironmental self-identity.

The influence of descriptive norm on intentions weakened the higher the level of proenvironmental self-
identity was, with the strongest influence at the lowest level of proenvironmental self-identity (M—1sd; B = -0.73, 
p < 0.001) (H9c) compared to the highest level (M—1sd; B = 0.56, p < 0.001) (H9a) (see Fig.  5). The results 
confirmed our hypotheses. In particular, high descriptive norm showed a positive relationship with intention 
when proenvironmental self-identity reached its peak. This positive effect became even more pronounced when 
proenvironmental self-identity was at its lowest. In such cases, the low descriptive norm was associated with 
lower intention for SCP.

Fig. 5. Simple slopes for descriptive norm on intention towards sustainable clothing purchasing by 
proenvironmental self-identity for the total sample, and the female sample. Note. SCO, sustainable clothing 
purchasing.

 

Fig. 4. Simple Slopes for cognitive attitude on intention towards sustainable clothing purchasing by 
proenvironmental self-identity for the total sample and the female sample. Note. SCO, sustainable clothing 
purchasing.
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The effect of moral norm on purchase intentions only significant and positive at the highest levels of 
proenvironmental self-identity (M + 1sd; B = 0.25, p < 0.001), but not at the lowest levels (M—1sd; B = 0.07, 
p = 0.11) (RQ6a; see Fig. 6). It appears that individuals who have a strong proenvironmental self-identity also 
hold stronger moral norms, leading to an increased purchase intention.

We found no significant effects for either injunctive norm (RQ4a), perceived behavioral control (RQ5a), or 
past behavior (RQ1a).

Overall, on one hand, it seems that people with strong proenvironmental self-identity are less affected by 
affective attitude and descriptive norms, but positively affected by cognitive attitude and moral norms intend 
to purchase more sustainable clothing. On the other hand, people with weak proenvironmental self-identity are 
more affected by affective attitude and descriptive norms, and negatively affected by cognitive attitude, but not 
by moral norm.

Explaining gender differences in intentions towards sustainable clothing purchasing
Additionally, we performed multigroup models to investigate the presence of gender differences in our results. 
Table 4 shows the following results. In Model 1a, the only divergent result from the same model calculated using 
the whole sample was the significant effect of past behavior for women, but not for men. Past behavior had a 
significant negative effect on women’s purchase intentions. In Model 1b, as for the whole sample, injunctive, 
descriptive, and moral norms were significant predictors of purchase intentions for both women and men (RQ7b, 
RQ7c, RQ7f.). Again, the significant effect of past behavior on intention found for the whole sample seems to 
be exclusively related to the female sample. Finally, when it comes to the interactions with proenvironmental 
self-identity (RQ7g), the same interactions found to be significant for the whole sample (affective and cognitive 
attitude, descriptive and moral norms) were only significant for women).

Regarding the interaction between proenvironmental self-identity and affective attitude on purchasing 
intention, women with a high proenvironmental self-identity and high levels of affective attitudes had lower 
purchase intentions (M—1sd; B = -0.63, p < 0.001), conversely, those with a low proenvironmental self-identity 
and high levels of positive affective attitudes had higher purchase intentions (M—1sd; B = 1.09, p < 0.001; Fig. 3).

As for the interaction between proenvironmental self-identity and cognitive attitude purchasing intention, 
women with low levels of proenvironmental self-identity and low positive cognitive attitude had lower purchase 
intentions (M—1sd; B = -0.66, p < 0.001), but women with a high proenvironmental and high positive cognitive 
attitude had greater purchase intentions (M + 1sd; B = 0.28, p < 0.001; Fig. 4).

Again, for women the effect of proenvironmental self-identity on the relationship between descriptive norms 
and purchase intention was confirmed. Women with strong descriptive norm and low proenvironmental self-
identity intended to purchase more (M—1sd; B = 0.78, p < 0.001) compared to women with weak descriptive 
norm and low proenvironmental self-identity (M—1sd; B = -0.60, p < 0.001; Fig. 5).

Finally, in line with the findings registered for the model performed using the whole sample, women with 
high moral norm and high proenvironmental self-identity showed higher purchase intentions (M—1sd; B = 0.47, 
p < 0.001) compared to those with low levels of proenvironmental self-identity and low moral norms (M—1sd; 
B = -0.22, p < 0.001; Fig. 6).

Overall, it seems that men are less sensitive to the moderating effect of proenvironmental self-identity in 
affecting their purchase intentions.

Fig. 6. Simple slopes for moral norm on intention towards sustainable clothing purchasing by 
proenvironmental self-identity for the total sample and the female sample. Note SCO, sustainable clothing 
purchasing.

 

Scientific Reports |        (2024) 14:23968 11| https://doi.org/10.1038/s41598-024-74234-6

www.nature.com/scientificreports/

http://www.nature.com/scientificreports


Explaining sustainable clothing purchasing
Table 5 shows the results of the predictors influencing participants’ future SCP. To examine the primary effects, 
the current SCP were first regressed on the Level 1 variables (Model 2a) and then on the Level 1 and 2 variables, 
including their interaction (Model 2b). Model 2a (χ2 = 1393.8, df = 249, p < 0.001) significantly reduced the 
deviance statistic compared to the intercept-only model (Δχ2 (9) = 122.68, p < 0.001). In this model, we found 
three predictors to be statistically significant. Both affective (H1b) and cognitive (H2b) attitudes had a modest 
influence on future SCP, with the former having a positive, and the latter a negative influence. In addition, 
past SCP proved to be the strongest predictor of future SCP (H7b), which was in line with our expectations. 
Model 2b, which included interaction terms between the variables from Model 2a and the sustainable intentions 
variable at level 2, further reduced the deviance statistic (Δχ2 (11) = 24.03, p < 0.001).

The main effects in Model 2b confirmed the results from Model 2a, all other predictors, including 
proenvironmental self-identity were found to be non-significant (H3b, H4b, H5b, H6b, H8b). Furthermore, 
Model 2a revealed an additional significant interaction term between proenvironmental identity and past SCP. 
Figure 7 illustrates the decomposition of this interaction term. The effect of past SCP on future SCP is more 
pronounced at lower levels of proenvironmental self-identity (M – 1sd; B = 0.28, p < 0.001) and decreases when 
proenvironmental self-identity reaches a higher level (M + 1sd; B = 0.19, p < 0.001) (RQ1b). No other significant 
interaction effects were found that did not confirm other hypotheses and research questions (H9d, RQ2b, RQ3b, 
RQ4b, RQ5b, RQ6b).

The patterns observed for future behavior differed from those found for intention and included variations in 
both main and interaction effects. While intention was influenced by normative predictors, future behavior was 
primarily influenced by affective attitude. Furthermore, while in the case of intention, proenvironmental self-
identity interacted significantly with several other variables, in the case of future behavior only the interaction 
with past behavior was found to be significant.

Explaining gender differences in sustainable clothing purchasing
When considering the multigroup models (see Table 6), Model 2a revealed a contrasting pattern compared 
to the models examining purchase intentions, as it was confirmed only for the female sample. In contrast, the 
model tested with women indicated that the only significant and positive predictor was past behavior. It appears 

Predictors

Women Men

B SE t-ratio p-value B SE t-ratio p-value

Model 1 a

 Intercept β00 1.212 .565 2.147 .094 1.231 .752 1.636 .178

 Affective attitude β10 -.059 .044 -1.345 .179 -.035 .066 -.532 .595

 Cognitive attitude β20 .045 .045 .995 .320 .013 .065 .206 .837

 Injunctive norm β30 .227 .046 4.890  < .001 .158 .066 2.393 .018

 Descriptive norm β40 .228 .043 5.302  < .001 .164 .064 2.564 .011

 Perceived behavioural control β50 -.054 .054 -.997 .320 .012 .074 .164 .870

 Moral norm β60 .352 .050 7.033  < .001 .390 .072 5.389  < .001

 Past sustainable clothing purchasing β70 -.244 .106 -2.304 .022 -.037 .158 -.235 .814

Model 1 b

 Intercept β00 .416 .892 .467 .677 1.099 .866 1.269 .298

 Affective attitude β10 -.044 .044 -.994 .321 -.022 .065 -.338 .735

 Cognitive attitude β20 .046 .044 1.046 .296 .009 .065 .135 .893

 Injunctive norm β30 .220 .046 4.804  < .001 .157 .066 2.400 .017

 Descriptive norm β40 .226 .042 5.327  < .001 .161 .064 2.527 .012

 Perceived behavioural control β50 .003 .053 .065 .949 .107 .073 1.482 .140

 Moral norms β60 .274 .053 5.135  < .001 .411 .073 5.620  < .001

 Past sustainable clothing purchasing β70 -.291 .106 -2.751 .006 -.031 .159 -.195 .846

 Proenvironmental self-identity β01 .180 .087 2.069 .126 -.054 .093 -.573 .619

Cross-level interactions with proenvironmental self-identity in model 1 b

 Affective attitude β11 -.132 .037 -3.541 .000 -.089 .070 -1.285 .200

 Cognitive attitude β21 .094 .039 2.404 .017 .113 .070 1.624 .106

 Injunctive norm β31 -.015 .034 -.432 .666 -.095 .064 -1.497 .136

 Descriptive norm β41 -.085 .034 -2.528 .012 -.109 .058 -1.881 .061

 Perceived behavioural control β51 .004 .047 .092 .927 -.119 .071 -1.671 .096

 Moral norms β61 .118 .040 2.939 .004 .129 .071 1.824 .070

 Past sustainable clothing purchasing β71 .159 .105 1.510 .132 -.039 .155 -.249 .804

Table 4. Multigroup multilevel analysis of predictors of intentions towards sustainable clothing purchasing 
cross-level analyses between women and men. B, unstandardized coefficient; SE, standard error.
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that women were not influenced by either cognitive or affective attitudes, whereas men were (RQ7a, RQ7b). This 
trend is further supported when examining Model 2b and its interactions with proenvironmental self-identity 
(RQ7g). Specifically, when women had a low proenvironmental self-identity the effect of past SCP on future SCP 
was stronger (M – 1sd; B = 0.35, p < 0.001) and decreased when proenvironmental self-identity increased (M – 
1sd; B = 0.24, p < 0.001; Fig. 7).

On the other hand, men with low proenvironmental self-identity and high positive affective attitude increased 
their future SCP (M – 1sd; B = 0.61, p < 0.001). Vice versa, men with high proenvironmental self-identity and low 
positive affective attitude decreased their future SCP (M – 1sd; B = -0.44, p < 0.001). In addition, men with low 
proenvironmental self-identity and low positive cognitive attitude increased their future SCP (M – 1sd; B = 0.68, 
p < 0.001), and men with high proenvironmental self-identity and high positive cognitive attitude decreased 
those behaviors (M – 1sd; B = 0.27, p < 0.001). Figure 8 shows those results.

Overall, it appears that while women appeared to be solely influenced by past behavior and not by any other 
variables — a finding consistent with the model computed using the entire sample— men were differently 
influenced by affective and cognitive attitudes and those effects are moderated by proenvironmental self-identity.

Discussion
The present study aimed to test the plausibility of a multi-behavior model to explain consumers’ intentions 
and purchases of sustainable clothing (i.e., eco-friendly, second-hand, and high-quality clothing). To this end, 
we combined TPB variables (i.e., cognitive and affective attitude, descriptive and injunctive norm, perceived 
behavioral control) with moral norm, past behaviors and proenvironmental identity.

Explaining intentions to purchase sustainable clothing
Our results indicate that normative components were the most influential in predicting consumers’ purchase 
intentions, with moral norm being the most significant predictor. This aligns with previous research emphasizing 
the importance of moral norm in clothing decisions18,111,112. Overall, our findings support existing research 
highlighting the crucial role of ethical considerations in sustainable consumption8,27. Furthermore, our analysis 

Predictors B SE t-ratio p-value

Model 2 a

 Intercept β00 .232 .146 1.594 .114

 Intention β10 -.023 .015 -1.515 .131

 Affective attitude β20 .040 .016 2.487 .013

 Cognitive attitude β30 -.036 .017 -2.102 .036

 Injunctive norm β40 .010 .017 .601 .548

 Descriptive norm β50 .020 .017 1.184 .237

 Perceived behavioural control β60 -.013 .021 -.608 .543

 Moral norms β70 -.005 .025 -.190 .849

 Past sustainable clothing purchasing β80 .351 .041 8.638  < .001

Model 2 b

 Intercept β00 .088 .210 .419 .685

 Intention β10 -.023 .015 -1.544 .125

 Affective attitude β20 .041 .016 2.563 .011

 Cognitive attitude β30 -.032 .017 -1.837 .067

 Injunctive norm β40 .007 .016 .404 .687

 Descriptive norm β50 .021 .016 1.302 .193

 Perceived behavioural control β60 -.013 .021 -.593 .554

 Moral norms β70 -.017 .026 -.653 .514

 Past Sustainable clothing purchasing β80 .337 .041 8.274  < .001

 Proenvironmental self-identity β01 .035 .042 .818 .449

Cross-level interactions with proenvironmental self-identity in model 2 b

 Intention β11 -.016 .014 -1.123 .265

 Affective attitude β21 -.023 .016 -1.436 .152

 Cognitive attitude β31 .023 .017 1.362 .174

 Injunctive norm β41 .011 .016 .696 .491

 Descriptive norm β51 -.001 .016 -.064 .949

 Perceived behavioural control β61 -.010 .021 -.478 .633

 Moral norms β71 -.006 .022 -.270 .788

 Past sustainable clothing purchasing β81 -.156 .044 -3.555  < .001

Table 5. Multilevel analysis of predictors of future sustainable clothing purchasing including cross-level 
analyses.
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revealed that the influence of moral norms on purchase intentions is equally significant among both male and 
female consumers. This finding is consistent with the current literature, suggesting that ethical considerations 
in purchasing decisions are not gender-specific113,114, indicating a broader and more universal application of 
ethical consumption principles. This reinforces the importance of moral norms in guiding sustainable consumer 
behavior.

Descriptive and injunctive norms showed significant positive effects on purchase intentions, highlighting the 
influence of social factors on consumers’ clothing choices. Although the reliability of these norms in predicting 
intentions has been mixed in previous studies18,19, our findings provide clarity, suggesting that while the influence 
of social norms may vary based on the specific sustainability attribute of the product, social norms overall play 
a crucial role in determining purchase intentions. One reason for this effect could be that social norms exert 
a stronger influence on behaviors visible to others115, which is particularly relevant in fashion, where clothing 
choices are often displayed in social settings. Regarding gender moderation, our analysis revealed that both 
descriptive and injunctive norms influence purchase intentions for both women and men, but the effect is more 
pronounced for women. This partially aligns with existing literature, which indicated that women are generally 
more sensitive to injunctive norms and peer influence in their consumption decision113,116 but men are more 
influenced by descriptive norms87.

In our study, neither affective and cognitive attitude nor perceived behavioral control were significant 
predictors of consumer intentions. This contrasts to most TPB studies in the field of SCP10,19. However, it aligns 
with previous research that found weak or no associations between attitude, perceived behavioral control, and 
intentions regarding reducing clothing consumption and purchasing sustainable clothing2,112. Our multiple 
behaviors study highlights a shift away from individual-centred influences and places social norms—both 
perceived and internalised (moral)—at the forefront of shaping purchase intentions when integrating different 
SCP into a single multiple behaviors model. These findings challenge the conventional focus on individual 
beliefs and perceptions of control in the discourse on sustainable consumption.

We also found that past SCP was a significant negative predictor of consumer intentions. This suggests that 
individuals who have bought sustainable fashion in the past may express a desire to buy less in the future. One 
plausible explanation is dissatisfaction with previous sustainable fashion purchases, leading them to reconsider 
and limit future choices to avoid repeating similar experiences. Another perspective involves self-licensing and 
compensatory behaviors, where past virtuous actions justify subsequent less virtuous actions117. People often use 
compensatory beliefs to rationalize (or justify) behaviors inconsistent with their values or long-term goals118,119, 
striking a balance between maximizing pleasure and minimizing harm120. These beliefs allow individuals 
to act in ways conflicting with their goals while maintaining the belief that they are still committed to those 
goals. This strategy helps maintain a positive self-image despite conflicting behaviors121. Much of the previous 
work has been conducted in the context of health goals, where people use compensatory beliefs to justify 
unhealthy behavior [e.g.122]. Applying this perspective to proenvironmental behavior suggests that individuals 
who have engaged in actions like buying sustainable clothing feel less obligated to continue such behaviors 
immediately because they believe they have already “done enough” for the environment123,124. Interestingly, this 
effect appeared only in women and not men. One potential explanation for this gender difference could be 
that women are generally more involved in and proenvironmental behaviors125,126, thus experiencing a stronger 

Fig. 7. Simple slopes for past sustainable clothing purchasing on future sustainable clothing purchasing by 
proenvironmental self-identity for the total sample and the female sample. Note SCO, sustainable clothing 
purchasing.
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Fig. 8. Simple slopes for affective and cognitive attitude on future sustainable clothing purchasing by 
proenvironmental self-identity for the male sample. Note. SCO, sustainable clothing purchasing.

 

Predictors

Women Men

B SE t-ratio p-value B SE t-ratio p-value

Model 2 a

 Intercept β00 .402 .209 1.925 .057 .135 .233 .579 .563

 Intention β10 -.031 .019 -1.610 .108 -.007 .020 -.369 .713

 Affective attitude β10 .010 .020 .512 .609 .109 .026 4.185  < .001

 Cognitive attitude β20 -.024 .022 -1.118 .264 -.070 .028 -2.472 .014

 Injunctive norm β30 .007 .022 .300 .765 .009 .024 .394 .694

 Descriptive norm β40 .025 .021 1.187 .236 .026 .026 1.005 .316

 Perceived behavioural control β50 -.032 .027 -1.189 .235 -.012 .032 -.366 .715

 Moral norm β60 .002 .030 .068 .946 -.049 .045 -1.112 .269

 Past sustainable clothing purchasing β70 .309 .051 6.026  < .001 .407 .064 6.338  < .001

Model 2 b

 Intercept β00 .224 .234 .955 .341 .087 .348 .249 .807

 Intention β10 -.033 .019 -1.713 .088 -.011 .020 -.540 .590

 Affective Attitude β10 .011 .020 .542 .588 .109 .026 4.236  < .001

 Cognitive Attitude β20 -.021 .022 -.983 .326 -.067 .028 -2.357 .019

 Injunctive Norm β30 .004 .021 .198 .843 .010 .024 .416 .678

 Descriptive Norm β40 .026 .021 1.249 .212 .025 .026 .964 .336

 Perceived behavioural control β50 -.031 .027 -1.162 .246 -.008 .032 -.259 .796

 Moral norms β60 -.016 .032 -.493 .623 -.050 .045 -1.096 .276

 Past sustainable clothing purchasing β70 .298 .052 5.782  < .001 .382 .065 5.924  < .001

 Proenvironmental self-identity β01 .049 .039 1.251 .226 .008 .059 .139 .893

Cross-level interactions with proenvironmental self-identity in model 2 b

 Intention β11 -.019 .017 -1.136 .257 .001 .021 .065 .949

 Affective Attitude β11 -.011 .018 -.596 .551 -.079 .029 -2.691 .008

 Cognitive Attitude β21 .005 .019 .274 .784 .100 .031 3.226 .001

 Injunctive norm β31 .013 .016 .794 .428 .008 .026 .290 .772

 Descriptive norm β41 .001 .018 .077 .939 -.009 .027 -.333 .740

 Perceived behavioural control β51 .006 .024 .265 .791 -.021 .032 -.679 .498

 Moral norms β61 .003 .024 .144 .886 -.042 .041 -1.018 .311

 Past sustainable clothing purchasing β71 -.158 .054 -2.936  < .001 -.104 .060 -1.746 .082

Table 6. Multigroup multilevel analysis of predictors of future sustainable clothing purchasing including cross-
level analyses between women and men. B, unstandardized coefficient; SE, standard error.
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initial commitment towards sustainable fashion. This heightened engagement may lead to a greater sense of 
having fulfilled their environmental duty, triggering compensatory beliefs more readily than in men. Moreover, 
social and psychological factors, such as societal expectations for women to adhere to ethical consumption and 
environmental stewardship, might contribute to this discrepancy. Women often face stronger social pressures to 
maintain ethical standards, and they may experience greater relief from these pressures through compensatory 
behaviors after initial proenvironmental actions.

Examining the interaction effects between proenvironmental self-identity and other predictors revealed 
gender-specific dynamics in how these factors influence purchase intentions, with notable patterns emerging 
exclusively among female participants.

Women with a weak proenvironmental self-identity expressed a higher intention to buy sustainable 
clothing when they had a high affective attitude and a low cognitive attitude. Conversely, those with a strong 
proenvironmental self-identity were more likely to intend to buy sustainable clothing if they had a low affective 
attitude and a high cognitive attitude. This might suggest that women with a strong proenvironmental identity 
may rely on rational and cognitive processes rather than emotional responses when making sustainable choices. 
They may prioritise the long-term environmental impact or practical aspects of sustainable clothing, leading to a 
less direct translation of positive affective evaluations into a stronger inclination towards SCP. This is consistent 
with value-belief norm theory27, suggesting that individuals with a strong proenvironmental value system 
prioritize cognitive considerations, reinforcing their intention to buy sustainable clothing.

In addition, high intention was observed when women with low proenvironmental self-identity had high 
descriptive norm. Conversely, the influence of descriptive norm decreased with increasing eco-friendly self-
identity.

The reduced influence of descriptive norm on the intentions of women with a high proenvironmental self-
identity presents an intriguing paradox. While one might expect a stronger environmental commitment to 
amplify the impact of social norms, our results suggest otherwise. This subgroup showed a lower response to 
descriptive norm in shaping intentions to purchase sustainable clothing. Theoretically, this can be interpreted as 
a saturation of normative influence. Women with a strong proenvironmental self-concept may have internalized 
proenvironmental norms so deeply that external descriptive norms have less impact. Their profound commitment 
to environmental values likely makes them less reliant on external social cues.

The effect of moral norms on purchase intentions was significant and positive only at the highest levels of 
proenvironmental self-identity in women. This effect was not observed at the lowest levels of proenvironmental 
self-identity nor in men. This finding suggests that for women with a strong proenvironmental self-identity, 
moral norms are a crucial driver of their purchasing decisions. These individuals internalize moral norms more 
deeply, leading to a heightened sensitivity to ethical considerations when making purchase decisions. For these 
women, their internalized ethical standards significantly boost their intention to buy sustainable products. This 
aligns with the value-belief-norm theory, which posits that individuals with strong environmental values are 
more likely to act in ways consistent with these values, driven by their moral obligations111. In contrast, for 
those with weaker proenvironmental self-identity, moral norms do not exert the same level of influence on their 
purchase intentions. This could be because these individuals do not internalize these norms as strongly, resulting 
in a lesser impact on their buying behavior.

The aforementioned patterns did not emerge among male participants. One possible explanation is that men 
might experience different motivations for sustainable purchasing. Research indicates that men often prioritize 
economic benefits or technological aspects over social and environmental considerations132. Additionally, men 
may be less likely to view sustainable fashion as an important aspect of their identity, resulting in a weaker 
interaction between proenvironmental self-identity and descriptive or moral norms133. This difference in 
priorities and self-perception could explain why the same interaction effects are not observed among men.

Explanation of future sustainable clothing purchasing
In terms of future SCP, both affective and cognitive attitude played a role, albeit with different effects. Affective 
attitude positively influenced behavior, suggesting that consumers who associated positive emotional reactions 
with purchasing sustainable clothing were more likely to continue this behavior and pursue their environmental 
goals. Conversely, cognitive attitude had a negative effect, suggesting that those who made rational evaluations 
about their future purchases tended to reduce their actual purchasing behavior. This implies that emotional 
reactions have a greater long-term influence on sustainable consumption behavior than rational evaluations. 
Consumers who associate positive emotions with their sustainable purchases are more likely to maintain this 
behavior over time, while those who rely on rational considerations may be more inclined to reduce their future 
purchases.

Interestingly, these observed patterns were found only among men. This suggests that men might be 
more influenced by immediate emotional responses rather than long-term rational evaluations in sustainable 
purchasing behavior. Positive emotions associated with sustainable purchases seem to reinforce men’s behavior 
over time, while rational evaluations may lead to a reduction in future purchases as men critically weigh costs 
and benefits.

Specifically, the interaction effect between self-identity and affective attitude showed that men with low 
proenvironmental self-identity and high positive affective attitude increased their future SCP. This indicates 
that positive emotional responses can drive sustainable behavior, especially among those who do not strongly 
identify with a proenvironmental self-identity.

Additionally, men with low proenvironmental self-identity and low positive cognitive attitude increased their 
future SCP, suggesting that men may still engage in sustainable consumption even with fewer positive rational 
evaluations. Conversely, men with high proenvironmental self-identity and high positive cognitive attitude 
decreased their behaviors, indicating that strong rational evaluations might reduce sustainable purchasing.
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In contrast to the findings on consumer intentions (where women who previously purchased sustainable 
clothing expressed a desire to buy less in the future), past frequent SCP emerged as the strongest predictor of 
future frequent SCP. This highlights the lasting impact of past sustainable choices on future actions, consistent 
with the expectation that past behaviors robustly predict future sustainable consumption patterns. However, 
when environmental identification is low, the influence of past SCP increases, suggesting that women with lower 
environmental identification increasingly rely on past actions to shape their future sustainable consumption 
behavior. This indicates that the habitual nature of previous behaviors serves as a more significant guide when 
self-identification with the environment is low.

The finding that proenvironmental self-identity was not a direct significant predictor of purchase intentions 
was unexpected and contrasts with some previous studies127. This discrepancy may be due to the relatively 
low average level of proenvironmental self-identity in our sample, which may have weakened the relationship 
between self-identity and purchase intentions.

The difference between the factors explaining intention and those influencing behavior highlights a significant 
divergence in the motivations behind these stages of decision-making, supporting the observation that intention 
does not always predict subsequent SCP. Our study found that self-perception as a green consumer and past 
SCP play a more crucial role in shaping future behavior than initially expressed intentions, especially among 
women. These findings suggest that the transition from intention to behavior in SCP is more complex than 
previously assumed. While prior intentions may not be critical, the influence of identity and past behavior 
is significant. This is supported by many studies challenging the conventional linear model of the intention-
behavior relationship128  and highlight the need for a more nuanced understanding of the factors that contribute 
to SCP decisions.

Limitations and future directions
While our study’s results are interesting and novel, several limitations must be acknowledged. First, the socio-
demographic composition of our sample, predominantly young Italian women, limits the generalizability of our 
findings. Future research should include a more diverse sample and consider socio-demographic variables as 
potential moderators to gain deeper insights into SCP across different groups.

Second, the mixed results of previous research on cultural values’ influence on sustainability2 highlight the 
need to investigate these effects across various cultural contexts. Assessing whether our Italian study’s results 
differ from those in other countries is crucial. Additionally, the self-report nature of our data introduces potential 
biases, such as social desirability, which may affect the accuracy of reported past and future behaviors.

Third, future research could extend the model by exploring additional types of sustainable purchasing 
behaviors130. The systematic literature review by Schiaroli et al131. presents a comprehensive framework of 
sustainable fashion solutions that encompasses a wide range of behaviors across different phases of consumption. 
Future studies could apply this framework to examine how these additional behaviors interact with the established 
ones, potentially refining or expanding the current model. Additionally, future studies should consider anti-
consumption, i.e., the deliberate reduction or rejection of consumer goods to minimize environmental impact, 
to further enhance our understanding of sustainable fashion practices132.

Fourth, examining additional dimensions of proenvironmental self-identity, like commitment strength, 
emotional significance of environmental goals, and discrepancies between self-perceived identity and actual 
behavior, could provide a more comprehensive understanding of how self-identity influences sustainable 
consumption.

Finally, our inclusion criteria ensured sufficient clothing purchasing behaviors for evaluation but did not 
specifically target different levels of proenvironmental self-identity. The low mean self-identity score (2.98 on 
a scale of 1 to 7) in our sample may limit the capture of strong proenvironmental self-identity’s impact on SCP. 
Future research should consider more stringent inclusion criteria or additional screening to ensure higher levels 
of proenvironmental self-identity among participants.

Despite these limitations, our multilevel analysis accounted for variability and supported our findings’ 
robustness. Examining individuals with lower eco-friendly self-perception provides valuable insights for 
developing effective interventions. Identifying levers that promote proenvironmental actions among those with 
weak proenvironmental self-identity can help create targeted strategies to encourage sustainability in a broader 
audience. Future research should further validate our findings and deepen the understanding of the relationship 
between self-identity and sustainable consumer behavior.

Theoretical and practical implications
Our findings have several theoretical and practical implications for marketing, policy, and non-governmental 
measures aimed at promoting the purchase of sustainable clothing, particularly highlighting important gender 
differences.

Theoretically, the observed discrepancy between the drivers of consumers’ intentions and their behavior 
challenges the traditional linear model that emphasizes intention as the sole predictor of behavior. Researchers 
should reconsider this traditional emphasis and instead focus on the nuanced interplay of self-identity and 
past behavior. This shift would allow for a more holistic understanding of the factors influencing sustainable 
consumption decisions. Our study highlights the importance of distinguishing between affective and cognitive 
attitudes in predicting SCP intentions and behaviors, especially when considering gender differences and 
proenvironmental self-identity levels. Importantly, the observed gender differences in the interplay between 
proenvironmental self-identity and attitudes highlight the need for gender-specific theoretical frameworks 
incorporating a dual-component approach in measuring the impact of attitudes on intention and behavior 
related to SCP.
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Our results suggest that social norms, especially when internalized as moral norms, strongly predict SCP 
intentions. This aligns with and extends previous research showing that normative influences are crucial for 
visible and socially influenced behaviors like clothing purchases111. Future theoretical models should incorporate 
a broader range of normative influences to better capture the social dynamics driving sustainable behaviors. 
The multigroup analysis revealed gender-specific findings. While moral norms were strong predictors of SCP 
intention for both men and women, their significance persisted only for women when proenvironmental self-
identity was included. This indicates that moral norms influence women’s SCP intentions, particularly when 
their proenvironmental self-identity is high. For men, none of the predictors of SCP intentions were significant 
when moderated by proenvironmental self-identity. However, for women, moral norms, affective and cognitive 
attitudes, and descriptive norms were significant predictors. Proenvironmental self-identity moderated these 
effects by reducing the impact of affective attitude and reinforcing the effects of both cognitive attitude and 
descriptive norm on SCP intention. These findings highlight the need for gender-specific theoretical frameworks 
that incorporate a dual-component approach to measuring the impact of attitudes and social norms on SCP 
intentions and behaviors.

The reason proenvironmental self-identity seems to affect only women’s intentions might be explained by 
existing research132,133. These findings imply that theoretical models of sustainable consumption need to account 
for gender-specific pathways. Understanding why women’s sustainable purchasing intentions are more closely 
tied to their proenvironmental self-identity can help refine these models.

Furthermore, our study introduces the concepts of compensatory and self-licensing behaviors to explain 
the observed negative relationship between past SCP and future intentions117-120. This theoretical integration 
offers a novel explanation for why individuals who have practised SCP in the past show a lower intention to 
continue these behaviors. These finding challenges traditional TPB assumptions and calls for the inclusion of 
compensatory mechanisms in future models to better predict sustainable consumption patterns.

Finally, by using a multilevel modeling approach, we accounted for the hierarchical nature of the data and 
within-person variability in SCP. This methodological advance provides a robust framework for analyzing 
complex behaviors and can be applied to other areas of environmental psychology. It underscores the importance 
of considering individual-level factors and their interactions with broader social influences in predicting 
sustainable behaviors. Future research should test this model of multiple behaviors in different cultural contexts 
to explore the impact of cultural values on sustainable clothing choices. Adapting strategies to specific cultural 
values can enhance the effectiveness of global initiatives and contribute to more targeted and culturally sensitive 
approaches to promoting sustainable behaviors.

Regarding managerial implications, the positive influence of affective attitude on SCP suggests that marketing 
should focus on building emotional connections with consumers. Strategies that evoke positive emotions related 
to environmental goals could foster long-term engagement and consistent sustainable consumption behavior. 
Secondly, the significant influence of previous sustainable clothing behavior on future actions highlights 
the importance of recognizing and building on people’s past choices. Practitioners should leverage positive 
experiences consumers have had with sustainable fashion to encourage ongoing and consistent behavior. 
However, they should also consider individual differences in self-identity when targeting women, recognizing 
that those with higher environmental identities rely less on past behaviors in their future decisions.

The results of our study offer several policy implications for promoting SCP, tailored to the specificities of 
women and men as consumers. Educational campaigns should address both the emotional and rational aspects 
of SCP. Emphasizing the personal satisfaction and environmental benefits of sustainable consumption, such 
as its positive impact on the environment and personal well-being, alongside logical arguments for resource 
conservation and waste prevention, can resonate more with consumers and motivate behavior change. This dual 
approach is particularly important for men, who appear to be less sensitive to proenvironmental principles. 
Secondly, leveraging social norms can increase the effectiveness of these campaigns. By publicizing the sustainable 
behaviors of influential figures and community leaders, campaigns can create a positive social environment that 
encourages both women and men to adopt similar practices and feel less stigmatized. When sustainable practices 
are more visible and socially desirable, the impact of social norms can be amplified, promoting a culture of 
sustainability. Thirdly, increasing proenvironmental self-identity is crucial. Campaigns should support activities 
and programs that help individuals build and strengthen their environmental identity. Engaging consumers in 
sustainability workshops, green community projects, and sustainability pledges can reinforce their commitment 
to SCP and integrate sustainable behaviors into their core identity. Finally, educational campaigns should address 
compensatory and self-licensing behaviors. Informational content can help consumers recognize and avoid 
these behaviors. Encouraging consistent and ongoing commitment to sustainable practices through reward 
systems that recognize continuous sustainable behavior over time can also mitigate the impact of compensatory 
behaviors.

Conclusion
In summary, our study tested a multi-behavioral model to understand consumers’ intentions and purchasing 
behavior regarding sustainable clothing. We incorporated TPB variables, moral norms, past behaviors, and 
proenvironmental identity to examine their influence on eco-friendly, second-hand, and quality clothing 
purchases. Key findings challenge the conventional focus on individual beliefs (attitude and perceived behavioral 
control) in sustainable consumption. Social and internalized norms (moral norms) were notably influential. 
Individuals with weak proenvironmental self-identity were influenced by strong affective attitudes, low cognitive 
attitudes, and less frequent past SCP for intentions, but more frequent past SCP for future behavior. Strong 
proenvironmental self-identity reduced the influence of descriptive norms and intention when perceived 
behavioral control was low. The emerged discrepancy between the predictors of intention and behavior highlights 
the complexity of SCP decision-making, suggesting that self-identity and past behaviors are more critical than 
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prior intentions. Gender differences were significant: proenvironmental self-identity affected the relationship 
between past and future SCP in women and between attitudes and future SCP in men. Practically, marketing 
should focus on building emotional connections, leveraging positive past experiences, and acknowledging 
gender-specific dynamics. Policymakers and industry stakeholders should develop tailored strategies to promote 
sustainable apparel choices, considering the complex interplay between intentions and behaviors.

Data availability
The datasets used and/or analysed during the current study available from the corresponding author on reason-
able request.

Received: 26 January 2024; Accepted: 24 September 2024

References
 1. Shahid, S., Islam, J. U., Farooqi, R. & Thomas, G. Affordable luxury consumption: An emerging market’s perspective. Int. J. Emerg. 

Mark. 18(2), 316–336 (2023).
 2. Abbate, S., Centobelli, P. & Cerchione, R. The digital and sustainable transition of the agri-food sector. Technol. Forecast. Soc. 

Change 187, 122222 (2023).
 3. Chen, Y. How blockchain adoption affects supply chain sustainability in the fashion industry: A systematic review and case 

studies. Int. Trans. Oper. Res. https://doi.org/10.1111/itor.13273 (2023).
 4. Srivastava, A., Mallela, K. M., Deorkar, N. & Brophy, G. Manufacturing challenges and rational formulation development for 

AAV viral vectors. J. Pharm. Sci. 110(7), 2609–2624 (2021).
 5. Islam, J. U., Farooqi, R. & Thomas, G. Affordable luxury consumption: An emerging market’s perspective. Int. J. Emerg. Mark. 

18(2), 316–336 (2021).
 6. Chen, Y. How blockchain adoption affects supply chain sustainability in the fashion industry: A systematic review and case 

studies. Int. Trans. Oper. Res. 31(6), 1–28 (2023).
 7. Islam, M. M., Perry, P. & Gill, S. Mapping environmentally sustainable practices in textiles, apparel and fashion industries: A 

systematic literature review. J. Fash. Mark. Manag. 25, 331–353 (2021).
 8. Ajzen, I. The theory of planned behavior. Organ. Behav. Hum. Decis. Process. 50(2), 179–211 (1991).
 9. Carfora, V., Cavallo, C., Catellani, P., Del Giudice, T. & Cicia, G. Why do consumers intend to purchase natural food? Integrating 

theory of planned behavior, value-belief-norm theory, and trust. Nutrients 13(6), 1904 (2021).
 10. Lira, J. S. D. & Costa, M. F. D. Theory of planned behavior, ethics and intention of conscious consumption in Slow Fashion 

Consumption. J. Fash. Mark. Manag. 26(5), 905–925 (2022).
 11. Rizkalla, N., Lestari, E. D., Arinto, B., Purnamaningsih, P. & Sulistyarini, N. Uncovering the determinants of environmentally-

friendly apparel purchase intention in Indonesia: Incorporating environmental concern and knowledge into the theory of 
planned behavior. Econ. Manag. Sustain. 7(1), 43–58 (2022).

 12. Saricam, C., & Okur, N. Analysing the consumer behavior regarding sustainable fashion using theory of planned behavior. In 
Consumer Behavior and Sustainable Fashion Consumption. (Springer, 2019).

 13. Lawton, R., Conner, M. & McEachan, R. Desire or reason: Predicting health behaviors from affective and cognitive attitudes. 
Health Psychol. 28(1), 56 (2009).

 14. Kumar, N., Garg, P. & Singh, S. Pro-environmental purchase intention towards eco-friendly apparel: Augmenting the theory 
of planned behavior with perceived consumer effectiveness and environmental concern. J. Glob. Fashion Mark. 13(2), 134–150 
(2022).

 15. Conner, M. Affective attitudes, anticipated affect and health behaviors. In Affective Determinants of Health-Related Behavior 
(Oxford University Press, 2018).

 16. Conner, M. & Norman, P. Predicting long-term healthy eating behavior: Understanding the role of cognitive and affective 
attitudes. Psychol. Health 36(10), 1165–1181 (2022).

 17. Zahid, H., Ali, S., Danish, M. & Sulaiman, M. A. B. A. Factors affecting consumers intentions to purchase dairy products in 
Pakistan: A cognitive affective-attitude approach. J. Int. Food Agribus. Mark. 36(3), 347–372 (2022).

 18. Conner, M., van Harreveld, F. & Norman, P. Attitude stability as a moderator of the relationships between cognitive and affective 
attitudes and behavior. Br. J. Soc. Psychol. 61(1), 121–142 (2022).

 19. Goldstein, N. J., & Cialdini, R. B. Using social norms as a lever of social influence. In The Science of Social Influence, 167–191 
(Psychology Press, 2011).

 20. Maloney, J., Lee, M. Y., Jackson, V. & Miller-Spillman, K. A. Consumer willingness to purchase organic products: Application of 
the theory of planned behavior. J. Glob. Fash. Mark. 5(4), 308–321 (2014).

 21. Dewanto, K. N. & Belgiawan, P. F. The influence of social norms and attitude in sustainable fashion product purchase behavior. 
Am. Int. J. Bus. Manag. 3, 64–75 (2020).

 22. Koay, K. Y., Cheah, C. W. & Lom, H. S. An integrated model of consumers’ intention to buy second-hand clothing. Int. J. Retail 
Distrib. Manag. 50(11), 1358–1377 (2022).

 23. Han, T. & Stoel, L. The effect of social norms and product knowledge on purchase of organic cotton and fair-trade apparel. J. Glob. 
Fash. Mark. 7(2), 89–102 (2016).

 24. Farrow, K., Grolleau, G. & Ibanez, L. Social norms and pro-environmental behavior: A review of the evidence. Ecol. Econ. 140, 
1–13 (2017).

 25. Kim, S. H. & Seock, Y. K. The roles of values and social norm on personal norms and pro-environmentally friendly apparel 
product purchasing behavior: The mediating role of personal norms. J. Retail. Consum. Serv. 51, 83–90 (2019).

 26. Borusiak, B., Szymkowiak, A., Horska, E., Raszka, N. & Żelichowska, E. Towards building sustainable consumption: A study of 
second-hand buying intentions. Sustainability 12(3), 875 (2020).

 27. Rodrigues, M., Proença, J. F. & Macedo, R. Determinants of the purchase of secondhand products: An approach by the theory of 
planned behavior. Sustainability 15(14), 10912 (2023).

 28. Armitage, C. J. & Conner, M. Efficacy of the Theory of Planned Behavior: A meta-analytic review. Br. J. Soc. Psychol. 40, 471–499 
(2001).

 29. Manstead, A. S. R. The role of moral norm in the attitude–behavior relation. In Attitudes, Behavior, and Social Context (Psychology 
Press, 2000).

 30. Rezvani, Z., Jansson, J. & Bengtsson, M. Cause I’ll feel good! An investigation into the effects of anticipated emotions and personal 
moral norms on consumer pro-environmental behavior. J. Promot. Manag. 23, 163–183 (2017).

 31. Stern, P. C., Dietz, T., Abel, T., Guagnano, G. A. & Kalof, L. A Value-belief-norm theory of support for social movements: The case 
of environmentalism. Hum. Ecol. Rev. 6(2), 81–97 (1999).

 32. Canova, L., Bobbio, A. & Manganelli, A. M. Sustainable purchase intentions: The role of moral norm and social dominance 
orientation in the theory of planned behavior applied to the case of fair trade products. Sustain. Dev. 31(2), 1069–1083 (2023).

Scientific Reports |        (2024) 14:23968 19| https://doi.org/10.1038/s41598-024-74234-6

www.nature.com/scientificreports/

https://doi.org/10.1111/itor.13273
http://www.nature.com/scientificreports


 33. Carfora, V. et al. Explaining consumer purchase behavior for organic milk: Including trust and green self-identity within the 
theory of planned behavior. Food Qual. Prefer. 76, 1–9 (2019).

 34. Carfora, V., Conner, M., Caso, D. & Catellani, P. Rational and moral motives to reduce red and processed meat consumption. J. 
Appl. Soc. Psychol. 50, 744–755 (2020).

 35. Jang, J. I. & Choo, H. J. Consumption of counterfeit luxury fashion products based on the theory of planned behavior. J. Korean 
Soc. Cloth. Text. 28(2), 79–94 (2015).

 36. Yuriev, A., Dahmen, M., Paillé, P., Boiral, O. & Guillaumie, L. Pro-environmental behaviors through the lens of the theory of 
planned behavior: A scoping review. Resour. Conserv. Recycl. 155, 104660 (2020).

 37. Stolz, K. Why do (n’t) we buy second-hand luxury products?. Sustainability 14(14), 8656 (2022).
 38. Effron, D. A. (2016) 3 Beyond “being good frees us to be bad”. In Cheating, Corruption, and Concealment: The Roots of Dishonesty, 

vol. 33 (2022).
 39. Schultz, W. P., Khazian, A. M. & Zaleski, A. C. Using normative social influence to promote conservation among hotel guests. Soc. 

Influ. 3(1), 4–23 (2008).
 40. Longoni, C., Gollwitzer, P. M. & Oettingen, G. A green paradox: Validating green choices has ironic effects on behavior, cognition, 

and perception. J. Exp. Soc. Psychol. 50, 158–165 (2014).
 41. Bratanova, B. et al. Savouring morality. Moral satisfaction renders food of ethical origin subjectively tastier. Appetite 91, 137–149 

(2015).
 42. Stets, J. E. & Biga, C. F. Bringing identity theory into environmental sociology. Sociol. Theory 21(4), 398–423 (2003).
 43. Balundė, A., Jovarauskaitė, L. & Poškus, M. S. Exploring the relationship between connectedness with nature, environmental identity, 

and environmental self-identity: A systematic review and meta-analysis. SAGE Open https://doi.org/10.1177/2158244019841925 
(2019).

 44. Burke, P. J. The self: Measurement requirements from an interactionist perspective. Soc. Psychol. Q. 43(1), 18–29 (1980).
 45. McCall, G. J. & Simmons, J. L. Identities and Interactions (Free Press, 1978).
 46. Turner, R. H. The role and the person. AJS 84(1), 1–23 (1978).
 47. Stryker, S. Identity salience and role performance: The relevance of symbolic interaction theory for family research. JMF 30, 

558–564 (1968).
 48. Stryker, S. Symbolic Interactionism: A Social Structural Version (Benjamin-Cummings/Blackburn, 1980).
 49. Terry, D. J., Hogg, M. A. & White, K. M. The theory of planned behaviour: self-identity, social identity and group norms. Br. J. Soc. 

Psychol. 38(3), 225–244 (1999).
 50. Conner, M. & Armitage, C. J. Extending the theory of planned behavior: A review and avenues for further research. JASP 28, 

1429–1464 (1998).
 51. Van der Werff, E., Steg, L. & Keizer, K. I Am what I Am, by looking past the present: The influence of biospheric values and past 

behavior on environmental self-identity. Environ. Behav. 46(5), 626–657 (2014).
 52. Clayton, S. & Opotow, S. Identity and the Natural Environment: The Psychological Significance of Nature (MIT Press, 2003).
 53. Schultz, P. W. & Tabanico, J. Self, Identity, and the natural environment: Exploring implicit connections with nature. JASP 37, 

1219–1247 (2007).
 54. Gollwitzer, P. M., Sheeran, P., Michalski, V. & Seifert, A. E. When intentions go public: Does social reality widen the intention-

behavior gap?. Psychol. Sci. 20(5), 612–618 (2009).
 55. Grębosz-Krawczyk, M., Zakrzewska-Bielawska, A. & Flaszewska, S. From words to deeds: The impact of pro-environmental self-

identity on green energy purchase intention. Energies 14(18), 5732 (2021).
 56. Catellani, P., & Carfora, V. Norms, identities, and values. In The Social Psychology of Eating (Springer, 2023).
 57. Zhao, A. L., Dermody, J., Koenig-Lewis, N. & Hanmer-Lloyd, S. Cultivating sustainable consumption: The role of harmonious 

cultural values and pro-environmental self-identity. J. Consum. Behav. 23(2), 1014–1031 (2024).
 58. Udall, A. M., De Groot, J. I., De Jong, S. B. & Shankar, A. How I see me—A meta-analysis investigating the association between 

identities and pro-environmental behavior. Front. psychol. 12, 582421 (2021).
 59. Caso, D., Carfora, V. & Conner, M. T. Predicting intentions and consumption of fruit and vegetables in Italian adolescents. Effects 

of anticipated regret and self-identity. Psicol. Soc. 11(3), 319–326 (2016).
 60. Carfora, V., Caso, D. & Conner, M. The role of self-identity in predicting fruit and vegetable intake. Appetite 106, 23–29 (2016).
 61. Ryan, J. C. et al. Exploring the intersection between diet and self-identity: A cross-sectional study with Australian adults. JNEB 

54(1), 20–27 (2022).
 62. Qasim, H., Yan, L., Guo, R., Saeed, A. & Ashraf, B. N. The defining role of environmental self-identity among consumption values 

and behavioral intention to consume organic food. Int. J. Environ. Res. Public Health 16(7), 1106 (2019).
 63. Gravelines, Ž, Banytė, J., Dovalienė, A. & Gadeikienė, A. The role of green self-identity and self-congruity in sustainable food 

consumption behavior. Organ. Mark. Emerg. Econ. 13(2), 336–356 (2022).
 64. Su, K., Su, Y. L. & Kuo, Y. M. The moderating effect of pro-environmental self-identity in the relationship between abnormally-

shaped foods and purchase intention. AIMS Environ. Sci. 7(3), 247 (2020).
 65. Arman, S. M. & Mark-Herbert, C. Ethical pro-environmental self-identity practice: The case of second-hand products. 

Sustainability 14, 2154 (2022).
 66. Bloch, S. Green tinted glasses: Fashion consumption practices as pro-environmental behaviors. UVM Honors College Senior 

Theses 531 (2023).
 67. Lomo-Lovinski, N. & Hahn, K. American consumer perceptions of sustainable fashion, fast fashion, and mass fashion practices. 

Int. J. Soc. Sustain. Econ. Soc. Cult. Context 16(1), 15–27 (2020).
 68. Lapinski, M. K. & Rimal, R. N. An explication of social norms. Commun. Theory 15(2), 127–147 (2005).
 69. Rimal, R. N. Modeling the relationship between descriptive norms and behaviors: A test and extension of the theory of normative 

social behavior (TNSB). Health Commun. 23(2), 103–116 (2008).
 70. Rimal, R. N. & Real, K. Understanding the influence of perceived norms on behaviors. Commun. Theory 13(2), 184–203 (2003).
 71. Rimal, R. N. & Real, K. How behaviors are influenced by perceived norms: A test of the theory of normative social behavior. 

Commun. Res. 32(3), 389–414 (2005).
 72. Terry, D. J. & Hogg, M. A. Group norms and the attitude-behavior relationship: A role for group identification. Pers. Soc. Psychol. 

Bull. 22(8), 776–793 (1996).
 73. Masson, T. & Fritsche, I. Adherence to climate change-related ingroup norms: Do dimensions of group identification matter?. 

Eur. J. Soc. Psychol. 44(5), 455–465 (2014).
 74. Tarabashkina, O. Promoting sustainable consumption: the role of social norms, ingroup framing and identification (Doctoral 

dissertation, 2022).
 75. Smith, J. R. & Louis, W. R. Group norms and the attitude-behavior relationship: A role for group identification. Pers. Soc. Psychol. 

Bull. 35(4), 433–446 (2009).
 76. Mackie, D. M., Devos, T. & Smith, E. R. Intergroup emotions: Explaining offensive action tendencies in an intergroup context. J. 

Pers. Soc. Psychol. 79(4), 602–616 (2000).
 77. Fekadu, Z. & Kraft, P. Self-identity and the theory of planned behavior: A useful addition or an unhelpful artifice?. JASP 31(7), 

1393–1410 (2001).
 78. Smith, J. R. et al. Interaction effects in the theory of planned behavior: The interplay of self-identity and past behavior. JASP 

37(11), 2726–2750 (2007).

Scientific Reports |        (2024) 14:23968 20| https://doi.org/10.1038/s41598-024-74234-6

www.nature.com/scientificreports/

https://doi.org/10.1177/2158244019841925
http://www.nature.com/scientificreports


 79. Verplanken, B. & Orbell, S. Reflections on past behavior: A self-report index of habit strength. JASP 33(6), 1313–1330 (2003).
 80. Gollwitzer, P. M., Wicklund, R. A. & Hilton, J. L. Admission of failure and symbolic self-completion: Extending Lewinian theory. 

JPSP 43, 358–371 (1982).
 81. Lalot, F., Quiamzade, A., Falomir-Pichastor, J. M. & Gollwitzer, P. M. When does self-identity predict intention to act green? 

A self-completion account relying on past behavior and majority-minority support for pro-environmental values. J. Environ. 
Psychol. 61, 79–92 (2019).

 82. McCabe, A. C., Ingram, R. & Dato-on, M. C. The business of ethics and gender. J. Bus. Ethics 64, 101–116 (2006).
 83. Cho, E., Gupta, S. & Kim, Y. K. Style consumption: Its drivers and role in sustainable apparel consumption. Int. J. Consum. Stud. 

39(6), 661–669 (2015).
 84. Tjokrosoeharto, M. A. & Paramita, E. L. Understanding consumer purchase intention to purchase sustainable fashion: The 

moderating role of gender perception. DIJB 4(2), 136–146 (2021).
 85. Bianchi, C. & Gonzalez, M. Exploring sustainable fashion consumption among eco-conscious women in Chile. Int. Rev. Retail 

Distrib. Consum. Res. 31(4), 375–392 (2021).
 86. Lee, K. Gender differences in Hong Kong adolescent consumers’ green purchasing behavior. JMC 26(2), 87–96 (2009).
 87. Wei, X. & Jung, S. Understanding Chinese consumers’ intention to purchase sustainable fashion products: The moderating role of 

face-saving orientation. Sustainability 9(9), 1570 (2017).
 88. Yang, J. et al. Predicting the significance of consumer environmental values, beliefs, and norms for sustainable fashion behaviors: 

The case of second-hand clothing. APMR 29(2), 179–194 (2024).
 89. Mardia, K. V. Measures of multivariate skewness and kurtosis with applications. Biometrika 57(3), 519–553 (1970).
 90. Yuan, K. H. & Bentler, P. M. Robust mean and covariance structure analysis through iteratively reweighted least squares. 

Psychometrika 65(1), 43–58 (2000).
 91. Fornell, C. & Larcker, D. F. Evaluating structural equation models with unobservable variables and measurement error. JMR 

18(1), 39–50 (1981).
 92. Anderson, J. C. & Gerbing, D. W. Structural equation modeling in practice: A review and recommended two-step approach. 

Psychol. Bull. 103(3), 411–423 (1988).
 93. Dunn, S. C., Seaker, R. F. & Waller, M. A. Latent variables in business logistics research: Scale development and validation. J. Bus. 

Logist. 15, 145–172 (1994).
 94. Rönkkö, M. & Cho, E. An updated guideline for assessing discriminant validity. Organ. Res. Methods 25(1), 6–14 (2022).
 95. Rosseel, Y. lavaan: An R package for structural equation modeling. J. Stat. Softw. 48(2), 1–36 (2012).
 96. Bentler, P. M. Comparative fit indexes in structural models. Psychol. Bull. 107(2), 238–246 (1990).
 97. Bentler, P. M. & Bonett, D. G. Significance tests and goodness of fit in the analysis of covariance structures. Psychol. Bull. 88(3), 

588–606 (1980).
 98. Tucker, L. R. & Lewis, C. A reliability coefficient for maximum likelihood factor analysis. Psychometrika 38(1), 1–10 (1973).
 99. Hu, L. T. & Bentler, P. M. Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new 

alternatives. Struct. Equ. Model. 6(1), 1–55 (1999).
 100. Raudenbush, S. W. & Bryk, A. S. Hierarchical Linear Models: Applications and Data Analysis Methods, 1 (Sage, 2002).
 101. Vanlaar, W. Multilevel modeling in traffic safety research: Two empirical examples illustrating the consequences of ignoring 

hierarchies. Traffic Inj. Prev. 6(4), 311–316 (2005).
 102. Shukri, M., Jones, F. & Conner, M. Theory of planned behaviour, psychological stressors and intention to avoid violating traffic 

rules: A Multi-Level modelling analysis. Accident; analysis and prevention. Accid. Anal. Prev. 169, 106624 (2022).
 103. Schüz, B., Brick, C., Wilding, S. & Conner, M. Socioeconomic status moderates the effects of health cognitions on health behaviors 

within participants: Two multibehavior studies. Ann. Behav. Med. 54(1), 36–48 (2020).
 104. Kuznetsova, A., Brockhoff, P. B. & Christensen, R. H. B. lmerTest Package: Tests in linear mixed effects models. J. Stat. Softw. 

82(13), 1–26 (2017).
 105. Lüdecke, P. ggeffects: Tidy data frames of marginal effects from regression models. J. Open Source Softw. 3(26), 772 (2018).
 106. Long, J. A. jtools: Analysis and presentation of social scientific data. Version 2.2.0. Software per computer. (2022). https://cran.r-

project.org/web/packages/jtools.
 107. Wickham, H. forcats: Tools for working with categorical variables (Factors) (Version 1.0.0). (2023).
 108. Garson, G. D. Hierarchical linear modeling: Guide and applications (Sage, 2013).
 109. Carfora, V., Caso, D., Sparks, P., & Conner, M. Moderating effects of pro-environmental self-identity on pro-environmental 

intentions and behaviour: A multi-behaviour study. J. Environ. Psychol. 53, 92–99 (2017).
 110. Hayduk, L. A., & Littvay, L. Should researchers use single indicators, best indicators, or multiple indicators in structural equation 

models? BMC Med. Res. Methodol. 12, 1–17 (2012).
 111. Carfora, V., Buscicchio, G. & Catellani, P. Integrating personal and pro-environmental motives to explain Italian women’s 

purchase of sustainable clothing. Sustainability. 13 (19), 10841 (2021).
 112. Joanes, T. Personal norms in a globalized world: norm-activation processes and reduced clothing consumption. J. Clean. Prod. 

212, 941–949 (2019).
 113. De Leeuw, A., Valois, P., Morin, A. J. & Schmidt, P. Gender differences in psychosocial determinants of university students’ 

intentions to buy fair trade products. JCP. 37, 485–505 (2014).
 114. Zhu, B., Xu, P. & Wang, K. A multi-group analysis of gender difference in consumer buying intention of agricultural products via 

live streaming. RWAE. 4 (1), 25–35 (2023).
 115. Vesely, S. & Klöckner, C. A. Global social norms and environmental behavior. Environ. Behav. 50 (3), 247–272 (2018).
 116. Lachance, M. J., Beaudoin, P. & Robitaille, J. Adolescents’ brand sensitivity in apparel: influence of three socialization agents. Int. 

J. Consum. Stud. 27 (1), 47–57 (2003).
 117. Adıgüzel, F., Linkowski, C. & Olson, E. Do sustainability labels make us more negligent? rebound and moral licensing effects 

in the clothing industry. In Sustainability in the Textile and Apparel Industries (ed. Muthu, S. S., Gardetti M. A.) 1–18Springer, 
(2020).

 118. Knäuper, B., Rabiau, M., Cohen, O. & Patriciu, N. Compensatory health beliefs: scale development and psychometric properties. 
Psychol. Health. 19 (5), 607–624 (2004).

 119. Rabiau, M., Knäuper, B. & Miquelon, P. The eternal quest for optimal balance between maximizing pleasure and minimizing 
harm: the compensatory health beliefs model. Br. J. Health Psychol. 11 (1), 139–153 (2006).

 120. Rabiau, M. A. Balancing Temptations and Health Goals: The role of Compensatory Health Beliefs (McGill University, 2006).
 121. Dolan, P. & Galizzi, M. M. Like ripples on a pond: behavioral spillovers and their implications for research and policy. J. Econ. 

Psychol. 47, 1–16 (2015).
 122. Kronick, I. & Knäuper, B. Temptations elicit compensatory intentions. Appetite. 54 (2), 398–401 (2010).
 123. Hope, A. L., Jones, C. R., Webb, T. L., Watson, M. T. & Kaklamanou, D. The role of compensatory beliefs in rationalizing 

environmentally detrimental behaviors. Environ. Behav. 50 (4), 401–425 (2018).
 124. Sorrell, S., Gatersleben, B. & Druckman, A. The limits of energy sufficiency: a review of the evidence for rebound effects and 

negative spillovers from behavioral change. ERSS. 64, 101439 (2020).
 125. Gifford, R. & Nilsson, A. Personal and social factors that influence pro-environmental concern and behavior: a review. Int. J. 

Psychol. 49, 141–157 (2014).

Scientific Reports |        (2024) 14:23968 21| https://doi.org/10.1038/s41598-024-74234-6

www.nature.com/scientificreports/

https://cran.r-project.org/web/packages/jtools
https://cran.r-project.org/web/packages/jtools
http://www.nature.com/scientificreports


 126. Khorram Niaki, M., Torabi, S. & Nonino, F. Why manufacturers adopt additive manufacturing technologies: the role of 
sustainability. J. Clean. Prod. 105, 438–446 (2019).

 127. Udall, A. M., De Groot, J. I., De Jong, S. B. & Shankar, A. How I see me—A meta-analysis investigating the association between 
identities and pro-environmental behavior. Front. Psychol. 12, 582421 (2021).

 128. Carrington, M. J., Neville, B. A. & Whitwell, G. J. Why ethical consumers don’t walk their talk: towards a framework for 
understanding the gap between the ethical purchase intentions and actual buying behavior of ethically minded consumers. J. Bus. 
Ethics. 97, 139–158 (2010).

 129. Carfora, V. & Catellani, P. Psychosocial drivers influencing local food purchasing: beyond availability, the importancenof trust in 
farmers. Front. Nutr. 10, 1204732 (2023).

 130. Busalim, A., Fox, G. & Lynn, T. Consumer behavior in sustainable fashion: a systematic literature review and future research 
agenda. Int. J. Consum. Stud. 46 (5), 1804–1828 (2022).

 131. Schiaroli, V., Dangelico, R. M. & Fraccascia, L. Mapping sustainable options in the fashion industry: a systematic literature review 
and a future research agenda. Sustain. Dev. https://doi.org/10.1002/sd.3129 (2024).

 132. Vesterinen, E. & Syrjälä, H. Sustainable anti-consumption of clothing: a systematic literature review. Clean. Respons Consum. 5, 
100061 (2022).

 133. McNeill, L. & Moore, R. Sustainable fashion consumption and the fast fashion conundrum: fashionable consumers and attitudes 
to sustainability in clothing choice. J. Consum. Stud. 39(3), 212–222 (2015).

Author contributions
V.C. and P.C. designed the study and managed data collection V.C., G.B., P.C. wrote the main manuscript text 
G.B. analyzed data, reported findings and prepared figures.

Declarations

Competing interests
The authors declare no competing interests.

Additional information
Supplementary Information The online version contains supplementary material available at https://doi.
org/10.1038/s41598-024-74234-6.

Correspondence and requests for materials should be addressed to V.C.

Reprints and permissions information is available at www.nature.com/reprints.

Publisher’s note Springer Nature remains neutral with regard to jurisdictional claims in published maps and 
institutional affiliations.

Open Access  This article is licensed under a Creative Commons Attribution-NonCommercial-NoDerivatives 
4.0 International License, which permits any non-commercial use, sharing, distribution and reproduction in 
any medium or format, as long as you give appropriate credit to the original author(s) and the source, provide 
a link to the Creative Commons licence, and indicate if you modified the licensed material. You do not have 
permission under this licence to share adapted material derived from this article or parts of it. The images or 
other third party material in this article are included in the article’s Creative Commons licence, unless indicated 
otherwise in a credit line to the material. If material is not included in the article’s Creative Commons licence and 
your intended use is not permitted by statutory regulation or exceeds the permitted use, you will need to obtain 
permission directly from the copyright holder. To view a copy of this licence, visit http://creativecommons.org/
licenses/by-nc-nd/4.0/.

© The Author(s) 2024  

Scientific Reports |        (2024) 14:23968 22| https://doi.org/10.1038/s41598-024-74234-6

www.nature.com/scientificreports/

https://doi.org/10.1002/sd.3129
https://doi.org/10.1038/s41598-024-74234-6
https://doi.org/10.1038/s41598-024-74234-6
http://creativecommons.org/licenses/by-nc-nd/4.0/
http://creativecommons.org/licenses/by-nc-nd/4.0/
http://www.nature.com/scientificreports

	Proenvironmental self identity as a moderator of psychosocial predictors in the purchase of sustainable clothing
	Literature review
	Applying the theory of planned behavior to understanding intentions and behaviors related to the purchase of sustainable clothing
	Considering the role of moral norm in determining intentions and behaviors related to sustainable clothing purchasing behaviors
	Including past behaviors as predictor of intentions and behaviors related to sustainable clothing purchasing behaviors
	Analysing the predictive role of proenvironmental self-identity
	Gender differences in sustainable clothing purchasing behaviors

	Methods
	Procedure and participants
	Measures
	Analyses

	Results
	Preliminary analyses
	Explaining intentions towards sustainable clothing purchasing
	Explaining gender differences in intentions towards sustainable clothing purchasing


	Explaining sustainable clothing purchasing
	Explaining gender differences in sustainable clothing purchasing

	Discussion
	Explaining intentions to purchase sustainable clothing
	Explanation of future sustainable clothing purchasing
	Limitations and future directions
	Theoretical and practical implications

	Conclusion
	References


