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Abstract:

This study is done to investigate whether the environmental attitudes and product
attributes of eco-friendly products, perceived importance of a company’s
environmental activities influence the consumer buying behavior of
environmentally friendly fashion goods, which also includes the satisfaction of the
consumers towards the eco-friendly fashion products. To conduct the study, the
authors have prepared a questionnaire suitable for the study which was responded
to by 400 people. In our study, the authors obtained the results that consumer's
environmental concern and their purchases of environmentally safe household
items have a positive influence on the purchasing of environmentally safe fashion
products by consumers. Second, the authors found that the importance of the
buyer to the products eco-friendly attributes has a (+ve) influence on the buying
behavior of environmentally safe fashion products. Third, the authors found that
the corporate environmental activities value is not having a significant effect on
the consumer's purchase habits of environmentally safe fashion items. Finally, the
authors found that consumers' purchase behavior of environmentally safe fashion
products has a huge positive influence on the satisfaction, trust of the consumers,
and repurchase intention of the consumers. Where the authors have found that the
trust and satisfaction of customers lead to the intention to repurchase
environmentally safe fashion goods. Here the research implication was discussed.
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1. Introduction

Consumers' perception of the environment is changing day by day. Awareness about the
protection of the environment increasing consumers having more tendency to buy eco-
friendly products. Most fashion companies trying to develop green marketing strategies.
To save the environment most governments are developing eco-friendly products. As
fashion companies are the most pollution-creating industries. They need to decrease
pollution to develop trust among the consumers. Consumers are having more tendency to
buy fashion products due to their concern for the environment (Cheah, Phau, & Planning,
2011). As the fashion industry is the one which produces 20% of water pollution, 10% of
carbon emissions the corporates need to develop sustainable fashion growth, if this
pollution goes on the increase by 2050 fashion industry may create 26% of carbon
footprints these factors leading fashion industries to develop eco-friendly products
(Morgan, 2021).

When consumers are targeted towards the purchasing of eco-friendly fashion
products, they are considering different attributes of the product like the label, eco-
friendly mark, and quality of the product. fashion industries are trying to develop their
products by considering these factors to increase their sales (Blasi, 2019)

Satisfaction plays a major role in the repurchase of the product, satisfaction depends
upon the product performance and awareness of the product to the customers
(priyanandhini. n, 2018).

2. Literature Review
2.1 Bio spheric values related to Pro-environmental purchase

behaviour

The attitudes of consumers influence positively depending upon the consumer biospheric
values in the direction of environmental conservation, which in turn persuade consumers
to buy environmentally friendly or energy-efficient products. Which helps in targeting the
customers who have strong bio spheric values. Many environmental policies are
implemented to reduce the dangerous impact of the environment due to plastic pollution
and less bio spheric values among the population and more usage of non-eco-friendly
products. It is critical to raise consciousness among the individuals to benefit the
environment and community.

Bio spheric values influence the consumer’s subjective norms, and it does not support the
purchase behaviour of environmentally safe products. This is due to no awareness among
the policies, policymakers should run campaigns to communicate with people to raise
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awareness among the people about benefits obtained by pro-environmental purchase
behaviour.

Consumers perceived discomfort because they purchased eco-friendly items. depends
upon the bio spheric values of the consumers. Consumers essentially with strong bio
spheric values are okay with the presumed annoyance caused by material non-availability,
higher prices, to reduce consumers inconvenience marketers should provide attractive
signage in purchasing the products and they should provide more accessibility of the
environmentally safe items (De Groot & Steg, 2009).

To purchase environmentally sustainable goods consumers should have strong bio spheric
values those should be influenced by marketers, they should be given awareness among
the eco-friendly products and how they are impacting the environment in which these type
campaigns influence to rise in bio spheric values in which this also positively impact
purchase behaviour of the eco-friendly products (Nguyen, Lobo, Greenland, & Services,
2016).

3. Purchase Situation

The purchase situation moderates the purchase intention and behaviour towards the
products in which changes pro-environmental consumer behaviour. One of the factors that
affect purchasing intention is time constraints. The importance of price influences the
intention to buy eco-friendly goods. Situational influences are the temporary factors that
change the buyer’s behaviour. They are like physical factors, time factors, buyer’s mood
at that time, social factors, and the reasons for the purchase. Individual factors are caused
due to life experiences like values, attitudes, and personality of the consumer which also
affect the decision-making process of the consumer. The variables of individual emotions,
attitudes, perceived market efficacy, perceived behavioural regulation, beliefs, and
personal norms, confidence, and awareness are all factors that influence consumer
behaviour. Situational factors are the forces that are caused during the purchasing of
environmentally safe products: price, the product's availability, subjective or social
standards, product consistency and characteristics, store-related attributes, brand value,
eco-labelling, and certifications are all factors to consider(Joshi & Rahman, 2015).
Various studies proved that lack of trust among the consumers in the ethical claims and
characteristics of Consumer attitudes against eco-friendly goods is often influenced by
eco-friendly products. Inconsistency in attitude-behaviour is caused by the consumer's
loss of confidence. towards the product which makes barriers to purchase eco-friendly
products. Most studies reported that consumers' concern on the issues related to
environmental and social issues and green attributes and functions are the major motives
that drive the intention of consumers to purchase eco-friendly
products(2012books.lardbucket.org, 2021).

4. Eco-friendly product attributes

The important product attribute is pricing most consumers like to prefer price when
buying an eco-friendly product. Eco-friendly products having high costs impact
negatively buy these products, experts say that products price should be reduced such that
which makes consumers buy more eco-friendly products which contribute to a decrease in
non-eco-friendly product consumption and an increase in eco-markets(Majlath, 2009).
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Sometimes the cost makes it difficult for the consumers to buy eco-friendly products but
these products last longer and have more benefits than non-eco-friendly products. Some
of the benefits are healthier living, better quality, lower maintenance, energy savings, and
they are reusable and recycled after use(thechicagogreenbox.com, 2020).

5. Corporate social responsibility

Perceived environmental responsibility has a greater influence than perceived social
responsibility. CSR actions help to generate value for the consumers that means
consumers verify the positive actions taken by the company on the environment which
results in changes in the purchase behaviour for the brands who take CSR measures than
those who do not. Higher satisfaction and loyalty increase the profits of the company. As
the perceived value of the consumers is described as a trade-off between the sacrifices of
the consumers and benefits of the consumers, CSR actions directly impact the
stakeholders and therefore it creates increased benefits(Lyon, Maxwell, & policy, 2008).

6. Relational variables and perceived value

In variables like perceived value, commitment to the brand and trust depends upon the
CSR which influences these variables, which results in an increase in loyalty and
satisfaction towards the brand. The organizations should maintain the consumer needs and
understand their needs to adapt consumers towards their brand. The relational marketing
technique is one of the techniques which helps in maintaining the relationships between
the consumer and the brand where organizations adapt towards relationships between
consumers and their environments. The relational approach increases interchanges in the
organizations which allows higher benefits and increased profits in the organization and
improved service.

Trust is the most significant aspect that drives customer behaviour, and is dependent on
the consumer's values, emotions, and desires about the brand, by placing a premium on
the company's credibility, which places a premium on CSR. Commitment comes out from
the wishes of the consumer and their relationship with the organization, three elements
like commitment should be long term the parties must maintain relationship behind the
transaction and second commitment reflects upon the personal predisposition to continue
relationship behind the obligations that occurred legally and third commitment is that
consumers maintain the relationship if they obtain long term benefits from the
organization has direct and positive influence upon the relationship between consumers
and organizations(Loureiro, Sardinha, & Reijnders, 2012).

7. Demographic characteristics affecting purchase behaviour

of eco-friendly products

Environmentally friendly product consumption depends upon the demographic variables
with the choices and their tastes. Age, ethnicity, education level, marital status, and
income level are all demographic characteristics. Gender has a crucial role in
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environmental consumption. As different age groups have different needs age is a strong
determinant in purchase behaviour. Young people are more willing to talk about
environmental issues. More women than men purchase environmentally safe products.
Gender affects the purchase behaviour of environmentally safe products. As the buyer age
demographic grows, so will the buying of environmentally friendly goods., which means
purchase behaviour of the environmentally safe products increases while the age
increases, elder consumers are the most interested people in buying eco-friendly products.
Marital status also exhibits the difference between the consumer behaviour, people who
are married and had more children purchase eco-friendly products than anyone. The
quality of education has a major influence on product purchasing decisions, people who
are well-educated show importance to the eco-friendly products, due to the awareness ty
have on the products, while people with a low level of education exhibit a low level of
purchase of eco-friendly products. People with low-income levels may not be able to
afford eco-friendly goods, but as income levels grow, the consumption of environmentally
safe products may rise as well. As a result, population characteristics play an
important part in the purchase of environmentally friendly goods (Ekinci, 2014).

8. Evolution of Green marketing

A seminar on ecological marketing organized by AMA (American marketing
association) where the term green marketing emerged in the discussion and placed
in the literature in 1975. The word "green marketing” became popular in the late
1980s(Tiwari, Tripathi, Srivastava, & Yadav, 2011).

The history of green marketing can be divided into three stages:

The first phase of green marketing was ecological green marketing, where
marketing activities to help environmental problems and concerns towards the
environmental problems and remedies towards these problems emerged.

Environmental green marketing is the second phase where the focus is mainly on
clean technology, which helps in taking care of pollution and the waste issues
caused by innovation in the designs of new products.

Sustainable green marketing is the third phase that helped in developing good
quality products, which mainly focused on the quality, convenience, pricing, and
performance of the product in an environmentally friendly way.

9. Why are firms using green marketing?

9.1 Opportunity

In India, 28% may be conscious about their health and 25% of the consumers
prefer environmentally friendly products.
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9.2 Social responsibility

As the companies realized that social responsibility makes more profits in the
organizations. So, achieving these responsibilities may rise in brand image these
scenarios made companies behave towards environmentally friendly.

9.3 Governmental pressure

As the regulations came into existence to protect consumers and society, many
companies started showing responsibility towards the environment which also
reduced the production of harmful goods. For example, banning plastic bags to
protect the environment.

9.4 Competitive pressure

Most of the firm's competitive in positioning their business in the top-level among
other firms as one firm exhibits behaviour towards the environment other firms
also emulate their behaviour due to competitive pressure.

9.5 Cost reduction

The harmful waste reduction may lead to substantial cost savings. Sometimes
other companies use the waste generated by one company as cost-effective
material to reduce the costs (Bahadur, 2019).

10.Green purchase behavior

Purchasing environmentally friendly products and like recycled products or
products which give benefits to the environment is called green purchasing
behavior. Consumer behavior is influenced not only by mood but also by cognitive
influences like concern towards the environment, knowledge of the environment.
In which these factors additionally reflect on the behavior of the person towards
social responsibility to save the environment and which rises his intentions to
protect the environment. So that environmental concerns impact the purchase
intention of the green products these factors depend upon the awareness among
the individuals(Chan & marketing, 2001).

11.Customer environmental concern’s psychological

determinant

Customer commitment towards the environment changes the purchase behaviour
of the products like the value of customer awareness and attitudes toward the
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environment changes the purchase behaviour. The most important components of
purchase behaviour towards the individual are cognition, conation, and affection.
A relation between green purchase and ecological knowledge(Beckmann, 1993).
More knowledge of the environment gives rise to more attitudes towards
ecological products(Marvi, Minbashrazgah, Zarei, & Baghini, 2020).

The relationship between green perceived worth, green confidence, happiness, and
desire to repurchase

The components that drive green purchase intentions are trust, satisfaction, and
perceived value, Companies should boost these factors to improve purchase
behavior. Consumer perceived value depends upon the factors of what is received
and the factors of what is given in which these two factors relate to the overall
consumer evaluation. Perceived importance is essential in buying decisions
because it affects and drives the customer's trust and repurchase intentions. If the
service or the product meets the consumer's expectations the consumers will be
satisfied which influences the repurchase intention of the consumer. Trust depends
upon the expectations of the customers from the product or service, it also depends
on the party's strength, dependability, and goodwill. The belief of the consumers
also plays a major role in repurchase intentions like environmental credibility. To
improve the relationship between the green consumer's organizations, companies
must increase green confidence among customers and build the green value of the
product or service.

Marketing giants like Coca-Cola have been working on water scarcity; they tend
to reduce the usage of more water by improving products like powdered drinks.
Facebook is also working to reduce carbon footprints by using 25% clean energy.
So that every organization should promote green value which helps to rise in
consumer repurchase intention. More communication strategies using advertising
also help to promote the green perception towards the company which rises
purchase intention among the consumers. Since green technologies are still in the
early stages of growth, customers use a variety of green products or services, and
their green value is viewed differently by different people(Lam, Lau, & Cheung,
2016).

12.Attitudes towards environmentally friendly products

Attitudes of the consumer depend upon the knowledge that consumer has on
environmental and pollution, the causes that impact the environment which
increases their awareness towards the eco-friendly products which in results helps
the consumers to develop favourable attitudes towards the purchase of the eco-
friendly product. The policymakers and organizations need to run campaigns and
advertisements to spread awareness among the customers which rise towards the
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increase in purchase behaviour of environmentally friendly products. Consumers
who are optimistic about the future are more likely to purchase environmentally
safe products. In which this case rises to more adoption and enhancement of eco-
friendly products by improving technologies and developing innovative products.
In which these factors improve the brand position than the competitive brands. As
a result, brand organizations will demonstrate to customers that eco-friendly
brands are priced higher. The adoption of eco-friendly products and enhancement
of the various product strategies for economic products and Implementing eco-
design principles such as food packaging, safety, and design, as well as product
labelling and placement, allows buyers to buy environmentally friendly goods.
(Cheah et al., 2011).

13.The environmental consciousness of consumers

The tendency of how mentally an individual reflects on the environment and in
which his behavioural and psychological states reflect the commitment towards
the environment refers to environmental consciousness. Attitudes play a critical
role in determining an individual's or a consumer's environmental consciousness.
The values and beliefs of the consumer influence the product attributes their
perception towards the product will be different in which this impacts their
attitude towards the product. In recent years, the damage caused to the
environment impacted more consumers which developed environmental
consciousness. In them, this factor changed a few individuals' attitudes towards
the environment. In which some studies proved that attitudes of the consumer
towards the environment strongly influence the purchase intention or consumption
of eco-friendly products(Huang, Lin, Lai, & Lin, 2014).

14.Ethical principles for eco-friendly management (corporate

responsibility)

Ethical management is not only for good business management but also for
environmental values. Businesses should develop and monitor and as well as
implement environmental policies along with environmental strategies and
programs.  Organizations should do certain tasks for eco-friendly
development(Cirstea, 2013).

They should develop and implement the environmental policies and strategies for
sustainable development in the corporate world.

All goods and services procurement should be done sustainably.

Implementation of the environmental policies and leading them
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Ensuring commands from environmental legislations

Environmental performance auditing and reporting to internal and external
clients regarding the performance and analyzing the situation with the help of
regulatory bodies.

Carrying our certain assessments to reduce organization environmental risks and
financial costs.

Raising awareness among all individuals and all levels of the organization about
the emerging environmental issues and helping them to understand the social
responsibility towards the environment.

Environmental issues and responsibilities should be known to all levels of the
staff by training them(Karatas, 2015).

As humans are only capable of shaping their nature, organizations need to raise
awareness among all the issues and internal factors causing environmental issues
and allow them to use environmentally safe products. Corporates have a minimum
commitment to educate employees and increase consciousness among employees
so that their views toward purchasing environmentally sustainable goods improve.

15.Consumer decision making in purchasing eco-friendly

products

Consumer decision-making depends upon the factors affecting transitions of eco-
friendly products decision-making stages. The stages are thinking(cognitive)
consists of knowledge and awareness of the consumer, affective(feeling) consists
of preference and interest of the individual, and then attitude-behaviour consists of
intention to purchase the product and intention to use the product also called as
conative (doing)(Shim, Shin, & Kwak, 2018).

With the relative benefit, there would be little effect on customer decision-making.
Compatibility affects the relative affective and cognitive stages of consumers'
decision-making processes. Observability also shows the positive impact on the
stages of cognitive and effectiveness, whereas it does not show any impact on the
cognitive stage. Complexity has no impact at any stage of the decision-making
process. According to Rogers having greater variability increase in innovations
and adapting to the innovations. In the consumer decision-making process, a
review of the consumers is important. All product buying behaviour follows the
same decision-making phases, but the factors that influence it differ from product
to product (Rogers, 2010).
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16.Research methods

Research questions

1) Does the corporate environmental activity's perceived importance make an
impact on the Purchases of environmentally conscious apparel goods

2) Does Purchasing habits of environmentally safe fashion products impact
trust, repurchase intentions, and satisfaction.

3) Do the eco-friendly attitudes of the customers and their importance to eco-
friendly product attributes impact the purchase behavior of
environmentally safe fashion products.

17.Data collection and analysis

This study on eco-friendly fashion products is done by collecting 350 responses
mostly from young people where their purchasing experience and their attitudes
are selected as the subject for our paper. As most of the young generation are
frequent buyers of their household items and travel the most and have educated
most this made me make a questionnaire suitable for them. As their interest in the
environment and their practices towards protecting the environment, their
corporate environmental activities are implemented in the questionnaire. Where
step by step questions are included such that the questionnaire is collected and
supplemented among the people. Where the description is stated as eco-friendly
fashion product purchasing behaviour and concerns around eco-friendly fashion
product purchase stated like what type of natural products you use and asked
whether they use recycled products and questions related to the price factor. A
survey is conducted from Dec 2020 to Feb 2021 and distributed digitally and
shared with everyone the authors got 400 responses and these responses are taken
for final analysis.

Where all these data are analysed using SPSS software, where statistical
analysis is done, EFA (exploratory factor analysis) like correlation analysis and
factor analysis were conducted on our data. Validity and reliability tests are done.
Cronbach's alpha is used to test the precision sphere's reliability. Next, the authors
have checked the relationship between each and concept using structural equation
model analysis (SEM) by verifying and identifying the model which will fit.
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18.Results and discussion
Validity and reliability

In our study, the authors used reliability and validity metrics to verify the tests the
authors first examined all the concepts where the authors have done
EFA(exploratory factor analysis) the authors obtained results for 3 and 2 questions
regarding the importance of the eco-friendly attributes of the fashion products
which consists of the purchase of fashion product and how satisfied the consumers
are weakening the credibility analysis of the concept so these items are excluded
and reanalysing of the items is done which gave the result as shown in the table:1
which shows eigenvalue is 1.0 for most of the factors where the variance was
78.96% as each constructs Cronbach’s value must be at least 0.72 so the
consistency of the internal construct will fit. Here the label or factor 1 is that when
purchasing eco-friendly products, the attributes are considered generally they are
color, design, price, and what brand does the product is. Factor 2 is that fashion
products are related to the consumer use of eco-friendly like organic and natural
materials containing products, it also consists of information about the purchasing
behaviour of the environmentally safe fashion products so that it is called eco-
friendly purchase behaviour. Factor 3 is about the companies which produce eco-
friendly products such that it contains information about these factories whether
they are responsible and carry out any environmental activities. It asks about the
opinion of eco-friendly activities from these companies, and it is named as
perceived value. Factor 4 consists of interests and beliefs about environmental
activities, it has information about what are the consumer beliefs towards the
protection of the environment. factor 5 is about trust in eco-friendly products, it
has information about consumer’s trust in the products they purchase, like whether
the products are reliable, sincere, and honest. Factor 6 is about the purchase of
eco-friendly household items it contains information about whether the consumers
prefer biodegradable products, products from environmentally responsible
companies, price of the product. Factor 7 discusses the repurchase intention of the
customers whether the customer repurchases if the price increases, a little drop in
the quality. Factor 8 has information about attributes of whether the eco-friendly
product's price, color, style, and brand are preferred by customers. Factor 9 has
information about how happy customers are with the content, style, and price of
environmentally friendly goods. Factor 10 is having information about the
environmental concern behaviour whether the consumers have a concern
regarding the environment and use eco-friendly products.
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Table:1 - factorial analysis in SPSS

Construct No. | Eigenvalues | Cronbach’s
of (% of alpha
items | variance)
Importance_of_eco-friendly_attributes | 3 9.67 0.88
(29.29)
The_purchasing_behavior_of eco- 4 3.12 0.86
friendly_fashion_products (9.34)
Environmental_belief 3 2.25 0.92
(6.81)
Perceived_value of 3 2.45 0.93
_the_corporate_environmental_activity (7.34)
Trust 3 2.12 0.95
(6.45)
Purchasing_of _eco-friendly _household | 3 4.64 0.91
items (5.12)
Repurchase_intention 3 1.36 0.96
(4.54)
Importance_of_general_attributes 4 1.26 0.78
(3.82)
Satisfaction_with_eco- 3 1.14 0.76
friendly_fashion_products (3.45)
Environmental_concern_behaviour 3 1.12 0.74
(3.24)

Model analysis results

Next, | have checked whether the model is fit or not using the measurement model
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Table:2 — Goodness fit test for structural equation modeling (SEM)

Model X2 df Normed | p- GFI | AGFI | CFlI | RMSEA
chi- value
square
Study 644.02 | 446 | 1.44 0.00 (091 |0.90 |0.92 |0.05
model

In our study, the authors have done a structural equation model and the model has
obtained a good fit. The authors will see how well the model fits when looking at
the table:2 model's index x? = 644.02, df = 441(P=.00), coming to NC = 2.18
which should be less than 3, GFI = 0.91 which should be greater than 3, AGFI =
0.90 which should be greater than 0.9, CFI = 0.92 which should be greater than
0.90, RMSEA = 0.05 which should be less than 0.08 by looking to this study
model and recommended model the authors can say that the model is a good fit.
by looking at the x2 the p-value does not meet the required criteria, but the authors
can observe that GFI value, RMSR, RMSEA, AGFI, NFI, CFl is good by
comparing them with the recommended acceptable values. So that the authors can
say that the model is fit, and this model is useful to explain the relationship
between the required concepts and their influence.

Table:3 — Significant constructs of our model

Path Beta | t- p- significant
value | value
Environmental_concern_behaviour > 0.20 |2.54 <0.05 | yes

Purchase_Behaviour_of eco_friendly_fashion_products

Purchasing_of _eco_friendly_household_items - 0.32 | 4.08 <0.01 |yes
Purchase_Behaviour_of eco_friendly_fashion_products

Eco_friendly_attributes > 0.22 | 2.98 <0.01 | yes
Purchase_Behaviour_of _eco_friendly_fashion_products

Purchase_Behaviour_of _eco_friendly_fashion_products | 0.56 | 7.11 <0.01 |yes
-> satisfaction

Purchase_Behaviour_of eco_friendly fashion_products | 0.26 | 4.54 | <0.01 | yes
= trust

Purchase_Behaviour_of eco_friendly fashion_products | .043 | 6.11 <0.01 | yes
—>repurchase intention

Satisfaction - trust 0.34 | 4.98 <0.01 | yes
Satisfaction - repurchase_intention 0.18 | 254 | <0.01 |yes
Trust = repurchase_intention 0.24 | 3.06 <0.01 |yes
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Figure:1 — SEM model
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Hereby examining constituent concepts and their relationships, from the figure:1
the authors can observe that the respondent's behaviour concern towards the
environmental protection their attitude towards the environment (t = 0.20, p <
0.05), and purchase behaviour of eco-friendly household items (t = 4.08, p< 0.001)
towards The buying of eco-friendly fashion goods is significantly beneficial, and it
has been discovered that buying eco-friendly household objects and demonstrating
environmental concern and conservation are linked and has a significant effect on
the purchase behavior.it means if there is more concern towards the environment
then consumers more tend to select eco-friendly fashion products and tend to
purchase them. So that the people need to show concern towards the environment,
and it should be important for the people to get awareness on protection of the
environment. People who give more importance to the climate are more likely to
buy environmentally safe fashion goods. and tend to buy more environmentally
safe fashion products. By this study, the authors can say that the pro-environment
attitudes of the consumers lead to a rise in purchase behaviour of environmentally
safe fashion products.

By analysing the impact of environmentally safe product characteristics on the
purchasing behaviour of environmentally safe fashion products, the authors can
conclude that the properties of eco-friendly products such as product packaging,
scale, and versatility, as well as product ingredients, influence the purchase
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behaviour of environmentally safe fashion products. (t = 2.98, p<.001) are having
a good significant effect on the purchase behaviour but the appearance which
includes attributes like color, brand, and design does not influence the purchase
behaviour. By observing this the authors can say that consumer purchase is mainly
related to the environment it means which they give importance to the eco-friendly
attributes of the product rather than general attributes.

By observing consumer perception towards the activities of the companies (eco-
friendly fashion manufacturers), the authors can say that despite buyers'
responsibility for the environment, the perceived importance of corporate
environmental intervention has no substantial impact on the purchasing behavior
of eco-friendly fashion items. It means purchase decisions also depend upon the
environmental activities of the company. The more consistency and practicing of
marketing strategies related to the environment activities makes a direct or indirect
impact on the performance. Which leads to a positive outcome from the
consumers.

By observing purchase behaviour of eco-friendly fashion products towards
satisfaction (t =7.11, p<.001), trust (t = 4.54, p<.001), and repurchase intention (t=
6.11, p<.001) having a significant effect. It means the authors can say that
consumer’s higher purchase of eco-friendly related fashion products leads higher
increase in satisfaction, which benefits many companies and help them to produce
more products and sell the products. Consumer's trust in the products makes them
repurchase the products. This means trust increases then the repurchase intention
of the consumer increases. In our study, the authors observed the results in the
model the authors can say that the satisfaction impact on the trust (t = 4.98, p
<.001) and satisfaction impact on the repurchase intention (t = 2.54, p<.001) has a
good significant effect which means the higher the consumer satisfaction on the
eco-friendly product increases in trust and repurchase intention of the product
which also increase the trust in the eco-friendly fashion product manufacturing
companies. By observing the trust impact on the repurchase intention (t= 3.06,
p<.001) the authors can say that Repurchase intention is significantly influenced
by trust, which means the higher the trust in the product and the company
increases in the repurchase intention of the product. in which there will be also an
increase in the recommendation of the product from one customer to other.

19.Conclusion

The demand for eco-friendly products increases if there is an increase in the
consumer's concern towards the environment. There is high demand for fashion
products nowadays. This study is on eco-friendly fashion products which target
environmental attitudes of the consumers while purchasing the eco-friendly
products and consumers perception towards the eco-friendly attributes or
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characteristics and perceived importance for eco-friendly apparel firms' practices
to understand the purchase behaviour of environmentally safe fashion products.
Here | have gone with empirical analysis to understand the relationship between
them. After doing the empirical study the authors have found the following results,
the first thing is attitudes of consumers towards the purchasing behaviour of
environmentally safe fashion products the authors understood that purchasing
behaviour will be impacted by living needs like household items and concern
towards the environmental protection these increases the purchasing behaviour of
the eco-friendly products. Here the authors also pointed out that the consumers
should be concerned about the environment, and that environmental awareness is
critical among consumers. The governments and unions need to increase the
environmental policies and regulations to increase the consumer's friendliness
towards the environment to increase the purchase of the environmentally safe
product. The more concern among the people the more increase in the
environmentally safe fashion products purchase.

Second while selecting environmentally safe fashion products consumers
prefer the properties like functionality, mark, and packaging of the product rather
than design, color, price, and brand of the product. it means consumers show more
interest in the eco-friendly attributes of the product rather than general attributes,
so fashion industries need to focus more on the eco-friendly fashion products
quality. They need to show the information recognizably on the product using
mark, label, and packaging. Marketing managers should be aware of these things.

Third, fashion companies need to maintain activities regarding environmental
protection in our research it is found that consumers show negative responses
towards the activities. It is important for companies to do environmental activities
and must improve their activities. Fashion companies need to show social
responsibility this may impact their growth directly and indirectly and have a
valuable consumer base.

Finally coming to satisfaction, consumers will be more satisfied due to the high
purchases of environmentally safe apparel products. If there is high satisfaction
among the consumers it will increase the trust among the product and eco-friendly
fashion companies, this leads to an increase in the repurchase of the products
which will increase product sales. So, fashion companies need to develop trust
among the consumers by providing the required information and build their
products in terms of good quality which increases their product sales. This will
also lead to referring of the product from one consumer to another may to their
family, friends, and others.

By this study, the authors may conclude that there is a connection between
environmentally safe fashion product attributes and eco-friendly product buying
behaviour. It was also discovered that consumer views toward environmental
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protection play a major role in the purchasing of environmentally safe fashion
products. Purchase behaviour of environmentally safe fashion goods contributes to
satisfaction of the product, trust in the product or the company, and repurchase
intention of the product. However, this study is done among few college students
it is important to study the model more by changing lifestyles of the consumers
and risk of purchasing environmentally safe fashion products...ctc. in future
research, it is important to explain these terms.
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