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Abstract

Sustainable consumption is increasingly recognized as a
significant trend in today's society. Clothing and fashion
serve as powerful tools for self-expression, enabling
individuals to convey personal identity and values. Green
clothing, in particular, carries symbolic meaning,
reflecting one’s social status, environmental awareness,
innovation, and Fashion. However, limited research has
examined how these symbolic meanings influence the
attitudes and buying intentions of younger consumers.
Researchers used the quantitative approach and a
positivist research paradigm for the study. The data was
collected from the 384 respondents, and researchers used
the convenient sampling approach for the study. An
online self-administered questionnaire was used to
collect data for the study. The multiple regression
analysis technique is used to test the acceptance and
rejection of the hypotheses of the study. SPSS 27
software was used to analyze the data.. The researchers
discovered that the status symbol and environmental
symbols do not have a significant impact on consumers'
purchase intentions. The innovation symbol and fashion
symbol play a significant role in influencing consumers'
purchase intentions toward green products in the Sri
Lankan context. Overall, the study highlights the
importance of focusing on fashion and innovation when
marketing green products, particularly to the younger
consumer segment in Sri Lanka.
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Introduction

The fashion industry has a negative
impact on the environment. For
instance, it is estimated that textile
production accounts for
approximately 20% of global water
pollution due to the dyeing and
finishing  processes  (European
Parliament, 2023). Green Clothing is
an alternative to conventional fashion
that addresses the environmental and
ethical concerns  of  industry
(Henninger et al., 2016). Green
Clothing is one of the main emerging
trends in the world to reduce
environmental issues.

"Green clothing is defined as apparel
made from innovative materials, such
as recycled fabrics, or produced
through methods that prevent
environmental harm, conserve natural
resources, and protect human and
animal health by avoiding the use of
toxic substances"” (Tung et al,2017).
Clothing and Fashion Consumption
have various symbolic meanings for
consumers, and people express
themselves through wearing clothes
(Berger & Heath, 2016). Green
clothing is a socially visible and
symbolic product that allows buyers
to exhibit their social position,
environmental conscience,
innovation, and fashion sense, in
addition to protecting their bodies
(Bakis & Kitapi, 2022). It has been
discovered that younger consumers
are more prone to consume
conspicuously and recognize the
signals that clothing choices have
(Piacentini and Mailer, 2004).

Generation Y and Z consumers are
motivated to purchase green clothes
for their symbolic meanings of self-
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expression and status signals (Abrar
et al., 2021). The researchers chose
Gen Z consumers for this study
because of the above justifications.
Numerous studies conducted in Sri
Lanka demonstrate that social
influences, environmental values, and
knowledge have a significant impact
on consumers' intentions to make
green purchases across a range of
product categories, including general
consumer  goods,  eco-friendly
packaged goods, and personal care
products (Herath & Janz, 2025;
Sooriyaarachchi, 2023).

Few studies have explored how
symbolic connotations, such as status
symbols, affect the attitudes and
purchasing intentions of younger
consumers (Liu et al., 2021). In the
context of green clothing, further
research is needed to explore the
symbolic meanings that drive
consumers' purchasing intentions
(Bakis & Kitapi, 2022). Despite
growing global interest in sustainable
fashion, there is a notable lack of
empirical research focusing on green
clothing consumption among young
consumers in Sri Lanka (Herath &
Samarakoon, 2021;Wickramarathne
& Patabendige, 2022). This research
gap is significant, as youth are key
drivers of fashion trends and potential
adopters of eco-conscious behavior.
This study investigates how four
perceived symbolic meanings of
green clothing affect purchase
intention of Sri Lankan consumers.

Literature Review

Green Purchase Intention in the
Clothing Industry

Rapid economic and technological
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progress has a negative impact on the
environment. Green products are a
viable solution for reducing the
harmful influence on the
environment. Consumer Purchase
intention can be defined as the
decision or mental response that
shows a person's willingness to buy a
product (Wang & Yang, 2008). There
are several factors that influence the
acceptance  of green  product
purchasing. According to Wang et al.
2020, environmental  protection
perception led to a rise in the
consumption of green products.
Furthermore,  personal interest
(Hamzah & Tanwir, 2021), Culture,
behavior, and gender (Bhutto et al,
2022) influence the purchase of green
products. More studies should focus
on eco-friendly clothing consumption
than on other industries (Gam, 2011).
The main reason for this is that the
fashion business changes quickly, and
seasonal clothing is frequently
discarded after one use (Jacometti,
2019). Nowadays, Consumers are
showing more environmental
awareness by seeking eco-friendly
products, avoiding  animal-skin
clothing, and focusing on eco-labels
(Sneddon et al.,, 2014). Although
there is interest in sustainable
consumption, convenience,
simplicity, and affordability often

take priority over eco-friendly
choices in fashion (Joergens, 2006).
The  negative  view  towards

sustainable clothing is mainly due to
the lack of awareness about pollution
from the apparel industry.

Theoretical
Study

Background of the

Several theories explain customers'
green purchase intentions. Theory of
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Planned Behavior (Rausch and
Kopplin, 2021), Personal Value
Theory (Tewari et al., 2022), and
Consumption Value Theory (Han et
al., 2017) are some of the theories
used to explain the green purchase
intention of consumers. In addition to
that, signaling theory, conspicuous
consumption research, and symbolic
consumption research help explain
the psychological benefits consumers
gain from buying and consuming
green products, as noted by Reimers
et al. (2017). Signaling Theory
explores the spread of information
from one person to another (Connelly
et al., 2011). This information plays
an essential role in the behavioral
decision-making  process.  This
information is crucial in guiding the
process of behavioral decision-
making. This study examines how
psychological factors such as status,
innovation, fashion consciousness,
and environmental symbols influence
the purchase intentions of Generation
Z consumers within the Sri Lankan
context. Therefore, signaling theory
and Symbolic consumption theory act
as a base for the study.

Symbolic Green
Clothing

Meaning in

The symbolic meanings of green
clothing, such as its function in self-
expression and status signaling, have
been recognized as major motivators
for Generation Y and Z consumers to
purchase green clothes (Abrar et al.,
2021). Consumers see the social
status as unnoticed unless shown
through  actions  like  buying
expensive, eco-friendly products
instead of conventional products
(Berger & Heath 2017). Furthermore,
Consumers prefer to purchase green
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products over luxury items to show
their environmental concern
(Griskevicius et al., 2010).

White and Sintov (2017) stated that
the meaning of status and the aspects
of self-identity consumers wish to
express can vary. Gen Y and Gen Z
are the two leading consumer groups
in the clothing industry (Abrar et al.,
2021). Gen Z refers to individuals
born between 1997 and 2012
(Masserini et al., 2024). Gen Y faces
a dilemma  between valuing
sustainability and wanting
fashionable products (Masserini et al.,
2024). Therefore, Gen Z is more
inclined toward buying green clothes
when compared to Gen Y consumers.
Gen Y often buys sustainable
products by chance, focusing on
enjoyment, while Gen Z is more eco-
conscious, informed, and focused on
sustainability (Adnan et al., 2017).
Also, they are willing to pay higher
prices for sustainable clothing
(Chaturvedi et al., 2020). A status
symbol is defined as a product's
symbolic meaning that reflects social
status to others (Liu et al., 2021).
Around the world, the idea of
""conspicuous conservation” backs up
psychological data showing that eco-
friendly goods can serve as an
obvious status symbol (Griskevicius
et al., 2010). The innovation symbol
represents a product's image as an
innovative and technological leader
and increases the consumption of
green clothing among consumers (Liu
et al., 2021). The product's link with
style, trendiness, and social appeal is
symbolized by the fashion symbol.
When it comes to eco-friendly
apparel, it can impact symbolic
consumption by coordinating eco-
friendly decisions with fashion-
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forward persons, especially among
younger buyers (Workman & Kidd,
2000; Niiniméaki, 2010; Joy et al.,
2012).

Few researchers have studied how
various symbolic meanings, beyond
status symbols, influence younger
consumers' attitudes and purchase
intentions regarding electric and
hybrid vehicles (White and Sintov,
2017). White and Sintov (2017)
explained that consumers' views on
status and self-identity vary. They
identified three symbols of electric
vehicle owners' self-identity as
environmentalist (caring for the
environment), innovator (supporting
new  technology), and social
responsibility (concern for social

welfare).  Clothing is  mostly
purchased  for its  symbolic
implications, allowing people to

express their identity through their
clothing choices. Piacentini and
Mailer (2004) found that Young
people used fashion preferences to
express themselves and judge others.
In the context of green clothing, more
research is needed to identify the
symbolic meanings that drive
consumer purchase intentions (Bakis
& Kitapci, 2022).

Methods

The research is quantitative in nature
and focuses on Generation Z
consumers in Sri Lanka as its target
population. Creswell (2014)
highlights that Purposive sampling is
well-suited for studies focusing on
specific populations, like Generation
Z consumers in Sri Lanka, as random
sampling may not effectively capture
the necessary insights. Therefore, the
Purposive Sampling technique is used
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to select the respondents of the study.
The population is unknown, and
according to Krejci & Morgan (1970),
the recommended sample size is
approximately 384 respondents when
the population is unknown.

The primary data was collected from
the self-administered questionnaire

from  the  respondents.  The
guestionnaire was developed by using
the  previous literature.  The

guestionnaire is divided into two
parts. The first part comprised the
demographic  details  of  the
respondents, and the second part
comprised constructs to measure the
independent and dependent variables.
The reliability test is done to check
the consistency and stability of the
constructs. Malhotra and Dash (2016)
state that five-point Likert scales are
widely utilized in business and
marketing research because they
effectively assess consumer
perceptions and behavioral intentions
with a high degree of reliability.
Therefore, the Five-point Likert scale
is used to measure dependent and
independent variables in the study.

Hypotheses were tested through
multiple regression to determine their
acceptance and rejection. Regression
analysis is used to explore the impact
of Status Symbol, Innovation
Symbol, Fashion Symbol, and
Environmentalism Symbol on the
purchase intention of the green
product of Gen Z consumers in the Sri
Lankan context. SPSS (Statistical
Package for Social Science) 27
software is used to run the multiple
regression to do the data analysis.

Hypotheses
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H1: The Status Symbol has a positive
impact on consumer purchase
intention towards green clothing.

H2: The Environmentalism Symbol
has a positive impact on consumer

purchase intention toward green
clothing.
H3: The Innovation Symbol has a
positive  impact on  consumer
purchase intention toward green
clothing.
H4: The Fashion Symbol has a
positive  impact on  consumer
purchase intention toward green
clothing.
Results

The dependent variable in this study
is Purchase intention (PI), and the
independent variables are Status
Symbol (SS), Environmentalism
symbol (ESS), Innovation symbol
(IS), and Fashion Symbol (FS).
Multiple Regression analysis is
conducted to assess the impact of
symbolic ~ factors on  young
consumers' green purchase intention
in the Sri Lankan Context.

Reliability Analysis

George and Mallery (2003) offer a
practical reference for researchers,
indicating  that  reliability s
considered strong when Cronbach's
Alpha values exceed 0.80, whereas
values between 0.70 and 0.79 are
generally deemed acceptable for a
wide range of applications. In this
study, the values of the variables
range from 0.70 to 0.903. Therefore,
it can be concluded that the internal
consistency among the constructs in
the variables is in the acceptable
range.
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Regression Analysis

The R-squared value of 0.334 means
that 33.4% of the variation in
purchase intention for green products
is explained by the status symbol,
environmentalism symbol,
innovation symbol, and fashion
symbol in the model. This shows a
weak to moderate influence, while the
remaining 66.6% is likely affected by
other factors not included in the
analysis.  In  social  sciences,
psychology, and consumer behavior
research, R-squared (R%) values
typically range from 0.10 to 0.40. A
commentary by Ozil (2023) discusses
the acceptability of low R2 values in
social science research, emphasizing
that a low R? is not necessarily
problematic if some or most
predictors are statistically significant.
According to Durbin and Watson
(1950), if the DW statistic is between
1.5 and 2.5, the model is likely free
from significant autocorrelation. The
Durbin-Watson statistic in this study
is 1.747, and it indicates that there is
no significant autocorrelation among
residuals. The model is statistically
significant according to the ANOVA
output, as indicated by the F-statistic
(47.432) and the p-value (0.000),
which suggests that the predictors,
Fashion Symbol, Innovation Symbol,
Status Symbol, and Environmental
Symbol (FSS1, ISS1, SSS1, ESS1)
significantly contribute to explaining
the variation in purchase intention of
green clothing. Furthermore, the VIF
value of the Status Symbol (1.722),
the  Environmentalism  symbol
(1.825), the Innovation symbol
(1.476), and the fashion symbol
(1.813). According to Kutner et al.
(2005), VIF values approaching 1
indicate that a predictor is not highly
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correlated with other variables, and
values less than 5 usually imply that
multicollinearity is not a severe
problem. Based on the literature, the
VIF values (1.476 to 1.825) are within
the acceptable range, showing that
multicollinearity is not an issue in the
study. The p-value (0.058) and t-
value (1.902) suggest a moderate
effect, but since the p-value for the
Status Symbol is greater than 0.05, we
do not have sufficient evidence to
reject the null hypothesis. Therefore,
we conclude that the Status Symbol
does not have a statistically
significant impact on purchase
intention for green clothing. This
means that the Status Symbol is not a
strong predictor of young consumers'
purchase intention for green clothing
in Sri Lanka. The p-value for the
Environmentalism Symbol is 0.837,
and the t-value is 0.206. Since the p-
value is greater than 0.05, there is not
enough evidence to suggest that the
Environmentalism Symbol does not
significantly affect consumer
purchase intention toward green
clothing. The t-value is large (4.678)
and the p-value is 0.000, which is well
below 0.05. This suggests that the
Innovation Symbol is statistically
significant, so we reject the null
hypothesis and conclude that the
Innovation Symbol positively
influences purchase intention for
green clothing. The t-value (6.259) is
very large, and the p-value is 0.000,
showing that the Fashion Symbol is
statistically significant. Therefore, we
reject the null hypothesis and
conclude that the Fashion Symbol has
a positive influence on purchase
intention for green clothing.

Discussion
This study primarily aims to examine



Wayamba Journal of Management 16 (1) - June 2025

how symbolic factors (Fashion
Symbol, Innovation Symbol,
environmentalism Symbol, status
symbol) influence  consumers'
purchase intention toward green
products.  Status symbols and

environmentalism symbols are not
strong predictors of consumer
purchase intention. According to Han
et al, 2017, in the context of electric
vehicles, social identity value was
found to have a positive impact on
attitudes toward electric cars. Yoo et
al.'s (2013) study found that social
value did not affect consumers'
intention to buy bamboo textiles. The
results vary across different products.
The status symbol is not a strong
predictor of the consumer's purchase
intention towards the green products
in the Sri Lankan context, according
to this study. White and Sintov (2017)
found that owners' environmentalist
self-identity, a symbolic attribute of
electric vehicles, positively impacted
their adoption intention.

Consumers felt satisfied buying
sustainable fashion, as it allowed
them to contribute to society's well-
being and show their role in reducing
the fashion industry's environmental
impact (Bianchi and Gonzalez, 2021).
However, this study found that the
environmentalism symbol is not a
predictor of the consumers' purchase
intention toward green products of
Gen Z consumers in the Sri Lankan
context. Khare (2020) found that
some consumers view green clothing
to keep up with new products in the
market. Also, in this study, the
researcher found that the Innovation
symbol is a predictor of the
consumer's purchase intention.

Furthermore, Consumers  expect
green clothing to be stylish, like
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current trends, without sacrificing
their desire for fashion. It should have
a modern appearance, not outdated, to
appeal to the clothing market (Harris
et al., 2016). In this study, the
hypothesis regarding the impact of
fashion symbols on consumer
purchase intention is accepted.
Therefore, we can conclude that the
fashion symbol is a strong predictor
of consumer purchase intention
toward green products.

Theoretical Significance

By recognizing the Fashion and
Innovation symbols that connect with
consumers, businesses can adjust
their marketing strategies to better
align with these drivers. This insight
enables brands to promote eco-
friendly clothing more effectively by
emphasizing  values such as
sustainability, social status, and
identity, which significantly influence
purchase intentions. Furthermore, it
assists retailers in designing targeted
campaigns that attract a growing
segment of environmentally
conscious consumers. Understanding
these symbols helps businesses
enhance brand loyalty by fostering
stronger emotional connections with
eco-conscious customers, while also
guiding  product  design and
development to reflect the desired
social identity.

Practical Significance

The theoretical significance of
exploring the role of symbolic factors
in consumer purchase intentions,
especially regarding green clothing,
lies in enhancing our understanding
of consumer behavior. It expands on
how symbolic meanings like
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sustainability, status, and social
identity influence purchasing
decisions, particularly in  eco-
conscious consumption. By

incorporating symbolic elements into
existing consumer behavior models,
this study contributes to a more
complete framework that considers
not only functional but also emotional
and identity-based motivations for
purchasing. Additionally, the
research offers valuable insights into
how symbolic factors work alongside
other psychological drivers, such as
environmental concern and social
influence.  This  could  refine
established theories like the theory of
planned behavior or the value-belief-
norm theory in the context of green
consumerism. It also adds depth to the
Theory of Consumption Values,
which  suggests that consumer
decisions are driven by various
values, such as functional, social, and
emotional aspects, by examining how
symbolic meanings fit within or
influence these dimensions in the
choice of eco-friendly products. In
summary, the theoretical contribution
of this study enriches existing
literature by underlining the growing
significance of symbolism in
consumer choices, particularly within
the field of sustainable consumption,
thus providing a solid foundation for
future research.

Conclusion

In conclusion, this study examines the
impact of symbolic factors on
consumer purchase intentions toward
green products, specifically focusing
on Fashion Symbol, Innovation
Symbol, Environmentalism Symbol,
and Status Symbols. The results
indicate that both the Fashion Symbol
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and Innovation Symbol have a
significant influence on consumers'
purchase intentions, while the
Environmentalism Symbol and Status
Symbol do not appear to be strong
predictors in the Sri Lankan context.
The findings suggest that, despite the
importance of environmental self-
identity in other contexts, the
environmentalism symbol does not
significantly drive purchase
intentions among Gen Z consumers in
Sri Lanka. Similarly, the Status
Symbol did not have a substantial
effect on purchase intentions.
However, the desire for green
clothing that is stylish and aligned
with current fashion trends proves to
be a strong motivator. This indicates
that consumers are more likely to
purchase green products if they meet
their expectations for fashion and
modernity.  Overall, the study
highlights the importance of focusing
on fashion and innovation when
marketing green products,
particularly to the younger consumer
segment in Sri Lanka.

Limitations and Future Research
Directions

The study has certain limitations, as it
focuses exclusively on Generation Z
consumers. Future research could
extend this investigation by
examining Generation Y consumers
to gain broader insights. Also, this is
a novel field in the Sri Lankan
context. Therefore, future researchers
can conduct future studies in mixed or
qualitative methodologies to get more
insights regarding the consumer
purchase intention towards green
products among Sri  Lankan
consumers.
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Figures and Tables

Status Symbol

Environmentalism Symbol

Innovation Symbol

Fashion Symbol

Source: Author’s creation
Figure 1
Research Framework

Table 1
Demographic details of the respondents

H1

H2

e =

H4

author 2 supported in developing the
methodology and interpretation of the
findings. All the authors reviewed the
manuscript and approved the final
version.

Purchase
Intention

Characteristics N Valid Percentage
%
1. Gender
Male 147 38.3
Female 237 61.7
2. Age
13 to 17 years 5 13
18 to 23 years 98 255
23 years to 27 years 232 62
28 years or above 43 11.2
3. Education
Ordinary Level 2 0.5
Advanced Level 35 9.1
Diploma 53 13.8
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Degree 195 50.8
Masters 99 25.8
4. Occupation
Student 38 9.9
Private Sector 135 35.2
Public Sector 124 32.3
Self Employed 87 227
5. Monthly Income
25,000- 50,000 62 16.1
50,100- 75,000 95 24.7
75,100-100,000 96 25
100,100 and more 131 34.1
6. Green Clothing Purchase Experience
Yes
No 111 28.9
273 71.1
Source: Author's creation
Table 2
Operationalization Table
Variable Indicators Source
Status Symbol Wearing green clothing can serve as a
reflection of my identity. Bakis & Kitapi,
Wearing green clothing can enhance 2022
my social status.
Wearing green clothing would help me
to leave a positive impression on others
Wearing green clothing shows | share
my social network's values.
Environmentalism symbol | Wearing green clothing means I’'m
helping reduce environmental Bakis & Kitapi,
pollution. 2022

Wearing green clothing will reduce my
environmental impact

Wearing green clothing shows that I'm
doing the right thing
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Innovation symbol

Wearing green clothing shows I'm a
leader in innovation.

Wearing green clothing shows that |
embrace the benefits of Innovation

Wearing green clothing means | am a
trendsetter for eco-friendly
technologies.

Bakis & Kitapi,
2022

Purchase Intention

When buying clothing like a T-shirt,
dress, or shirt, | prefer to choose green
ones.

I will choose green clothing when | buy
clothing

I will likely buy green clothing in the
future.

Bakis & Kitapi,
2022

Fashion Symbol

Wearing green clothing means | have
an excellent fashion sense.

Green clothing reflects my style.

Green clothing represents my aesthetic

Bakis & Kitapi,
2022

values.
Source: Author’s creation
Table 3
Reliability Analysis
Variables Cronbach’s Alpha Value
Status Symbol (SS) 0.700
Environmentalism 0.858
symbol (ESS)
Innovation symbol 0.870
(1S)
Fashion Symbol (FS) 0.914
Purchase Intention 0.903

(P1)

Source: Author's creation
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Table 4
Model Summary

Model | R R Square | Standard Error | Durbin Watson | F Statistics | Sig
578 | .334 327 1.747 47.432 .000
Source: Author's creation
Table 5
Hypotheses Testing
Hypotheses P Value | Tstats | Accepted or
Rejected
The Status Symbol has a positive impact on consumer | 0.058 1.902 Rejected
purchase intention towards green clothing.
The Environmentalism Symbol has a positive impact | 0.837 0.206 Rejected
on consumer purchase intention toward green
clothing.
The Innovation Symbol has a positive impact on | 0.000 4.678 Accepted
consumer purchase intention toward green clothing.
The Fashion Symbol has a positive impact on | 0.000 6.259 Accepted
consumer purchase intention toward green clothing.

Source: Author's creation
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