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ABSTRACT

Sustainable fashion is the emerging fashion trend in Global fashion. In India, 34 % of population is a potential 
millennial contributing to the Indian economy. The present study examines the relationship of quality 
consciousness, price consciousness, availability of apparel, benefits, and Environmental concern on post-
purchase behaviour of sustainable apparel and millennial consumer satisfaction. The results of a quantitative 
study using the Hayes process, it reveals that brands need to create more awareness of sustainable apparel 
among the millennial consumer. Price and perceived benefits are major influencing factors among millennial 
consumers.

Keywords: Sustainable Fashion; Millennial Consumers; Price Consciousness; Perceived Benefits; Consumer 
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RESUMEN

La moda sostenible es la tendencia emergente en la moda mundial. En la India, el 34 % de la población es un 
millennial potencial que contribuye a la economía del país. El presente estudio examina la relación entre la 
conciencia de calidad, la conciencia de precio, la disponibilidad de la ropa, los beneficios y la preocupación 
medioambiental en el comportamiento posterior a la compra de ropa sostenible y la satisfacción del 
consumidor millennial. Los resultados de un estudio cuantitativo que utiliza el proceso Hayes revelan que las 
marcas necesitan crear más conciencia sobre la ropa sostenible entre el consumidor millennial. El precio y 
los beneficios percibidos son los principales factores de influencia entre los consumidores millennials.

Palabras clave: Moda Sostenible; Consumidores Millennials; Conciencia de Precio; Beneficios Percibidos; 
Satisfacción del Consumidor; Comportamiento Post-Compra.

INTRODUCTION
Fashion has been increasingly important in the twenty first century in almost every culture. Individuals, 

say,(1) have wasted their lives worrying too much about what other people think of their sense of style. The 
term sustainable fashion refers to an approach to the design, production, distribution, and consumption of 
clothes that minimizes its impact on the natural environment at each stage of the process. Ecologically and 
socially sound production and distribution of clothing and other items is at the heart of the concept known as 
“sustainable fashion.” The term “accessible” appears in this definition of sustainable fashion to indicate that 
the phrase shouldn’t be restricted to creating or purchasing brand-new items. Sustainability advertising has 
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tricked us into thinking that by purchasing certain products we may help the environment, but unfortunately 
this is not the case. According to(2) Sustainable clothing is essential if we’re trying to avoid problems like green 
washing that have plagued businesses with a more established commitment to sustainability. Over the past few 
decades, as awareness of environmental concerns has spread over the world, so too has the movement toward 
sustainable clothing. There has been a rise in the desire for environmentally and socially responsible solutions 
in the fashion industry, prompting many companies to incorporate sustainable practices into their merchandise 
and even their corporate strategy. As a result, the fashion industry has no choice but to become more eco and 
socially-aware.(3,4) The garment trade is a convoluted industry that has drained societies and ecosystems around 
the globe. Sustainable fashion initiatives integrate sustainability, financial, and social strategies to reduce their 
negative impact on the environment and the lives of workers while increasing their bottom line. To the dismay 
of designers, marketers, and labels everywhere, the notion of environmentally friendly fashion has emerged 
as a major concern for the fashion industry at large.(32) Key sustainability goals, global evaluations, and global 
fashion tools for environmental information motivate and inform garment businesses to make big changes. 
Along with(4) It’s no secret that the fashion business is a major polluter, but nobody seems to notice the damage 
they’re doing to our planet. Most people don’t immediately associate the things they put on their bodies 
every day with pollution, but rather with the burning of coal and fossil fuels. Thus, eco-movements have not 
specifically attacked the fashion business.(33,34) The Indian apparel sector has seen significant transformations as 
a result of numerous factors, including shifting demographics and the increased accessibility of international 
fashion brands. Green and organic clothing companies are gaining popularity in India, and this trend is likely 
to have an impact on the income generated by the apparel industry. Organic apparels have been created by 
international and national clothing companies as a means of catering to customers that are environmentally 
sensitive.(9) Sustainability can’t be a passing trend; it must become ingrained in one’s way of life. It’s about 
picking your outfit, meal, and vacation destinations with care. It is crucial that we not just to respond to 
fashion and patterns but also come up with solutions so that customers may be conscientious about their 
purchases while still looking their fashionable best. The environmental costs of the fashion industry’s growth 
are high.(31) A worldwide effort is currently underway to encourage people to engage in more responsible social 
and ecological behaviours as a result of rising concerns about the effects of pollution and consumerism on the 
natural world. In addition, it necessitates a radical change in consumer behaviour, with more people opting to 
buy environmentally friendly goods. In order to increase the sales for and dedication to sustainable garment 
consumption, it is crucial to get an understanding of the elements that drive consumer buying decisions.(14)

The outfits sold by Fabindia have a contemporary aesthetic, but they are created using time-honoured 
methods such as handloom weaving and the addition of handcrafted decorations. According to(10) each ensemble 
that emerges from Fabindia demonstrates a kind-hearted regard for the natural world. Fabindia not only offers 
a diverse selection of stylish goods, but it also facilitates the connection of rural artisans with urban customers. 
This not only provides rural artists with the opportunity to find work, but it also helps to preserve the handmade 
products of India. In addition, the brand’s apparel lines now feature the age-old Gudri method. This method of 
making use of discarded, residual, and wasted fabric pieces from dressmakers and textile factories helps to cut 
down on recyclable materials. The company claims that Rajasthan and Gujarat states are its primary textile 
sourcing locations.

Nicobar is an Indian fashion label that prioritises modernity, mindfulness, and style. Since the beginning of 
the company, their primary goal has been to develop a contemporary Indian way of life, both in terms of how 
they wear and how they view the outside world. This is the driving force behind all that Nicobar undertakes. 
Their apparel and housewares are characterised by a modern take on the traditional Indian design aesthetic. 
They hope that by doing this, they can bring more joy into people’s lives. As per(11) Nicobar is driven by the 
principles of designed to meet the needs and continuous improvement, and their goal is to make products that 
are aesthetically pleasing and useful for consumers who desire to feel a relationship to the brands that they 
purchase. Inspired by the beauty of the outdoors, Nicobar is an Indian eco-friendly clothing label. In spite of its 
many benefits, sustainable clothing has a reputation for being prohibitively expensive. That’s why the team at 
Nicobar showed up with their motto: make stuff that lasts. They encourage their clients to buy less on impulse 
and more intentionally so that they can create a conscious wardrobe.

As an offshoot of the pioneering Bombay Hemp Company, B Label is working to improve public perception of 
hemp in India. The little company’s goal, expressed through a sparse line of garments, is to inform consumers 
about the fiber’s positive impact on the environment.(13) B Label is a popular new Indian label that has promoted 
and advocated for the use of organic materials in garments. Increasing numbers of people in India are starting 
to see the environmental damage that fast fashion does and are making the switch. Quality has not been 
sacrificed in the production of eco-friendly apparel. They have a modern look, are built to last, and won’t break 
the bank.

Ka-Sha promotes sustainability in general, but up cycling and trash control is crucial to its operation. It 
not only encourages other designers and fashion firms to employ recycled or repurposed materials, but also 
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does so itself. As part of its commitment to social responsibility, the company has established Heart to Haat, a 
programme that repurposes unwanted items into new apparel and home goods in order to raise environmental 
consciousness and educate the public about the need of reusing and recycling. No fabric or substance should be 
thrown away if it may be put to another use. They often make use of scraps of fabric that remain after we’ve 
finished cutting out our items, and we often find creative ways to reuse Ka-Sha products and fabrics that have 
minor flaws.

According to,(8) Generation Y, often known as millennial, is regarded as the largest consumer group as well as 
the dominating sector of consumers, as they have a lengthy future of possible purchase intention and an annual 
estimated purchasing power of $200 billion. Millennial are defined as those who were born during 1981 and 
1996; as of 2018, their ages range from 22 to 37 years old. Millennial customers represent the most attractive 
category when it regards fashion products, especially garments, and have shown a readiness to transition 
towards further sustainable procedures, as according,(3) The voices of Millennial have historically been the 
first to demand alteration. They have a lot of responsibility and dependence on others when it pertains to 
environmental sustainability. Those people are the only ones who can see how the present day’s actions are 
affecting the environment, and thus their future. They realize that if they don’t take sustainable measures 
now; coming generations would be forced to make do with a world devoid of much of its stunning features. 
We should all do our best to do what we preach and instill in the next generation the values of vegetarianism, 
sustainability, and tree planting. We wish to add our voice to the chorus of voices calling for a shift in emphasis 
toward more eco-friendly methods of clothing production. Postmodernism, armed with the knowledge at its 
fingertips courtesy of the Internet, has made sustainable consumption a worldwide priority.(5) According to 
research(6), members of Generation Y (also known as Millennial) are well-informed about ecological, societal, 
and economic issues. Yet, studies show that millennia’s environmental attitudes may not translate to current 
behavior.(7) That is to say, today’s youth actually do show that they care about the environment. Generation Y 
knows exactly what it is that companies stand for. When making purchases, we give our money to businesses that 
share our beliefs. Companies that uses recycled materials or eco-friendly dye, guarantee fair labor practices 
down the entire value chain, and seek out to customers to show they care about the planet and its residents 
may have a bright future in the fashion industry. On the other hand, it could be a site with excessive garbage, 
polluted water, and poorly treated employees. According to research conducted(12) the millennial generation 
has to use their purchasing power to push for more environmentally friendly practices in the manufacturing 
sector. More can (and should) be done by businesses to promote sustainable, cruelty-free fashion. Despite the 
fact that it’s only a gimmick to attract customers, Millennial will find it to be quite appealing. Sustainable 
techniques are gaining traction in the fashion business. This movement for alteration is being propelled by the 
specialists inside the sector taking on greater and greater levels of responsibility. The focus of this investigation 
is on finding sustainable fashion approaches. There will also be the development of a prototype mobile app 
highlighting eco-friendly brands. The Millennial consumer base will be influenced to buy more eco-friendly 
garments. Efforts are under way to reduce the demand for such clothing. Recent years have seen a rise in the 
visibility of these discussions as the world has been gripped by a pandemic for the better part of two years. 
Buyers from Generation Z and millennials in especially are conscious of the environmental impacts of the 
fashion industry and are demanding solutions. Younger populations, which make up the bulk of fast fashion 
consumers, are increasingly agitating for change. Millennials are now becoming increasingly conscious of the 
long-term effects of fast fashion’s low prices. People are becoming more knowledgeable about the origins of 
their clothes and the processes that go into making them. Most millennials, upon coming to this understanding, 
will wish to take action to protect the Earth they now call home. They’re a friendly and helpful group. They 
can’t stand by and do nothing as horrible incidents occur to our environment, so supporting ethical fashion 
brands is only one little part of their heroic effort to preserve the globe.

Theoretical framework

Figure 1. Hayes models of millennial consumers towards sustainable fashion apparel 
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Price Consciousness (PC)
Simply said, pricing is the sum of money a seller asks for a good or service. In a broader sense, pricing 

represents everything that consumers are willing to give up in exchange for the advantages of acquiring and 
using a good or service. Overall, cost has been the most influential factor in determining consumer behavior. 
In addition, pricing continues to be a major factor in a company’s capacity to capture and retain customers 
and generate revenue. The only variable in the marketing strategy that contributes to revenue generation is 
price. One of the adaptable parts of the marketing mix is price. There is a favorable correlation between price 
awareness and intent to buy. A consumer’s propensity to make a buy is best predicted by the amount of money 
off the original price, followed by familiarity with the brand and the business itself. And as(25) showed, price 
cuts increase shoppers’ propensity to make a buy. Shown in figure 1 Hayes models of millennial consumers 
towards sustainable fashion apparel.

H1 Price consciousness has significance effect on millennial consumer’s satisfaction.

Perceived Benefits (PB)
Perceived benefits are what motivate a given conduct. Consequently, these motives are rewards that affect 

the propensity to engage in a specific behavior.(24) To bridge the second and third findings gap, it is necessary to 
clarify the impact of perceived benefits for commercial fashion rentals. Sharing is considered both economically 
and ecologically advantageous type of purchasing.(23) The self-determination concept classifies these advantages 
as both intrinsic and external motives. It is believed that intrinsic motivation produces intrinsic fulfillment and 
internal satisfaction, whereas extrinsic drive pursues external goals including such prizes and recognition. 
Perceived monetary benefit, characterized as economic advantage, is categorized as extrinsic incentive 
according to previous research, but perceived sustainability impact is characterized as sustainable advantage.

H2: Perceived benefits have significance effect on millennial consumer’s satisfaction

Quality Consciousness (QC)
Millennials have expressed a need for more convenient access to eco-friendly clothing options. Purchase 

intention can be formed if people are familiar with the brand through direct or indirect exposure.(27) Therefore, 
as consumers become familiar with the brand, they may begin to form impressions based on those impressions.
(26) A consumer’s propensity to make a purchase can be measured along several aspects, and that one of them 
is their level of brand awareness. However, the principles underlying the two variables are distinct, resulting 
in distinct patterns of customer behaviour. Without customers’ previous knowledge and experience with a 
brand, it is impossible for them to form connections with that brand.(28) An approach that has received a lot 
of attention for lowering the negative effects that the clothing business has on the environment is increasing 
the amount of time that garments can be worn by improving their quality. Despite the fact that quality is an 
essential component of clothes, defining quality can be difficult. Furthermore, customers have diverse methods 
of perceiving quality in products they purchase. Consequently, it is necessary to broaden people’s perceptions 
of the quality of apparel.(29)

H3: Quality consciousness has significance effect on millennial consumer’s satisfaction

Consumer’s Satisfaction (CS)
Research into fashion products has led to a significant underestimation of the importance of the after-sale 

phase in services. Repeat business and word-of-mouth advertising are both impacted by customer satisfaction, 
according to a study conducted by Harrison and colleagues. Word-of-mouth advertising has helped highlight 
the significance of happy customer’s information. It’s safe to say that a service company relies heavily on their 
customers’ happiness to stay in business consumers of it. Despite the fact that brand equity is still a major 
component in the pleased.(30) Consumers are thought to have an impact on a company’s long- term health 
through their purchasing habits.

H4: Millennial consumer’s satisfaction has positive influence on millennial post purchase behaviour and 
customer’s attitude.

Arora(15) studied on India’s greatest vital economic pillars and primary sources of foreign cash are the 
garment industry. More than forty million people in India are employed by the textile industry, making it the 
most significant employer in the nation. The people of India come from all around the country, each with their 
own set of traditions and customs. This results in a wide variety of traditional styles of clothing that date back 
centuries. India’s textile and garment industries have a rich history of producing high-quality goods that have 
gained acclaim all around the world. Cotton, silk, and denim produced in India are highly sought for around 
the world, and with the development of Indian creative talent, Indian garments have also become a hit in the 
world’s most prestigious fashion capitals. The textile and clothing industry in India is massive because of the 
country’s wealth of raw materials and production capacity. The current textile sector is estimated at US$ 33,23 
billion, with unstitched clothing making up US$ 8,307 billion of the total. The industry’s impact on the economy 
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is substantial, both in terms of its domestic market share and the amount of goods it exports. It contributed 
14,0 % of factory production and 4,78 % of exports in 2013–14.

Vishwakarma(16) studied on the idea of circular fashion has deep roots in India’s cultural heritage; it is only 
now emerging on the modern fashion scene. Indicate a relationship of manufacturing and utilization procedures 
is crucial for saving our environment and its ecosystem and reducing the negative effect of fashion brands 
and consumption on environment degradation. It is clear that the solutions to the social, environmental, and 
economic problems that the fashion industry and its consumers are currently facing lie in the mass acceptance of 
circular fashion techniques. Sustainable fashion necessitates the integration of sustainable fashion technologies 
with handloom products skills at every level of the fabric production and consumption cycle.

Adamkiewicz(17) studied of the tremendous impact that such a business sector has on the environment, the 
fashion industry is at the center of the environmental storm. In order to realize the full potential of a recycling 
and reuse, the fashion industry must rapidly adopt far more mindful business methods that will influence 
customers to alter their attitudes and preferences in favor of circular items and services. When companies stop 
engaging in going green and instead work to win back consumers’ trust, they boost public opinion of the fashion 
industry as a whole.

Roozen(22) studied on environmental impact, the fashion industry ranks high. Constant resource extraction 
to support rapidly shifting fashion trends is a major environmental stressor. Recent research suggests that 
“prodding” could be a useful method for persuading people to take environmentally friendly actions. The 
purpose of this research was to find out if consumers may be nudged towards making more sustainable clothing 
decisions. N = 288 participants were randomly assigned to one of three groups: verbal push, visual persuade, or 
neutral. The results demonstrated that the verbal push, and to a lesser degree, the visually nod, significantly 
increased the likelihood that consumers would select the environmentally friendly option. The nudges also 
increased consumers’ propensity to spend for eco-friendly garments. This data demonstrates that pushing is an 
effective strategy for encouraging shoppers to select more eco-friendly garments.

Hasbullah(14) studied on increase in fashion at the detriment of nature. Both excessive consumption and 
pollution should function as a remember waking call to the international effort to promote more sustainable 
and socially conscious practices. In particular, it necessitates a radical change in the way people shop, with 
the emphasis shifting from traditional to environmentally friendly goods. The need for and dedication to 
environmentally responsible clothing consumption cannot be fostered without first knowing the elements 
that influence choices made by consumers. As part of the United Nations’ ongoing campaign to encourage 
more responsible consumption around the world, researchers in Malaysia set out to identify the variables that 
encourage people to buy eco-friendly clothing. The role of trend awareness as a moderator of the result was 
also investigated.

Mohr(18) studied on critical synthesis of the research done on sustainable fashion, the socially responsible 
industry, and the ideas that can explain why this is happening. The next step is to build on this research 
by creating a new concept on how to promote sustainable fashion, particularly among younger generations 
who have been instrumental in propelling and embracing this trend. This research presents the triple-trickle 
hypothesis, which integrates the establishment’s and industry’s roles in the dissemination of sustainable fashion 
and the identification of potential trickle-effects in the field of fashion studies.

Mahadewi(19) studied on knowledge of how educating millennials about environmental protection science 
influences their preference for ecologically benign goods. This insight will be attained by examining the 
proof provided by the modern, scientific study of biology. To acquire the most up-to-date information about 
millennials’ level of consciousness, we focus on articles published between 2010 and 2020. We begin our 
research by establishing a foundational familiarity with the text and its relevance to the study’s overarching 
theme. We then code the data, evaluate it, and interpret it in depth to arrive at a result that addresses 
legitimate research questions. Millennials’ consumption patterns of eco-friendly products are discussed, and it 
is concluded that there is strong link among environmental literacy and their preferences.

Johnstone(12) studied into whether and how millennials’ commitment to environmental responsibility extends 
to their clothing purchases. Comparing existing theories of reasoned action, the study tested an experiment 
on 448 European millennials and found that confidence in facilitators like famous promoters, instead of the 
new strategy of fashion merchants, often influenced buying intentions. It hints that fashion companies should 
employ influencers strategically to promote eco-friendly clothing.

Mishra(20) studied on adoption sustainable solutions in light of growing social, financial, and environmental 
concerns. The consumer market has shifted toward more environmentally friendly goods as more attention has 
been paid to sustainable production. Consumers’ actions in relation to the purchase of sustainable products are 
defined by the level of engagement they display. More study is needed to fill up the gaps in our knowledge of 
sustainable consumption in developing economies. Data was gathered using a questionnaire method from the 
millennials of India that is knowledgeable about the benefits of using environmentally friendly items and the 
negative effects of their lack of use.
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Roxas(21) studied on the size of the global millennial or generation Y market, this study draws on social 
psychological and organizational theories to investigate the influence of societal and regulatory forces on 
millennials’ eco-brand preferences. In this study, we examine green customer behavior from the viewpoints of 
young people in a developing country, a scenario that has received less attention in the published literature. 
With responses from 354, the authors of this study examined the impact of interpersonal and governmental 
structural factors on the fundamental concepts of social cognition theory. To establish the relevant empirical 
connections and links of the suggested model’s components, the researchers used a partial least squares 
technique to route research. Internal drivers of millennials’ orientation toward green or ecologically friendly 
products are shown to be significantly influenced by the social-institutional context.

METHODOLOGY
The study intended to test the moderating role of consumer’s satisfaction with consumer’s attitude as shown 

in figure 2. This study also investigates the relationship between purchase action with quality consciousness, 
price consciousness, benefits, with an emphasis on the moderating mechanism played by millennial customer 
satisfaction with sustainable fashion. Companies must take additional steps to educate millennial consumers 
about the importance of environmentally friendly clothing. For millennial buyers, the price and the perceived 
benefits of sustainable clothing are key variables that influence their purchasing decisions. For the purpose of 
gathering cross-sectional data from 477 millennials who shop for fashion, a positivistic methodology and an 
online survey administered via the internet were used. In order to assess the proposed hypotheses, descriptive 
and MANOVA test is used.

Figure 2. Conceptual model for moderator analysis

RESULS AND DISCUSSION
According to table 1 price consciousness (PC) has mean score of 4,24 and SD is 1,13. Mean score of PC is 

highest among all. Quality consciousness (QC) has mean score of 4,20 and SD is 1,04. Consumer’s satisfaction 
(CS) has mean score of 4,09 and SD is 1,25. Consumer post purchase behaviour (CP) has mean score of 4,07 and 
SD is 1,23. Perceived benefits (PB) has lowest mean score which is 3,66.

Table 1. Descriptive table of millennial consumers (N=477)
Variables N Missing Mean Median SD Minimum Maximum
PC 477 0 4,24 5 1,13 1 5
PB 477 0 3,66 4 1,59 1 5
QC 477 0 4,20 5 1,04 1 5
CS 477 0 4,09 4 1,25 1 5
CP 477 0 4,07 4 1,23 1 5

According to table 2 an interaction in a two-way analysis of variance (MANOVA) provides a useful analogy 
for understanding the interaction effect. Whether or not the effect of price consciousness is constant across 
perceived benefits is a question of whether or not there is an interaction effect. The interaction effect is 
another way of determining if the perceived benefits have the same effect on price consciousness, and it 
serves the same purpose. The p-value (value in the “Sig.” column) will be less than ,05 (i.e., p,05) if the 
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interaction effect is significant statistically. In contrast, the interaction effect isn’t really statistically significant 
if p >,05. If you look at the Wilks’ Lambda row, you’ll see that the p value is less than ,0004, indicating the 
presence of a significant interaction effect. This indicates that the perceived benefits have a different influence 
on the dependent variable variables. There was a statistically significant interaction effect between price 
consciousness, quality consciousness and perceived benefits on the combined dependent variables, F (4, 866) 
= 3,85, p =,004; Wilks’ Λ = 0,965.

Table 2. Multivariate tests of millennial consumers
Effect Value F df1 df2 p

Price consciousness (PC) Pillai’s Trace 0,6456 51,71 8 868 < ,001
Wilks’ Lambda 0,355 73,32 8 866 < ,001

Hotelling’s Trace 1,8108 97,78 8 864 < ,001
Roy’s Largest Root 1,8092 196,30 4 434 < ,001

Perceived benefits (PB) Pillai’s Trace 0,3023 19,32 8 868 < ,001
Wilks’ Lambda 0,698 21,35 8 866 < ,001

Hotelling’s Trace 0,4333 23,40 8 864 < ,001
Roy’s Largest Root 0,4333 47,01 4 434 < ,001

Quality consciousness (QC) Pillai’s Trace 0,1061 6,08 8 868 < ,001
Wilks’ Lambda 0,896 6,14 8 866 < ,001

Hotelling’s Trace 0,1147 6,19 8 864 < ,001
Roy’s Largest Root 0,0951 10,32 4 434 < ,001

PC * PB Pillai’s Trace 0,1917 4,18 22 868 < ,001
Wilks’ Lambda 0,812 4,33 22 866 < ,001

Hotelling’s Trace 0,2281 4,48 22 864 < ,001
Roy’s Largest Root 0,2088 8,24 11 434 < ,001

PC * QC Pillai’s Trace 0,1328 3,43 18 868 < ,001
Wilks’ Lambda 0,869 3,49 18 866 < ,001

Hotelling’s Trace 0,1475 3,54 18 864 < ,001
Roy’s Largest Root 0,1265 6,10 9 434 < ,001

PB *  QC Pillai’s Trace 0,0942 2,68 16 868 < ,001
Wilks’ Lambda 0,908 2,69 16 866 < ,001

Hotelling’s Trace 0,0997 2,69 16 864 < ,001
Roy’s Largest Root 0,0709 3,84 8 434 < ,001

PC * PB * QC Pillai’s Trace 0,0346 3,82 4 868 0,004
Wilks’ Lambda 0,965 3,85 4 866 0,004

Hotelling’s Trace 0,0358 3,87 4 864 0,004
Roy’s Largest Root 0,0358 7,77 2 434 < ,001

The analysis’s next step is to evaluate H4, which hypothesises that The moderated-mediation(43,44) model is 
tested for this study using the Hayes Process Macros with SPSS at 10,000 bootstrapping, i.e., the moderating 
effect of Millennial customer satisfaction works as a moderator between participation and MCA. Model 7 of(35) 
Process Macros with SPSS is used to test this hypothesis, and figure 3 displays the outcomes of this model of 
mediator moderation. To assert that mediation is moderated, one should (if not also must) have proof that at 
least one of the paths in the X! M! Y system is moderated.(36)

According to(36), the model is known as moderated-mediation when a mediator modifies its impact on the 
result variable under the influence of increasing amounts of another variable (moderator). These models are 
tested in the psychology field, but are new in marketing studies, for example, see(37,38,39,40), They examine the 
change in indirect effect owing to the inclusion of a moderator variable (2019). According to this method, if the 
upper limit confidence interval (ULCI) does not include zero and the lower limit confidence interval (LLCI) does 
not include zero, the hypothesis is accepted.(36) With a moderated-mediation index value of 0,7745, a standard 
error of 0,0327, and confidence intervals (CI) limitations, the finding supports the mediating role of MCS (0,7102, 
0,8388) as shown in figure 2. Significant at p 0,05 and CI bounds, the indirect effect of customer attitude and 
MCA is 0,0497. (-0,2180, 0,2933). Studying the role of customer satisfaction with purchase behaviour and 
its impact on consumer attitude was interesting.(41,42) The evidence for customer satisfaction as a beneficial 
moderator supporting the favourable association between purchase behaviour and attitude was presented 
by the moderation analysis. According to the study, there is a stronger association between high consumer 
involvement and MCS than low customer involvement (figure 4).
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Figure 3. Results of moderated-mediation model

Figure 4. Graph representing the moderating effect of consumer satisfaction

CONCLUSION
This study conclude that millennials are now turning into a growing generation that is aware of the long-

term repercussions of the low pricing of quick fashion. People are gaining a greater understanding of the 
history of the clothing they wear as well as the manufacturing methods that go into creating it. After coming 
to this realization, the majority of millennials will want to take action to safeguard the Earth, which they 
now consider to be their home. They are a welcoming and helpful group of people. They cannot sit idly and 
do nothing as dreadful things happen to our environment; thus, promoting fashion brands that are committed 
to ethical practices is only one small part of the selfless actions they are making to protect the world. This 
youth of today is specifically focusing on the fashion business to alter its practices that aren’t environmentally 
friendly. Those who are part of Generation Z or the millennial generation are the ones most inclined to purchase 
things depending on their principles. Because of their increased purchasing power, members of the growing 
generation Z market are putting pressure on fashion businesses to sustain their business strategies in order to 
remain competitive and secure their place in the market.
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