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Abstract 

Purpose: The study investigates the factors influencing the purchase intention of millennials of Metro Manila toward 

environmentally sustainable clothing. Research design, data, and methodology: A three-part questionnaire was 

developed to measure different factors’ influence on purchase intention. A pilot test was conducted through an online 

survey using snowball and convenience sampling to determine questionnaire reliability. Results: Data collected were 

analyzed using the Statistical Package for Social Sciences (SPSS) Statistics Grad Pack version 28.0. Cronbach’s 

alpha indicated that the questionnaire was reliable and could be used for research. Simple, and multiple linear 

regressions were used to analyze the 400 survey responses. The results indicated that some factors were aligned with 

the previous researches’ outcome such as environmental attitude ( = 0.521), subjective norm ( = 0.409), and 

perceived value ( = 0.106) as highly influencing purchase intention while perceived quality ( = 0.039), and social 

media ( = -0.007) were insignificant. Conclusions: The results conveyed that attitude, behavior, or decision-making 

factors should not be generalized. This study focused on factors influencing purchase intention but also provided 

insights as to how can government, business organizations, and individuals contribute to addressing the ongoing 

environmental issues. An effective communications strategy can be used to enhance awareness to achieve positive 

results. 
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1. Introduction12 
 

  Air pollution, climate change, and deforestation were 

among the five of the world’s biggest problems 

(Zimmerman, 2016). Next to the oil industry, the apparel 

industry accounted for 10% of global carbon emissions and 

remained the second largest industrial polluter (Conca, 

2015). In addition, according to McKinsey research, the 

fashion industry contributed about 2.1 billion metric tons of 
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greenhouse gas (GHG) emissions, about 4% of the global 

total in 2018 a sizable contribution to climate change (Berg 

et al., 2020). Aside from this, the apparel industry also 

contributed waste coming from the three out of five 

garments produced that ended up in landfills or were 

incinerated each year (Magnin & Hedrich, 2019). To address 

the global problem, the circular economy is identified as one 

of the current sustainable economic models that promote 

designing products in a way that they can be reused, 

remanufactured, recycled, or recovered such that they are 
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maintained in the economy as long as possible to minimize 

waste generation and reduce greenhouse gas emission, the 

12th goal of United Nations Environment Program  

(GOAL 12: Sustainable Consumption and Production, n.d.) 

sustainable consumption and production. 

  Business organizations took action and supported the 

global call on addressing climate change and environmental 

challenges by promoting environmentally sustainable 

products. Eleven fashion companies were leading the way 

in sustainability (Morgan, 2020), 26 best sustainable fashion 

brands can be trusted (Sachs & Seymour, 2019), and there 

were 45 ethical and environmentally sustainable clothing 

brands from the United States of America and Canada 

(Rauturier, 2022).  

 Eco-friendly, green, and fair-trade clothing, were the 

three categories of environmentally sustainable products 

(Hosseinpour et al., 2015). Moreover, green products were 

energy efficient and durable, often made from recycled 

materials, or renewable sources, and were biodegradable, 

reusable, and recyclable at the end of their life cycle while 

eco-friendly or environmentally friendly products claimed 

minimal or no harm to ecosystems and the environment 

(Vieira, 2019). This subject could be viewed from three 

perspectives such as academic, industrial, and consumer 

(Durif et al., 2010) 

 Individuals also took part in addressing environmental 

issues through their capabilities. A global survey conducted 

in 2015 by Nielsen.com indicated that three out of four 

millennials were willing to pay more for sustainable 

products (NIELSEN, 2015). Millennials, also known as 

generation Y, were those born from 1982 to 1996 (Howe & 

Strauss, 2000). However, there was a consensus that 

millennial generations were born between the 1980s and 

early 2000s (Lu et al., 2013). According to Pew Research, 

anyone born between 1981 and 1996 is considered a 

Millennial (Dimock, 2019). They are the sector that has 

simplified choices (Howe & Strauss, 2000) but they have 

purchasing power (Tangsupwattana & Liu, 2017). 

Millennials are influenced by digital marketing (Smith, 

2012). They highly use interactive technologies to gather 

information and get entertained, but they are less likely to 

purchase online (Moore, 2012).  

In a survey conducted by Nielsen in 2018, 94% of the 

sample consumers from the Philippines responded that it 

was important for companies to implement environmental 

programs to improve the country. The same response was 

agreed by 85% of the millennial generation. ZALORA 

(2021) also revealed that millennials topped the four 

generations of shoppers with 64% demanding sustainable 

items. The same article described Philippine shoppers as 

most likely to be sustainable.  

Despite the ongoing COVID-19 pandemic resulting in 

lockdowns, household spending on clothing and footwear 

was valued at 257 billion Philippine pesos in 2021, a growth 

of 14.3% compared to the previous year (Statista, 2022). 

This is because most consumers were forced to use online 

methods of acquiring things with millennials shifting from 

desktop-based to mobile transactions (Go, 2021). The 

current global environmental situation, the advancement in 

technology, and the changes in consumer behavior pose 

challenges and opportunities for all sectors of society 

including the government, business organizations, and the 

individuals themselves. 

This research is structured as follows: first, after 

presenting the research objectives, the research questions 

that were asked to achieve the objective, and the 

significance of the study in the introduction, the literature 

review is organized to provide a peer-reviewed definition of 

factors as used in the previously published articles, the 

presentation of their results in the context that they applied 

the concept, and finally the development of hypothesis 

which were used to determine the relationship between 

environmental knowledge, environmental attitude, 

subjective norm, perceived value, perceived quality, and 

social media with purchase intention in the context of 

millennials of Metro Manila. Next, the research 

methodology beginning from the questionnaire design was 

outlined, followed by the data analysis, and discussion of 

results. Finally, conclusions and recommendations are 

provided. 

 

1.1 Research Objective 
  

 This research aims to investigate the factors influencing 

purchase intention towards environmentally sustainable 

clothing in the context of millennials of Metro Manila.  

 

1.2 Research Question 
 

 What are the factors that influence the purchase intention 

of millennials towards environmentally sustainable clothing 

in the context of millennials of Metro Manila? What is the 

influence of environmental attitude, subjective norm, 

perceived value, perceived quality, and social media to 

purchase intention? 

 

1.3 Significance of the Study 
  

 This study provides insights on factors influencing 

purchase intention towards environmentally sustainable 

clothing in the context of millennials of Metro Manila. 

Determining these factors will assist and guide different 

organizations such as the government in creating policies 

and regulations and efficient communications that will 

increase everyone’s environmental awareness through the 

support from a business organization who are capable of 

making a positive action through the development, design, 

production, and marketing of environmentally sustainable 
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products to boost environmental protection, likewise 

respond to call in addressing climate change and other 

global and local environmental issues. 
 

2. Literature Review 
 

 The theory of planned behavior suggesting a relationship 

between attitude and behavior (Fishbein, 1963) was used as 

a reference in this research wherein behavior is represented 

by purchase intention while attitude was represented by the 

various factors discussed in this section. 
 

2.1 Environmental Knowledge 
 

 Environmental knowledge entailed awareness, and 

comprehension of the relationships between various 

dimensions, and a commitment to preserving the 

environment for future generations (Kumar, 2012).  Green 

brand knowledge educated people about a product's 

distinctive brand qualities and environmental benefits 

(Mohd Suki, 2016).  This covered efforts such as pollution 

reduction and natural resource conservation.  

In a study conducted in Malaysia, it was discovered that 

familiarity with green brands such as organic vegetables was 

the most important predictor of green product purchasing 

(Mohd Suki, 2016). In contrast and in a different context, it 

was found that environmental knowledge did not have a 

direct and significant effect on consumers’ purchase 

intention (Debora Indriani et al., 2019).  

This study referred to environmental knowledge as the 

awareness and comprehension of the relationship between 

different dimensions and commitment to preserving the 

environment as defined by Kumar (2012). To test the same 

concept in a different context, the following hypothesis has 

been developed. 

 H1a: Environmental knowledge influences environmental 

attitude. 
  

2.2 Environmental Attitude 
  

 Individuals' responses to all objects and situations with 

which they were confronted were influenced by their mental 

state (Kumar, 2012). Environmental attitudes were a 

psychological tendency characterized by a degree of favor 

or dislike towards one's views of or ideas about the natural 

environment, including variables impacting its quality 

(Milfont, 2007). It fluctuated in response to current events 

and was dependent on one's age, gender, socioeconomic 

status, country, politics, values, personality, experience, 

education, and environmental knowledge (Gifford & 

Sussman, 2017). It was shaped by the big five personality 

traits such as agreeableness, conscientiousness, extraversion, 

openness to experience, and neuroticism (Duong, 2021).  

 In the context of fast-moving consumer goods and eco-

friendly items in Sweden, there was a favorable attitude 

towards paying a premium for green products, but there 

were gender disparities in purchasing intention (Morel et al., 

2012). Sustainability, certainty, and perceived consumer 

effectiveness all had a considerable favorable effect on 

attitudes about purchasing sustainable dairy products, which 

were highly correlated with purchase intention (Vermeir & 

Verbeke, 2008). Additionally, Chinese consumers' 

sustainable apparel products attitude had a strong positive 

effect on purchase intention (Jung et al., 2020)  similar to 

the case of purchasing an environmentally friendly car, it 

was also found that environmental attitude had a positive 

impact on purchasing intention (Xu et al., 2019). Green 

product purchase was studied in Pakistan and was found that 

there was a significant impact on attitude toward purchasing 

eco-friendly products (Azam & Ashraf, 2017). While young 

Brazilians' attitudes were also found to positively affect 

behavioral intention (Lionço et al., 2019). Green attitude 

also served as a mediator between terminal/instrumental 

value and green behavioral intents (Kautish & Sharma, 

2019).  

This study referred to environmental attitude as the 

concern for the environment or caring about environmental 

issues  (Gifford & Sussman, 2012). To test the same 

concept in a different context, the following hypothesis has 

been developed. 

 H1: Environmental attitude influences purchase intention. 
 

2.3 Subjective Norm 
  

 Subjective norms consisted of the social pressure that the 

individual perceives to behave or not behave in a certain 

way (Lionço et al., 2019). It was defined as an individual’s 

perceptions of whether people important to the individual 

think the behavior should be performed (Diddi & Niehm, 

2017) and revealed the belief of individuals about how they 

would be viewed by their reference group if they performed 

a certain behavior (Al-Swidi et al., 2014). 

 In a study of young Brazilian consumers, results showed that 

subjective norms affected behavioral intention concerning the 

purchase of sustainable clothing and textiles (Lionço et al., 2019). 

In another study conducted in universities in Taiwan, results 

revealed that subjective norms affected personal norms and 

attitudes toward purchasing free-trade products, which in turn 

influenced consumer purchase intention (Wang & Chou, 2021). 

On the other hand, it was found to be insignificant and has low 

value in the study conducted at a university in Ahmedabad India 

(Kumar, 2012).  

This study referred to the subjective norm as the social 

pressure that the individual perceived to behave or not 

behave in a certain way as defined by Lionço et al., (2019). 

To test the same concept in a different context, the following 

hypothesis has been developed. 

 H2: Subjective norms influence purchase intention. 
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2.4. Perceived Value 

 

Diverse customers differentiated perceived value based 

on different expectations (Akkaya, 2021). It could either be 

terminal or instrumental (Kautish & Sharma, 2019). 

Perceived value could also refer to monetary perceived 

sacrifice (Ko, 2019). Moreover, it was a price given up to 

obtain a product whose value according to customers had 

four meanings. These meanings could refer to low price, 

whatever they wanted in product or service, the quality 

received for the price, and what has been received for 

whatever given (Zeithaml, 1988). It is further described as 

the acceptable price range concept that bridges perceived 

quality, evaluation, and choice (Dodds et al., 1991). It 

influenced customers' behavior in purchasing what they 

value and contributed to their intention to purchase (Ko, 

2019). Perceived value also referred to the willingness to 

buy (Chen et al., 2021). However, perceived value is also 

affected by lifestyle and varied across different product 

categories (Akkaya, 2021) which included perceived 

innovation and perceived greenness (Chen et al., 2021).  
Perceived value was considered one of the variables that 

assisted in creating a competitive advantage (Ko, 2019). It 

was found to be one of the most decisive factors impacting 

consumers’ perception of some specific product and their 

purchase intention (Tong & Su, 2018). Apart from product 

innovation and quality, consumers valued the ethical aspect 

of a product, and there was a willingness to pay for ethical 

products (Vermeir & Verbeke, 2008). Thus, consumers tend 

to purchase green products when perceived benefits were 

greater than perceived costs (Kautish & Sharma, 2019). 

Moreover, purchase price value together with brand equity 

and perceived corporate social responsibility efforts 

influenced purchase intention (Chang & Jai, 2015). 
A study of sample consumers of branded phones in Ho 

Chi Minh Vietnam confirmed that perceived value had a 

positive influence on purchase intention (Dam, 2020). The 

same result has been found in a study conducted in the 

context of purchase intention of hydrogen-electric 

motorcycles in Taiwan wherein it is concluded that 

perceived value is significantly related to purchase intention 

(Chen et al., 2012).  

This study referred to perceived value as the price given 

up to obtain a product for whatever is given according to 

Zeithaml (1988). To test the same concept in a different 

context, the following hypothesis has been developed. 

H3: Perceived value influences purchase intention. 

 

2.5 Perceived Quality 
  

 Perceived quality is related to brand equity and is a mix 

of different marketing elements including price. It is the 

consumer’s judgment about the superiority or excellence of 

the product (Zeithaml, 1988) and provides consumers 

reason to buy (Tong & Su, 2018). Perceived quality’s 

relationship has also been studied in relationship with brand 

equity and by increasing perceived quality, price is related 

positively to brand equity (Yoo et al., 2000).  

 Perceived quality’s effect on purchase intention of 

organic apparel was confirmed in a study conducted on 

college students in the United States with the female more 

positive compared to male respondents (Tong & Su, 2018). 

A moderate significant relationship was found between 

perceived quality and emotional value towards purchase 

intention of both American and local products in Malaysia 

(Asshidin et al., 2016). Perceived quality also mediated trust 

and purchase intention in social media (Navitha Sulthana & 

Vasantha, 2021).  

This study referred to perceived quality as the 

consumer’s judgment about product excellence aligned with 

Zeithaml (1988). To test the same concept in a different 

context, the following hypothesis has been developed. 

 H4: Perceived quality influences purchase intention. 

 

2.6 Social Media 

 
 Social media is defined as “a group of Internet-based 

applications that were built on the ideological and 

technological foundations of Web 2.0, and that allowed the 

creation and exchange of user-generated content” (Kaplan 

& Haenlein, 2010). It allowed consumers to communicate 

with thousands of people well beyond their network (Saeed 

et al., 2019) and was heavily found in advertising articles 

now that it was used in product and service promotions 

(Rudyk et al., 2013). It is a low-cost marketing tool that is 

highly accessible and scalable, and able to produce, 

distribute, and collect a broader quantity of knowledge 

irrespective of time and space (Sogari et al., 2017).  

 In the Chinese consumer concept, engagement with 

social media and with their peers were important social 

influences that were directly tied to increasing sustainable 

apparel purchase intentions (Zhao et al., 2019). Research on 

social media users in Pakistan also revealed that social 

media influenced purchase intention (Saeed et al., 2019). 

Researching the general population, it was found that social 

media trust and perceived quality influences purchase 

intention (Navitha Sulthana & Vasantha, 2021). The apparel 

brand's social media marketing activities' relationship with 

customer response was mediated by brand equity in a study 

conducted in Pakistan (Khan et al., 2019).  

This study referred to social media’s purpose it served to 

the consumer such as using them to find, learn and gain 

knowledge and information as defined by Rudyk et al. 

(2013). To test the same concept in a different context, the 

following hypothesis has been developed. 

 H5: Social media influence purchase intention. 
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2.7 Purchase Intention 

 Purchase intention referred to the consumer’s interest to 

get a particular product or service either in the long term or 

short term (Sa’ait et al., 2016). This definition was the 

reference of this research. It also referred to the consum

er's tendency to purchase a brand routinely (Diallo, 20

12). Purchase intention is recognized as part of consumer 

behavior and is frequently used to forecast sales of an 

existing product. 

 

 

3. Research Methods and Materials 

 

3.1 Research Framework 
  

 This study attempts to determine what factors influence 

the purchase intention of millennials of Metro Manila 

towards environmentally sustainable products. Included in 

the factors to assess, which also represent the independent 

variables, are environmental knowledge (Hosseinpour et al., 

2015; Kumar, 2012; Mohd Suki, 2016), environmental 

attitude (Azam & Ashraf, 2017; Duong, 2021; Kautish & 

Sharma, 2019; Morel et al., 2012), subjective norms 

(Kumar, 2012; Lionço et al., 2019), perceived value 

(Akkaya, 2021; Chen et al., 2012; Dam, 2020; Dodds et al., 

1991; Tong & Su, 2018), perceived quality (Hosseinpour et 

al., 2015; Navitha Sulthana & Vasantha, 2021; Tong & Su, 

2018), and social media (Navitha Sulthana & Vasantha, 

2021; Saeed et al., 2019; Zhao et al., 2019). Referring to the 

articles reviewed, the following conceptual framework was 

developed to assist the research.  

 

 
Figure 1: Research Framework 

 

 

 

 Moreover, hypotheses were developed based on the 

conceptual framework to determine if the factors presented 

have a significant influence on purchase intention. The 

hypotheses of this study are: 

 H1a: Environmental knowledge (EK) has a significant 

influence on environmental attitude. 

 H1: Environmental attitude (EA) has a significant 

influence on purchase intention. 

 H2: Subjective norm (SN) has a significant influence on 

purchase intention. 

 H3: Perceived value (PV) has a significant influence on 

purchase intention. 

 H4: Perceived quality (PQ) has a significant influence 

on purchase intention. 

 H5: Social media (SM) has a significant influence on 

purchase intention. 

 

3.2 Research Methodology 
  

 The research was conducted by developing a survey 

questionnaire. This questionnaire consisted of three parts 

such as screening questions, demographic questions 

composed of age, educational background, gender, total 

working experience, income group, and frequency of 

clothing purchase, and Likert scale questions. Likert-scale is 

utilized to measure each factor’s influence on consumer’s 

purchase intention with 5 denoting "Strongly Agree" and 1, 

"Strongly Disagree". The Likert-scale questionnaire has a 

total of 23 questions comprised of four questions to 

determine environmental knowledge adopted from Sidique, 

et al. (2010), four questions to determine environmental 

attitude adopted from Do Valle et al. (2005), three questions 

to determine subjective norms adopted from Kumar (2012), 

three questions to determine perceived value adopted from 

Dam, T. (2020), three questions to determine perceived 

quality adopted from Yoo et al. (2000), three questions to 

determine social media influence adopted from Zhao et al. 

(2019), and three questions to determine purchase intention 

adopted from Kumar (2012). The questions were composed 

using Google Forms and distributed to sample respondents 

for pilot testing to determine the reliability of the 

questionnaire, and eventually to conduct the research. 

   

3.2.1 Population and Target Sample  

 As of the year 2021, Metro Manila has a total population 

of 14 million including the target population of 6.4 million 

individuals aged 20 to 49 to which millennial generations 

belong (Age-Specific Population Projection, 2021)Using 

this target population, the proper sample size at a 5% margin 

of error is 400 respondents based on the formula by Yamane 

(1967). The study focuses on millennials of Metro Manila, 

Philippines, thus convenience and snowball sampling 

methodology were done to reduce the time of data collection.  
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3.2.2 Reliability Test 

The distinguished indicator to measure and test the 

reliability of a research questionnaire is Cronbach’s Alpha 

(Peter, 1979). A variable with   0.700 at 5% margin of 

error is considered to have acceptable to excellent internal 

consistency (George & Mallery, 2019). The pilot testing 

resulted in an  = 0.917 for environmental knowledge with 

three items,   = 0.930 for environmental attitude with four 

items,  = 0.862 for subjective norm with three items,  = 

0. 910 for perceived value with three items,  = 0.979 for 

perceived quality with three items,  = 0.955 for social 

media with three items, and  = 0.726 for purchase intention 

with four items. Thus, the questionnaire used in this research 

was reliable. 

 

3.2.3 Data Analysis 

The quantitative method was used to analyse the results 

of the research using Statistical Package for Social Science 

(SPSS) Statistics Grad Pack version 28.0. Cronbach’s Alpha 

was used to test the reliability of the questionnaire to 

determine whether there were any confusing items, 

inconsistencies, or errors in the variables used for the 

questionnaire in which the results were provided in Table 1. 

 Descriptive data analysis was used to analyse 

demographic information and background of respondents 

while statistical analyses such as Simple Linear Regression 

and Multiple Linear Regression were used to determine the 

relationship between the dependent and independent 

variables. Simple Linear Regression was used to determine 

the relationship and significance of the independent 

variable's environmental knowledge towards the dependent 

variable's environmental attitude. On the other hand, 

Multiple Linear Regression was used to determine the 

relationship and significance of the independent variables 

such as environmental attitude, subjective norm, perceived 

value, perceived quality, and social media towards the 

dependent variable, purchase intention. 

 

 

4. Results and Discussion 

 

4.1 Demographic Profile Summary 
 

After collecting the demographic information of the 

respondents, they were analyzed using descriptive statistics. 

These data described the individual respondent’s general 

characteristics. 

 

 
Figure 2: Sample Population Age 

 

Figure 2 shows that majority of the 400 sample 

respondents were between 36-40 years old with 62.70%, 

while the 30-35 years old consisted of 21.30%, and 25-30 

years old made up the remaining 16.00% of the respondents. 
 

 
Figure 3: Sample Population Gender 

 

Figure 3 shows that from 400 sample respondents, there 

were more female respondents at 53.75% while the male 

was at 46.25%. 
 

 
Figure 4: Sample Population Educational Background 

 

 Figure 4 shows that 98.25% of the 400 sample 

respondents had a bachelor’s degree while only 1.75% had 

a graduate degree. 
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Figure 5: Sample Population Working Experience 

 

 Figure 5 shows that among the 400 sample respondents, 

there was 83.00% had more than 10 years of working 

experience while only 16.50% had been working for 6-10 

years and only 0.50% had 1-5 years of working experience. 
 

 
Figure 6: Sample Population Purchase Frequency 

 

Figure 6 shows that among the 400 sample respondents, 

63.75% purchased clothing as needed, 18.75% purchased 

seasonally, and 17.50% of the respondents purchased 

whenever they wanted. 

 

4.2 Hypotheses Testing 

 
After collecting 400 data, questions were abbreviated to 

represent the variables to analyse such as environmental 

knowledge (EK), environmental attitude (EA), subjective 

norm (SN), perceived value (PV), perceived quality (PQ), 

social media (SM), and purchase intention (PI). Simple 

Linear Regression is a statistical analysis used to determine 

the relationship and correlation between the independent 

and the dependent variable. It was also used to test the level 

of significance of the independent variable towards the 

dependent variable. And lastly, the same analysis method 

was used to determine the coefficient of determination R-

square (R2), the statistical measure that represents the 

proportion of the variance for the dependent variable that 

can be explained by the independent variable. In this study, 

Simple Linear Regression was used to analyze the 

relationship between environmental knowledge and 

environmental attitude. 

 
Table 1: Simple Linear Regression Model Summary  

Predictor R2 Sig. B VIF 

EK 0.976 0.000 0.988 1.000 

Note: Dependent variable: EA, p<0.05 

 

Table 2 shows that environmental knowledge has an R2 

value of 0.976 (97.6%) at a 95% confidence level which 

implied that environmental attitude could be explained by 

environmental knowledge by 97.6%. It also shows a 

standardized coefficient of 0.988 (98.8%) which implied the 

increase in environmental attitude if environmental 

knowledge was increased by 1%. 

 Multiple Linear Regression is another statistical analysis 

approach used to determine the relationship, correlation, and 

level of significance of independent variables such as 

environmental attitude, subjective norm, perceived value, 

perceived quality, and social media towards the dependent 

variable purchase intention. 
 

Table 2: Multiple Linear Regression Summary 
Predictor R2 Sig. B VIF 

EA, SN, PV, PQ, SM 0.816 <0.001 - - 

EA - <0.001 0.521 2.215 

SN - <0.001 0.409 2.233 

PV - <0.001 0.106 1.881 

PQ - 0.193 0.039 1.922 

SM - 0.804 -0.007 1.909 

Note: Dependent variable: PI, p<0.05 

 

Table 2 shows that the predictors composed of 

environmental attitude, subjective norm, perceived value, 

perceived quality, and social media have an R2 value of 

0.816 (81.6%) at a 95% confidence level which implied that 

purchase intention could be explained by the said predictors 

by 81.6%. It also shows a standard coefficient of 0.521 

(52.1%) for environmental attitude, 0.409 (40.9%) for social 

media, 0.106 (10.6%) for perceived value, 0.039 (3.9%) for 

perceived quality, and -0.007 (-0.7%) for social media which 

implied the increase in purchase intention if independent 

variables were increased by 1%. Table 3 also shows the 

highest Variance Inflation Factor (VIF) is 2.233 from the 

subjective norm and the lowest was from the perceived 

value of 1.881. The Variance Inflation Factor (VIF) test 

measures the value of multicollinearity among the factors 

and provides the level of collinearity. A VIF value of 5.0 or 

higher indicates a high correlation that is problematic, thus, 

less than or equal to 5.0 is better and ensures no overlapping 

variables (Akinwande et al., 2015). Therefore, 

multicollinearity did not exist in the variables. 

 The results of simple linear regression from Table 1 and 

the multiple linear regression from Table 2 were further 
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utilized to determine the significant variables influencing 

purchase intention towards environmentally sustainable 

clothing which are discussed in the following section. 

 

Hypothesis 1 

H1ao: Environmental knowledge has no significant 

influence on environmental attitude. 
H1aa: Environmental knowledge has a significant influence 

on environmental attitude. 
From Table 1, the level of significance of environmental 

knowledge equals 0.000 which is less than the p-value of 

0.05 at a 95% confidence level. This means the null 

hypothesis is rejected, and it can be concluded that 

environmental knowledge has a significant influence on 

environmental attitude. 

 

Hypothesis 2 

H1o: Environmental attitude has no significant influence on 

purchase intention. 
H1a: Environmental attitude has a significant influence on 

purchase intention. 
From Table 2, the level of significance of environmental 

attitude is less than 0.001 which is less than the p-value of 

0.05 at a 95% confidence level. This means the null 

hypothesis is rejected, and it can be concluded that 

environmental attitude has a significant influence on 

purchase intention. 

 

Hypothesis 3 

H2o: Subjective norm has no significant influence on 

purchase intention 

H2a: Subjective norm has a significant influence on 

purchase intention 

From Table 2, the level of significance of the subjective 

norm is less than 0.001 which is less than the p-value of 0.05 

at a 95% confidence level. This means the null hypothesis is 

rejected, and it can be concluded that subjective norm has a 

significant influence on purchase intention. 

 

Hypothesis 4 

H3o: Perceived value has no significant influence on 

purchase intention 

H3a: Perceived value has a significant influence on purchase 

intention 

From Table 2, the level of significance of the perceived 

value is less than 0.001 which is less than the p-value of 0.05 

at a 95% confidence level. This means the null hypothesis is 

rejected, and it can be concluded that perceived value has a 

significant influence on purchase intention. 

 

Hypothesis 5 

H4o: Perceived quality has no significant influence on 

purchase intention 

H4a: Perceived quality has a significant influence on 

purchase intention 

From Table 2, the level of significance of perceived 

quality is 0.193 which is greater than the p-value of 0.05 at 

a 95% confidence level. This means the null hypothesis is 

accepted, and it can be concluded that perceived quality has 

no significant influence on purchase intention. 

 

Hypothesis 6 

H5o: Social media has no significant influence on purchase 

intention 

H5a: Social media has a significant influence on purchase 

intention 

From Table 2, the level of significance of social media is 

0.804 which is greater than the p-value of 0.05 at a 95% 

confidence level. This means the null hypothesis is accepted, 

and it can be concluded that social media has no significant 

influence on purchase intention. 

Three factors are significantly influencing millennials’ 

purchase intention towards environmentally sustainable 

clothing based on the result of their p-values such as 

environmental attitude, subjective norm, and perceived 

value. 

 

4.3 Discussions 

 
 Factors studied and analyzed were environmental 

knowledge, environmental attitude, subjective norm, 

perceived value, perceived quality, and social media. The 

questionnaire used to conduct the research was reliable 

according to the result of Cronbach’s alpha from the pilot 

testing. Variance inflation factors resulted in less than 5.0 

signifying no multi-collinearity existed among the variables. 

The R-value is equivalent to 81.6% implying that at a 95% 

confidence level, purchase intention could be explained by 

the predictors. However, hypothesis testing showed that 

only environmental attitude, subjective norms, and 

perceived value had a significant influence on purchase 

intention towards environmentally sustainable clothing. The 

highest factor influencing purchase intention was 

environmental attitude ( = 0.521) followed by subjective 

norm ( = 0.409) and perceived value ( = 0.106). These 

results were aligned with the previous research conducted 

by Morel (2012), Lionço et al. (2019), and Chen et al. (2012) 

concerning the influence of environmental attitude, 

subjective norms, and perceived value towards purchase 

intention respectively. 

 On the other hand, the research resulted in perceived 

quality ( = 0.039), and social media ( = -0.007) being 

unsupported which were not aligned with the results of 

previous research. This might be due to perceived quality 

being considered to be a part of or directly related to the 

perceived value (Zeithaml, 1988). Social media was also 

insignificant in this study. This may be due to millennials’ 

environmental norms, values and behavior were not easily 
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altered by what they saw on social media as what has been 

observed in the food sector (Hynes & Wilson, 2016). It may 

also be due to the current situation. Lockdowns and 

restrictions in social activities lead to most individuals 

working from home, as indicated by the 63.75% of 

respondents who purchase clothing when needed. Also, the 

male respondents of the research which is equivalent to 

46.35% may have made a difference in the influence of 

social media. This was found in the study by Chika et al. 

(2020) that while social media influences buying behavior, 

men were less influenced compared to women. In addition, 

millennial consumers may have a wide range of experiences 

and have seen the turn of the century when technological 

advancement provides more opportunities. But, they still 

took into consideration traditional values and norms 

enabling them to be mature enough to know and assess when 

to use an available tool for effective decision making. 

 This research was carried out to evaluate the validity of 

the integrated model that was employed, and the results 

produced an interesting combination of factors that both 

confirmed and contradicted at the same time some earlier 

research on a similar concept but different context. Factors 

confirmed to significantly influence purchase intention 

towards environmentally sustainable products were 

environmental attitude, subjective norm, and perceived 

value. While factors rejected and were found to be 

insignificant were perceived quality, and social media, the 

most prominent marketing tool in use today. 

  

 

5. Conclusions 

  

 As a consequence of the research, the government and 

corporate organizations can gain valuable insight into how 

to increase consumers' intentions to purchase 

environmentally sustainable products in general. To 

improve environmental attitudes, the government’s 

environmental department should strengthen existing and 

active non-governmental organizations to advocate 

environmental protection and conservation. This could be 

promoted through programs involving reducing, reusing, 

and recycling all aspects of a product from production, 

consumption, and disposal. Developing and incorporating 

environmental awareness programs into schools’ and 

universities’ curricula could help to form the minds of the 

next generation about the necessity of protecting the 

environment. This will both develop an environmental 

attitude at a young age, and likewise, encourage other 

members of the family to support environmental initiatives. 

By offering incentives, the government could encourage 

business organizations to collaborate and develop 

environmentally friendly products. This would serve to ease 

local environmental circumstances while also contributing 

to the country's collective response to global issues.  

 Green or “environment-friendly certification” from a 

credible certifying agency is recommended for business 

organizations including suppliers and manufacturers of 

environmentally sustainable clothing. It is also 

recommended that environmentally friendly packaging, 

labels, and tags be utilized to create awareness and 

guarantee consistency with the advocacy campaign. 

Business organizations should also be involved in and vocal 

about supporting environmental groups that share their 

values and vision for the future. Advertisements and 

business communications should encourage consumers to 

care for the environment for the sake of the next generation.  

 Cultural values and traditions should be incorporated in 

environmental marketing communications because culture 

identifies a nation that must be protected and preserved. 

Furthermore, a business organization may look into sharing 

a portion of the proceeds to be donated to charity to restore 

areas that were harmed by past blunders. Lastly, the concept 

of environmentally sustainable clothing and products should 

not be abused and exploited to raise prices. Prices should be 

maintained realistically so that consumers do not become 

hostile to the message of environmental protection support 

and consider it to be just another business maneuver to gain 

more profit than what is expected. 

 This study was limited to millennials in Metro Manila 

and did not include any other age groups. Therefore, the 

outcomes should not be interpreted as representing the 

behavior of a particular generation or consumers from a 

general place in a general context. Additionally, the purpose 

of this research aimed to investigate a variety of 

characteristics that influence purchase intention. Since the 

investigation into the link between each aspect is not 

conducted, additional studies in the same context but using 

a different analytical technique may be undertaken. This 

may have resulted in a different set of conclusions and may 

have provided unique insights into customer behavior in the 

area of environmentally sustainable clothing. Finally, due to 

the restrictions on physical interactions imposed by the 

COVID-19 situation, an online survey method was used for 

data collection. Respondents may perceive the survey as a 

market launch of a particular product or brand in which they 

are not interested in participating at the time of the survey, 

which may have a significant impact on how they respond 

to the questionnaire. An exploratory qualitative technique, 

on the other hand, might be useful in the future to further 

explain the backdrop and goal of the research and motivate 

participants to express themselves as well as open up about 

topics that have not been explored or examined in this study. 
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