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Abstract

Research into consumer behaviour has been captivated by fashion clothing. This
study investigates how Indonesian youth engage with fashion apparel, exploring
the impact of fashion consciousness and materialism on their involvement and
purchases. The main goal is to validate theoretical models in an Indonesian
context. A survey gathered 101 valid responses. Speculative narratives influence
Indonesian consumers' engagement with fashion, affecting purchasing behaviour.
Gender roles didn't play the expected role. Fashion consciousness and materialism
positively influence involvement, which in turn affects clothing purchases. This
study guides fashion marketers targeting Indonesian youth toward values-aligned
strategies. Future research could broaden samples and explore other product
categories.

Keywords: fashion consciousness, fashion clothing involvement, materialism,
fashion clothing purchase involvement, gender.

Abstrak

Penelitian perilaku konsumen telah terpikat oleh pakaian fashion. Studi ini
menyelidiki bagaimana pemuda Indonesia terlibat dengan pakaian fashion,
mengeksplorasi dampak dari kesadaran fashion dan materialisme pada
keterlibatan dan pembelian mereka. Tujuan utamanya adalah untuk memvalidasi
model teoretis dalam konteks Indonesia. Sebuah survei mengumpulkan 101
tanggapan yang valid. Narasi spekulatif memengaruhi keterlibatan konsumen
Indonesia dengan mode, memengaruhi perilaku pembelian. Peran gender tidak
memainkan peran yang diharapkan. Kesadaran mode dan materialisme
memengaruhi keterlibatan secara positif, yang pada gilirannya memengaruhi
pembelian pakaian. Studi ini memandu para pemasar mode yang menargetkan
kaum muda Indonesia menuju strategi yang selaras dengan nilai. Penelitian di
masa depan dapat memperluas sampel dan mengeksplorasi kategori produk
lainnya.

Kata Kunci: fashion consciousness, fashion clothing involvement, materialism,
fashion clothing purchase involvement, gender.



1. INRODUCTION

Consumer values in developing countries are rapidly evolving due to
globalization, with heightened awareness of international luxury brands seen as
extensions of self-awareness, driving continuous purchases (Handa and Khare,
2013). Indonesia boasts the largest economy in Southeast Asia and holds
significant importance among developing nations (The World Bank, 2022). The
growing middle class, constituting at least 52 million economically stable
individuals, further propels the country's economic landscape(The World Bank,
2020). The luxury fashion sector is anticipated to generate USD 465.40 million in
2023, with an estimated annual growth rate of 3.22% (CAGR 2023-2028)
(Statista, 2023), establishing Indonesia as a potentially lucrative market for luxury
fashion companies.

Despite being out of the workforce, young students present a substantial
market for various products and services. In developing countries, youth
increasingly adopt materialistic lifestyles, exhibiting preferences similar to
Western counterparts, particularly in fashion-related products (H. J. Park et al.,
2007). This trend is expected to escalate alongside rising disposable incomes.

The study focuses on students at Muhammadiyah Surakarta University, a
demographic with escalating purchasing power and exposure to Western
influences (Adib and EI-Bassiouny, 2012). University students are often indicative
of broader trends (Abdelmaaboud et al., 2020). Chosen for its representation of
Indonesia’s youthful populace from diverse regions, Muhammadiyah Surakarta
University anchors this research. Fashion adoption theory (Sproles, 1979) forms
the basis, exploring consumer behavior driven by fashion and its associated
variables.

The study emphasizes fashion's role in product selection, driven by
motivations to stay current (Sproles and Burns, 1994). Addressing social and
psychological needs (e.g., expectations, boredom), fashion plays a pivotal role in
people's acceptance. This study employs fashion adoption theory to delve into
young Indonesians' fashion consciousness and materialistic tendencies, seeking

insights into their fashion clothing purchase involvement.



While Indonesia's market undergoes transformative shifts, research on the
antecedents of luxury fashion's penetration remains limited (Sung-Min Na and
Kyu-Hye Lee, 2016). To address this gap, the paper examines Indonesian youth
participation in fashion clothing, investigating fashion consciousness and
materialism. This article complements existing literature by unveiling key
determinants of fashion clothing involvement and purchases among young

Indonesian students in the emerging market.

2. METHOD

2.1 Research design and methodology

The bond between individuals and objects, such as clothing, is predominantly
guided by their engagement with fashion clothing, rendering it a pivotal factor in
consumer purchase behavior research (O’Cass, 2000). With this in view, a
comprehensive descriptive study is conducted to assess the levels of fashion
consciousness, materialism, involvement with fashion clothing, and FCPI among
students at Muhammadiyah Surakarta University in Indonesia. To assess the
mentioned hypotheses, the researcher employed Pearson correlation and partial
least square-structural equation modeling (PLS-SEM) and conducted using Smart
PLSv.3 to examine the proposed conceptual model.

2.2 Population and sample

University students were selected as the participants for this study, specifically
focusing on young adults enrolled at Muhammadiyah Surakarta University in
Indonesia. Consequently, a convenience sampling method was utilized to gather
101 valid questionnaires from students.

2.3 Data collection methods

A structured survey questionnaire was employed to gather data from
undergraduate students at Muhammadiyah Surakarta University.

2.4 Questionnaire design

Depending on the previous literature, the questionnaire, and its variables’

measurement items, was developed.



2.5 Measurement

All items except gender were scored using a five-point Likert scale from 5
(strongly agree) to 1 (strongly disagree). Variable gender is measured with a
dummy variable because there are only two options: female or male. Dummy
variables are measured on a nominal scale, value is 2 if the respondent is female
and 1 if the respondent is male (Paulson, 2006). The scale used for the level of
fashion consciousness was developed by Nam et al. (2007) study. Materialism
was measured using a scale developed by Richins and Dawson (1992). To
measure consumer’s involvement in fashion clothing, we employ the scale of
O'Cass (2004). Finally, FCPI was measured using the O'Cass and Choy (2008)
scale.

3. RESULTS AND DISCUSSION

This study employs SEM-PLS analysis, and the calculation process is supported
by a software application. Partial least squares analysis (PLS) is a multivariate
statistical technique that allows comparisons between multiple dependent
variables and multiple independent variables. PLS is a variant-based statistical
method for SEM designed to solve multiple regression when specific problems
arise in the data, e.g. studies with small sample sizes, missing values and
multicollinearity. Partial least squares (PLS) models are evaluated by evaluating
the outer model and evaluating the inner model. In this research, 64% of the
participants were female, while the remaining portion of the sample comprised
male respondents.

3.1 Outer Models

The various stages of the SEM-PLS analysis use four criteria to evaluate external
reflections, namely, to test the validity and reliability of variables by considering
Cronbach's alpha, composite reliability, and average variance (AVE) for each
variable. Depending on the number of indicators used to evaluate variables in this
study, the estimated PLS model was formed as follows. The test results in figure
1.
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Figure 1. Outer Model
Source: Primary Analysis Data, 2023.
3.1.1 Validity Test
1) Convergent Validity

Convergence validity was evaluated using external loading values or load factors.
Indicators with external loading > 0.70 are considered valid. All indicators' values
in Table 4.10 surpass this threshold, indicating strong convergence validity.
Additionally, the AVE (average variance extracted) values can be used to gauge
convergence. If AVE > 0.5, convergence is valid; if < 0.5, it's invalid. This
assessment confirms good convergence validity for all research variables.

The AVE (average variance extracted) values in Table 4.11 indicate strong
discriminant validity. Values exceeding 0.5 are considered valid. "Fashion
clothing involvement” has an AVE of 0.695, "Fashion clothing purchase
involvement" has an AVE of 0.778, "Fashion consciousness™ has an AVE of 0.722,
"Gender" has an AVE of 1, and "Materialism" has an AVE of 0.664. Overall, AVE
scores >0.5 affirm good discriminant validity across all variables.

2) Discriminant Validity
The cross-loading values provided above demonstrate that each indicator is most

strongly associated with its designated variable compared to other variables.



These results affirm the robust discriminant validity of the indicators used in this
study.

3.1.2 Reliability Test

1) Composite Realibility

The combined reliability scores for each variable in this study are shown below.
As per the criterion of composite reliability, a value greater than 0.70 indicates
reliability. The obtained scores for the variables are as follows: fashion clothing
involvement (0.919), fashion clothing purchase involvement (0.933), fashion
consciousness (0.928), gender (1), and materialism (0.947). These values affirm
the reliability of the variables.

2) Cronbach’s Alpha

The reliability of variables was further assessed using Cronbach's alpha value,
reinforcing the findings from the comprehensive reliability test. A variable is
considered reliable if its Cronbach's alpha exceeds 0.70. The Cronbach's alpha
values for the variables are as follows: fashion clothing involvement (0.89),
fashion clothing purchase involvement (0.905), fashion consciousness (0.903),
gender (1), and materialism (0.936). These values, detailed in Table 4.14, confirm
the reliability of the mentioned variables.

3.1.3 Multicollinearity Test

The multicollinearity test, conducted to assess potential multicollinearity among
variables by examining their correlation, yielded results indicating no significant
issues. The test involved evaluating Variance Inflation Factor (VIF) values for
each variable, with all values falling below the threshold of 5, which is considered
acceptable. This suggests that multicollinearity is not a major concern in the
analysis.

3.2 Inner Model

Inner models are structural models used to predict causal relationships between
latent or indirectly measurable variables. Structural models (inner models)
describe causal relationships between latent variables in terms of theoretical
content. Examine relationships between latent constructs using structural models.

The model was evaluated by goodness-of-fit (coefficient determination (R-



square), f-square, and Q-square predictive correlation) and hypothesis
testing(direct and indirect effects).
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Figure 2. Inner Model
3.2.1 Goodness of Vit Test
The purpose of a fit test is to find out whether the distribution of the data obtained
from a sample follows a certain theoretical distribution (Ahamad & Ariffin, 2018).
Structural model estimation is performed to show the relationship between
explicit and latent variables for primary predictors, mediators, and outcome
variables in complex models. The model fit test consists of three tests, R-squared
(R?), f-squared (f%), and Q-squared (Q?).
1) Coefficient Determination (R?)
The coefficient of determination (R-squared) measures the extent to which the
dependent variable is influenced by other variables. In the structural model, an R-
squared value of 0.67 or higher indicates a strong influence of independent
variables on the dependent variable, while scores between 0.33 and 0.67 represent
a moderate influence. Values between 0.19 and 0.33 are considered weak.
2) f-Square
In addition to evaluating the significance of relationships between variables, it's

also important to assess the effect size between variables using the f-square



(Sarstedt et al., 2017). An f-square value of 0.02 indicates a small effect, 0.15
represents a medium effect, and 0.35 corresponds to a large effect. Values below
0.02 are typically disregarded.

Analysis reveals effect sizes: f-square > 0.35 implies strong impact.
Notably, Fashion Clothing Involvement on Fashion Clothing Purchase
Involvement and Materialism on Fashion Clothing Involvement exert large
influences. F-squares 0.15 - 0.35 denote moderate effects; none observed. Small
effects (f-square 0.02 - 0.15) include Fashion Consciousness, Gender on Clothing
Involvement, and Gender on Purchase Involvement.

Notably, the influence of Fashion Consciousness on Materialism and the
influence of Gender on Materialism are deemed insignificant as their f-square
values fall below 0.02.

3) Predictive Relevance (Q?)

Q-square predicts correlation, a measure of how well a capital and its parameter
estimates generate observations. A Q-squared value > 0 indicates that the model is
predictively relevant. A Q-squared value < 0 means that the model's predictions
are less relevant. A value of Q%> indicates that the model has predictive relevance,
and Q%<0 indicates that the model does not have predictive relevance. The Q?
value is shown in below:

Q-Square=1-(1-R12) (1-R22)...(1-Rp2)
=1-[(1-0.753) (1-0.648) (1-1)]
=1-1[(0.247)(0.352)]
=0.913

Based on the calculation above, the Q-squared value is 0.913. This value
explains that 91.3% of the diversity of research materials can be explained by the
research model, while the remaining 8.7% can be explained by other factors
outside this research model. Thus, the value of Q% > 0 indicates that the model is
appropriate.

3.2.2 Hypothesis Test
Based on the results of the data processing performed, the results can be used to

answer hypotheses in this study by looking at t-statistics and p-values. The



hypothesis was accepted if the P-value was <0.05. In this study, since there are

independent variables, dependent variables and intervention variables, there are

direct and indirect effects.

1) Direct Effect

In this test, a t-statistic value greater than 1.967 (at a 5% significance level)

indicates a significant effect. Additionally, when the obtained P value for each

variable is less than 0.05, the null hypothesis (HO) can be rejected. The direct

effect test results reveal the impact of variables based on the original sample (O),

sample mean (M), standard deviation (STDEV), and T statistics ((O/STDEV)|),

along with the corresponding P values. The findings from the direct effect test are
summarized as follows:

a) The first hypothesis test is whether the Fashion Consciousness has a significant
positive effect on Materialism. Based on the path coefficient table on the
bootstrapping test, the Fashion Consciousness has a negative and insignificant
effect on Materialism. This is indicated by the T-statistic value of 0.263 < 1.96
and the P-value of 0.793 > 0.05. So, it can be concluded that the first
hypothesis is rejected because there is a negative and insignificant influence
between the Fashion Consciousness on Materialism.

b) Test the second hypothesis whether the Fashion Consciousness has a significant
positive effect on Fashion Clothing Involvement. Based on the table of path
coefficients in the bootstrapping test, Fashion Consciousness have a positive
and significant effect on Fashion Clothing Involvement. This is indicated by
the T-statistic value of 3.235 > 1.96 and the P-value of 0.001 < 0.05. So, it can
be concluded that the second hypothesis is accepted because there is a positive
and significant influence between the Fashion Consciousness on Fashion
Clothing Involvement.

c) Test the third hypothesis whether Materialism has a significant positive effect
on Fashion Clothing Involvement. Based on the path coefficient table in the
bootstrapping test, Materialism has a positive and significant effect on Fashion
Clothing Involvement. This is indicated by the T-statistic value of 5.646 > 1.96
and the P-value of 0 < 0.05. So, it can be concluded that the third hypothesis is



accepted because there is a positive and significant effect of Materialism on
Fashion Clothing Involvement.

d) Test the fourth hypothesis whether Fashion Clothing Involvement has a positive
effect on Fashion Clothing Purchase Involvement. Based on the path
coefficient table in the bootstrapping test, Fashion Clothing Involvement has
positive significant effect on Fashion Clothing Purchase Involvement. This is
indicated by the T-statistic value of 9.102 > 1.96 and the P-value of 0 < 0.05.
So, it can be concluded that the fourth hypothesis is accepted because there is a
positive and significant effect of Fashion Clothing Involvement on Fashion
Clothing Purchase Involvement.

e) The sixth hypothesis examines Gender's moderating effect on proposed model
variables. Via path coefficient bootstrapping, the hypothesis is divided into four
parts. The first part tests if Gender moderates Fashion Consciousness and
Materialism. Analysis of Moderating Effect 1 vs. Materialism reveals T-
statistic 0.267 < 1.96 and P-value 0.790 > 0.05, signifying no Gender
moderation from Fashion Consciousness to Materialism.

The second hypothesis is Gender moderates the relationship between
Fashion Consciousness and Fashion Clothing Involvement. The results of the path
coefficient test between Moderating Effect 2 and Fashion Clothing Involvement
show that the value of the specific indirect effect on the T-statistic is smaller than
the T-table, namely 1.498 < 1.96 and the P-value is 0.135 > 0.05. So, it can be
concluded that Gender is not moderated from Fashion Consciousness to Fashion
Clothing Involvement.

Hypothesis three explores Gender's moderation in the Materialism-Fashion
Clothing Involvement relationship. However, the path coefficient test for
Moderating Effect 3 and Fashion Clothing Involvement indicates a specific
indirect effect value of 1.363. This value is under the T-table threshold of 1.96,
and the P-value is 0.174, exceeding 0.05. Therefore, Gender is not a significant
moderator from Materialism to Fashion Clothing Involvement.

Hypothesis four explores Gender's moderating effect on Fashion Clothing

Involvement and Fashion Clothing Purchase Involvement. Analysis of path
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coefficient, specifically Moderating Effect 4 on Clothing Purchase Involvement,
shows 1.348 indirect effect below 1.96 threshold. P-value (0.178) surpasses 0.05,
indicating Gender lacks significant moderating impact on the two variables'
association.

So, it can be concluded that the sixth hypothesis is rejected because there
is a negative and insignificant influence of Gender that moderates the relationship
between the proposed variables of the model.

2) Indirect Effect

Test the effect of Fashion Consciousness -> Materialism -> Fashion Clothing
Involvement. The results of the analysis can be seen in the indirect effect of the
bootstrapping technique:

a) The fifth hypothesis tests whether Materialism mediates the Fashion
Consciousness on Fashion Clothing Involvement. The results of the path
coefficient test between the Fashion Consciousness and Fashion Clothing
Involvement show that the value of the specific indirect effect on the T-statistic is
smaller than the T-table, namely 0.270 < 1.96 and the P-value is 0.788 > 0.05. So,
it can be concluded that the fifth hypothesis is rejected because there is a negative
and insignificant influence of Materialism that mediated the relationship between
Fashion Consciousness and Fashion Clothing Involvement.

3.3 Discussion

Recently, many branded clothing stores have opened in Indonesia. High-quality
apparel fashion careers for young generations will thus represent an important
market segment with high potential and lucrative opportunities (EI Din and El
Sahn, 2013). This study aims to uncover factors impacting clothing and purchase
engagement among young Indonesian consumers.

First, this study found an insignificant negative correlation between
fashion consciousness and materialism (T-statistic = 0.263 < 1.96; P-value = 0.793
> 0.05). The results are not consistent with the work of Leung et al. match. (2015)
which not indicated that a fashionista or fashion-conscious individual oftenly
relies on the style/design of luxury brands to enhance his/her appearance. Instead,

fashion can be a way for individuals to express their individuality, creativity and
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identity. In this context, fashion consciousness may not necessarily be associated
with materialism, but rather with artistic expression (Muposhi and Chuchu, 2022).
It is important to distinguish between an appreciation of fashion and materialism.
One can enjoy fashion without being overly materialistic. The main difference is
how much an individual values material possessions and whether they prioritize
them over anything else (Segev et al., 2015). Materialism is influenced by a
variety of factors, including culture, upbringing, and personal value (Dittmar et
al., 2014). Even if some people show materialistic tendencies because of their
interest in fashion, that doesn't mean there's a direct connection. Moreover, the
fashion industry has made great strides in terms of sustainability and ethical
practices, conscious fashion consumers may actively seek out environmentally
friendly and ethical clothing to counter materialistic tendencies (Kaikobad et al.,
2015).

Second, the results showed a significant positive correlation between
fashion consciousness and fashion clothing involvement (T-statistic = 3.235 >
1.96; P-value = 0.001 < 0.05). The more fashion conscious an Indonesian student
is and the more clothing becomes a key element of his/her everyday life, the more
invested he/she is in fashionable clothing. Thus, the results are consistent with
several previous works (Browne and Kaldenberg, 1997; Khare and Rakesh, 2010).

Third, the study highlights the important role materialism plays in
Indonesian students' exposure to fashionable clothing or fashion clothing
involvement. There was a significant positive relationship between materialism
and fashion clothing involvement (T-statistic = 5.646 > 1.96; P-value = 0 < 0.05).
The results are consistent with other research emphasizing that materialists spend
more time on clothing as they experience the positive effects of better self-status
and reduced self-threat (Arthur et al., 2019; O’Cass, 2004; Richins, 2013) which
would lead people to view fashion clothing as the main reason for their
happiness/success. For the Young Generation Materialists, one's material objects
reflected his/her qualifications or social acceptance (Richins and Rudmin, 1994).
Materialistic values are powerful drivers of participation, attachment, and

purchases of fashionable clothing among Egyptian students.
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Fourth, the results showed that fashion clothing involvement was
significantly positively correlated with Fashion Clothing Purchase Involvement
(T-statistic = 9.102 > 1.96; P-value = 0 < 0.05). The more consumers are exposed
to fashion apparel, the more involved they are in purchasing decisions (Casidy et
al., 2015; Mittal and Lee, 1989). We argue that Egyptian students are highly
involved in purchasing fashion clothing primarily because they believe that
fashion clothing reflects certain social/symbolic values, so they may consider it
along with other factors (i.e. clothing type, the schools they attend, their parents’
jobs, etc.) when compared with others (Khare and Rakesh, 2010).

Fifth, the results showed that Materialism was not mediates the Fashion
Consciousness on Fashion Clothing Involvement. (T-statistic = 0.270 < 1.96; P-
value = 0.788 > 0.05). Fashion Consciousness and Fashion Clothing Involvement
may have a strong, direct link not requiring mediation by Materialism. The
positive, significant effect of Fashion Consciousness on Fashion Clothing
Involvement doesn't involve Materialism. Introducing a mediator weakens the
direct effect by diverting part of its impact through materialism.

Fashion Consciousness and Materialism may have different underlying
motivations. Fashion Consciousness is related to one's interest and awareness of
fashion trends (Naderi, 2013), while Materialism is more about the emphasis on
material wealth (Manchiraju and Krizan, 2015). These different motivations may
have separate and unrelated effects on Fashion Clothing Involvement
(Lertwannawit and Mandhachitara, 2012).

Finally, the results showed that gender was not moderates the relationship
between the proposed variables of the model. Gender roles become fluid and
flexible. In other words: consciousness, materialism, fashion clothing involvement
and their purchases have similar meanings for both sexes in the Indonesian
context; they are not just the prerogative of women. The act of engaging and
shopping, once a female activity, has been redesigned to fit the new male concept.
The results are consistent with studies by Khare (2014) and Vieira (2009), which

showed that men and women now have similar shopping patterns and behaviours.
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4. CONCLUSIONS
4.1 Theoretical contribution
The analysis and discussion reveal that fashion consciousness and materialism
significantly impact exposure to fashionable clothing. They lead in fashion
involvement and luxury fashion consumption among young Indonesian students.
Fashion-conscious students exhibit awareness of various international fashion
brands. The increased role of the media, tourism activities of young generations,
and the entry of foreign brands into a country may attest to her high consciousness
of fashion clothing (Sharda and Bhat, 2018). This work also shows that fashion-
conscious Indonesian students have strong motivations for fashion, which can be
explained by the fact that their status in a social group can be strengthened by
purchasing items that reflect a certain taste/status.
4.2 Managerial Implication
These findings hold significant implications for global marketers aiming to enter
the Indonesian market, guiding strategies in segmentation, positioning, targeting,
communication, and marketing mix. The combination of economic growth and
shifting demographics creates an avenue for apparel manufacturers to focus on a
self-aware, stylish younger demographic. With an inclination toward trendy
clothing to bolster self-image, educated and affluent Indonesian consumers
present a viable marketing opportunity for fashion brands. The practical
implications are evident in urging marketers not to underestimate Indonesia's
fashion market potential, especially considering comparable consumer dedication
to fashion as seen in developed countries, alongside the projected market growth.

The findings also expand the field of knowledge about fashion
consciousness among young Indonesians by highlighting how these groups, place
clothing at the center of their lives to reflect success, attain happiness and flaunt a
certain social status. They show a particular interest in the latest trends as they
want to update their clothing lines. They are easily attracted by the image and
style in the advertisement.

In Indonesia's fashion market, educating young consumers about trends is

crucial. Enhancing fashion consciousness through socialization is key, aided by

14



retailers offering guidance and maintaining online presence. Materialism drives
fashion engagement. Brands should integrate marketing activities for youth
appeal, including culturally relevant advertisements targeting specific social
classes (Wu et al., 2015).

Indonesian students are heavily influenced by advertising, probably
because they are eager to learn about the latest fashion trends, especially those
worn by celebrities. This knowledge will be of great benefit to marketers as it will
help them design appropriate advertising strategies that position fashion apparel as
a central part of the lifestyle of young consumers, ultimately increasing their
product and purchase engagement (Khare and Rakesh, 2010).

4.3 Limitations and areas for future research

Despite the valuable insights provided by this paper, there are still limitations that
could be explored as potential directions for future research. The study's focus on
college students led to a homogenous sample with limited purchasing power.
Thus, the findings primarily apply to student consumers. Also, since the main
focus of this work is consumer involvement with fashion apparel, college students
provided appropriate samples for fashion apparel (Browne and Kaldenberg, 1997;
O’Cass, 2000). Future studies should explore various product categories and
demographics, such as non-students and local pride items like batik, for a
comprehensive model validation. This study employed a non-probability random
sampling technique, suitable for its scope. However, due to a limited sample size
from specific Indonesian regions, result generalization is constrained. Future
research should broaden the sample to enhance validity by encompassing diverse
demographics and geographical areas. Future research could extend this study's
conceptualization and measurement to encompass diverse product categories and
consumer demographics. Incorporating variables tied to values, personality, and
contextual factors could enhance the comprehension of participation in fashion
apparel. Additionally, investigating the impact of novel business models, such as
online and viral marketing, is warranted. Evolving infrastructures might influence
shopping behaviours, values, and apparel commitment, warranting further

exploration.

15



BIBLIOGRAPHY

Abdelmaaboud, A. K., Pefia, A. I. P.,, & Mahrous, A. A. (2020). The influence of
student-university identification on student’s advocacy intentions: the role of
student satisfaction and student trust. Journal of Marketing for Higher
Education, 31(6), 1-23. https://doi.org/10.1080/08841241.2020.1768613

Adib, H., & El-Bassiouny, N. (2012). Materialism in young consumers. Journal of
Islamic Marketing, Vol. 3 No. 3, 255-283.

Ahamad, N., & Ariffin, Mariani. (2018). Assessment of knowledge, attitude and
practice towards sustainable consumption among university students in
Selangor, Malaysia. Sustainable Production and Consumption, 16.

Ajitha, S., & Sivakumar, V. J. (2019). The moderating role of age and gender on
the attitude towards new luxury fashion brands. Journal of Fashion
Marketing and Management, 23(4).

Arthur, D., Herman, C. E., Al Hameli, N. S., & Al Marzooqi, S. Y. (2019).
Materialism in the United Arab Emirates. International Journal of Emerging
Markets, 15(3).

Aydin, H. (2017). Influence of self-monitoring and materialism on fashion
clothing involvement. Journal of Academic Research in Business and Social
Sciences, 7(2), 2222-6990.

Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer
Research, 139-168.

Belk, R. W. (1995). Collecting as luxury consumption: Effects on individuals and
households. Journal of Economic Psychology, 16(3), 477-490.

Browne, B. A., & Kaldenberg, Dennis. O. (1997). Conceptualizing self-
monitoring: Links to materialism and productinvolvement. Journal of
Consumer Marketing , 14(1), 31-44.

Casidy, R., Nuryana, A., & Hijrah Hati, S. (2015). Linking fashion consciousness
with Gen Y attitude towards prestige brands. Asia Pacific Journal of
Marketing and Logistics, 27, 406-420. https://doi.org/10.1108/APJML-09-
2014-0136

Dittmar, H. (1992). The social psychology of material possessions: To have is to
be. Hemel Hempstead: Harvester Wheatsheaf and New York: St. Martin's
Press.

Dittmar, H. (2005). Compulsive buying — a growing concern? An examination of
gender, age, and endorsement of materialistic values as predictors. British
Journal of Psychology, 96(4), 467—-491.

Dittmar, H., Bond, R., Hurst Megan, & Kasser, T. (2014). The Relationship
Between Materialism and Personal Well-Being: A Meta-Analysis. Journal of
Personality and Social Psychology, 107, 879-924.

16



Domagalski, T., & Kasser, T. (2004). The High Price of Materialism. The
Academy of Management Review, 29, 135. https://doi.org/10.2307/20159018

El Din, DG., & El Sahn, F. (2013). Measuring the factors affecting Egyptian
consumers’ intentions to purchase global luxury fashion brands. The Business
& Management Review, 3(4), 44.

Fenigstein, A. (1979). Self-consciousness, self-attention, and social interaction.
Journal of Personality and Social Psychology, 37(1), 75-86.

Gould, S., & Barak, B. (1988). Public self-consciousness and consumption
behavior. The Journal of Social Psychology, 128(3), 393-400.

Gould, S. J., & Barbara B, S. (1989). Gender schema and fashion consciousness.
Psychology & Marketing, 6(2), 129-145.
https://www.researchgate.net/profile/Stephen-
Gould/publication/230292620_Gender_schema_and_fashion_consciousness/
links/5a82045945851504fb35529e/Gender-schema-and-fashion-
consciousness.pdf

Guthrie, M., Kim, H.-S., & Jung, J. (2008). The effects of facial image and
cosmetic usage on perceptions of brand personality. Journal of Fashion
Marketing and Management, 12(2), 164-181.
https://doi.org/10.1108/13612020810874863

Handa, M., & Khare, A. (2013). Gender as a moderator of the relationship
between materialism and fashion clothing involvement among Indian youth.
International Journal of Consumer Studies.

Hourigan, S. R., & Bougoure, U. S. (2012). Towards a better understanding of
fashion clothing involvement. Australasian Marketing Journal (AMJ), 20(2),
127-135.

Kaikobad, N., Zafar, M., Bhuiyan, M. Z., Zobaida, H., & Daizy, A. (2015).
Sustainable and Ethical Fashion: The Environmental and Morality Issues.
Journal Of Humanities And Social Science, 20, 17-22.

Kaur, H., & Anand, S. (2018). Segmenting Generation Y using the Big Five
personality traits: understanding differences in fashion consciousness, status
consumption and materialism. Young Consumers; Bradford , 19(4), 382—401.
https://www.proquest.com/docview/2129519187

Khare, A. (2014). How cosmopolitan are indian consumers?: a study on fashion
clothing involvement. Journal of Fashion Marketing and Management,
18(4), 431-451.

Khare, A., & Rakesh, S. (2010). Predictors of fashion clothing involvement
among Indian youth. Ournal of Targeting, Measurement and Analysis for
Marketing, 18(3/4), 209-220.

17



Koksal, M. H. (2014). Psychological and behavioural drivers of male fashion
leadership. Asia Pacific Journal of Marketing and Logistics, 434.

Lertwannawit, A., & Mandhachitara, R. (2012). Interpersonal effects on fashion
consciousness and status consumption moderated by materialism in
metropolitan men. Journal of Business Research, 65(10).
https://doi.org/10.1016/j.jbusres.2011.10.006

Leung, A. C., Yee, R. W,, & Lo, E. S. (2015). Psychological and social factors of
fashion consciousness: an empirical study in the luxury fashion market.
Research Journal of Textile and Apparel, 19(3), 58-69.

Liao, J., & Wang, L. (2009). Face as a mediator of the relationship between
material value and Brand consciousness. Psychology and Marketing, 26(11),
987-1001.

Manchiraju, Srikant., & Krizan, Zlatan. (2015). What is materialism? Testing two
dominant perspectives on materialism in the marketing literature.
Management & Marketing. Challenges for the Knowledge Society, 10(2),
90-103.

Marzouk, O. A., & Mahrous, A. A. (2020). Sustainable consumption behavior of
energy and Waterefficient products in a resource-constrained environment.
Journal of Global Marketing, 33(5), 1-109.

Mittal, B., & Lee, M. S. (1989). A causal model of consumer involvement.
Journal of Economic Psychology, 10(3), 363—-389.

Muposhi, A., & Chuchu, T. (2022). Influencing millennials to embrace sustainable
fashion in an emerging market: a modified brand avoidance model
perspective. Journal of Fashion Marketing and Management, 1-21.

Naderi, 1. (2013). Beyond the fad: a critical review of consumer fashion
involvement. International Journal of Consumer Studies, 37(1), 84-104.

Nam, J., Hamlin, R., Gam, H. J., Kang, J. H., Kim, J., Kumphai, P., Starr, C., &
Richards, L. (2007). The fashion-conscious behaviours of mature female
consumers. International Journal of Consumer Studies, 31(1), 102—-108.

Nandini, R., & Jeevananda, S. (2014). To study the factors of consumer
involvement in fashion clothing. International Journal of Science and
Research (I1JSR), 7(3), 9-13.

O’Cass, A. (2000a). An assessment of consumers product, purchase decision,
advertising and consumption involvement in fashion clothing. Journal of
Economic Psychology, 21(5), 545-576.

O’Cass, A. (2000b). An assessment of consumers product, purchase decision,
advertising and consumption involvement in fashion clothing. Journal of
Economic Psychology, 21(5), 545-576.

18



O’Cass, A. (2001). Consumer Self-Monitoring, Materialism and Involvement in
Fashion Clothing. Australasian Marketing Journal (AMJ), 9(1), 46-60.
https://doi.org/10.1016/S1441-3582(01)70166-8

O’Cass, A. (2004). Fashion clothing consumption: Antecedents and consequences
of fashion clothing involvement. European Journal of Marketing, 38, 869—
882. https://doi.org/10.1108/03090560410539294

O’Cass, A., & Choy, E. (2008). Studying Chinese generation Y consumers’
involvement in fashion clothing and perceived Brand status. Journal of
Product and Brand Management, 17(5), 341-352.

O’Cass, A., Lee, W. J., & Siahtiri, V. (2013). Can Islam and status consumption
live together in the house of fashion clothing? Journal of Fashion Marketing
and Management, 17(4), 440-459.

O’Shaughnessy, J., & O’Shaughnessy, Nicholas. J. (2007). Reply to criticisms of
marketing, the consumer society and hedonism. European Journal of
Marketing, 41(1/2), 7-16. https://doi.org/10.1108/ 03090560710718076

Park, H. J., Burns, L. D., & Rabolt, N. J. (2007). Fashion innovativeness,
materialism, and attitude toward purchasing foreign fashion goods online
across national borders: The moderating effect of internet innovativeness.
Journal of Fashion Marketing and Management, 11(2).
https://doi.org/10.1108/13612020710751383

Park, H.-J. (2014). The influences of psychological and consumption-related
variables on fashion consciousness. The Research Journal of the Costume
Culture, 22(6). https://doi.org/10.7741/rjcc.2014.22.6.979

Paulson, D. S. (2006). Indicator (Dummy) Variable Regression (1st ed.). Chapman
and Hall/CRC.

Quoquab, F, Yasin, N., & Dardak, R. (2014). A qualitative inquiry of multi-brand
loyalty. Asia Pacific Journal of Marketing and Logistics, 26, 250-271.
https://doi.org/10.1108/APJML-02-2013-0023

Rathnayake, C. V. (2011). An empirical investigation of fashion consciousness of
young fashion consumers in Sri Lanka. Young Consumers, 121-132.

Richins, L. Marsha. (2013). When Wanting Is Better than Having: Materialism,
Transformation Expectations, and Product-Evoked Emotions in the Purchase
Process. Journal of Consumer Research, 40(1), 1-18.

Richins, M. L. (1994). Special possessions and the expression of material values.
Journal of Consumer Research, 21(3), 522-533.

Richins, M. L. (2004). The material values scale: Measurement properties and
development of a short form. Journalof Consumer Research, 31(1), 209-219.
https://doi.org/10.1086/383436

19



Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation for
Materialism and Its Measurement: Scale Development and Validation.
Journal of Consumer Research, 19(3), 303-316.
https://doi.org/10.1086/209304

Richins, M. L., & Fournier, S. (1991). Some theoretical and popular notions
concerning materialism. Journal of Social Behavior and Personality, 6(6),
403-414.

Richins, M. L., & Rudmin, F. W. (1994). Materialism and economic psychology.
Journal of Economic Psychology, 15(2), 217-231.

Sarstedt, M., Ringle, C. M., & Hair, J. (2017). Partial Least Squares Structural
Equation Modeling (C. Homburg, M. Klarmann, & A. Vomberg, Eds.; 15th
ed.). Springer.

Segev, S., Shoham, A., & Gavish, Y. (2015). A closer look into the materialism
construct: the antecedents and consequences of materialism and its three
facets. Journal of Consumer Marketing, 32(2), 85-98.

Seinauskiene, B., Ma _ icinskiene, J., Petrike, I., & Rutelion e, A. (2016).
Materialism as the mediator of the association between subjective well-being
and impulsive buying tendency. Engineering Economics, 27(5).

Sharda, N., & Bhat, A. K. (2018). Austerity to materialism and brand
consciousness: luxury consumption in India. Journal of Fashion Marketing
and Management, 22(2). https://doi.org/10.1108/JFMM-03-2017-0025

Shephard, A., Pookulangara, S., Kinley, T. R., & Josiam, B. M. (2016). Media
influence, fashion, and shopping: a gender perspective. Journal of Fashion
Marketing and Management, 20(1).

Sproles, G. B. (1979). Fashion: Consumer behavior toward dress.

Sproles, G. B., & Burns, L. D. (1994). “Social process of fashion diffusion”,
Changing Appearances: Understanding Dress in Contemporary Society.
137-160.

Statista. (2023, March). Consumer Market Insights Luxury Goods Luxury
Fashion - Indonesia. https://www.statista.com/outlook/cmo/luxury-
goods/luxury-fashion/indonesia#revenue

Sung-Min Na, & Kyu-Hye Lee. (2016). Clothing behavior and attitudes of
Indonesian consumers in their 20s~30s toward Korean fashion brands. The
Research Journal of the Costume Culture, 24(1).
https://doi.org/10.29049/rjcc.2016.24.1.67

The World Bank. (2020, January 30). Aspiring Indonesia: Expanding the Middle
Class. https://www.worldbank.org/en/country/indonesia/publication/aspiring-
indonesia-expanding-the-middle-class

20



The World Bank. (2022, April 5). The World Bank In Indonesia Having
maintained political stabi/ity, Indonesia is one of East Asia Pacific’s most
vibrant democracies, emerging as a confident middle-income country.
https://www.worldbank.org/en/country/indonesia/overview

Vieira, V. A. (2009). An extended theoretical model of fashion clothing
involvement. Journal of Fashion Marketing and Management: An
International Journal, 179-200.

Workman, J., & Lee, S. (2013). Relationships among consumer vanity, gender,
brand sensitivity, brand consciousness and private self-consciousness.
International Journal of Consumer Studies, 37(2), 206-213.
https://doi.org/10.1111/J.1470-6431.2012.01112.X

Workman, J., & Lee, S.-H. (2011). Vanity and public self-consciousness: A
comparison of fashion consumer groups and gender. International Journal of
Consumer Studies, 35(3), 307-315. https://doi.org/10.1111/j.1470-
6431.2010.00934.x

Wu, M. S. S., Chaney, I., Chen, C. H. S., Nguyen, B., & Melewar, T. C. (2015).
Luxury fashion brands. Qualitative Market Research: An International
Journal, 18(3).

Xu, Y. (2008). The influence of public self-consciousness and materialism on
young consumers’ compulsive buying. Young Consumers: Insight and Ideas
for Responsible Marketers, 9(1), 37-48.
https://doi.org/10.1108/17473610810857309

Zhang, J. W., Howell, R. T., & Howell, C. J. (2016). Living in wealthy
neighborhoods increases material desires and maladaptive consumption.
Journal of Consumer Culture, 16(1), 297-316.

21



