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Abstract - Eco and ethical labels play a crucial vole in influencing customer behaviour and have become increasingly
important in the rise of sustainable fashion in both academic study and industry practice. This study aimed to investigate
the relationship between label familiarity, label knowledge, and eco-consciousness, specifically within the textile and
clothing industry, among Singaporean consumers. Additionally, the study explored gender based differences in these
variables. 102 participants completed an online survey to collect data, which was then analyzed using visual
representation, independent t-tests, Levene’s test, and Pearson correlation analysis to look at how these factors related to
one another. The findings indicated that there is no statistically significant difference in the familiarity and knowledge of
ethical and ecolabels between females and males. However, there was a significant difference in eco -consciousness, with
females reporting higher eco-consciousness than males. Moreover, label familiarity is positively correlated with label
knowledge. In addition, a small but significant and positive correlation exists between familiarity towards a label and eco
consciousness. Eco-consciousness and label knowledge did not significantly correlate. These results confirm that the
attitude-behavior gap in sustainable fashion still exists. The results highlight the need for Eco and Ethical label meanings
to be communicated more clearly. This study emphasized how companies and policymakers can increase consumer trust

and encourage more environmentally friendly buying habits.
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1. Introduction
1.1. General Background

The fashion and textile industry is known globally for
using a lot of resources and polluting the environment. The
industry used a considerable amount of synthetic fibres like
polyester and nylon, which were usually created from
petroleum and have been major sources of environmental
damage and microplastic pollution [1]. Making polyester
and other synthetic fibres takes a lot of energy and needs a
lot of metal oxides and metal acetates, which release huge
amounts of carbon dioxide [2]. Microfibres have been the
most common type of microplastics found in wastewater
and freshwaters. They are found in mussels, riverbed
organisms, and the intestines of zooplankton. Nearly 35%
of'the microplastics in the ocean have been estimated to be
generated from washing synthetic fabrics [3]. Inthe past20
years, the production of these fibres have doubled. In 2020,
synthetic fibres comprised 64% of overall fibre production
[4]. The rise of fast fashion has contributed to problems
like textile waste and unfair working conditions [5]. This
leads to the industry being under increasing pressure to use
more environmentally friendly and morally sound methods
throughout the supply chains.

As people become more aware of the effects of
fashion on the environment and society, both consumers
and regulators urge for more openness and responsibility.

Qpose

People are becoming aware of the negative effects of
clothing that are not as obvious, like pollution, unfair
labour practices and excessive production. The increasing
concerns additionally create more pressure on clothing
companies to be more open about the company’s morals
when it comes to fast fashion waste and the working
conditions in factories. Regulators are making the rules for
ethical and sustainable sourcing clearer. In the same way,
governments and regulatory bodies also engage in taking
action. For example, on February 12, 2025, the U.S.A.
brought back the Voluntary Sustainable Apparel Labelling
Act. This law would have created a federal program for
certifying and labelling sustainable clothing. It would also
require the manufacturers to inform customers on how
their products would affectthe environmentand encourage
them to reduce their greenhouse gas emissions [6]. Around
the globe, similar regulatory trends have begun to emerge
that aim to boost sustainable production and consumption
in the textile industry.

It is important to use tools like eco and ethical labels
that inform people of the standards for Sustainability and
ethics. “Ecolabels are certification marks awarded to
products that meet defined environmental standards
through their lifecycle, such as reduced resource use, low
emissions, and responsible sourcing. [7]” The major role is
to educate consumers on the ecological effects of their
spending and to encourage environmentally friendly
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consumption. Although ecolabels emphasize
environmental Sustainability, they reflect only one facet of
the bigger picture. “Ethical labels have concentrated on
identifying products that have obeyed ethical criteria like
remunerating workers with fair wages, complying with
animaltreatment standards and practicing environmentally
sustainable procedures. [8]” They have also been key in
advancing responsible consumption and occasionally
supporting environmental and social justice. “Eco-ethical
labels have brought together environmental and social
criteria, labeling products that have passed higher criteria
for Sustainability and ethical production right along the
entire supply chain. [9, 10]”

Some types of certification labels are necessary to
connect the goals of Sustainability with consumer behavior
in the clothing sector. Those products satisfying rigorous
environmental requirements, such as lesser emissions and
efficiency of resource use, have been identified by the
“Singapore Green Label [11]” and other green labels.
Moreover, clothes produced with a minimum of 70%
organic fibers have been certified by the “Global Organic
Textile Standard (GOTS) [12]” that assess elements such
as chemical toxicity and wastewater management in their
production process. Conversely, ethical labels have sought
to preserve workers’ rights and decent working conditions.
For workers and farmers in developing countries,
“Fairtrade International [13]” promised fair terms of trade,
reasonable prices and good working conditions. They have
promoted ethical sourcing by imposing norms that have
averted child and forced labour, enabled sustainable
production and community development. “WRAP
(Worldwide Responsible Accredited Production) [14]” has
promoted ethical, humane and legal production. By
certifying companies that met its 12 principles, which
covered worker rights, health, safety, and legality, it
ensured that safe sewn goods were manufactured. A few
labels merged ethical and environmentalstandards, such as
B Corporation (B-Corp) and Bluesign. The “B-Corp [15]”
is being awarded to companies that meet rigorous
accountability, transparency, and social and environmental
performance standards. “Bluesign [16]” has certified
clothing suppliers and producers to ensure greater
Sustainability and secure production. Its central aims are
water waste reduction, reduction of dye toxicity, and
worker and consumer safety. These labels all vary with
regard to their objectives, but ultimately lead producers
and consumers to be in a position to make more
responsible choices.

1.2. Literature Review

Fashion sustainability has been extensively
researched, particularly concerning the influence of
ecolabels on consumer behavior. A research study carried
out in Italy focused on exploring the influence of certified
ecolabels on consumer attitudes, purchase intentions, and
willingness to purchase sustainable clothing [17]. Utilizing
an online questionnaire administered through Google
Forms, the study collected more than 250 responses based
on a 5-point Likert scale. The data gathered were analyzed
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using chi-squared tests, ANOVA, Kruskal-Wallis tests,
Levene’s tests, and multiple regression to analyze the
impact of awareness and knowledge on consumer decision-
making. The findings showed that more sustainability-
conscious consumers are more likely to pay a price
premium, and certified ecolabels also build brand
reputation and loyalty.Italso determined a high correlation
between consumers’ awareness of social and
environmental concerns and how willing they are to pay
extra for sustainable fashion products. However, the study
established that most consumers are unaware of ecolabels,
highlighting the importance of education and transparency.
It also noted that women, as well as higher-education
participants, showed more positive attitudes towards
ecolabels. Research carried out in Lithuania to explore the
impactof environmental, ethical, and durability cues on the
effectiveness of ecolabels produced similar findings [18].
Information was gathered from 446 participants with an
online questionnaire developed through Apklausa and
shared via Facebook. The data were computed utilizing
regression and correlation models in SPSS to determine
associations between ecolabel cues and outcome
behaviour. The results revealed that ethical and
environmental cues significantly influenced consumers’
purchase intention and willingness to purchase sustainable
clothing. While still pertinent, durability cues had a smaller
impact.Italso revealed that demographic aspects - namely
gender, purchasing frequency, and consumption patterns of
sustainable products - were the most powerful
determinants of consumer attitudes toward ecolabels.

On the other hand, a study conducted in India explored
whether ecolabels significantly influenced apparel
consumption decisions, with a specific focus on how age
and gender impact dependence on sustainable labelling
[19]. This study employed a self-administered online
survey, where 198 female and 111 male consumers rated
the significance of 20 apparel-related cues, including
ethical and ecolabels, on a 5-point Likert scale ranging
from “strongly agree” to “strongly disagree”. Analysis of
the data involved using SPSS Statistics 26, applying
ANOVA, independent t-tests, and paired-sample t-tests.
The study discovered that Sustainability is a secondary
consideration in purchasing decisions. Even though
ecolabels are more well-known to younger consumers,
personal tastes, fit, comfort, and affordability were more
influential factors. Overall, the study concluded that Indian
consumers are more usually value-oriented, and even
though ecolabels are trusted, they are lower on their list of
priorities. On the contrary, a study in Thailand researched
how consumer trust and knowledge in ecolabels may
influence willingness to pay a price premium for eco-
labeled apparel [20]. Adopting a quantitative research
approach,researchers collected data using an online survey
with participation from 386 respondents. The data were
analyzed through IBM SPSS Statistics, employing
descriptive statistics, t-tests, regression analysis, and factor
analysis. The results showcased that trust in third-party
approved ecolabels highly affected and improved the rate
of willingness to pay a premium compared to those with
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self-declared ecolabels, highlighting the role of
certification in reducing concerns regarding greenwashing,.
Conversely, ecolabel knowledge had a minimal or no
impact on consumer willingness to pay. Trust was
identified as the most significant factor among the tested
variables influencing purchase, highlighting credibility and
openness as crucial aspects of sustainable branding.

A Turkish research study utilized the Theory of
Planned Behaviour to investigate the influence of social
norms, attitude, and perceived behaviour control on
sustainable fashion consumption [21]. Researchers
gathered data from 339 participants in Turkey via an
internet  questionnaire, which was analyzed via
confirmatory factor analysis and structural equation
modeling. The outcomes brought out the fact that attitudes
best predicted purchase intention, while perceived
behavioural control had little impact on sustainable
purchases. Social pressures were more significant in the
original Theory of Planned Behaviour Model. But in the
extended model, attitudes were influenced by behavioral
beliefs, while control beliefs had no effect on perceived
control over behavior. Social pressure and normative
beliefs are found to have functioned in harmony,
influencing purchasing intention. With regards to
sustainable fashion consumption, the Theory of Planned
Behaviourhasbeen found applicable and valid. In a similar
line of reasoning, a research examined the impact of
ecolabels in the Fast-Moving Consumer Goods (FMCG)
sector in Bangkok, focusing on the marketing mix
(product, price, place, promotion), perception, climate
change attitudes, and the value consumers place on eco-
labeled goods [22]. The study utilized a quantitative
approach with a sample of 400 participants from a
convenience sample. Data analysis employed multiple
regression models alongside descriptive statistics. Results
indicated that ecolabels were predominantly driven by
price and product quality, while place and promotion had
limited impact. Climate change concern was a significant
predictor of purchase, and, in general, the concern for
environmental responsibility had minimal impact on
consumer purchase behavior. This study showed that
purchase decisions are impacted positively by fundamental
attributes and perceived quality, and negatively by external
attributes. Based on these results, businesses can center
their strategies on the product’s value and price structure
rather than ecolabel awareness.

A study in the Netherlands focusing on the credibility
of ecolabels determines the impact certified and non-
certified ecolabels have on customers’ perception of
product quality [23]. Using a 3 x 1 experimental design,
the 111 Dutch consumers analyzed apparel with certified
and non-certified ecolabels, and the perceived quality
ratings of blazers and T-shirts were merged for analysis.
The study measured ecolabel credibility—trust, honesty, and
expertise—along with perceived quality, which included
workmanship, durability, and overall quality. The study
also applied mediation analysis using the PROCESS macro
in SPSS to evoke credibility of ecolabels and the mediation
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effect, and applied ANOVA to compare perceived quality
and credibility of ecolabels across their categorical levels.
The conclusion of this research is that ecolabels do
emphasize the perceived quality of garments, although
certified labels were recognized as more believable,
trustworthy, and had a greater impact on the perception of
quality. The study supports the notion thatthe absence of a
third-party assurance erodes consumer trust, which means
that brands should focus on providing straightforward and
trustworthy declarations on sustainability promises. The
effect of social responsibility and demographic factors on
buying decisions was the focus of the study [24] on the
environmentally labeled fashion products. The study
collected data using an online survey in which respondents
provided answers on a 5-point Likert Scale. The data was
analyzed in SPSS Statistical Software, which performed
correlation and regression modeling to determine the
relationships between the variables. The results showed
that income, gender, and education had insignificant
impacts on the likelihood of purchasing eco-labeled
fashion. However, younger consumers were more inclined
to buy eco-labeled fashion. Although consumers
acknowledged the importance of certified eco labels,
quality and branding strongly influenced purchasing
decisions. Furthermore, the study suggested that social and
ethical responsibility significantly shape consumer
perspectives on ecolabels, while fashion trends exert little
influence on purchasing behavior. In addition, consumers
were willing to pay more for eco-labeled products,
expressing contentment with their environmentally friendly
purchases. The study found, however, that the majority of
respondents were unfamiliar with many ecolabels,
highlighting the need for educational initiatives to support
future growth.

A New Zealand-based research study explored the
impact of varying formats of ethical labels on consumer
purchase behavior [25], where the authors used an
experimental design with 400 young female consumers
who assessed fast-fashion clothing textiles. These textiles
bore the Tearfund complex ordinal ethical rating label, a
generic binary or no label. The analysis used fractionally
replicated 4 x 5 Latin Squares and ANOVA to measure
differences in purchase intentions across the various
treatments. The results showcased that the literal presence
of an ethical label, no matter if it indicated high or low
ethical performance, significantly increased purchase intent
for fast-fashion items compared to garments with no label.
Consumers also demonstrated little to no ability to
differentiate correctly between higher or lower ethical
ratings on the ordinal scale. Instead, the label itself was
interpreted heuristically, functioning similarly to a binary
cue (present/absent), rather than through detailed cognitive
processing of its meaning. The study argues that these
results reflect the low-involvement, heuristic decision-
making typical in fast fashion and fast-moving consumer
goods markets.

In contrast, complex label formats that need active
interpretation may be less effective than simple, iconic
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cues in these settings. This finding underlines the
importance of label designs that align with consumer
processing styles. This also suggests that binary or highly
recognizable labels may be more effective at influencing
consumer behaviour in fast-fashion environments. Apart
from eco and ethical labels, a study [26] offers a
contrasting perspective by shifting the focus from labelling
to brand-related influences in consumer purchasing
decisions. They studied the impact of brand attachment,
brand image, and environmental effects on consumer
purchasing decisions in the clothing industry in Sahiwal,
Pakistan. The researchers collected data from 150
respondents, such as university students and consumers,
through a quantitative approach and a self-designed
questionnaire. Methods included descriptive statistics,
correlation analysis, and multiple regression. The results
demonstrated that among the 3 factors examined, only
brand attachment had a moderately positive and
statistically ~ significant relationship with purchase
decisions. In contrast, brand image showed a weak and
statistically insignificant relationship, and environmental
effects were found to have a weak and negative influence.
Moreover, it is showcased that 47% of the differences in
purchase decisions could be explained by these factors.
The study concluded that consumers in Sahiwal prioritize
loyalty toward specific brands over broaderbrand image or
social and environmental influences when making clothing
purchases. Price sensitivity was also highlighted as an
important consideration, as respondents were willing to
switch brands if product costs increased. The study notes a
limitation of the confined sample from Sahiwal and
recommends expanding the research for broader
generalisability. This research starkly contrasts with
studies where environmental and ethical factors have
played key roles, leading to the realization of the
contextual nature of consumer decisions in fashion
markets.

In line with research showing that the impact of labels
on consumer behaviour can differ depending on the
context, a study carried out in Slovenia looked at
consumers’ awareness, identification, and consideration of
ecolabels when buying clothes, as well as their willingness
to pay extra for eco-labeled clothing (Zurga & Forte
Tavcer, 2014) [27]. In the study, 535 consumers (80%
female, 20% male) of all ages and educational
backgroundsresponded to a structured online questionnaire
utilized during the study. Descriptive statistics were used
to analyze the data in order to evaluate purchasingpatterns,
ecolabel awareness, and self-perceived eco-consciousness.
The findings showed that although the majority of
respondents had seen ecolabels like the EU Ecolabel (81%)
and Oeko-Tex Standard 100 (89%), their actual
understanding of their meaning was limited, with up to
72% of them failing to correctly identify some labels’
purposes. When buying clothing, only 21% of consumers
took ecolabels into account; more important considerations
were price, materialcomposition (83%), and fashion trends
(59%). Only 5% of respondents were willing to pay more
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than 20%, and nearly half (47%) were willing to pay up to
10% more for eco-labeled apparel. The primary
justifications for paying more were environmental
protection (38%) and health concerns (43%). The most
willing to pay a premium were middle-aged, highly
educated women, which is consistent with demographic
trends observed in previous research. In order to promote
the consumption of sustainable clothing, the researchers
suggested more transparent labelling systems, stricter
oversight of eco-related claims, and enhanced consumer
education. They came to the conclusion that low
knowledge and moderate trust undermine the effectiveness
of ecolabels in shifting consumer behaviour.

Building on these conclusions, a study conducted in
Malaysia looked at how gender differed in perceived
consumer effectiveness, ecologically conscious consumer
behaviour,and environmentalconcern (Ramly et al,, 2012)
[28]. Self-administered questionnaires on a 7-point Likert
scale were used to collect responses from 319 participants
in a nationwide survey. Multiple regression and
independent t-tests were used to analyze the data in SPSS.
The study revealed that even though both men and women
displayed strong positive attitudes toward environmental
issues, notable differences emerged in perceived consumer
effectiveness, with female consumers scoring higher.
Additionally, women were more likely to recycle, buy
energy-efficient appliances, and choose less harmful
products, among other environmentally conscious
practices. Importantly, the findings showed that perceived
consumer effectiveness was the most powerful indicator of
environmentally conscious behaviour across genders.
These results highlight the importance of personal belief in
one’s ability to change issues, implying that cultural norms
and gender socialization may influence pro-environmental
behaviour. This study provides a useful comparative
perspective for research in Singapore by highlighting the
larger behavioural and attitudinal habits that support
sustainable consumption in Southeast Asia, though it is not
specifically focused on sustainable labelling.

1.3. Research Gap & Rationale for Study

Although a lot of research haslooked at how ecolabels
affect consumer behaviour, little of it has specifically
delved into the relationship between eco-consciousness and
label familiarity and knowledge. Although trust, label
credibility, and demographic factors like age and gender
haveall been examined previously, only a few studies have
targeted the  relationship between a  consumer’s
environmental values and their actual knowledge and
understanding of eco and ethical labels. Furthermore,
although gender has been shown to contribute to attitudes
towards Sustainability, its function in influencing
familiarity and knowledge of ecolabels has not received a
lot of attention. This shows an apparent absence of
knowledge about the interactions between all three of these
factors, particularly in a Southeast Asian setting like
Singapore, where sustainable fashion is growing but under-
researched.
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The rationale of this study is to better understand the
disconnect between growing sustainability awareness and
inconsistent consumer action, especially as the presence of
eco and ethical labels and sustainable fashion is becoming
more prevalent in society. As the number of sustainable
options increases, many consumers still place a higher
value on brand and price than ethics, frequently because
they are unclear about what labels represent. This research
provides a spotlight on the behavioural and cognitive
obstacles that keep sustainable intentions from
transforming into action by examining the relationship
between eco-consciousness and familiarity and knowledge
of specific labels, as well as whether these relationships
differ between genders. This research seeks to assist
companies in enhancing consumer communication,
fostering trust, and increasing the success of eco and
ethical labels in translating consumer awareness to action.

2. Methodology

2.1. Research Aim and Objective
This study examines how eco and ethical labels affect

consumer purchasing decisions in Singapore’s fashion and

textile sector.

e The study specifically focuses on how someone’s
familiarity with and knowledge of eco and ethical
labels relate to their level of eco-consciousness.

e Additionally, it explores whether significant gender-
based differences exist across these three factors.

e Moreover, the research explores the other factors that
influence the purchasing of textiles.

In order to inform more effective strategies for
promoting responsible consumer behaviour, this study
gives insight into how sustainability communication tools
are perceived and understood by addressing these
objectives.

2.2. Research Hypotheses

The following null hypotheses have been formed to assess
this study’s aim.

Hi: There is a significant difference in the familiarity of
labels between females and males.

Hb»: There is a significant difference in knowledge of labels
between females and males.

Hj: There is a significant difference in eco-consciousness
between females and males.

H4: There is a significant correlation between label
familiarity and label knowledge.

Hs: There is a significant correlation between eco-
consciousness and label familiarity.

He: There is a significant correlation between eco-
consciousness and label knowledge.

2.3. Scale and Tools used for the Analysis

These variables allowed for segmentation and deeper
analysis of purchasing motivations across different
socioeconomic groups. To measure overall environmental
concern, Section 2 utilized a Likert Scale (1 = Strongly
Disagree to 5 = Strongly Agree). The survey presented
participants with a series of 9 statements adapted from a
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quantitative study [27]. The scale’s reliability is supported
by typical Cronbach Alpha scores between 0.730 and
0.784, indicating that it is reliable. Section 3 evaluated the
importance of 13 different cues influencing fashion-based
purchases, using a 5-point scale (1 = Unimportant to 5 =
Very Important). These cues were adapted from another
research [19] and included both traditional product
attributes (colour, style, durability, comfort, garment fit,
fabric, quality, longevity, brand, country of origin, and
price) and sustainability-related factors (certified eco-
friendly and ethical labels). This enabled direct comparison
of how sustainability considerations weigh against more
conventional purchasing drivers. Section 4 assessed
participants’ familiarity with Eco labels, Ethical labels,
Eco-ethical labels, and Random labels using 8 logos. The
Eco labels included the Singapore Green Label and the
Global Organic Textile Standard (GOTS). Ethical labels
included Fairtrade International and Worldwide
Responsible Accredited Production (WRAP). Eco and
Ethical labels included Bluesign and B-Corporation.
Random labels included OEKO-TEX Standard 100 and
ISO 9001. The 8 logos were ordered randomly in this
section of the survey, with the question “Are you familiar
with this label?” as its caption. The answer box was
multiple choice, with the participant able to choose “Yes”
or “No.” This section aimed to measure baseline consumer
awareness and recognition of sustainability, ethical, and
random-focused certification labels. In Section 3,
respondents were again shown the same 8 logos and asked
to classify each asan ecolabel, ethical label, combined eco-
ethical label, or random label. This tested not only
recognition, but also the depth of consumer knowledge and
understanding about the purpose and significance of each
certification.

2.4. Data Collection Procedure

The data for this study were collected by utilizing an
online survey created using Google Forms. The link to the
survey was distributed widely across multiple digital
platforms, including email, WhatsApp, and Social Media
apps, aiming to reach a diverse demographic of
respondents in Singapore. This Data collection procedure
ensured accessibility and convenience for participants,
allowing for efficient and anonymous data collection. All
responses were automatically recorded and securely stored
within the Google Forms system for subsequent analysis.

2.5. Sampling and Sample Characteristics

This study has used convenient and targeted sampling
to collect the data. In total, 102 valid responses were
collected for this study. The distribution of gender was
nearly balanced, with 52.4 percent identifying as female
and 47.6 percent as male. This sample was predominantly
young, with the largest age group being 16-19 years old
(37.9%). Smaller portions were distributed across other
ages, with representation spanning from 15 years to 62
years, though the majority were concentrated in the late
teens and early twenties. In terms of educational
attainment, 47.3 percent of respondents were in High
School, 28.2 percent completed a Bachelor’s Degree, and
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19.4 percent had a Master’s Degree. Other qualifications,
such as a Doctorate, Professional Degree, and specialized
studies, accounted for less than 5% of the sample.

Regarding employment status, 35.9 percent of
participants identified as students, while 34 percent were
employed full-time. Smaller groups included those not
working (9.7 percent), part-time employed (6.8 percent),
self-employed (10.7 percent), and others (less than 5
percent). For annual income, 40.8 percent of respondents
are not earning, and 30.1 percent earned below SGD
200,000. Those earning between SGD 200,000 and SGD
499,999 comprised 18.4 percent, with higher income
brackets making up the remainder. When asked about
apparel spending, over half (52.4 percent) indicated they
spend less than 5% of their income on apparel annually,
while 31.1 percent spend 5-10 percent of their annual
income. The remaining respondents reported higher
spending proportions, with only a small minority allocating
more than 15 percent of their income to apparel.

2.6. Statistical Tools and Techniques

A combination of statistical tools and techniques was
used to examine consumer familiarity, knowledge, and
eco-consciousness with various textile labels. The
graphical representation (Figure 1) presents a bar chartthat
compares participants’ familiarity with and knowledge of 8
textile certification labels. This chart helps highlight
recognition patterns across specific labels. These visual
trends helped to identify gaps in public awareness.
Levene’s test was employed to understand whether the
differences in results between male and female participants
were equalfor each of the three variables: label familiarity,
label knowledge, and eco-consciousness. The Null
Hypothesis (Ho) assumes that the variances of the two
groups are equal. Suppose the p-value > 0.05; equal
variance is assumed. Additionally, using Levene’s test

Color i

Style I
Durability I
Comfort I
Garment fit I
Fabric |
Quality | I
Garment life I
Eco label I
Ethical label |
Brand name I
Country of origin !
Price !

Product Cues

Average Ratings of Product Cues

ensures the correct version of the t-test is applied (equal or
unequalvariances). Independent t-tests were used to assess
gender-related differences in the three main variables. Its
purpose was to compare the mean values between females
and males in this study. The Null Hypothesis (Ho) assumes
that there is no statistically significant difference in means
between the genders. At a 10% significance level (a0 =
0.10), the null hypothesis is rejected if p <0.10. Pearson’s
correlation was utilized to measure the strength and
direction of linear relationships between the three main
variables and explore their association. R-values range
from -1 to +1. Values closer to £1 indicate stronger linear
relationships. A relationship is considered statistically
significant if p < 0.10. These tools provided extensive
insight into consumer behaviour, awareness, and attitudes
toward eco, ethical, eco-ethical, and random certification
labels in Singapore.

2.7. Ethical Considerations

To protect the privacy of all participants, this study
ensured complete anonymity throughout the data collection
and analysis process. During the data collection process, no
personally identifiable information, including names,
phone numbers, or IP addresses, was collected. Responses
submitted via Google Forms were automatically recorded
without linking to individual identities. Before starting the
survey, each participant was given an informed consent
statement that specified the purpose of the study, the
voluntary nature of participation, and that they could
withdraw at any time without consequences.
Confidentiality was strictly maintained asalldata was used
only for academic purposes, not shared with third parties,
and securely stored with access limited to the primary
researcher. Results are reported solely in aggregate form,
making sure that no individual can be identified from the
findings.
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3. Results

Figure 1 illustrates the average ratings assigned by
respondents to various product cues that influence their
clothing purchases. Among the features evaluated, garment
fit (4.29), style (4.19), and comfort (4.19) stood out as the
mostimportant factors, indicating that consumers prioritize
how well the clothing suits their body, its aesthetic appeal,
and the overall wearing experience. These attributes play a
central role in moulding purchase decisions. On the other
hand, factors such as the country of origin (2.34), brand
name (2.76), and the presence of certified ecolabels (2.99)
or ethical labels (3.11) were rated significantly lower. This
suggests that while Sustainability and brand recognition
may be relevant, they are secondary to practical and
personal attributes like fit and comfort in influencing
consumerbehavior. Moreover, this can also be attributed to
familiarity with and knowledge of these labels, which is
discussed in a subsequent section.

Figure 2 presents participants’ familiarity with and
self-reported knowledge of eight textile-related product
labels. The biggest percentage of responders (58.82%)
were familiar with the Fairtrade International label. This
was followed by the Singapore Green Label (29.41%) and
ISO 9001 (46.08%). In contrast, respondents were least
familiar with OEKO-TEX® Standard 100 (7.84%) and
Bluesign (4.90%), indicating that the sample was not well-

informed on these certifications. Notably, the percentages
for familiarity and knowledge did not always align.
Despite its lower familiarity rate, 63.73% of respondents
were able to comprehend the Singapore Green Label.
Similar patterns were observed for WRAP (Worldwide
Responsible Accredited Production) and the Global
Organic Textile Standard (GOTS), with knowledge rates of
24.51% and 40.20%, respectively, compared to lower
familiarity levels of 10.78% and 14.71%. This implies that
some participants, who might not be able to identify the
label name right away, can nonetheless comprehend its
meaning or purpose when the logo is displayed. However,
even while familiarity was higher at 7.84%, OEKO-TEX®
Standard 100 had one of the lowest knowledge rates at
0.98%. This disparity was also seen in Bluesign, where
4.90% of respondents recognized the label and 6.86%
claimed knowledge. The information reveals a gap
between understanding and awareness. Even while certain
labels have strong visibility, customers may not always
understand them. On the other hand, the audience for a few
specialized certificates seems to be smaller but well-
informed. This distinction is important to marketing
strategies as well as educational initiatives since it
emphasizes how crucial it is to make sure that consumers
understand what the labels mean, in addition to raising
label awareness.

Familiarity and Knowledge of Product Labels
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Fig. 2 Familiarity and Knowledge of Product Labels

Table 1. Gender Differences in Label Familiarity, Knowledge, and Eco-Consciousness

Hypotheses Group N Mean SD Le;f::l’lsl:est t-value T_:e:lt;i p-
LFr - LFy 3;:4 ig f;i i;; 0.875 1.24 0.219
LKy - LKy EIZFA ig ;:;2 iég 0.661 -0.65 0.52
ECr- ECm gg; ig g‘;’ :;? 55' f 7 0.903 1.75 0.083*

* represents p<0.1



Koel Malhotra / IJEMS, 12(9), 15-27, 2025

Table 1 displays the outcomes of independent samples
t-tests performed to investigate gender-based differences in
three variables: label familiarity (LFF for females and LFm
for males), label knowledge (LKr for females and LKwm for
males), and eco-consciousness (ECr for females and ECwm
for males). The assumption of equal variances was
evaluated for each hypothesis using Levene’s test, and the
means of the male and female participants were assessed
using a t-test.

Levene’s test determines if the two groups’ variances
are statistically equal. For the t-test, it is assumed that
equal variances exist if the p-value of Levene’s test is
higher than 0.05. Since all three hypotheses in this analysis
show p-values for Levene’s test above 0.05 (p-valuerLr =
0.875, p-valuerxk 0.661, p-valuekc 0.903), equal
variances are assumed in each situation. To determine
whether the mean differences between two groups are
statistically significant, the t-test is applied. The null
hypothesis is rejected at a 10 percent level of significance
if the p-value is less than 0.1, implying a significant
difference between the two groups.

For hypothesis 1 ( LFr - LFm), the p-value (0.219) for
the T-test is greater than 0.10; hence, the null hypothesis is
not rejected. Therefore, there is no statistically significant

difference in familiarity with the labels between females
and males. The mean score for females was marginally
higher (m = 2.13, s.d. =1.57) than for males (m =1.75, s.d.
=1.52), but this difference is not significant. Similarly, for
Hypothesis 2 (LKr - LKwm), the t-test’s p-value (0.52) is
significantly higher than the usual significance levels.
Therefore, the null hypothesis is not rejected, implying no
noticeable distinction exists in the knowledge of labels of
male (m =2.35, s.d. = 1.28) and female (m =2.19, s.d. =
1.36) participants. Therefore, it can be depicted that both
females and males are not familiar with ecolabels and
ethical labels. Moreover, neither group has enough
knowledge regarding these types of labels. Contrarily, as
seen in the table, the t-test’s p-value for hypothesis 3 (ECk-
ECwm) is 0.083, greater than 0.05 but less than 0.10,
meaning the null hypothesis is rejected at the 10%
significance level. This suggests a statistically significant
difference in eco-consciousness between females and
males. The average values suggest that females reported
higher eco-consciousness (m = 33.59, s.d. = 5.4) than
males (m = 31.71, s.d. = 5.44). Hence, females tend to
exhibit higher levels of environmental consciousness
compared to males. To assess the relationship between the
three variables, correlation coefficients have been
estimated in the following section.

Table 2. Pearson Correlation Coefficients Between Eco-Consciousness, Label Familiarity, and Label Knowledge

Variables Statistics Eco- consciousness | Label familiarity Label knowledge
Eco-consciousness Correlation | 0.17 0.06
p-value 0.095%* 0.575
e e Correlation 0.17 0.24
Label familiarity p-value 0.095* ! 0.014%*
Correlation 0.06 0.24
Label knowledge p-value 0575 0.014%% !

** represent p<0.05 and * represents p<0.1

Table 2 presents Pearson correlation coefficients
between eco-consciousness, label knowledge, and label
familiarity. At the 10% level of significance, there is a
weak positive correlation (r = 0.17, p = 0.095) between
eco-consciousness and label familiarity. This implies that
as eco-consciousness increases, familiarity with labels also
increases, and vice versa. However, as depicted from the
table, the non-statistically significant association between
eco-consciousness and label knowledge (r = 0.06, p =
0.575) suggests that there is a  negligible
correlation between eco-conscious attitudes and knowledge
of ecolabel and ethical labels. Lastly, at the 5% level, there
is a significant association (r = 0.24, p = 0.014) between
label familiarity and label knowledge. This suggests a
weak but statistically significant positive correlation,
demonstrating that those who are more accustomed to an
environment-conscious lifestyle also tend to know slightly
more about the labels.

4. Discussion

The results of the study showed no apparent gender
disparities in label familiarity or knowledge, indicating that
male and female consumers are exposed to ecolabels and
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ethical labels at similar levels in their everyday contexts,
such as product packaging or online retail platforms. Just
seeing labels, however, does not always translate to
understanding. Hence, there is a gap between recognition
and educated interpretation, as many consumers might
recognize the presence of a label without understanding its
meaning or credibility [30]. Given that labels by
themselves are inadequate to promote sustainable
behaviour, this study underscores the need for clearer and
conveniently accessible education concering the
meanings of various labels. On the contrary, the study
discovered that females had significantly higher eco-
consciousness results, which is consistent with prior
studies linking female consumers to more value-driven and
environmentally conscious purchasing behaviours [31],
agreeing with research by C. Fisher, S. Bashyal, and B.
Bachman (2012), showing that females are more likely to
express pro-environmental practices. This illustrates the
effectiveness of using values-based marketing techniques
that align with environmental responsibility. Furthermore,
repeated exposure to labels could potentially promote
improved understanding, as seen by the small but
significant positive relationship found between label
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familiarity and knowledge [32]. However, the lack of a
significant relationship between eco-consciousness and
label understanding suggests that even those who care
about the environment may not possess the knowledge or
resources necessary to properly interpret sustainable
certifications [33]. By combining emotional appeal with
useful information on the relevance and credibility of
labels, initiatives can shift consumers from passive concermn
to informed actions. This will be necessary to close this
behaviour gap.

A recurring problem among consumers, regardless of
their gender, is a general lack of awareness and
comprehension of eco and ethical labels [34], aligning with
research by K. Laitala and I. G. Klepp (2013), which
acknowledges that, in general, knowledge surrounding
textile ecolabels is minimal. Recognizing labels and
interpreting their meaning are both impacted by this gap in
knowledge. Firstly, there are hundreds of ethical and eco
labels in the world, each with a distinct set of standards and
certification processes [35]. This abundance creates
confusion and makes it even more difficult for the typical
consumer to comprehend or differentiate between them.
Moreover, it may cause the eco or ethical label to lose its
credibility [36]. Secondly, many eco and ethical labels do
not offer enough clarity in their standardsand may give too
much or too little information about the label [37]. This
lack of transparency affects a consumer’s ability to make
responsible decisions while purchasing. Thirdly, there is a
general lack of knowledge or exposure to what different
eco and ethical labels represent specifically [38]. This
knowledge is not commonly taught or promoted in
everyday settings, which means that there may be equally
low recognition and comprehension of these labels forboth
genders. Furthermore, the uniform experience with
sustainability messaging across platforms in Singapore
may also be the reason for the lack of statistically
significant gender differences in consumers’ familiarity
and knowledge of eco and ethical labels. In Singapore,
national environmental campaigns are usually spread
through public outreach, schools, and government-
supported media channels that equally reach females and
males [39]. However, there is limited knowledge
distribution regarding eco and ethical labels in the textile
industry.

Along with this, consumers usually purchase from the
brands they are familiar with, which have provided them
with satisfactory outcomes, regardless of gender [40]. This
suggests that label familiarity, meaning recognition and
understanding of brand labels (including sustainable
clothing labels), is equally distributed among both genders.
It is found that both female and male customers tend to
showcase similar habits of buying clothing from
recognizable brands [40], aligning with our findings that
brand recognition and interaction with sustainable clothing
labels are not inherently gendered. Furthermore, while
factors like colour, style, durability, comfort, fit, fabric,
quality, and garment life are important in influencing
preferences and purchasing decisions, they do not directly

23

affect the underlying awareness or familiarity with clothing
labels [41]. Hence, preferences in fashion are dependent on
the product cues rather than the labels and environmental
factors. These fashion preferences are related to product
selection rather than to actual knowledge of what a
sustainable label represents.

In this study, regarding clothing purchases, Figure 1
shows that consumers of any gender place the highest
value on tangible and practical product cues, including
garment fit, style, comfort, colour, fabric, and quality. On
the other hand, sustainability-related cues, including
certified ecolabels and ethical labels, have lower average
ratings, suggesting that most respondents do not consider
them to be critical when making decisions right away. This
general trend indicates that consumer preferences are
dominated by personally relevant and useful aspects, and
may take  priority over abstract or less
familiar attributes like ecolabels or brand reputation.
The little variance between females and males in terms of
label familiarity and knowledge may also be caused by the
emphasis on practical product features. Both groups may
be similarly restricted in their exposure to ecolabels and
ethical labels, even if they offer an interest toward
environmental and social labelling [42], or if they place
greater emphasis on fit, comfort, and style than on
sustainability indicators. Research indicates that over 30%
of consumers prioritize factors such as price/value, size/fit,
quality, convenience of purchase, and materials,compared
to 8% of respondents who picked environmental factors as
more important [43]. Further research suggests that
although some consumers show interest in sustainable
clothing and environmental concerns, most are unwilling to
sacrifice practical factors, including price, style, or quality,
even if they support Sustainability in theory. For many
consumers, fashion trends and peer opinion
outweigh sustainability  indicators  [44].  Therefore,
although Sustainability may matter to some consumers, it
remains secondary to practicaland personalpreferences for
both females and males when it comes to purchasing
attitudes and decisions. Consequently, there is no
noticeable increase in the familiarity or comprehension of
these labels for either gender.

Furthermore, a factor that influences the label
familiarity and knowledge is the environmentally
conscious behaviour of an individual. The results showed
that there is a notable disparity in eco-consciousness, with
females reporting higher eco-consciousness scores than
males. This is in accordance with a significant amount of
research by Z. Zhao, Y. Gong, Y. Li, L. Zhang, and Y. Sun
(2021) and Y.-H. Tien and J. Huang (2023) demonstrating
that females are more likely than males to exhibit eco-
friendly activities, express stronger green consumption
intentions [45, 46] - plastic ban policies, using a recyclable
bag for shopping, etc. [47] -, and purchase more eco-
friendly products [45], including sustainable apparel made
from environmentally friendly fabrics. Studies have further
confirmed that female consumers’ purchasing choices are
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decided because of environmental concerns and intention
[47,48].

Females may also choose to purchase eco-friendly
clothing because of fashion or quality of the piece, and
may possibly express an enthusiastic attitude toward eco-
friendly products due to the idea of strengthening their
ethics and self-identity [45]. Females tend to understand
and have deep concern for the ecological impacts of
unsustainable clothing rather than only functionality or
price, and they engage more in sustainable consumption
practices such as purchasing second-hand or vintage
clothing, swapping, redesigning, and extending the
lifecycle of apparel [49].

The relationship between label familiarity and label
knowledge is explained by the correlation analysis. Label
familiarity and knowledge have a slight but statistically
significant link (r = 0.24, p = 0.014). This implies that as
familiarity with a label increases, the individual is more
likely to know that label This finding can be validated by
research by L. M. S. Miller and D. L. Cassady (2015),
which showed that more exposure to ecolabels or ethical
labels tends to improve consumers’ comprehension of their
meaning and purpose [50]. Individuals are more likely to
engage with, inquire about, or investigate a label when
familiar with it, enhancing their knowledge. Moreover,
according to the Knowledge-Attitude-Behaviour (KAB)
model, this is supported by the idea that knowledge that
has been gathered from repeated exposure and experience
can affect attitudes and, eventually, behaviour [51].

According to the mere exposure theory, even if
information is viewed passively, people are more likely to
process and remember it after seeing it repeatedly [52].
Labels that consumers see on goods, packaging, or
advertisements on a regular basis become more
recognizable and are more likely to trigger active
processing and learing. This effect explains why people
prefer things they have been exposed to frequently, even if
the exposure is brief and does not capture their entire
attention [53]. Frequent exposure enhances familiarity and
likeability; initial exposures are especially effective at
developing recognition.

According to marketing research, repeated exposure
also improves brand recall and cognitive association.
Ecolabels are more likely to become cognitively embedded
if they are regularly encountered, especially if they are
linked to environmental or ethical messaging. Associative
branding and frequent exposure improve recognition and
assist in helping customers remember particular details
regarding the standards, certifiers, or mission of the label
[54]. Research indicates that consumers with greater
ecolabel knowledge are more inclined to use prior
knowledge and established decision criteria while
processing information, hence reinforcing the relationship
between familiarity and knowledge, whereas consumers
with less knowledge rely more on external cues and
information [37].
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Social influence and peer learning are potential factors
in this explanation. Customers are likely to get used to
ecolabels through repetition if they keep encountering
them in public social environments such as group
conversations, reviews, or influencer feeds [55]. This can
lead them to request or explain to people within their
network. This informal knowledge-sharing process
reinforces understanding and recognition, which suggests
that social learning processes often lead ecolabel
familiarity to grow alongside knowledge. Additionally,
based on the dual-process theory of consumer decision-
making, consumers tend to shift from heuristic (superficial)
to systematic (in-depth) processing when they are faced
with familiar stimuli [56]. Consumers are more likely to
perceive a label to be relevant and worth exploring when
they recognize it, which enables them to understand what
the label is about on a deeper level. Therefore, the high
correlation between familiarity and knowledge in
sustainability contexts can be attributed to this shift from
recognition to cognitive engagement.

5. Conclusion

The focus within this study centers specifically on the
influence of gender on eco-consciousness, label
knowledge, and knowledge familiarity within the
framework of sustainable fashion in Singapore. The focus
was primarily on whether there were meaningful
differences between the two genders concerning these
factors and their interactions. For this purpose, a structured
survey was employed to gatherthe needed data, which was
analyzed using Pearson correlation analysis, Levene’s tests
for equality of variance, and independent samples t-tests.
Group differences, variance assumptions, and the
relationships between the evaluated variables were tested
using the outlined statistical methods. The graphs show
that while participants were most familiar with Fairtrade
International (58.82%) and ISO 9001 (46.08%), their
knowledge percentages did not always align, and some
labels showed high familiarity but lower knowledge.
Additionally, the independent samples t-tests indicated that
there were no statistically significant gender differences in
label familiarity or label knowledge. However, a
significant difference was found in eco-consciousness,
where females reported higher levels than males (p =
0.083). Furthermore, correlation analysis showed a weak
but statistically significant positive relationship between
label familiarity and label knowledge (r =0.24,p =0.014),
and a marginally significant positive correlation between
eco-consciousness and label familiarity (r = 0.17, p =
0.095). However, there was no significant correlation
between eco-consciousness and label knowledge. These
results indicate that even though participants may
recognize certain labels, their understanding of what the
labels represent remains limited, irrespective of gender.
The statistically significant correlation between label
familiarity and knowledge suggests that repeated exposure
can lead to better understanding. The gender gap in eco-
consciousness supports prior research indicating that
females are generally more environmentally aware. This is
reflected in females’ stronger green consumption intentions
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and a greater likellhood of engaging in sustainable
behaviours. For example, using reusable bags, supporting
plastic bans, and buying eco-friendly clothing. Their higher
eco-consciousness may also drive a deeper emotional or
ethical connection to Sustainability. This, in turn, may
influence their responsiveness to ecolabels, even if their
actual label knowledge is similar to that of males.
However, the lack of difference in label familiarity and
knowledge between females and males points to broader
gaps in label education across demographics. The study
highlights that awareness alone does not translate into
knowledge or action, underlining the ongoing attitude-
behaviour gap in sustainable fashion consumption. In
conclusion, this study underscores the importance of more
effective ecolabel education, communication,and methods
to close the gap between the intentions of consumers and
their actual purchasing behaviour.

Policy Implications and Limitations

The study’s conclusions provide insightful information
for various stakeholders in the sustainable fashion industry.
In order to bridge the gap between consumer intent and
action, policymakers can utilize this data to create focused
awareness campaigns that clarify the significance and
legitimacy of ecolabels and ethical labels. Building on
these results, researchers may investigate how
socioeconomic factors influence eco-consciousness and

References

label recognition in various populations. For manufacturers
and producers, the findings underscore how crucial it is to
not only display labels but also to clearly and concisely
explain their significance. Moreover, marketers may find it
beneficial to concentrate on strategies that appeal to
consumers’ values and beliefs in addition to providing
them with information. The weak correlation between eco-
consciousness and knowledge indicates that in order to
effectively influence sustainable purchasing behaviour,
educational efforts should be combined with emotionally
compelling messaging.

Nevertheless, some of the insights gathered continue
to pose challenges. First, collecting data from only 102
survey participants significantly limited the scope of the
study and, as a result, the possibility of generalizing
findings. The survey respondents being solely from
Singapore added to this problem by restricting the results’
applicability to additional cultural or socioeconomic
contexts. The Singapore respondents displayed limited
variation in demographic factors, such as wealth and
education. Therefore, it was difficult to understand the
impact of the ecolabels on respondents’ ecolabel
knowledge, familiarity, and eco-consciousness, as the
majority of respondents shared the same socioeconomic
and educational level.

[1] Melissa Suran, “A Planet too Rich in Fibre: Microfibre Pollution may have Major Consequences on the Environmental and Human
Health,” EMBO Reports, 2018. [CrossRef] [Google Scholar] [Publisher Link]

[2] Victoria Gonzalez, Xiangqiu Lou, and Ting Chi, “Evaluating Environmental Impact of Natural and Synthetic Fibers: A Life Cycle
Assessment Approach,” Sustainability, vol. 15, no. 9, 2023. [CrossRef] [Google Scholar] [Publisher Link]

[3] UNEP, Microplastics
stories/story/microplastics-wastewater-towards-solutions
[4] Geneva Environment Network,

in Wastewater: Towards

Environmental

Solutions,

Sustainability in the

2020. [Online]. Available: https://www.unep.org/news-and-

Fashion Industry, 2025. [Online]. Available:

https://www.genevaenvironmentnetwork.org/resources/updates/sustainable-fashion/
[S] Subharthi Das et al., “The Social and Environmental Impact of Fast Fashion,” Global Impact and Sustainable Practices in Fast

Fashion, 2025. [CrossRef] [Google Scholar] [Publisher Link]
[6] 119" Congress 1% Session H.R. 1239, 2025.
119hr1239ih.pdf

[Online].

Available: https:/www.congress.gov/119/bills/hr1239/BILLS-

[7]1 Eco Label, What is an ECO Label. [Online]. Available: https://www.ecolabel.com/en/what-is-an-eco-label

[8] Your Guide to Ethical Labels,
shopping/guide-to-ethical-labels
[9] Global Ecolabelling Network (GEN)

https://www.gdrc.org/sustbiz/green/gen-infopaper.pdf
[10] UNEP, Eco-Labelling. [Online]. Available:
industry/eco-labelling

Ethical Consumer,

2022.

Information Paper:

[Online]. Available: https://www.ethicalconsumer.org/ethical-

Introduction to Ecolabelling, 2004. [Online]. Available:

https://www.unep.org/explore-topics/resource-efficiency/what-we-do/responsible-

11] Singapore Green Labelling Scheme - Singapore Environment Council. [Online]. Available: https:/sgls.sec.org.sg/
12] Home - GOTS - Global Organic Textile Standard. [Online]. Available: https:/global-standard.org/

14] Worldwide Responsible Accredited Production. [Online]. Available: https://wrapcompliance.org/en/

[11]
[12]
[13] A Fairer Future. [Online]. Available: https://www.fairtrade.net/us-en.html
[14]
[15]

15] B Corp Certification, Company’s
https://www.bcorporation.net/en-us/certification/

Measuring a

Entire

Social and Environmental Impact. [Online]. Available:

[16] bluesign, Sustainable Textile Solutions for a Safer, Cleaner Industry. [Online]. Available: https://www.bluesign.com/en/
[17] Luigi Benfratello, and Greta Spampinato, Sustainability in the Fashion Industry: An Empirical Analysis of the Influence of
Certified Eco-labels on Consumer Behavior, 2022. [Online]. Available: https://webthesis.biblio.polito.it/secure/24244/1/tesi.pdf

Sustainable Apparel Products,” Thesis, Kaunas University of Technology, 2021. [Google Scholar] [Publisher Link]


https://doi.org/10.15252/embr.201846701
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=A+planet+too+rich+in+fibre&btnG=
https://www.embopress.org/doi/full/10.15252/embr.201846701
https://doi.org/10.3390/su15097670
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Evaluating+environmental+impact+of+natural+and+synthetic+fibers%3A+A+Life+cycle+assessment+approach&btnG=
https://www.mdpi.com/2071-1050/15/9/7670
https://doi.org/10.4018/979-8-3693-7853-3.ch012
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+social+and+environmental+impact+of+fast+fashion&btnG=
https://www.igi-global.com/chapter/the-social-and-environmental-impact-of-fast-fashion/375492
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+impact+of+durability+and+sustainability+cues+of+Eco-Labels+on+consumer+purchase+intention+towards+sustainable+apparel+products&btnG=
https://epubl.ktu.edu/object/elaba:94547722/

Koel Malhotra / IJEMS, 12(9), 15-27, 2025

[19] Osmud Rahman, and Devender Kharb, “Product Choice: Does Eco-Labeling Play an Important Role in Apparel Consumption in
India?,” Fashion Practice, vol. 14, no. 2, pp. 266291, 2022. [CrossRef] [Google Scholar] [Publisher Link]

[20] Nipat Puthipad, “Influence of Consumers’ Trust and Knowledge in Eco-Labels on Price Premium of Eco-Labeled Clothing in
Thailand,” Thammasat University, 2021. [Google Scholar] [Publisher Link]

[21] Canan Saricam, and Nazan Okur, “Analysing the Consumer Behavior Regarding Sustainable Fashion using Theory of Planned
Behavior,” Consumer Behaviour and Sustainable Fashion Consumption, pp. 1-37, 2018. [CrossRef] [Google Scholar] [Publisher
Link]

[22] Riku Santeri Nummi, “The Effectiveness of Eco-Labels in Influencing Consumer Behavior for FMCG Products in Bangkok,
Thailand,” Thesis, 2022. [Google Scholar] [Publisher Link]

[23] D.E. Lintelo, “Decoding the Green Seal: How Eco-Labels Influence Perceived Quality in Fashion,” University of Twente, 2024.
[Google Scholar]

[24] Madiha Tahir, “Consumers Purchase Behavior Toward Eco-Labelling,” MA Fashion, Ryerson University, 2017. [Google Scholar]
[Publisher Link]

[25] Robert P. Hamlin, and Lisa S. McNeill, “Marketing Tactics for Sustainable Fashion and The Circular Economy: The Impact of
Ethical Labels on Fast Fashion Choice,” Sustainability, vol. 15, no. 13, 2023. [CrossRef] [Google Scholar] [Publisher Link]

[26] Rashid Saeed et al., “Factors Affecting Consumer Purchase Decision in Clothing Industry of Sahiwal, Pakistan,” World Applied
Sciences Journal, vol. 24, no. 7, pp. 844-849, 2013. [CrossRef] [Google Scholar] [Publisher Link]

[27] Zala Zurga, and Petra Forte Tavéer, “Apparel Purchasing with Consideration of Eco-labels among Slovenian Consumers,” Fibres
and Textiles in Eastern Europe, vol. 5, no. 107, pp. 20-27, 2014. [Google Scholar]

[28] Ramly Zuraidah et al., “Environmental Conscious Behaviour Among Male and Female Malaysian Consumers,” OIDA International
Journal of Sustainable Development, vol. 4, no. 8, pp. 55-64, 2012. [Google Scholar] [Publisher Link]

[29] Tim F. Thormann, PamelaWicker, and Michael Braksiek, “Stadium Travel and Subjective Well-Being of Football spectators,”
Sustainability, vol. 14, no. 12, 2022. [CrossRef] [Google Scholar] [Publisher Link]

[30] Matthias Sander, Nina Heim, and Yvonne Kohnle, “Label-Awareness: Wie genau schaut der Konsument hin? - Eine Analyse des
Label-Bewusstseins von Verbrauchern unter besonderer Beriicksichtigung des Lebensmittelbereichs,” Berichte Uber
Landwirtschaft - Zeitschrift Fiir Agrarpolitik Und Landwirtschaft, vol. 94, no. 2, 2016. [CrossRef] [Google Scholar] [Publisher
Link]

[31] Caroline Fisher, Shristy Bashyal, and Bonnie Bachman, “Demographic Impacts on Environmentally Friendly Purchase Behaviors,”
Journal of Targeting Measurement and Analysis for Marketing, vol. 20, pp. 172—184, 2012. [CrossRef] [Google Scholar] [Publisher
Link]

[32] Khan Md Raziuddin Taufique, Andrea Vocino, and Michael Jay Polonsky, “The Influence of Eco-label Knowledge and Trust on
Pro-environmental Consumer Behaviour in an Emerging Market,” Journal of Strategic Marketing, vol. 25, no. 7, pp. 511-529,
2017. [CrossRef] [Google Scholar] [Publisher Link]

[33] Vincenzo J. Ferrero et al, “Understanding the Sustainability of Eco-Labeled Products when Compared to Conventional
Alternatives,” ASME Digital Collection, 2017. [CrossRef] [Google Scholar] [Publisher Link]

[34] Kirsi Laitala, and Ingun Grimstad Klepp, “Environmental and Ethical Perceptions Related to Clothing Labels among Norwegian
Consumers,” Research Journal of Textile and Apparel, vol. 17, no. 1, pp. 50-58, 2013. [CrossRef] [Google Scholar] [Publisher
Link]

[35] A.K. Roy Choudhury, “Development of Eco-labels for Sustainable Textiles,” Roadmap to Sustainable Textile and Clothing, pp.
137-173, 2014. [CrossRef] [Google Scholar] [Publisher Link]

[36] Irem Yoruk, Gokhan Kumpas, and Mine Ucok Hughes, “Ignorance is Bliss: Understanding how the Number of Eco-Labels Affects
High vs. Low-knowledge Consumers,” Business Forum, vol. 30, no. 1, pp. 34-47, 2023. [Google Scholar] [Publisher Link]

[37] Xingyuan Wang et al,, “Telling you more Fluently: Effect of the Joint Presentation of Eco-Label Information on Consumers’
Purchase Intention,” International Journal of Environmental Research and Public Health, vol. 19, no. 20, 2022. [CrossRef]
[Google Scholar] [Publisher Link]

[38] Christianah Aliu-Odeyemi, Ploychanok Ngernkitti, and Nadeeka Erandathi Rathnayake Berglund, “Factors Influencing the
Application of Consumers’ Prior Ecolabel Knowledge in their Green Consumption,” Jonkoping University, 2022. [Online].
Available: https://www.diva-portal.org/smash/get/diva2:1663720/FULLTEXTO1.pdf

[39] News, 72 Per Cent of Households Recycle in 2023. [Online]. Available: https://www.nea.gov.sg/media/news/news/index/72-per-
cent-of-households-recycle-in-2023?utm_source=chatgpt.com

[40] Suk Min Pang et al., “Gender Differences in Sustainable Clothing Purchase Intention,” International Journal of Innovative
Research and Scientific Studies, vol. 8, no. 2, pp. 2733-2748, 2025. [CrossRef] [Google Scholar] [Publisher Link]

[41] Jeffery Bray, “Ethical Dimensions in Clothing Purchase,” Bournemouth University Research Online, 2009. [Google Scholar]
[Publisher Link]

[42] Kerri Byrd, and Jin Su, “Investigating Consumer Behaviour for Environmental, Sustainable and Social Apparel,” International
Journal of Clothing Science and Technology, vol. 33, no. 3, pp. 336-352, 2021. [CrossRef] [Google Scholar] [Publisher Link]

[43] Felix Chung Kwok-pan, Fashion Summit (HK), Asia Sustainable Fashion Event, Sustainable Fashion, A Survey on Global
Perspectives. [Online]. Available: https:/assets.kpmg.com/content/dam/kpmg/cn/pdf/en/2019/01/sustainable-fashion.pdf

26


https://doi.org/10.1080/17569370.2021.2015873
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Product+choice%3A+Does+Eco-Labeling+play+an+important+role+in+apparel+consumption+in+India%3F&btnG=
https://www.tandfonline.com/doi/abs/10.1080/17569370.2021.2015873
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Influence+Of+Consumers%E2%80%99+Trust+And+Knowledge+In+Eco-Labels+On+Price+Premium+Of+Eco-Labeled+Clothing+In+Thailand&btnG=
https://ethesisarchive.library.tu.ac.th/thesis/2021/TU_2021_6302043010_15018_18336.pdf
https://doi.org/10.1007/978-981-13-1265-6_1
https://scholar.google.com/scholar?q=Analysing+the+consumer+behavior+regarding+sustainable+fashion+using+theory+of+planned+behavior&hl=en&as_sdt=0,5
https://link.springer.com/chapter/10.1007/978-981-13-1265-6_1
https://link.springer.com/chapter/10.1007/978-981-13-1265-6_1
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+Effectiveness+Of+Eco-Labels+In+Influencing+Consumer+Behavior+For+Fmcg+Products+In+Bangkok%2C+Thailand&btnG=
http://dspace.bu.ac.th/handle/123456789/5834
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Decoding+the+Green+Seal%3A+How+Eco-Labels+influence+perceived+quality+in+fashion&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Consumers+Purchase+Behavior+Toward+Eco-Labelling&btnG=
https://rshare.library.torontomu.ca/articles/thesis/Consumers_Purchase_Behavior_Toward_Eco-Labelling/14651823/1?file=28133577
https://doi.org/10.3390/su151310331
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Marketing+Tactics+for+sustainable+fashion+and+the+circular+Economy%3A+The+Impact+of+ethical+Labels+on+fast+Fashion+choice&btnG=
https://www.mdpi.com/2071-1050/15/13/10331
https://doi.org/10.5829/idosi.wasj.2013.24.07.1339
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Factors+affecting+consumer+purchase+decision+in+clothing+industry+of+Sahiwal%2C+Pakistan&btnG=
https://d1wqtxts1xzle7.cloudfront.net/104548025/3-libre.pdf?1690419934=&response-content-disposition=inline%3B+filename%3DFactors_affecting_consumer_purchase_deci.pdf&Expires=1757929267&Signature=Qrc6tCKcWxg56zQqK3TGGNhhvhWJPE5FCYsgaJm2kbiUuKosZ9RZfwZlKkl6E6BmRfNT0D-BBEWExWdONqX1VlsXZbOYdmaiOlKmCGlJJh6rDUga7Tq0EGcPqfzKUTQBn2BvCYVTVnl1whmeYbSjgVBLZqX89QSDQQJ~78XpUyDsBWvuvYHm0DibhrWv6btyQ7iu~r7j4XrfQYTCQ1xI4FEvHiBoibJ7RTjz6gLK9H3DLc-XpTCOYQV1B5CaYBHQPgMwVsQkiCf9iaPXOy4iBb~jmpswBrnf6spfFGBPgKOBykLtbrFjVjdgw17TFIidUOzP-7lPLCnfU4fvdasMQA__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Apparel+Purchasing+with+Consideration+of+Eco-labels+among+Slovenian+Consumers&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Environmental+Conscious+Behaviour+Among+Male+And+Female+Malaysian+Consumers&btnG=
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2131895
https://doi.org/10.3390/su14127278
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Stadium+travel+and+Subjective+Well-Being+of+Football+spectators&btnG=
https://www.mdpi.com/2071-1050/14/12/7278
https://doi.org/10.12767/buel.v94i2.120
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Label-Awareness%3A+Wie+genau+schaut+der+Konsument+hin%3F+-+Eine+Analyse+des+Label-Bewusstseins+von+Verbrauchern+unter+besonderer+Ber%C3%BCcksichtigung+des+Lebensmittelbereichs&btnG=
https://www.buel.bmel.de/index.php/buel/article/view/120
https://www.buel.bmel.de/index.php/buel/article/view/120
https://doi.org/10.1057/jt.2012.13
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Demographic+impacts+on+environmentally+friendly+purchase+behaviors&btnG=
https://link.springer.com/article/10.1057/jt.2012.13
https://link.springer.com/article/10.1057/jt.2012.13
https://doi.org/10.1080/0965254X.2016.1240219
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+influence+of+eco-label+knowledge+and+trust+on+pro-environmental+consumer+behaviour+in+an+emerging+market&btnG=
https://www.tandfonline.com/doi/abs/10.1080/0965254X.2016.1240219
https://doi.org/10.1115/DETC2017-68339
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Understanding+the+sustainability+of+Eco-Labeled+products+when+compared+to+conventional+alternatives&btnG=
https://asmedigitalcollection.asme.org/IDETC-CIE/proceedings-abstract/IDETC-CIE2017/V004T05A045/256748
https://doi.org/10.1108/RJTA-17-01-2013-B005
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Environmental+and+ethical+perceptions+related+to+clothing+labels+among+Norwegian+consumers&btnG=
https://www.emerald.com/rjta/article-abstract/17/1/50/362548/Environmental-and-Ethical-Perceptions-Related-to?redirectedFrom=fulltext
https://www.emerald.com/rjta/article-abstract/17/1/50/362548/Environmental-and-Ethical-Perceptions-Related-to?redirectedFrom=fulltext
https://doi.org/10.1007/978-981-287-164-0_6
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Development+of+eco-labels+for+sustainable+textiles&btnG=
https://link.springer.com/chapter/10.1007/978-981-287-164-0_6
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=ignorance+is+bliss%3A+understanding+how+the+number+of+eco-labels+affects+high+vs.+Low-knowledge+consumers&btnG=
https://www.calstatela.edu/sites/default/files/Ignorance%20is%20Bliss_0.pdf
https://doi.org/10.3390/ijerph192013713
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Telling+you+more+fluently%3A+effect+of+the+joint+presentation+of+Eco-Label+information+on+consumers%E2%80%99+purchase+intention&btnG=
https://www.mdpi.com/1660-4601/19/20/13713
https://doi.org/10.53894/ijirss.v8i2.5789
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Gender+differences+in+sustainable+clothing+purchase+intention&btnG=
https://shdl.mmu.edu.my/13713/
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Ethical+Dimensions+in+Clothing+Purchase&btnG=
https://eprints.bournemouth.ac.uk/9618/
https://doi.org/10.1108/IJCST-03-2020-0040
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Investigating+consumer+behaviour+for+environmental%2C+sustainable+and+social+apparel&btnG=
https://www.emerald.com/ijcst/article-abstract/33/3/336/115769/Investigating-consumer-behaviour-for-environmental?redirectedFrom=fulltext

Koel Malhotra / IJEMS, 12(9), 15-27, 2025

[44] Anish Ankit Guria, and Roopa K.V, “Research Paper on Sustainable Fashion and Consumer Buying Behavior,” International
Journal of Research and Analytical Reviews (IJRAR), vol. 11, no. 1, pp. 531-533, 2024. [Google Scholar] [Publisher Link]
[45] Ziyue Zhao et al., “Gender-Related Beliefs, Norms, and The Link with Green Consumption,” Frontiers in Psychology, vol. 12,

2021. [CrossRef] [Google Scholar] [Publisher Link]
[46] Yun-Hsiang Tien, and Jingchi Huang, “Gender Differences in Pro-Environmental Behavioral Intentions, Environmental Values,

Tolerance of Environmental Protection Cost, and Confidence in Citizen Participation in Environmental Policies During the
COVID-19 Pandemic in Taiwan,” Polish Journal of Environmental Studies, vol. 32, no. 5, pp. 4813-4823, 2023. [CrossRef]
[Google Scholar] [Publisher Link]

[47] Yong Li, Bairong Wang, and Orachorn Saechang, “Is Female a More Pro-Environmental Gender? Evidence from China,”
International Journal of Environmental Research and Public Health, vol. 19, no. 13, 2022. [CrossRef] [Google Scholar] [Publisher
Link]

[48] Eva Hageman et al., “Do Fast Fashion Sustainable Business Strategies Influence Attitude, Awareness and Behaviours of Female
Consumers?,” Business Strategy and the Environment, vol. 33, no. 2, pp. 1081-1098, 2024. [CrossRef] [Google Scholar] [Publisher
Link]

Study of University Teachers and Students,” PLoS ONE, vol. 20, no. 2, 2025. [CrossRef] [Google Scholar] [Publisher Link]

[50] Lisa M. Soederberg Miller, and Diana L. Cassady, “The Effects of Nutrition Knowledge on Food Label Use. A Review of the
Literature,” Appetite, vol. 92, pp. 207-216, 2015. [CrossRef] [Google Scholar] [Publisher Link]

[51] Erwin P. Bettinghaus, “Health Promotion and The Knowledge-Attitude-Behavior Continuum,” Preventive Medicine, vol. 15, no. 5,
pp. 475491, 1986. [CrossRef] [Google Scholar] [Publisher Link]

[52] Chris Janiszewski, “Preattentive Mere Exposure Effects,” Journal of Consumer Research, vol. 20, no. 3, pp. 376-392, 1993.
[Google Scholar] [Publisher Link]

[53] Hal Koss, How the Mere Exposure Effect Works in Marketing and Advertising, Built In, 2023. [Online]. Available:
https://builtin.com/articles/mere-exposure-effect

[54] Steffen Schmidt et al., “The Green Brand: Explicit and Implicit Framing Effects of Ecolabelling on Brand Knowledge,” Cogent
Psychology, vol. 4, no. 1, 2017. [CrossRef] [Google Scholar] [Publisher Link]

[55] Ivan Kova¢, Dario Dunkovi¢, and Barbara Kova¢, “Greenwashing and Consumer Skepticism Toward Eco-labels in Croatia:
Challenges and Policy Directions,” British Food Journal, 2025. [CrossRef] [Google Scholar] [Publisher Link]

[56] Nikolaos Stylos, “An Integrated Duality Theory Framework (IDTF): Marking Pathways for Consumer Decision-making
Researchers in the Hospitality and Tourism Industry,” International Journal of Contemporary Hospitality Management, vol. 34, no.
7, pp. 2597-2619, 2022. [CrossRef] [Google Scholar] [Publisher Link]

27


https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Research+Paper+on+Sustainable+Fashion+and+Consumer+Buying+Behavior&btnG=
https://www.ijrar.org/papers/IJRARTH00165.pdf
https://doi.org/10.3389/fpsyg.2021.710239
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Gender-Related+Beliefs%2C+Norms%2C+and+the+link+with+green+consumption&btnG=
https://www.frontiersin.org/journals/psychology/articles/10.3389/fpsyg.2021.710239/full
https://doi.org/10.15244/pjoes/168851
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Gender+differences+in+Pro-Environmental+behavioral+intentions%2C+environmental+values%2C+tolerance+of+environmental+protection+cost%2C+and+confidence+in+citizen+participation+in+environmental+policies+during+the+COVID-19+pandemic+in+Taiwan&btnG=
https://d1wqtxts1xzle7.cloudfront.net/111058881/pdf-168851-94189-libre.pdf?1706784587=&response-content-disposition=inline%3B+filename%3DGender_Differences_in_Pro_Environmental.pdf&Expires=1757927268&Signature=cYDqCoXJtCi-GddniVQd323deMjuioIxwKAiv~wiPAFDtc4s8NzRySCQIlVhWRzHI~LyAWlVBf~kWbRpzl~LtgKIZnyHXb5YgwaaHrJQLY8PhrKHePdUYOaagYJWbsXy936AXNb2fjAQ049rvB287iKVEgHpLcU2z3i6KHg9zDe0gVDKtxNmFOouCVbDdlOjRgNGAjnpmGCjjEM2Bzys1tYZ8JLlknTksOGTOG4NtuDDyrw9kc2w5Mqdw26gzWCNf46U0-XZHdKCyFwDnCZQv-mCrEas9zZprqvxXs290bnko1kQJKShh9prQvRb8fFLnSbZxHswZmC9rnYd3SC27Q__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://doi.org/10.3390/ijerph19138002
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Is+Female+a+More+Pro-Environmental+Gender%3F+Evidence+from+China&btnG=
https://www.mdpi.com/1660-4601/19/13/8002
https://www.mdpi.com/1660-4601/19/13/8002
https://doi.org/10.1002/bse.3545
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Do+fast+fashion+sustainable+business+strategies+influence+attitude%2C+awareness+and+behaviours+of+female+consumers%3F&btnG=
https://onlinelibrary.wiley.com/doi/full/10.1002/bse.3545
https://onlinelibrary.wiley.com/doi/full/10.1002/bse.3545
https://doi.org/10.1371/journal.pone.0314532
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+perspectives+of+women+on+sustainable+fashion+consumption%3A+Comparative+study+of+university+teachers+and+students&btnG=
https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0314532
https://doi.org/10.1016/j.appet.2015.05.029
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+effects+of+nutrition+knowledge+on+food+label+use.+A+review+of+the+literature&btnG=
https://www.sciencedirect.com/science/article/pii/S0195666315002743
https://doi.org/10.1016/0091-7435(86)90025-3
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Health+promotion+and+the+knowledge-attitude-behavior+continuum&btnG=
https://www.sciencedirect.com/science/article/abs/pii/0091743586900253
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Preattentive+mere+exposure+effects&btnG=
https://www.jstor.org/stable/2489354
https://doi.org/10.1080/23311908.2017.1329191
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+green+brand%3A+Explicit+and+implicit+framing+effects+of+ecolabelling+on+brand+knowledge&btnG=
https://www.tandfonline.com/doi/full/10.1080/23311908.2017.1329191
https://doi.org/10.1108/BFJ-02-2025-0122
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Greenwashing+and+consumer+skepticism+toward+eco-labels+in+Croatia%3A+challenges+and+policy+directions&btnG=
https://www.emerald.com/bfj/article/doi/10.1108/BFJ-02-2025-0122/1268025/Greenwashing-and-consumer-skepticism-toward-eco
https://doi.org/10.1108/IJCHM-10-2021-1256
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=An+integrated+duality+theory+framework+%28IDTF%29%3A+marking+pathways+for+consumer+decision-making+researchers+in+the+hospitality+and+tourism+industry&btnG=
https://www.emerald.com/ijchm/article-abstract/34/7/2597/123911/An-integrated-duality-theory-framework-IDTF?redirectedFrom=fulltext

