[image: image1.jpg]




2019 Proceedings
                                                              Las Vegas, Nevada

2019 Proceedings
                                                             Las Vegas, Nevada


Green Fashion Purchase Behavior of Hispanic Consumers in US: 

Role of Fashion Consciousness, Health Consciousness and Personal Norms 

Dr. Chitra Dabas, California State Polytechnic University, Pomona

Dr. Lizhu Davis, California State University, Fresno

Introduction: 
The Hispanic population in US is more than 59 million with a spending power estimated at around 1.5 trillion dollars per year (CMO Network, 2017). Hispanics are also the most rapidly growing ethnic segment estimated to reach 21.1% in 2030 and 27.5% in 2060 (Vespa, Armstrong, & Medina, 2018). Hispanic consumers tend to be more fashion conscious and involved in fashion products. In a research study, Shepard, Kinley and Josiam (2014) found that Hispanics display stronger fashion leadership than Caucasians. They invest in well-known brands to achieve a sense of belonging within the US culture (Kwak & Sojka, 2010).  Hispanics females are a significant driving force for fashion and related product sales in the US market (Rozak, 2018). According to a recent Nielsen report, Hispanic consumers were also the top drivers of organic products purchased in 2018 (Stych, 2019). Given the rapid growth in the Hispanic population and strong purchasing power, they are an important population of interest for fashion retailers in US. Despite growing interest in this segment, not much research exists to understand the fashion related purchase behavior of this segment. Therefore, this research aims to understand factors that influence green fashion purchase behavior of young Hispanic consumers.
Literature Review: 
For the purpose of this study, green fashion is defined as apparel made from organic textiles. Many factors affect consumers’ consumption of green textiles and apparel. Health consciousness and environmental concerns are two common factors. Both personal health and environmental concerns are two major green apparel consumption motivations (Davis, 2011). Gam et al. (2010) found that environmental concerns significantly affect mothers’ involvement with organic cotton clothing, which in turn affects their willingness to pay for organic cotton clothing. Health conscious people might be more interested in learning about everything related to a healthy environment. Therefore, there is a positive relationship between health consciousness and environmental concerns [H1]. Fashion consciousness refers to consumers’ seeking the latest trends and exciting new fashions (Sprotles & Kendall 1986). Cho, Gupta and Kim (2015) found that fashion consciousness enhances the likelihood of organic apparel consumption. It is likely that Hispanic consumers’ strong interest in fashion and organic products will influence their curiosity for green fashion. Therefore, fashion consciousness will influence Hispanics’ green fashion knowledge. [H2]. Several studies have found that environmental concerns have an impact on attitude, intention and behavior towards environmentally friendly products (Onurlubas, 2018; Kim & Choi, 2005). Therefore, we predict that Hispanic consumer’s concern for the environment will also shape their attitude towards green fashion products [H3]. Kozar and Hiller Connell (2011) found that perceived knowledge about apparel social issues and strong attitudes towards those issues are positively related to willingness to pay for socially responsible goods. Similarly, attitudes towards green apparel and green apparel knowledge are significantly related to green purchase behavior [H4 and H5]. Chang and Watchravesringkan (2018) found that strong attitude towards environmentally friendly apparel influenced purchase intention towards sustainable apparel [H6]. Park and Ha (2012) found that cognitive attitude, social norms, and personal norms significantly related to recycling intentions. Also, among those three significant determinants, personal norms have the strongest effect, followed by cognitive attitude, and then social norms (Park and Ha, 2012). This finding suggests that personal norms are instrumental in determining pro-environmental behavior.  In addition, Chang and Watchravesringkan (2018) found that social norms are also a critical driver for sustainable apparel purchase intention. For Hispanic consumers, social norms are an important factor when making apparel purchase decisions and for shopping enjoyment (Seock & Hathcote, 2010). Therefore, both personal and social norms will also be important factors in driving green fashion purchase behavior [H8 and H7]. To summarize, based on the literature, we hypothesized that for Hispanic consumers:
H1: Health consciousness will positively influence environmental concerns.

H2: Fashion conscious Hispanic consumers are more likely have knowledge of green fashion. 

H3: Environmental concern will positively influence the attitude towards green fashion. 

H4: The knowledge of green fashion will positively influence the attitude towards green fashion. 

H5: The knowledge of green fashion will positively influence the purchase behavior of green fashion. 

H6: Attitude towards green fashion will positively influence the purchase behavior of green fashion.

H7: Social norms will positively influence the purchase behavior of green fashion.

H8: Personal norms will positively influence the purchase behavior of green fashion.

Methodology: 
Data for this research was collected using a structured online survey using undergraduate student population in a southwestern university in U.S. A total of 369 useable responses were collected. Amongst that 181 (49.1%) respondents self-identified themselves as Hispanics and were used for the analysis of proposed conceptual model. A majority of the respondents were females (79%). Existing scales were adapted from the literature to measure proposed constructs in the model. All items were measured on six-point Likert scales and the reliabilities of the constructs ranged from .702 to 0.924.  The proposed model was tested using structural equation modeling in AMOS 25.0. A two-step approach was used to test the validity of the factor structure followed by path analysis, as proposed by Anderson and Gerbing (1988). CFA analysis of the eight constructs proposed in the model revealed a good model fit of CFI=.941, IFI=.941, RMSEA=.041, χ2=1060.98, df=814, p<.001. The path analysis revealed an acceptable fit with the following indices: χ2 = 784.876 with df=545, p<.001, CFI = .932, IFI=.926, RMSEA = .049.
Results and Conclusion: 
Six out of the eight proposed hypotheses were supported by the structural model. Results revealed that fashion consciousness influenced green fashion knowledge (=.272, p<.01) [H2]; health consciousness influenced environmental concerns (=.342, p<.01), which was, furthermore, a significant determinant of attitude towards green fashion (=.321, p<.01) [H1, H3]. Green fashion knowledge influenced attitude (=.315, p<.01) [H4] and purchase behavior (=.587, p<.01) [H5] towards green fashion, but attitude towards green fashion did not predict purchase behavior (=.018 n.s.) [H6]. Social norms were not significant predictors of purchase behavior (=-0.140 n.s.), and only personal norms determined green fashion purchase behavior (=.408, p<.01) [H7 and H8]. This study supports prior research that knowledge of organic apparel and textile products is the most important determinant of purchase behavior towards organic apparel. Surprisingly social norms do not influence purchase behavior in our sample. Campbell (2013) found similar result in organic food purchase behavior of Hispanic consumer. This may be attributed to the younger generation that relies on personal norms more than social beliefs. Personal norm was the second most important predictor of purchase behavior. Hispanic consumers tend to be more fashion conscious than their non-Hispanic counterparts (Shephard, Kinley and Josiam, 2014). Marketers should target organic apparel advertising towards this consumer segment to increase their knowledge of organic apparel products and encourage purchase behavior. 
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