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The influences of attitude toward responsible fashion
consumption and environmental concern on Gen Z’s CSR-
driven fashion brand choice intention: Empirical evidence

from Germany

Henrik Vogel
ABSTRACT:

The fashion industry is considered one of the most relevant industries worldwide. At the same time,
however, it is repeatedly accused of irresponsible behavior toward the environment and society. For
fashion brands who identify Generation Z as an attractive customer target group, the increasing consumer
sensitivity for environmental protection and corporate social responsibility (CSR) could offer promising
potential for differentiation. Although this assumption is frequently cited, there has been surprisingly little
research to date. In a quantitative-empirical study among n = 157 members of Generation Z in Germany,
the impact, a) attitude toward responsible fashion consumption and b) environmental concern were
analyzed. The results show that both, attitudes towards responsible fashion consumption and
environmental concern have a positive effect on the intention to buy clothes from CSR-driven fashion
brands. Furthermore, environmental concern has a reinforcing effect on the attitude-intention
relationship. Recommendations for managerial practice and ideas for possible future research are derived
from the results. The work is intended to contribute to a deeper understanding of the responsible fashion
consumption behavior of Generation Z in Germany.
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brand choice, consumer behavior, corporate social responsibility (CSR), environmental concern, fashion,
Generation Z, purchase intention
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Introduction

The textile and fashion industry is one of the most important economic sectors worldwide (Thorisdottir
& Johannsdottir, 2020, p. 1). According to labour statistics, the global industry employs up to 300 million
people along the entire value chain including design, production, distribution and retail (Fashion
United, 2023). The global economic importance of the market is correspondingly high. In 2022, around
1.5 trillion euros were generated by apparel and shoes. Compared with 2014, this corresponds to a
growth of 26% (Statista, 2023a). The cornerstone of the fashion industry’s global success is the so-called
“fast fashion” industry. The secret of success of big fast fashion players, such as Zara, H&M and Primark,
is to create a permanent demand for clothing with constantly changing collection cycles, modern
designs and low sales prices (McNeill & Moore, 2015, p. 213). So far, the strategy works. Globally, the
lifecycle of clothing has nearly halved in recent years. Fast fashion shirts are now worn on average seven
to eight times before they are banned from the closet and ultimately end up in landfills or washed up
on the beaches of Africa (McKinsey, 2016; The Guardian, 2023). Despite or precisely because of this
devastating situation, the fast fashion industry is booming. The continuous desire for inexpensive
clothing has led to a global sales forecast of almost 1.9 trillion euros by 2027 - an increase of 28%
compared to 2022 (Statista, 2023a). Other studies forecast a production volume of 206 billion garments
by 2030, which would correspond to a doubling since 2014 (Greenpeace, 2021, p. 16).

While the (fast)fashion industry could look to the future with confidence from a sales perspective,
criticism is growing among politicians and environmental associations. In addition to the repeated
accusation of implicitly promoting a "throw-away" mentality, the fashion industry has long been
accused of immense environmental and climate pollution. In particular, the excessive consumption of
water, the use of chemicals and pesticides in washing and dyeing processes, energy consumption, and
CO2 emissions in production and global transport of garments are pointed out (Pérez et al., 2022, p.
796). In addition, the industry is regularly criticized for social and financial exploitation of its employees
and inadequate safety standards in production facilities in Asia, Africa and the Middle East (Bailey et al.,
2022, p. 1; Niinimaki et al., 2020, p. 189). Against the backdrop of these allegations, it is not surprising
that the fashion industry is considered one of the dirtiest and least sustainable industries in the world
(Boston Consulting Group 2021, p. 10.; Buchel et al., 2022, p. 231).

In order to initiate a shift in the industry and in consumer behavior, environmental associations are now
increasingly taking action with exposure reports and awareness campaigns (e.g. Greenpeace, 2021). For
their part, policymakers are pushing for change and increasingly introducing laws to limit greenhouse
gas emissions, reduce water and chemical use, ensure minimum wages in production and promote
recycling and circularity concepts. In addition to corporate commitments, measures also aim to
establish awareness of responsible, sustainable apparel consumption on the consumer side (e.g.
European Environment Agency, 2022). Although intensively covered by the media, the impact on
success is still unclear. On the one hand, consumers across countries rank the topics of sustainability as
well as CSR-related brand behavior as relevant purchase decision criteria (GfK, 2022; McKinsey, 2022, p.
78). On the other hand, the global sales growth of the leading fast fashion brands (e.g. Inditex, H&M,
Shein) still reveals a discernible discrepancy between the attitude towards responsible fashion
consumption and the intention to buy products from responsibly acting brands (Statista, 2023b).
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The discrepancy between such a responsibility-oriented attitude and the corresponding behavioral
reaction is receiving increasing attention in the literature as the so-called “attitude-behavior-gap” (ABG).
Forexample, current research includes numerous papers that address possible causes of a gap between
attitudes and various behaviors - for example, sustainable food consumption, mobility behavior,
responsible energy consumption, or conscious waste reduction (e.g., Anisimova & Weiss, 2022; Fox,
2020; He et al., 2019; Nguyen et al., 2016; Sadiq et al., 2022; Viera et al., 2023; Wang et al., 2022; Wong,
2021). ABG is also playing an increasingly important role in the context of sustainable clothing
consumption. In this context, the focus of scientific interest has so far been primarily on possible ABG
causes and thus barriers to CSR-driven brand choice intention. These include consumers’ doubts about
product quality and availability of sustainable clothing, off-putting sales options such as unattractively
designed thrift stores, mistrust regarding the authenticity and honesty of sustainability commitments,
or the presumption of overpriced responsibly produced clothing (e.g., Connell, 2010; McNeill & Moore,
2015; Rothenberg & Matthews, 2017; Williams & Hodges, 2022). Existing research agrees that closing the
attitude-behavior gap is one of the key business imperatives across industries. Thus, despite its
relatively young age, the concept is considered to have a strong impact on consumption and thus high
entrepreneurial relevance. White et al. (2019, p. 23) summarize this core aspect as follows: "This
discrepancy between what consumers say and do is arguably the biggest challenge for marketers,
companies, public policy makers, and nonprofit organizations aiming to promote sustainable
consumption".

Despite its widely recognized importance, relevant research on responsible clothing consumption has
so far been surprisingly one-sided. While the causes of an attitude-behavior gap have been intensively
analyzed, there are still significant research gaps in answering the question of how to explicitly promote
the relationship between attitude and behavioral intention. One feature that deserves particular
attention in this context is environmental concern. Findings from behavioral research repeatedly
demonstrate a positive effect of environmental concern on pro-environmental behaviors, such as
planting trees (Gao et al., 2020), buying sustainable products in general (Durmaz & Akdogan, 2023), or
food (He et al., 2019) and biofuels (Pagiaslis & Krontalis, 2014) in particular. However, there has been
little quantitative empirical research to date on whether this can be transferred to clothing
consumption. One notable exception is the work of Perez et al. (2022). In a survey of 450 Spanish
consumers of different age groups, the authors have found a positive direct correlation between
environmental concern and responsible clothing consumption. The fact that this correlation can be
used on the corporate side as an effective and economically attractive feature of competitive
differentiation is demonstrated, for example, by the company Patagonia. Supported by its mission
statement "We are in business to save our home planet," this well-known American supplier of outdoor
apparel and gear has been involved in numerous projects of environmental and social protection for
years. Moreover, Patagonia appeals to their customers to consume outdoor equipment in a responsible
and reflective way (Patagonia, 2023). The strategic focus on responsibility and environmental protection
is paying off. The company now stands as a pioneer of political activism and is one of the largest outdoor
sports brands in the world, with sales of over 1 billion US-dollars (World Economic Forum, 2022).
Although Patagonia is often used as a benchmark for the success of responsible action (Cascade, 2023),
other fashion brands still find it difficult to recognize the relevance for consumer behavior and to make
appropriate strategic changes (Hofmann et al., 2022).
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According to the status quo in research and practice, there is a need for more empirical work that deal
with responsible fashion brand choice intention and the effects of environmental concern. In particular,
there is a lack of empirical studies that explicitly address the Generation Z in this context. This
generational cohort represents a highly interesting research group for several reasons. First, clothing
purchases account for a significant share of the available financial resources in this generation, due to
the fact, that younger Generation Z members often still live at home and have relatively few domestic
expenses to pay, like e.g. food, cleaning supplies, rent and electricity (Klarna, 2020). At the same time,
fashion plays a significant role for the young generation in conjunction with social identification and
personality development, leading to regular purchases and brand choice decisions (Williams & Hodges,
2022). Second, the so called “Gen Z” is often classified as a generational cohort that takes a particularly
critical view on the issues of environmental protection and corporate responsibility with regard to
fashion consumption (e.g., Nuh et al., 2023, p. 465; Tran et al., 2022, p. 3). Krasulja et al. (2020) even refer
to members of Generation Y and Z as "agents of change” (p. 6), who take a critical look at existing
grievances and advocate change. However, there is a tantalizing ambivalence between the critical,
environmentally-oriented attitudes and actual behavior of Generation Z. Studies indicate that this
generational cohort is one of the strongest consumer groups of fast fashion (Muralidhar & Raja 2019, p.
150), and thus is particularly susceptible to an attitude-behavior gap in fashion consumption (Calver et
al., 2022, Zalando, 2021). In summary: While on the one hand Generation Z is seen as having a lot of
potential for establishing a responsible fashion market, on the other hand it is not yet clear whether and
how an attitude towards responsible fashion consumption also leads to a corresponding consumer
behavior among the members of this generation.

Based on the limited state of research to date and the strategic relevance of consumer behavior of
Generation Z for corporate practice, this paper is therefore dedicated to the following two research
questions (RQ):

RQ1: Do positive attitudes towards responsible fashion consumption lead to adequate consumer
behavioral intention in the form of preferred choice of CSR-driven fashion brands among Gen Z?

RQ2: How does the existing environmental concern affect the relationship between attitude and
brand choice intention in fashion consumption among members of Gen Z?

The two research questions will be answered based on a survey of Gen Z members in Germany. The
research pursues various goals. First, this study contributes to the important discussion about the
relevance of responsible shopping intention of Gen Z fashion consumers. Second, this study contributes
to clarifying whether and in what form environmental concern plays a role in the fashion brand choice
decision process of young fashion consumers. Third, the present study among German Generation Z
representatives contributes to an international extension and validation of the research. Fourth, this
paper will provide valuable implications for business management (especially brand management) and
possible future research.

The paper is structured as follows: the introduction is followed by the theoretical framework and
hypotheses development. Dedicated to each of the two research questions, this chapter is divided into
two sub-chapters. As third part, the theoretical framework is followed by a description of the
methodology in the proven structure of a scientific paper. Several regression models are calculated for

Seite 6 von 20



@
IU Discussion Papers - Marketing & Kommunikation, No. 3 (November 2023) INTERNATIONALE
HOCHSCHULE

the empirical investigation. The methodology is finally followed by an interpretation of the results, as
well as recommendations for managerial practice and possible future research.

Theoretical framework and hypotheses development

ATTITUDE AND BEHAVIOR TOWARDS RESPONSIBLE FASHION CONSUMPTION

The first step focuses on the relationship between attitudes toward responsible clothing consumption
and a resulting choice of responsible clothing brands. The assumption that the positive attitude
towards a topic serves as an affective predictor of a resulting intention and subsequent behavior is
based on the social science theory of planned behavior according to Ajzen (1985). In the scientific
literature, the attitude-behavior relationship finds broad consideration and multiple confirmation. For
example, a positive impact of attitude on behavior has been demonstrated for Generation Zin choosing
sustainable products in general (Michel et al., 2022) and food in particular (Robichaud & Yu, 2022),
sustainable tourism (Nowacki et al., 2023), and sustainable mobility concepts (Grzesiuk et al., 2023). It
is therefore assumed in this study of Gen Z that a positive attitude towards responsible clothing
consumption leads to a corresponding brand choice. Accordingly, the following first hypothesis is
formulated:

HI1: The more positive the attitude towards responsible clothing consumption, the more pronounced an
intention to buy from responsibly operating clothing brands.

ENVIRONMENTAL CONCERN AS DIRECT AND INTERACTING IMPACT FACTOR

In addition to attitude as a first key driver for the choice of responsible apparel brands, environmental
concern is examined as a second influencing variable. In many ways, the environment is said to have a
behavior-determining effect. For example, Chen (2009, p. 172), in his study of the purchasing behavior
of Taiwanese consumers, concludes that environmental attitudes are a main motive for the purchase of
organic food. Bamberg and Moser (2007, p. 21) found that existing environmental knowledge leads to
increased environmental awareness and thus to more sustainable behavior. In a broad study, Lee (2009,
p. 92) found that, among other factors, the perceived relevance of environmental problems and
perceived environmental responsibility influence conscious sustainable purchasing behavior.

The influence of the environment and concern about environmental impacts on consumption decisions
can be explained by the theory of conscious behavior according to Hines et al. (1987). Therewith,
environmentally conscious (or responsible) consumption behavior is based on knowledge,
understanding, and sensitivity to environmental problems. Before people consciously act in an
environmentally (and implicitly socially) responsible manner, they must be aware of the underlying
problems. This awareness may be reflected in perceived environmental concern (He et al. 2019, p. 459).
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Referring to the existing evidence and theoretical behavioral foundation, it is hypothesized that
environmental concern is a positive predictor of responsibility-based brand choice behavior.
Accordingly, the second hypothesis of this paper is:

H2: The stronger the environmental concern, the more pronounced an intention to purchase from
responsible apparel brands.

In addition to the direct influence on brand choice, a positive interacting influence of environmental
concern is also hypothesized. This is based on the assumption that Gen Z consumers, who already have
a pronounced positive attitude towards responsible clothing consumption, are more receptive and
informed with regard to the environmental impact of the actions (production, logistics) of clothing
manufacturing (Kollmuss & Agyeman, 2002, p. 257). This leads to the following third hypothesis of this
thesis:

H3: Environmental concern strengthens the positive relationship of attitude toward responsible apparel
consumption on intention to purchase from responsible apparel brands.

The following research framework emerges from the hypotheses described. As first independent
variable serves the attitude towards responsible fashion consumption. This variable reflects the
evaluation and the openness to buy clothes from CSR-driven fashion brands. Environmental concern
serves as second independent variable as well as interacting variable. Consistent with the description
above, environmental concern is defined as the level of perceived environmental threat caused by
others' and one's own behavior, combined with the goal to act in an environmentally supporting way.
CSR-driven brand choice intentionis introduced into the model as the dependent variable. This variable
reflects the specific willingness to select socially and environmentally responsible fashion brands.

Figure: Research framework

Environmental H2(+)
concern
H3 (+)
Attitude toward H1 (+) CSR-driven fashion

responsible fashion

. brand choice intention
consumption

_____________________________
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Methodology

DATA COLLECTION AND SAMPLE

The data collection took place in January and February 2023 and was based on an anonymous online
survey of members of Generation Z (18 - 26 years). The participants were informed in advance about the
purpose of the survey. There was no evaluation of specific fashion brands. Rather, the survey asked for
a general assessment of the social responsibility of brands in the fashion industry. On the one hand, this
was to prevent confrontation with unknown brands in the survey. On the other hand, a bias due to
particularly positive or negative brand perceptions in the response behavior was thus avoided (cf.
Geuens & de Pelsmacker, 2017, p. 85). Incentives to participate were not provided. A total of n = 157 fully
completed questionnaires were included in the analysis. The average age of the participants was 21
years (female: n =102; 65.0%).

Prior to the main study, the questionnaire was evaluated in a pretest by n =7 persons (average age: 43.4
years; female: n = 3; 42.9%), including 4 university scientists, for comprehensibility and plausibility of
content. The comments from the pretest were incorporated into the final design of the questionnaire.
Among other things, the terminology of "social responsibility of fashion brands" was explained to the
participants at the beginning of the survey to ensure an equal understanding.

CONSTRUCT MEASURES

For the study, proven constructs from marketing and management literature were used and adapted to
the present research questions. Attitude toward responsible fashion consumption was measured using
four items on a seven-level semantic differential (Bagozzi et al., 2003, p. 281). For conceptualizing
environmental concern, three items were adopted from Chang (2011, p. 22). The items were measured
using a seven-point Likert scale with anchor points of 1 = "strongly disagree" and 7 = "strongly agree".
CSR-driven fashion brand choice intention was also measured using a seven-point Likert scale. Two
items from Casalegno et al.'s (2022, p. 1016) scale were used for this purpose. In addition to the main
constructs, two control variables, age and gender, were included in the analysis. The inclusion of age is
based on findings from previous work that older consumers are more responsible shoppers than
younger consumers (e.g. Williams & Hodges, 2022, p. 663). In addition, there are findings in the literature
that women compared to men are more willing to select sustainable products and brands (e.g., Dagher
et al., 2015; Lee, 2009; Migheli, 2021) Table 1 provides an overview of the constructs and control
variables.
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Table 1: Scale items for construct measures
Construct Items Individual Factor Average
item relibility/  variance
reliability Cronbach extracted
alpha
Attitude toward Buying clothes from socially responsible brands is something | .87 /.83 .63
responsible fashion find
consumption
(adapted from ...bad (1) ...good (7). .52
Bagozzi et al., 2003) ...wrong (1) ...right (7). 69
...foolish (1) ...wise (7). .62
...useless (1) ...useful (7). .69
Environmental concern* | am concerned about the environment. 45 81/.71 51
dapted f Ch
(;Off) ediromLhang, The state of the environment affects my quality of life. .53
My actions affect the environment. 46
I am willing to make sacrifices to protect the environment. .61
CSR-driven fashion | prefer to buy clothes from socially responsible brands. 72 .84 /.76** 73
brand choice intention*
(adapted from I usually buy clothes from brands that are more socially 74

Casalegno et al., 2022)

Age (CV)

Gender (CV)

responsible than other brands.

Age

Gender

CV=Control variable

* 7-point rating scales with anchors 1 = "strongly disagree" und 7 = "strongly agree"
** Spearman-Brown coefficient due to two-item measurement: .77

MODEL SPECIFICATION AND ESTIMATION

PSPP statistic software was used to test the model and construct quality and to perform the regression
analyses. The model goodness of fit was measured using confirmatory factor analysis with varimax

rotation along the independent and dependent variables. The extraction leads to three variables with
eigenvalues >1.00. For the construct attitude toward responsible fashion consumption, there is one
extracted factor (eigenvalue: 3.68) with 36.8 percent variance explanation. As second construct,
environmental concern (eigenvalue: 1.72) contributes to the model with 17.2 percent variance
explanation. As a third factor, CSR-driven fashion brand choice intention (eigenvalue: 1.19) leads to 11.9
percent variance explanation in the model. Overall, the three extracted variables thus explain 65.9
percent of the total variance in the model which can be considered a good result. The highest variance
explanation of one factor is 36.8 percent and therewith well below the critical threshold of 50.0 percent
(Podsakoff et al., 2003).
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The Kaiser-Meyer-Olkin criteria (KMO) for evaluating the coherence of variables in the model is .77, well
above the recommended threshold of .50 (Kaiser & Rice, 1974, p. 112). Bartlett's test for sphericity is
highly significant (p <.01). The null hypothesis that there is no commonality between the items can
therefore be rejected. Overall, the model quality can be described as good.

The analysis of construct quality also yields good results. The required minimum levels for indicator
reliability (>.40), factor reliability (>.70), average variance extracted (>.50), and Cronbach alpha (>.70)
are consistently achieved (see Table 1; cf. Bagozzi & Yi, 1988; Nunnally, 1978). If a construct is measured
by two items, there exist different recommendations in the literature. While some authors recommend
Cronbach alpha as a measure of internal consistency (e.g. Casalegno et al., 2022, p. 1016), other authors
call for a reliability measurement using the Spearman-Brown coefficient (e.g., Eisinga et al., 2013, p. 8).
As a combined result, for CSR-driven fashion brand choice intention, a Spearman-Brown coefficient of
.77 and a Cronbach Alpha of .76 were determined. Analogous to common interpretation, both measures
can be rated as good (Bagozzi & Yi, 1988; Eisinga et al., 2013; Nunnally, 1978). Thus, the constructs can
be considered suitable for the upcoming regression models. Table 2 provides an overview of the
correlations and descriptive statistics in the model.

Table 2: Correlations and descriptive statistics

Variables 1 2 3 4 5
1. Attitude toward responsible fashion consumption ~ 1.000

2. Environmental concern 278 1.000

3. CSR-driven fashion brand choice intention .369 .335 1.000

4. Age (CV) .181 .281 123 1.000

5. Gender (CV) -.248 -.168 -131 .043 1.000

Descriptive statistics

Mean 5.75 5.15 3.72 20.99 --
Standard Deviation 1.01 1.00 1.25 1.79 -
Min 2.25 1.50 1.00 18 -
Max 7.00 7.00 6.83 26 -

Sig.: bold font = significant p <.05, CV = Control variables

Results

To test the hypotheses, several regression models were calculated using PSPP. The regression analysis
procedure is particularly suitable for investigating possible interaction effects (see the arguments of
Allison, 1999 and Dawson, 2014). Accordingly, this analysis thechnique is widely used in empirical
science (e.g., He et al., 2019, Homburg et al., 2009, Santoro et al., 2020).

In total, four regression models were calculated, building stepwise on each other. In the first model,
only the influence of the control variables, age and gender, on the dependent variable CSR-driven
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fashion brand choice intention was considered. The control variables were retained in the subsequent
models. Overall, nearly no impact of the control variables can be detected through the whole analysis.
Only in the original model (model 1) does gender show a significant intention to buy responsible
clothing brands (B =-.14; p <.10). The result thus confirms previous studies that female consumers are
more open to "green" consumption routes (see, e.g., Lee, 2009; Migheli, 2021).

In the second and third model, the direct influence of the two independent variables, attitude toward
responsible fashion consumption (H1) and environmental concern (H2), on the dependent variable was
examined. Finally, in the fourth model, the moderating influence of environmental concern on the
relationship between attitude toward responsible fashion consumption and CSR-driven fashion brand
choice intention was examined (H3). As expected, the gradual addition of further design parameters
improved the model quality (see adjusted R?, F-value). Concerning the directimpact of the independent
variables, the data show the following: An existing attitude toward responsible fashion consumption
results in an intention to purchase clothing from responsibly acting fashion brands (3 = .35; p <.01).
Hypothesis H1 can thus be confirmed. Furthermore, a significant positive influence on the described
brand choice intention was found for perceived environmental concern (B = .31; p < .01). Thus,
hypothesis H2 can also be confirmed.

To examine a possible interaction effect (model 4), the two independent variables attitude toward
responsible fashion consumption and environmental concern, were first mean-centered (cf. Aiken et
al., 1991). Following Cohen et al. (2003), an interaction term was then formed by multiplying the mean-
centered independent variables. The data demonstrate a positive interaction of environmental concern
on the attitude-brand choice relationship (B = .12; p < .10; H3 confirmed). The parallel observed
influence of the two independent variables on the dependent variable remained highly significant for
both predictors (attitude:  =.28; p <.01; environmental concern:  =.27; p <.01).

If multiple independent variables are considered in parallel in a regression model, there is a risk of
mutual bias due to excessive correlation between these variables (Adeboye et al., 2014). To test whether
such multicollinearity exists, the variance inflation factor (VIF) was determined as a supplementary
measure. The VIF value between the independent variables is 1.8, well below the limit of 2.5 mentioned
by Adeboye et al. (2014, p. 4). Thus, multicollinearity is not a problem in this study. Table 3 provides an
overview of the results of the hypothesis tests.
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Table 3: Results of the regression analyses

Dependent variable: CSR-driven fashion brand choice intention

Model 1 Model 2 Model 3 Model 4
Control variables
Age .13 (n.s.) .06 (n.s.) .04 (n.s.) .00 (n.s.)
Gender -14 -.05(n.s.) -.08(n.s.) -.03 (n.s.)
Independent variables
Attitude toward responsible fashion consumption H1: .35 *** .28 ***
Environmental concern H2: .31 *** 27 ***
Interaction effect
Attitude toward responsible fashion consumption H3: .12 *
x Environmental concern te
R? .03 14 12 21
Adjusted R .02 12 .10 18
F-Value 2.68 * 8.41 *** 6.90 *** 8.01 ***

Sig.: ***p<.01; ** p<.05; *p<.10; n.s.=non significant

Discussion and implications

DISCUSSION OF RESULTS

The study conducted expands the previously limited findings on the drivers of responsible fashion
purchasing behavior among Gen Z member in Germany. Attitudes toward responsible fashion
consumption have been shown to be an important predictor of Generation Z's choice of responsibly
acting fashion brands. This means that with increasingly positive attitudes, young clothing consumers
in Germany are more willing to choose brands that act in a socially and ecologically responsible manner.
This study thus follows the findings from behavioral science, according to which the attitude towards a
significant topic influences a person’s own course of action in a corresponding manner (cf. Bagozzi et
al., 2003, p. 279). With regard to fashion consumption, the present study thus also arrives at a result for
the German market that has already been achieved in a similar form in comparable studies in China (Su
et al., 2019), India (Khare & Sadachar, 2017), Spain (Pérez et al., 2022) and the USA (Su et al., 2019,
Williams & Hodges, 2022).

The particular importance of the environment should be emphasized. Environmental concern and the
accompanying critical self-assessment of one's own environmental impact and awareness of the need
to act lead to a clear influence on brand choice behavior. This is reflected in a direct significant effect of
environmental concern on brand choice intention. Gen Z members who feel a responsibility and
concern for the environment are more likely to choose socially and environmentally responsible fashion
brands. Moreover, the demonstrated interaction effect also proves a reinforcing effect from attitude and
environmental concern on brand choice intention. The strong effect of environmental concern can be
justified by the fact that Gen Z has been shown to attach high importance to environmental and climate
protection and to follow concern with behavioral intention (Krasulja et al., 2020).
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MANAGERIAL IMPLICATIONS

The results provide helpful implications for apparel brands, which identify the Generation Z as an
interesting but equally mysterious consumer target group. In order to reach this young, reflective group
of buyers, responsible decision-makers should initiate targeted measures that clearly emphasize the
company's social and ecological responsibility. Therewith for example, implementing socially and
ecologically sustainable production and sales processes is recommended. The pursuit of long-term
visionary environmental goals and the substantial medial promotion of social projects, as successfully
practiced by the brand Patagonia, for example, can also be identified as a model for success. If a
clothing brand succeeds in implementing and communicating its social and ecological strategy in a
credible manner, this can also lead to an increase in environmental awareness among its customers.

However, the social, ecological and consumer-related relevance of CSR measures, their consistency
with the corporate DNA and the transparency of target setting and achievement are crucial. The latter
in particular appears to be a key success factor for the relationship between customers and the
company. Byrd and Su (2021) even come to the conclusion that "Transparency has become an
increasingly important issue for consumers who want to support brands that are doing good in the world"
(p. 4). However, the practical implementation of a convincing monitoring system is often still very
difficult for fashion companies. In practice, reference is often made to the dynamics of the environment
and the need for flexible adjustment of activities, which make it impossible to firmly anchor social and
ecological measures and an adequately transparent system of key figures. This in particular offers
valuable opportunities for recognizable differentiation from the competition, long-term building of
brand image, trust and loyalty, referral behavior, and ultimately the economic success of the company.

LIMITATIONS AND RESEARCH IMPLICATIONS

Thia empirical study provides insights for a deeper understanding of the influences of a) attitudes
towards responsible fashion consumption and b) environmental concern on the brand choice intention
of Gen Z consumers in Germany. The work thus extends the manageable existing research that has so
far addressed this young topic mainly through qualitative analyses (e.g., Williams & Hodges, 2022) or in
other regional markets (e.g., Khare & Sadachar, 2017; Pérez et al., 2022; Su et al., 2019).

However, like any scientific contribution, this work is subject to certain limitations. These should serve
as a stimulus for future research. The core of the present study is the CSR-driven brand choice intention
of Generation Z fashion consumers. Although interesting findings were obtained in this regard, it would
be interesting to compare the strengths of influence between Generation Z and other generations. For
example, it could be determined whether and how concern for the environment is reflected in the
clothing purchase and brand choice behavior of older consumers. In addition, further research is
recommended that addresses complementary factors influencing responsible apparel purchasing
behavior. Given the importance of online retailing in apparel, for example, it would be exciting to see
whether and how CSR-focused online brand communication influences purchasing behavior. In this
context, it could be investigated, for example, whether and to what extent responsibility-oriented
online communication on the part of companies (management, employees), contractually bound social
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media influencers and independent institutions (e.g. free press) differ in their effect on credibility and
consumer influence. Valuable recommendations for action for corporate practice can also be derived
from this.
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