
 

113 
 

DAFTAR PUSTAKA 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50(2), 179–211. https://doi.org/10.1016/0749-

5978(91)90020-T 

 

Akdoğan, L., & Durmaz, Y. (2023). Exploring the impact of consumers’ attitudes 

towards green advertisements on the intention to purchase green products: 

The mediating role of environmental responsibility. Electronic Green 

Journal, 1(48). https://doi.org/10.5070/G314857903  

 

Ali, M. (2022). Assessing the impact of green consumption behavior and eco-

labeling on social media influence. PLOS ONE, 17(11), e0276314. 

https://doi.org/10.1371/journal.pone.0276314  

 

Balaskas, S., Panagiotarou, A., & Rigou, M. (2023). Impact of environmental 

concern, emotional appeals, and attitude toward the advertisement on the 

intention to buy green products: The case of younger consumer audiences. 

Sustainability, 15(17), 13204. https://doi.org/10.3390/su151713204 

MDPI+2ResearchGate+2 

 

Beerlage-de Jong, N., Kip, H., & Kelders, S. M. (2020). Evaluation of the perceived 

persuasiveness questionnaire: User-centered card-sort study. Journal of 

Medical Internet Research, 22(10), e20404. https://doi.org/10.2196/20404 

 

Biswas, A., & Roy, M. (2015). Green products: an exploratory study on the 

consumer behaviour in emerging economies of the East. Journal of Cleaner 

Production, 87(1), 463–468. https://doi.org/10.1016/j.jclepro.2014.09.075 

 

Biswas, A., & Roy, M. (2022). Consumers’ kesadaran lingkunganand 

responsiveness to green advertising: The moderating role of product 

involvement. Journal of Business Research, 139, 24–35. 

https://doi.org/10.1016/j.jbusres.2021.09.034 

 

Bladt, D., Van Capelleveen, G., & Yazan, D. M. (2024). The influence of 

greenwashing practices on brand attitude: A multidimensional consumer 

analysis in Germany. Business Strategy and the Environment, 33(2), 597–

625. https://doi.org/10.1002/bse.3496  

 

Bryman, A. (2016). Social research methods (5th ed.). Oxford University Press. 

 

Building the Future of Indonesia’s Fashion with Studio Sejauh: A Collaborative 

Space for Creativity and Impact. (2024). Responsible Indonesian Textiles. 

https://www.linkedin.com/pulse/building-future-indonesias-fashion-studio-

sejauh-8twxc/ 
 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.5070/G314857903
https://doi.org/10.1371/journal.pone.0276314
https://doi.org/10.3390/su151713204
https://www.mdpi.com/2071-1050/15/17/13204?utm_source=chatgpt.com
https://doi.org/10.2196/20404
https://doi.org/10.1016/j.jclepro.2014.09.075
https://doi.org/10.1016/j.jbusres.2021.09.034
https://doi.org/10.1002/bse.3496
https://www.linkedin.com/pulse/building-future-indonesias-fashion-studio-sejauh-8twxc/
https://www.linkedin.com/pulse/building-future-indonesias-fashion-studio-sejauh-8twxc/


 

114 
 

Bulmer, S., Palakshappa, N., Dodds, S., & Harper, S. (2024). Sustainability, brand 

authenticity and Instagram messaging. Journal of Business Research, 175, 

114547. https://doi.org/10.1016/j.jbusres.2024.114547  

 

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: The roles 

of green perceived value, green perceived risk, and green trust. Management 

Decision, 50(3), 502–520. https://doi.org/10.1108/00251741211216250 
 

Chen, Y. S., & Chang, C. H. (2013). Greenwash and green trust: The mediation 

effects of green consumer confusion and green perceived risk. Journal of 

Business Ethics, 114(3), 489–500. https://doi.org/10.1007/s10551-012-1360-

0 

 

Cheung, C. M. K., Lee, M. K. O., & Rabjohn, N. (2008). The impact of electronic 

word-of-mouth: The adoption of online opinions in online customer 

communities. Internet Research, 18(3), 229–247. 

https://doi.org/10.1108/10662240810883290 

 

Chiu, C. M., Hsu, M. H., Lai, H., & Chang, C. M. (2014). Re-examining the 

influence of trust on online repeat purchase intention: The moderating role of 

habit and its antecedents. Decision Support Systems, 53(4), 835–845. 

https://doi.org/10.1016/j.dss.2012.05.021 

 

Cooper, Donald R. & Schindler, Pamela S. (2014). Business Research Method, 

Twelfth Edition. New York: The McGraw-Hill Companies, Inc. 

 

Correia, E., Sousa, S., Viseu, C., & Larguinho, M. (2023). Analysing the Influence 

of Green Marketing Communication in Consumers’ Green Purchase 

Behaviour. International Journal of Environmental Research and Public 

Health, 20(2). https://doi.org/10.3390/ijerph20021356 

 

Davis, F. D. (1989). Persepsi kegunaan, perceived ease of use, and user acceptance 

of information technology. MIS Quarterly, 13(3), 319–340. 

https://doi.org/10.2307/249008 

 

Department for International Development (DFID). (1999). Sustainable livelihoods 

guidance sheets. DFID. 

https://www.livelihoodscentre.org/documents/114097690/114438878/Sustai

nable%2Blivelihoods%2Bguidance%2Bsheets.pdf 

 

Ekebas-Turedi, C., Kordrostami, E., & Benoit, I. D. (2021). The impact of message 

framing and perceived consumer effectiveness on green ads. Journal of 

Consumer Marketing, 38(4), 386–396. https://doi.org/10.1108/JCM-12-

2019-3557 

 

Fisher, R. J. (1993). Social desirability bias and the validity of indirect questioning. 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jbusres.2024.114547
https://doi.org/10.1108/00251741211216250
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1108/10662240810883290
https://doi.org/10.1016/j.dss.2012.05.021
https://doi.org/10.3390/ijerph20021356
https://doi.org/10.2307/249008
https://www.livelihoodscentre.org/documents/114097690/114438878/Sustainable%2Blivelihoods%2Bguidance%2Bsheets.pdf
https://www.livelihoodscentre.org/documents/114097690/114438878/Sustainable%2Blivelihoods%2Bguidance%2Bsheets.pdf
https://doi.org/10.1108/JCM-12-2019-3557
https://doi.org/10.1108/JCM-12-2019-3557


 

115 
 

Journal of Consumer Research, 20(2), 303–315. 

https://doi.org/10.1086/209351  

 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of Marketing 

Research, 18(1), 39–50. https://doi.org/10.1177/002224378101800104 

 

Fu, L. (2023). Bitter or sweet? The interactive impact of message framing and 

environmental attitude on green ad effectiveness. Journal of Advertising 

[Advance online publication]. 

https://doi.org/10.1080/01292986.2023.2179088 Taylor & Francis Online 
 

Global Green Growth Institute. (2025, 1 Juli). Weaving change: How circular 

textiles create a sustainable future for Indonesia. GGGI. 

https://gggi.org/weaving-change-how-circular-textiles-create-a-sustainable-

future-for-indonesia/  

 

Gómez-Carmona, D., et al. (2022). Kesadaran lingkunganas a moderator of 

information processing and persuasion in environmental advertising. Journal 

of Cleaner Production, 377, 134340. 

https://doi.org/10.1016/j.jclepro.2022.133306 

 

Goriparthi, R. K., & Tallapally, M. (2017). Consumers’ Attitude in Green 

Purchasing. FIIB Business Review, 6(1), 34–44. 

https://doi.org/10.1177/2455265820170106 

 

Grappi, S., et al. (2024). The effect of message framing on young adult consumers’ 

sustainable fashion consumption. Journal of Business Research, 172, 114583. 

https://doi.org/10.1016/j.jbusres.2023.114341 

 

Gu, C., Liu, S., & Chen, S. (2022). Does viewing green advertising promote 

sustainable environmental behavior?... Sustainability, 14(22), 15100. 

https://doi.org/10.3390/su142215100 

 

Guerreiro, J., Loureiro, S. M. C., Nascimento, J., & Duarte, M. (2023). How to earn 

a premium price: the effect of green marketing and brand coolness. Journal 

of Communication Management, 27(1), 35–63. 

https://doi.org/10.1108/JCOM-05-2022-0062 

 

Hafyana, S., & Alzubi, A. (2024). Social Media’s Influence on Eco-Friendly 

Choices in Fitness Services: A Mediation Moderation Approach. Buildings, 

14(3). https://doi.org/10.3390/buildings14030650 

 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial 

least squares structural equation modeling (PLS-SEM) (3rd ed.). Thousand 

Oaks, CA: SAGE Publications. https://doi.org/10.1007/978-3-030-80519-7 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1086/209351
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1080/01292986.2023.2179088
https://www.tandfonline.com/doi/abs/10.1080/01292986.2023.2179088?utm_source=chatgpt.com
https://gggi.org/weaving-change-how-circular-textiles-create-a-sustainable-future-for-indonesia/
https://gggi.org/weaving-change-how-circular-textiles-create-a-sustainable-future-for-indonesia/
https://doi.org/10.1016/j.jclepro.2022.133306
https://doi.org/10.1177/2455265820170106
https://doi.org/10.1016/j.jbusres.2023.114341
https://doi.org/10.3390/su142215100
https://doi.org/10.1108/JCOM-05-2022-0062
https://doi.org/10.3390/buildings14030650
https://doi.org/10.1007/978-3-030-80519-7


 

116 
 

 

Hair, Joseph F., Black, William C., Babin, Barry J, Anderson, Rolph E. (2019). 

 

Hakim, I., & Jamalulail. (2025). The Implementation of Slow Fashion Brand 

Awareness on Instagram: Sejauh Mata Memandang. International Journal of 

Research and Innovation in Social Science. 

https://dx.doi.org/10.47772/IJRISS.2025.9020122 

 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the Academy of Marketing Science, 43(1), 115–135. 

https://doi.org/10.1007/s11747-014-0403-8 
 

Homer, P. M., & Kahle, L. R. (1988). A structural equation test of the value-

attitude-behaviour hierarchy. Journal of Personality and Social Psychology, 

54(4), 638–646 

 

Huda, M., Hartati, N., Gunawan, A. I., & Luthfi, F. M. (2023). Revealing consumer 

attitudes towards green products: the role of environmental awareness, 

perceived value, and media influence on zero waste products purchase 

intentions. IOP Conference Series: Earth and Environmental Science, 

1267(1), 1–7. https://doi.org/10.1088/1755-1315/1267/1/012009 
 

Jacobs, K., Petersen, L., Hörisch, J., & Battenfeld, D. (2018). Green thinking but 

thoughtless buying? An empirical extension of the value-attitude-behaviour 

hierarchy in sustainable clothing. Journal of Cleaner Production, 203, 1155–

1169.  

 

Jaiswal, D., & Kant, R. (2018). Green purchasing behaviour: A conceptual 

framework and empirical investigation of Indian consumers. Journal of 

Retailing and Consumer Services, 41, 60–69. 

https://doi.org/10.1016/j.jretconser.2017.11.008  

 

Joshi, Y., & Rahman, Z. (2015). Factors affecting green purchase behaviour and 

future research directions. International Strategic Management Review, 3(1–

2), 128–143. https://doi.org/10.1016/j.ism.2015.04.001  

 

Joshi, Y., & Rahman, Z. (2020). Consumers’ sustainable purchase behavior: 

Modeling the impact of kesadaran lingkunganand green trust. Journal of 

Cleaner Production, 257, 120239. 

https://doi.org/10.1016/j.jclepro.2020.120239  

 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer 

marketing: foundations, trends, and ways forward. In Electronic Commerce 

Research (Issue 0123456789). Springer US. https://doi.org/10.1007/s10660-

023-09719-z 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://dx.doi.org/10.47772/IJRISS.2025.9020122
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1088/1755-1315/1267/1/012009
https://doi.org/10.1016/j.jretconser.2017.11.008
https://doi.org/10.1016/j.ism.2015.04.001
https://doi.org/10.1016/j.jclepro.2020.120239
https://doi.org/10.1007/s10660-023-09719-z
https://doi.org/10.1007/s10660-023-09719-z


 

117 
 

 

Kao, T.-F., & Du, Y.-Z. (2020). A study on the influence of green advertising design 

and environmental emotion on advertising effect. Journal of Cleaner 

Production, 242, 118294. https://doi.org/10.1016/j.jclepro.2019.118294 
 

Kamboj, K., & Kishor, N. (2023). Assessing the effects of customer-perceived 

values toward organic food: The moderating role of media exposure to food 

safety issues. Business Perspectives and Research. 

https://doi.org/10.1177/22785337231163953 

 

Kaur, B., Gangwar, V. P., & Dash, G. (2022). Green Marketing Strategies, 

Environmental Attitude, and Green Buying Intention: A Multi-Group 

Analysis in an Emerging Economy Context. Sustainability (Switzerland), 

14(10). https://doi.org/10.3390/su14106107 

 

Kautish, P., & Sharma, R. (2021). The moderating influence of environmental 

consciousness and recycling intentions on green purchase behavior. Journal 

of Retailing and Consumer Services, 63, 102683. 

https://doi.org/10.1016/j.jretconser.2021.102683 
 

Kementerian Lingkungan Hidup dan Kehutanan Republik Indonesia. (2024). 

Sistem Informasi Pengelolaan Sampah Nasional (SIPSN): Statistik limbah 

rumah tangga nasional 2024. KLHK. https://sipsn.menlhk.go.id 

 

Kim, E. A., Ratneshwar, S., & Thorson, E. (2022). A narrative approach for 

overcoming the message credibility problem in green advertising. Journal of 

Business Research, 146, 157–170. 

https://doi.org/10.1016/j.jbusres.2022.04.024 
 

Kim, W.-H., & Kim, S. C. (2021). How attributes of green advertising affect 

purchase intention when moderated by consumer innovativeness. 

Sustainability, 13(16), 8723. https://doi.org/10.3390/su13168723  

 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson. 

 

Laroche, M., & Bergeron, J. (2016). Targeting Consumers Who Are Willing to Pay 

More for Environmentally Friendly Products Journal of Consumer 

Marketing Article information : July. 

https://doi.org/10.1108/EUM0000000006155 

 

Lestari, E. R., Hanifa, K. P. U., & Hartawan, S. (2020). Antecedents of Attitude 

Toward Green Products and its Impact on Purchase Intention. IOP 

Conference Series: Earth and Environmental Science, 515(1), 1–9. 

https://doi.org/10.1088/1755-1315/515/1/012073 
 

Li, D., et al. (2025). Impact of green advertisement and environmental … PMC. 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jclepro.2019.118294
https://doi.org/10.1177/22785337231163953
https://doi.org/10.3390/su14106107
https://doi.org/10.1016/j.jretconser.2021.102683
https://sipsn.menlhk.go.id/
https://doi.org/10.1016/j.jbusres.2022.04.024
https://doi.org/10.3390/su13168723
https://doi.org/10.1108/EUM0000000006155
https://doi.org/10.1088/1755-1315/515/1/012073


 

118 
 

https://pmc.ncbi.nlm.nih.gov/articles/PMC11890539/ 
 

Li, J. (2024). Fast Fashion and Emissions: What’s the Link? Earth.Org. 

https://earth.org/fast-fashion-and-emissions-whats-the-link/?utm 

 

Li, J., Chiu, D. K. W., Ho, K. K. W., & So, S. (2024). The Use of Social Media in 

Sustainable Green Lifestyle Adoption: Social Media Influencers and Value 

Co-Creation. Sustainability (Switzerland), 16(3), 1–19. 

https://doi.org/10.3390/su16031133 

 

Li, Z., Zhou, Y., Zhao, M., Guan, D., & Yang, Z. (2024). The carbon footprint of 

fast fashion consumption and mitigation strategies-a case study of jeans. 

Science of the Total Environment, 924(March), 171508. 

https://doi.org/10.1016/j.scitotenv.2024.171508 

 

Liang, M., et al. (2024). Effects of perceived benefits, value, and relationships on 

brand loyalty in delivery-service platforms: The moderating role of ESG 

performance. Sustainability, 16(23), 10294. 

https://doi.org/10.3390/su162310294 

 

Lind, Douglas A, Marchal, Wiliam G., Wathen, Samuel Adam. (2022). Statistical 

techniques in business & economics, Nineteenth edition New York: McGraw 

Hill 

 

Liu, X., Kim, T.-H., & Lee, M.-J. (2025). The impact of green perceived value 

through green new products on brand attitudes, brand trust, and purchase 

intention. Sustainability, 17, 4106. https://doi.org/10.3390/su17094106 

 

Machová, R., Ambrus, R., Zsigmond, T., & Bakó, F. (2022). The Impact of Green 

Marketing on Consumer Behavior in the Market of Palm Oil Products. 

Sustainability (Switzerland), 14(3). https://doi.org/10.3390/su14031364 

 

Margariti, K., Hatzithomas, L., & Boutsouki, C. (2024). Elucidating the Gap 

between Green Attitudes, Intentions, and Behavior through the Prism of 

Greenwashing Concerns. Sustainability (Switzerland) , 16(12), 1–14. 

https://doi.org/10.3390/su16125108 

 

Masters, J. G. (2022). Earth Logic Fashion Action Research Plan. Dress, 49(1), 95–

97. https://doi.org/10.1080/03612112.2022.2152979  

 

Milfont, T. L., Duckitt, J., & Wagner, C. (2010). A cross‐cultural test of the 

value–attitude–behavior hierarchy. Journal of Applied Social Psychology, 

40(11), 2791-2813.  

 

Multivariate Data Analysis, Eight Edition United Kingdom: 

Pearson Education, Inc. 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://pmc.ncbi.nlm.nih.gov/articles/PMC11890539/?utm_source=chatgpt.com
https://earth.org/fast-fashion-and-emissions-whats-the-link/?utm_
https://doi.org/10.3390/su16031133
https://doi.org/10.1016/j.scitotenv.2024.171508
https://doi.org/10.3390/su162310294
https://doi.org/10.3390/su17094106
https://doi.org/10.3390/su14031364
https://doi.org/10.3390/su16125108
https://doi.org/10.1080/03612112.2022.2152979


 

119 
 

 

Naderi, I., & Van Steenburg, E. (2021). Me first, then the environment: Young 

millennials as green consumers. Journal of Advertising, 50(1), 94–111. 

https://doi.org/10.1080/00913367.2020.1867993 

 

Nascimento, J., & Loureiro, S. M. C. (2024). Mapping the sustainability branding 

field: emerging trends and future directions. Journal of Product and Brand 

Management, 33(2), 234–257. https://doi.org/10.1108/JPBM-02-2023-4349\ 
 

Nekmahmud, M., Al Amin, M., Fekete-Farkas, M., & Al Mamun, A. (2022). 

Transforming consumers’ intention to purchase green products: Role of social 

media. Technological Forecasting and Social Change, 182, 122067. 

https://doi.org/10.1016/j.techfore.2022.122067  

 

Nekmahmud, M., & Fekete-Farkas, M. (2020). Why not green marketing? 

Determinates of consumers’ intention to green purchase decision in a new 

developing nation. Sustainability (Switzerland), 12(19), 1–31. 

https://doi.org/10.3390/su12197880 
 

Neureiter, A., & Matthes, J. (2023). Comparing the effects of greenwashing claims 

in environmental airline advertising: Perceived greenwashing, brand 

evaluation, and flight shame. International Journal of Advertising, 42(3), 

461–487. https://doi.org/10.1080/02650487.2022.2076510  

 

Nguyen, T. N., Lobo, A., & Greenland, S. (2022). Pro-environmental purchase 

behaviour: The role of consumers’ biospheric values, attitudes and 

advertising skepticism. Journal of Retailing and Consumer Services, 65, 

102867 https://doi.org/10.1016/j.jretconser.2016.08.010 

 

Nguyen, T. T. H., Yang, Z., Nguyen, N., Johnson, L. W., & Cao, T. K. (2019). 

Greenwash and green purchase intention: The mediating role of green 

skepticism. Sustainability, 11(9), 2653. https://doi.org/10.3390/su11092653 
 

Nickerson, R. S. (1998). Confirmation bias: A ubiquitous phenomenon in many 

guises. Review of General Psychology, 2(2), 175–220. 

https://doi.org/10.1037/1089-2680.2.2.175  

 

Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T., & Gwilt, A. (2020). 

The environmental price of fast fashion. Nature Reviews Earth and 

Environment, 1(4), 189–200. https://doi.org/10.1038/s43017-020-0039-9 
 

O’Keefe, D. J. (2002). Persuasion: Theory and research (2nd ed.). Thousand Oaks, 

CA: Sage. 

 

Park, H. J., & Lin, L. M. (2020). Exploring attitude–behavior gap in sustainable 

consumption: comparison of recycled and upcycled fashion products. Journal 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1080/00913367.2020.1867993
https://doi.org/10.1108/JPBM-02-2023-4349/
https://doi.org/10.1016/j.techfore.2022.122067
https://doi.org/10.3390/su12197880
https://doi.org/10.1080/02650487.2022.2076510
https://doi.org/10.1016/j.jretconser.2016.08.010
https://doi.org/10.3390/su11092653
https://doi.org/10.1037/1089-2680.2.2.175
https://doi.org/10.1038/s43017-020-0039-9


 

120 
 

of Business Research, 117, 623–628. 

https://doi.org/10.1016/j.jbusres.2018.08.025 
 

Paulhus, D. L. (1991). Measurement and control of response bias. In J. P. Robinson, 

P. R. Shaver, & L. S. Wrightsman (Eds.), Measures of personality and social 

psychological attitudes (pp. 17–59). Academic Press. 

https://doi.org/10.1016/B978-0-12-590241-0.50006-X  

 

Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of 

persuasion. Advances in Experimental Social Psychology, 19, 123–205. 

https://doi.org/10.1016/S0065-2601(08)60214-2 

 

Pham, N. T., & Barretta, L. (2024). Green marketing or greenwashing: How 

consumers evaluate environmental ads. Journal of Applied Business and 

Economics, 26(1), 19–33. https://doi.org/10.33423/jabe.v26i1.6808 

 

Pittman, M., Oeldorf-Hirsch, A., & Brannan, A. (2021). Green Advertising on 

Social Media: Brand Authenticity Mediates the Effect of Different Appeals 

on Purchase Intent and Digital Engagement. Journal of Current Issues & 

Research in Advertising, 43(1), 106–121. 

https://doi.org/10.1080/10641734.2021.1964655 
 

Quoc, T. N. (2025). Examining green packaging, branding, and eco-labeling 

strategies: The case of young consumers' perceptions and responses in the 

F&B industry. Cleaner and Responsible Consumption, 16(5), 100258. 

https://doi.org/10.1016/j.clrc.2025.100258  

 

Rezai, G., Teng, P. K., Mohamed, Z., & Shamsudin, M. N. (2013). Going green: 

Survey of perceptions and intentions among Malaysian consumers. American 

Journal of Applied Sciences, 10(8), 793–800. 

https://doi.org/10.3844/ajassp.2013.793.800 

 

Santa, J. C., et al. (2023). Heuristic processing of green advertising: Review and 

agenda. Ecological Economics, 205, 107699. 

https://doi.org/10.1016/j.ecolecon.2023.107760 

 

Saunders, Mark N.K., Lewis, Philip, Thornhill, Adrian (2023). Research Methods 

for Business Students, Ninth Edition. New York: Pearson. New York: 

McGraw Hill. 

 

Schiaroli, V., Battaglia, M., & Frey, M. (2024). How can consumers behave 

sustainably in the fashion industry? A systematic review. Journal of Cleaner 

Production, 452, 142045. https://doi.org/10.1016/j.jclepro.2024.142045  

 

Schiaroli, V., Fraccascia, L., & Dangelico, R. M. (2024). How can consumers 

behave sustainably in the fashion industry? A systematic literature review of 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jbusres.2018.08.025
https://doi.org/10.1016/B978-0-12-590241-0.50006-X
https://doi.org/10.1016/S0065-2601(08)60214-2
https://doi.org/10.33423/jabe.v26i1.6808
https://doi.org/10.1080/10641734.2021.1964655
https://doi.org/10.1016/j.clrc.2025.100258
https://doi.org/10.3844/ajassp.2013.793.800
https://doi.org/10.1016/j.ecolecon.2023.107760
https://doi.org/10.1016/j.jclepro.2024.142045


 

121 
 

determinants, drivers, and barriers across the consumption phases. Journal of 

Cleaner Production, 483, 144232. 

https://doi.org/10.1016/j.jclepro.2024.144232  

 

Schiffman, L. G., & Kanuk, L. L. (2010). Consumer behavior (10th ed.). Pearson 

Education. 

 

Schindler, Pamela S. (2022). Business Research Methods (14th ed.) New York: 

McGraw-Hill. https://lib.ibs.ac.id/index.php?id=11054&keywords=&p=cite 
 

Sharma, K., Rahman, Z., & Yadav, R. (2023). Factors affecting green purchase 

behavior: A systematic review and meta-analysis. Business Strategy and the 

Environment, 32(7), 3274–3296. https://doi.org/10.1002/bse.3237  

 

Sheikh, A., Mirzaei, M., & Ahmadinejad, B. (2023). Factors Influencing Green 

Purchase Behavior: Price Sensitivity, Perceived Risk, and Attitude towards 

Green Products. Contemporary Management Research, 19(3), 153–174. 

https://doi.org/10.7903/cmr.22824 
 

Shen, F., Yang, G., Conlin, J., & Wang, X. (2024). Effects of green messages in 

advertisements: A meta-analysis. International Journal of Advertising, 43(1), 

36–52. https://doi.org/10.1080/02650487.2023.2252675  
 

Skinner, E. A., Sinha, J., & Kumar, A. (2023). #sustainablefashion on Instagram: 

A content and network analysis. International Journal of Consumer Studies, 

47(5), 2102–2122. https://doi.org/10.1111/ijcs.2182  

 

Statista. (2024). Annual carbon dioxide (CO₂) emissions worldwide from 1940 to 

2024. Statista. https://www.statista.com/statistics/276629/global-co2-

emissions/ 
 

Sugiarti, U. (2024). Tren Zero Waste Movement di Kalangan Gen Z dan Milenial. 

GoodStats. https://goodstats.id/article/tren-zero-waste-movement-di-

kalangan-gen-z-dan-milenial-YptQr 
 

Syed, S. (2024). Decoding sustainable consumption behavior: A systematic review. 

Journal of Cleaner Production, 439, 140892. 

https://doi.org/10.1016/j.jclepro.2024.140892  

 

Talwar, S., Jabeen, F., Tandon, A., Sakashita, M., & Dhir, A. (2021). What drives 

green purchase behavior? The roles of green trust, product attributes, and 

environmental concern. Journal of Cleaner Production, 291, 125241. 

https://doi.org/10.1016/j.jclepro.2021.125241 

 

Testa, F., Pretner, G., Iovino, R., Bianchi, G., Tessitore, S., & Iraldo, F. (2021). 

Drivers to green consumption: A systematic review. Environment, 

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1016/j.jclepro.2024.144232
https://lib.ibs.ac.id/index.php?id=11054&keywords=&p=cite
https://doi.org/10.1002/bse.3237
https://doi.org/10.7903/cmr.22824
https://doi.org/10.1080/02650487.2023.2252675
https://doi.org/10.1111/ijcs.2182
https://www.statista.com/statistics/276629/global-co2-emissions/
https://www.statista.com/statistics/276629/global-co2-emissions/
https://goodstats.id/article/tren-zero-waste-movement-di-kalangan-gen-z-dan-milenial-YptQr
https://goodstats.id/article/tren-zero-waste-movement-di-kalangan-gen-z-dan-milenial-YptQr
https://doi.org/10.1016/j.jclepro.2024.140892
https://doi.org/10.1016/j.jclepro.2021.125241


 

122 
 

Development and Sustainability, 23(4), 4826–4880. 

https://doi.org/10.1007/s10668-020-00844-5  

 

Thorndike, E. L. (1920). A constant error in psychological ratings. Journal of 

Applied Psychology, 4(1), 25–29. https://doi.org/10.1037/h0071663  

 

Ummar, R., Shaheen, K., Bashir, I., Ul Haq, J., & Bonn, M. A. (2023). Green Social 

Media Campaigns: Influencing Consumers’ Attitudes and Behaviors. 

Sustainability (Switzerland), 15(17). https://doi.org/10.3390/su151712932 

 

Vehmas, K., Raudaskoski, A., Heikkilä, P., Harlin, A., & Mensonen, A. (2021). 

Fostering sustainable consumer behavior regarding clothing: Assessing 

trends on purchases, recycling and disposal. Textile Research Journal, 91(3–

4), 373–384. https://doi.org/10.1177/0040517520944533 

 

Verleye, G., et al. (2023). Credibility of green advertising: Six elements that drive 

effectiveness. Frontiers in Communication. 

https://doi.org/10.3389/fcomm.2023.1056020 

 

Vermeir, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the 

consumer “attitude – behavioral intention” gap. Journal of Agricultural and 

Environmental Ethics, 19(2), 169–194. https://doi.org/10.1007/s10806-005-

5485-3 
 

Wang, H., Ma, B., & Bai, R. (2019). How Does Green Product Knowledge 

Effectively Promote Green Purchase Intention? Sustainability, 11(4), 1193. 

https://doi.org/10.3390/su11041193 
 

Wang, J., & Li, A. (2022). The impact of green advertising information quality 

perception on consumers’ response: An empirical analysis. Sustainability, 

14(20), 13248. https://doi.org/10.3390/su142013248 
 

Wharton Global Youth Program. (2024, May 3). Knitting purpose and new life from 

textile waste in Indonesia. University of Pennsylvania. 

https://globalyouth.wharton.upenn.edu/articles/future-of-the-business-

world-podcast/knitting-purpose-and-new-life-from-textile-waste-in-

indonesia/ 

 

Wu, M. (2024). How does green communication promote the green consumption 

intention of social media users? Environmental Impact Assessment Review, 

106(2), 107481. https://doi.org/10.1016/j.eiar.2024.107481  

 

Xue, Z., Li, Q., & Zeng, X. (2023). Social media user behavior analysis applied to 

the fashion and apparel industry in the big data era. Journal of Retailing and 

Consumer Services, 72, 103299. 

https://doi.org/10.1016/j.jretconser.2023.103299  

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

https://doi.org/10.1007/s10668-020-00844-5
https://doi.org/10.1037/h0071663
https://doi.org/10.3390/su151712932
https://doi.org/10.1177/0040517520944533
https://doi.org/10.3389/fcomm.2023.1056020
https://doi.org/10.1007/s10806-005-5485-3
https://doi.org/10.1007/s10806-005-5485-3
https://doi.org/10.3390/su11041193
https://doi.org/10.3390/su142013248?utm_source=chatgpt.com
https://globalyouth.wharton.upenn.edu/articles/future-of-the-business-world-podcast/knitting-purpose-and-new-life-from-textile-waste-in-indonesia/?utm_source=chatgpt.com
https://globalyouth.wharton.upenn.edu/articles/future-of-the-business-world-podcast/knitting-purpose-and-new-life-from-textile-waste-in-indonesia/?utm_source=chatgpt.com
https://globalyouth.wharton.upenn.edu/articles/future-of-the-business-world-podcast/knitting-purpose-and-new-life-from-textile-waste-in-indonesia/?utm_source=chatgpt.com
https://doi.org/10.1016/j.eiar.2024.107481
https://doi.org/10.1016/j.jretconser.2023.103299


 

123 
 

 

Yoon, H. J., & Kim, Y. J. (2016). Understanding green advertising attitude and 

behavioral intention: An application of the theory of reasoned action. Journal 

of Advertising, 45(2), 113–127. 10.1080/10496491.2015.1107006 
 

Yu, J., Baah, N. G., Kim, S. (Sam), Moon, H., Chua, B. L., & Han, H. (2024). 

Effects of green authenticity on well-being, customer engagement and 

approach behavior toward green hospitality brands. International Journal of 

Contemporary Hospitality Management, 36(9), 3129–3150. 

https://doi.org/10.1108/IJCHM-02-2023-0194  

 

Zamil, A., Ali, S., Akbar, M., Zubr, V., & Rasool, F. (2023). The consumer 

purchase intention toward hybrid electric car: A utilitarian-hedonic attitude 

approach. Frontiers in Environmental Science, 11, 1101258. 

https://doi.org/10.3389/fenvs.2023.1101258  

 

Zafar, A. U., Shen, J., Shahzad, M., Islam, T., & Asghar, M. (2021). Social media 

and sustainable purchasing attitude: The role of trust in social media and 

environmental effectiveness. Journal of Retailing and Consumer Services, 

63, 102751. https://doi.org/10.1016/j.jretconser.2021.102751  

 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A 

means–end model and synthesis of evidence. Journal of Marketing, 52(3), 2–

22. https://doi.org/10.1177/002224298805200302 
 

Zhang, X., Chen, K., & Li, S. (2024). The effects of green advertising appeal and 

message type on purchase intention. Journal of Retailing and Consumer 

Services, 81, 104007. https://doi.org/10.1016/j.jretconser.2024.104007

Pengaruh Kampanye Green Fashion di Media Sosial terhadap Sikap dan Perilaku Konsumen: Studi
pada
Sejauh Mata Memandang
Nabila 'Ulya, Yulia Arisnani Widyaningsih, M.B.A., Ph.D.
Universitas Gadjah Mada, 2025 | Diunduh dari http://etd.repository.ugm.ac.id/

http://dx.doi.org/10.1080/10496491.2015.1107006
https://doi.org/10.1108/IJCHM-02-2023-0194
https://doi.org/10.3389/fenvs.2023.1101258
https://doi.org/10.1016/j.jretconser.2021.102751
https://doi.org/10.1177/002224298805200302
https://doi.org/10.1016/j.jretconser.2024.104007?utm_source=chatgpt.com

