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Introduction and Significance. Coloration of textiles is one of the most polluting
and energy-intensive industries in the world, accounting for about one-fifth of global
wastewater. Synthetic dyes and chemicals present in textile wastewater are difficult to
remove and they do not degrade, hence poisoning the ecosystem (Shatarah, 2024).
Increasing global concerns about the environmental implications of the synthetic dyeing
and finishing processes, along with government regulations to restrict the use of harmful
chemicals, have led to the emergence of eco-friendly dyeing techniques in recent years.
Among the evolving methods of eco-friendly textile processes, natural dyeing of textiles
has emerged as a promising alternative for reducing environmental hazards. Natural
dyes include coloring substances obtained from plants, animals, or minerals such as
trees, flowers, and vegetables. Natural dyes are also often non-toxic and biodegradable,
hence they are significant in response to the increasing eco-consciousness among
apparel consumers (Kamboj & Mahajan, 2017).

Additionally, the natural dyed market share in the US is expected to reach 1.5
billion USD by 2026 and is expected to grow at a compound annual growth rate of about
12% (“US Natural Dyes Market”, 2021). Furthermore, natural dyes possess
antibacterial, antioxidant, and UV protection characteristics. Thus, their health benefits
coupled with increasing market growth potential, reinforce the significant role of natural
dyed textiles in the apparel industry (Pargai et al.,2020). A study conducted to
determine consumer preferences for natural dyed textile products in Indonesia reported
an increase in the popularity of naturally dyed textiles with about 54% of the
respondents aware of the dangers of synthetic dyes for humans and the environment
(Elsahida et al., 2020). Despite the growing market potential, very little literature that
focuses on natural dyed textiles exists in academic literature. Furthermore, prior studies
have largely focused on natural dyeing processes on textiles, neglecting consumer
behavior which might offer valuable insights into the consumer purchase decisions and
preferences for natural dyed textile products. Hence, this study is one of the early
attempts to propose a conceptual model to measure the perceived values for attitude
and purchase intention of natural dyed textile products.

Literature and Conceptual Model. This study aims to fill the gap in the natural
dyed textile products literature by identifying the perceived values that impact the
purchase intentions towards natural dyed textile product consumption. According to the
theory of reasoned action, attitude is a predictor of behavioral intention (Ajzen &
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Fishbein, 1980). Behavioral intentions predict the actual behavior in the right context
(Ajzen, 1991). Attitude is based on the beliefs of behavior which can include positively
perceived benefits, negatively perceived concerns, or both. Based on past research on
natural dyed textile products, a conceptual model (Figure 1) that measures the impact
on attitude and purchase intention towards natural dyed textile products is proposed
incorporating three perceived values 1) Environmental Value 2) Economic Value 3)
Uniqueness.

Environmental characteristics have been identified as one of the key
determinants of satisfaction among Chinese consumers for naturally dyed products (Xu
& Song, 2024). Individuals who possess higher levels of knowledge about green
products, such as naturally dyed clothing, are more likely to recognize their
environmental advantages and exhibit a greater inclination to purchase these products
(Zhuang et al., 2021).
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Figure 1: Proposed Conceptual Model

A study conducted in India aimed at understanding the consumer acceptance of
naturally dyed textile products reported that a majority of participants, about 68%
responded that natural dyes are eco-friendly and pose no harm to the environment
(Kamboj & Mahajan, 2017). Hence, we hypothesize that environmental value positively
impacts attitude and purchase intention towards natural dyed textile products. However,
58% of the respondents disagreed that the naturally dyed textiles are economical,
indicating that cost is a significant factor that makes them less popular. Further, most
respondents, 81.5% were not interested in buying naturally dyed textile products
because of their higher cost (Kamboj & Mahajan, 2017). Furthermore, in Indonesia,
naturally dyed textile items are considered expensive, making them affordable only to
the affluent (Elsahida et al., 2020). Thus, we hypothesize economic value negatively
impacts attitude and purchase intention towards naturally dyed textile products. Attitude
has significant positive effect on purchase intentions for naturally dyed textiles in
Indonesia (Sunarjo et al., 2021). Natural dyes from plants offer endless creative
possibilities, as identical mixtures with same ingredients may yield different colors
(Widiawati, 2009). The desire for unique naturally dyed clothing products and
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sustainable behavior reflects a conscious decision by consumers to prioritize both their
individual style and environmental responsibility (Duerr, 2016). The unique and nuanced
hues of natural dyes in textile products are hence celebrated for their beauty and
individuality. Unlike the standardized hues obtained using synthetic dyes, the variability
and authenticity of naturally dyed textile products appeal to a growing segment of
consumers who seek individuality in their clothing choices (Mohan et al., 2020;
Shatarah, 2024). Therefore, we hypothesize uniqueness positively impacts attitude and
purchase intention towards naturally dyed textile products.

The proposed conceptual model for determining the perceived values for attitude
and purchase intention of naturally dyed textiles bridges the literature gap and guides
consumer behavior research in the field. This study would promote biodegradable and
non-toxic dyes and highlight the significance of natural dyed textiles in the burgeoning
sustainable apparel market. Quantitative research using online surveys will be
undertaken to test the conceptual model and the findings would offer insights for the
textile/apparel companies to develop marketing strategies for eco-friendly natural dyed
textile product consumption and convey their sustainability initiatives.
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