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Introduction: The fashion industry’s rapid consumption patterns have contributed 

significantly to environmental degradation, largely driven by fast fashion’s affordability 

and accessibility (Aponte et al., 2024). Consumers often prioritize immediate financial 

savings over long-term value, leading to excessive apparel consumption and waste (Yu 

et al., 2023). The phenomenon dubbed “girl math” has emerged as a cultural trend that 

sheds light on how girls engage with mathematics through the lens of social 

perceptions, stereotypes, and psychological factors. The “girl math” trend reflects not 

only a societal commentary on the budgeting behavior of women but also integrates 

deeper psychological and economic dimensions surrounding consumption patterns. 

Defined primarily through the lens of humor and social media popularity, “girl math” 

includes the playful rationalizations that some women use to justify spending decisions. 

Thus, emerging consumer mindsets, such as the viral “girl math” trend—which justifies 

purchases based on perceived long-term savings—offer an opportunity to shift 

consumer behavior towards sustainable decision-making. This opportunity leads to the 

need for conducting the present study. This study conceptualizes a framework that 

integrates Construal Level Theory (CLT) with cost-per-wear (CPW) calculations to 

encourage consumers to invest in quality over quantity, thereby promoting sustainable 

and ethical apparel consumption. It is the first study to explore the positive side of “girl 

math” trend via mindful and long-term thinking.   

Literature Review: During 2023, a trend “girl math” went viral on TikTok and became a 

sensation quickly. It is a trend used to justify the shopping habits of girls (women) who 

often make large and/or unnecessary purchases impulsively (Murray, 2023). Through 

this trend, girls (women) are rationalizing their purchases by giving a humorous and 

satirical justification. For example, a woman who spends $300 on a handbag, uses it 

everyday for a year, making her feel the bag is almost free because the cost is less than 

$1 per day (Murray, 2023). A model proposed by Zahrah & Soeherman (2025) 

addresses how societal narratives influence women’s financial decision-making 

processes, reframing impulsive spending as a clever navigation of economic choices 

rather than mere frivolity.      
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Similarly, CLT explains how psychological distance influences decision-making, 

with consumers making impulsive choices when thinking in low-level construal (e.g., 

concrete, immediate benefits) and more strategic, value-driven choices in high-level 

construal (e.g., abstract, future-oriented benefits) (Liberman, Trope, & Wakslak, 2007; 

Trope & Liberman, 2010). Research indicates that this psychological distance 

significantly impacts decision-making and evaluations, particularly in consumer 

behavior. Fast fashion thrives on low-level construal thinking—appealing to instant 

gratification and affordability—whereas sustainable consumption requires high-level 

construal thinking, prioritizing durability, ethics, and long-term financial savings (Font & 

Font, 2025; Kim & Oh, 2020; Yoon et al., 2020). The “girl math” trend, while often used 

humorously, reflects a cognitive reframing process that can be leveraged to shift 

consumer perspectives on value and sustainability. By integrating CPW, a metric that 

divides an item’s cost by the number of times it is worn—this research explores how 

consumers can be nudged to adopt a long-term mindset in apparel purchases. 

Findings and Propositions: This study suggests several propositions where CLT 

serves as the foundation for decision-making, with CPW acting as a tangible metric to 

bridge the gap between abstract sustainability goals and concrete purchasing behavior. 

For example, a quality dress that costs $300 and will be worn 30 times throughout its 

lifespan, the CPW will be $10. Whereas a fast fashion dress which costs $30 and will be 

worn only 2 times throughout its lifespan, the CPW will be $15. Consumers with a high-

level construal mindset are more likely to engage in sustainable purchasing decisions 

such as buying fewer but higher-quality apparel pieces. Whereas consumers with a low-

level of construal mindset are more likely to engage in fast fashion purchases such as 

buying more pieces of low-quality. Integrating the CLT, we have defined girl math as 

calculating CPW on a long-term construal where the longer the time frame for 

consuming a product, the lower the CPW becomes, potentially leading to diminishing 

the CPW to non-existent after a certain number of wears. We contend that if sustainable 

apparel could be made durable to such an extent that it exceeds the minimum number 

of wears required to bring the CPW to zero, it could potentially encourage price-

sensitive consumers to buy sustainable apparel, which may appear in a short-term 

perspective. We propose that promoting CPW calculations through marketing 

messages and digital tools (e.g., cost-per-wear calculators on e-commerce platforms) 

can shift consumer perception, reinforcing the financial and ethical benefits of 

sustainable purchases. The “girl math” phenomenon can serve as a relatable heuristic, 

helping consumers rationalize sustainable fashion choices in an engaging and culturally 

relevant manner. Also, the CPW concept can be applied to both genders.  

Proposition 1: Consumers with a high-level construal mindset are more likely to 
consider cost-per-wear (CPW) as a decision-making factor in apparel purchases than 
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those with a low-level construal mindset. Proposition 2: Higher awareness of CPW 
leads to a greater perceived value of sustainable apparel, influencing consumers to 
prefer higher-quality, long-lasting clothing over fast fashion. Proposition 3: Consumers 
with a low-level construal mindset are less likely to engage with CPW-based decision-
making and are more inclined toward immediate, low-cost apparel purchases. 
Proposition 4: Presenting CPW information at the point of purchase increases 
consumer intention to buy sustainable apparel, particularly among those with a high-
level construal mindset. Proposition 5: CPW-based interventions (e.g., price tags 
displaying CPW) enhance consumers’ perception of sustainability by making abstract 
environmental benefits more concrete. Proposition 6: Experimental exposure to CPW 
data increases consumers’ purchase intentions for sustainable apparel by reinforcing 
the long-term financial and environmental benefits. Proposition 7: Consumers who 
prioritize CPW in their decision-making process exhibit higher levels of sustainable 
consumption behavior compared to those who do not consider CPW. 

Future Actions: 

Future research should empirically test the effectiveness of CPW-based interventions in 

influencing consumer apparel purchasing behavior. Experimental studies could examine 

how presenting CPW data influences perceived value and purchase intention. 

Additionally, exploring the role of digital platforms, influencers, and AI-driven 

recommendations in reinforcing long-term apparel investment strategies could offer 

innovative approaches for sustainable fashion marketing. By leveraging psychological 

principles and cultural trends, this research provides a new pathway for promoting 

ethical consumption and reducing fashion waste. 
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