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Introduction and Literature Review. Environmental sustainability issues have become a large concern for the apparel industry. Consumers around the world are becoming more aware of how and where their apparel are made, and the number of negative effects their consumption habits have on the environment. As previous research has focused on the production and manufacturing of apparel, the selection and consumption of apparel itself creates much greater impact on the environment as it increases solid waste and depletes resources (Jung & Jin, 2014).  To combat the rising environmental problems, researchers are seeking ways to understand U.S. consumer behavior towards purchasing slow fashion products instead of fast fashion goods.  Slow fashion products include apparel and accessories that have a longer product life cycle, emphasize on quality, often higher priced and require increased consciousness from producers and consumers while slowing down the production and consumption cycle (Stefko & Steffek, 2018).  Studies addressing the rising issue of apparel over consumption are limited (Chi & Zheng, 2016; Jung & Jin, 2014). To address the gap in the literature, this study aimed to identify the factors significantly influencing the U.S. consumers’ intention to purchase slow fashion products.  Specifically, the objectives of this research were fourfold. First, a research model was proposed building on the Theory of Planned Behavior (TPB). Second, the psychometric properties of the proposed model were examined using the gathered survey data.  Third, the effects of significant factors on U.S. consumers’ intention to purchase slow fashion products were determined.  Finally, some marketing strategies were proposed for industrial practitioners.  The figure 1 illustrates the developed model with the proposed hypotheses.







Figure 1. Proposed Research Model for Consumer Intention to Purchase Slow Fashion Products
Methodology. The measures and scales for attitude, subjective norms, perceived behavioral control (PBC), willingness to pay price premium (WTP), perceived consumer effectiveness (PCE), environmental knowledge, and purchase intention were adapted from prior relevant studies (Barbarossa & Pelsmacker, 2014; Cranfield & Magnusson, 2003; Nam, Dong, & Lee, 2017; Zheng & Chi, 2015).  The demographic variables including gender, age, ethnicity, education level and income level were included as control factors.  The survey instrument was pre-tested with five U.S. consumers regarding arrangement, wording accuracy and relevance and then finalized for main data collection in the U.S. via Amazon Mechanical Turk.  263 eligible responses were gathered for data analysis and hypothesis testing.  Unidimensionality, reliability, and validity of the investigated constructs were first tested for proving model adequacy.  The statistical assumptions including normality, multicollinearity, and correlations were examined.  Multiple regression method was applied for determining the proposed statistical relationships (hypotheses) using SPSS 24.
Findings and Discussion. Table 1 presents the testing results of all the hypotheses.  The U.S. consumer intention to purchase slow fashion products are significantly positively affected by consumers’ attitude towards slow fashion products, perceived behavioral control (PBC), willingness to pay price premium (WTP), and perceived consumer effectiveness (PCE). Therefore, H1, H3, H4 and H5 are supported while H2 and H6b are rejected.  Among demographic variables, only income level shows a significantly positive impact.  U.S. consumers who have higher income are more likely to purchase slow fashion products, which is aligned with the price premium of slow fashion products.  The proposed model shows a good explanatory power, accounting for 55.6% of the variance of U.S. consumers’ intention to purchase slow fashion products.  Consumer environmental knowledge does not directly affect their intention to purchase slow fashion products but their attitude towards slow fashion products. H6a is supported.  Attitude plays a role of mediating factor between environmental knowledge and purchase intention.  Female consumers show more positive attitude towards slow fashion products than male consumers.  Companies should develop marketing strategies to educate consumers with environmental knowledge and promote their favorable attitude towards slow fashion products.  Marketing campaigns should emphasize the fact that it is possible to alleviate the environmental deteriorations through individual’s consumption behavior.
Table 1. Results of Hypothesis Testing

	Hyp.
	DV
	IDV
	Std. Coef. (β)
	t-value
	Sig. at p< .05
	Control variable
	Std. Coef. (β)
	t-value
	Sig. at p< .05
	Total R2
	Sig. at p< .05

	
	
	PI
	Constant 
	
	1.610
	.109
	Age
	-.062
	-1.390
	.166
	.556
	<.000

F= 31.145 (10/249)

	H1
	Y
	
	AT
	.297
	5.257
	.000
	Gender
	-.060
	-1.347
	.179
	
	

	H2
	N
	
	SN 
	.039
	.669
	.504
	Education
	-.020
	-.444
	.657
	
	

	H3
	Y
	
	PBC
	.105
	2.016
	.041
	Income
	.124
	2.856
	.005
	
	

	H4
	Y
	
	WTP
	.138
	2.595
	0.01
	
	
	
	
	
	

	H5
	Y
	
	PCE
	.309
	5.636
	.000
	
	
	
	
	
	

	H6b
	N
	
	EK
	.087
	1.609
	.109
	
	
	
	
	
	

	
	
	AT
	Constant
	
	8.366
	.000
	Age
	.101
	1.779
	.076
	.224
	<.000

F= 14.711 (5/255)

	H6a
	Y
	
	EK
	.412
	7.338
	.000
	Gender
	-.203
	-3.616
	.000
	
	

	
	
	
	
	
	
	
	Education
	-.065
	-1.154
	.250
	
	

	
	
	
	
	
	
	
	Income
	.069
	1.242
	.215
	
	


Note: Y- Hypothesis supported; N- Hypothesis not supported; Std. Coef.=Standardized Coefficients, DV: Dependent variable. IDV: Independent variable; PI=Purchase intention, AT=Attitude, SN= Subjective norms, PBC =Perceived behavioral control; WTP= Willingness to pay premium; PCE=perceived consumer effectiveness; EK=environmental knowledge. 
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