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ABSTRACT

Manuscript type: Empirical Research

Research Aims: This study was conducted to analyze and develop the intervariable influence
within stages in S-O-R Model in second-hand fashion products context
Design/methodology/approach: 7o fulfill the research objective, an online self-administered
survey was conducted to respondents who had second-hand thrifting purchase experience.
130 eligible responses were gathered and further analyzed using Structural Equation Model-
ing (two-way approach)

Research Findings: /7 is observed that eWOM and Consumer Engagement have positive
significant effects on Mindful Consumption Behavior (MCB), while no significant influence

is found in relationship Attitude toward MCB. No mediating effect is observed in relationship
eWOM toward MCB through mediating variable Attitude and Consumer Engagement.
Theoretical Contribution/Originality: This research contributes to provide insight on fac-
tors that influence mindful consumption behavior in Indonesia

Practitioner/Policy Implication: Based on the result of this research, related stakeholder can

utilize eWOM and encourage consumers to form mindful consumption behavior (i.e: through
social connection that would increase consumers’ enthusiasm and attention towards MCB)
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Research limitation/Implications: The study is limited as it only analyzed some variables to
predict consumer behavior in fashion thrifting. Based on the research, eWOM and Consumer
Engagement are proven to influence MCB, and there is no effect observed of Attitude on MCB.
Therefore, this research contributes to consumer behavior that proves eWOM and Engage-
ment are strong predictors to predict consumer behavior in the purchase of second-hand

fashion.

Keywords: S-O-R Model, Mindful Consumption, Second-hand Products, Thrifting, SEM

INTRODUCTION

Consumption has evolved into a means to
achieve happiness and a barometer of finan-
cial success over the last century (Burroughs
& Rindfleisch, 2002); creating a society that
encourages overconsumption. Overconsump-
tion increases demand for limited natural
resources which eventually leads to overex-
ploitation that negatively affects the environ-
ment in the long-term (Rahman and Kosze-
wska, 2020). Individual consumption habits
pose notable effects on the environment (Ev-
ans and Peirson-Smith, 2018). The phenom-
enon, along with population growth, will
deplete natural resources. This highlights the
importance of finding a way to retain human
consumption and protect the environment.

A strategy that is deemed effective in main-
taining a healthy level of consumption for
the environment is sustainable consumption
(Chekima et al., 2016; Chua et al., 2020)
where individual buyers have an adequate
concern about the consequences of their
consumption practice (Epstein, 2008). Sus-
tainable consumption, which also referred to
environmentally friendly behaviour, could
be reflected in the consumption choice that
produces positive effects for the environment
such as buying organic foods instead of pro-
cessed foods and choosing recycled goods
(Carrington et al., 2010; Steg and Vlek, 2009).
Even though the concept of sustainable con-
sumption has progressed into a large field of
behavior which encompass environmentally
and socially considerate purchase (Chua et
al., 2020; Ladhari and Tchetgna, 2017), there
is another form of sustainability that is rela-
tively overlooked which is mindful consump-
tion behaviour (MCB). Fundamentally, MCB
incorporates careful consumption by refrain-
ing unnecessary purchases and reducing re-
petitive buying patterns (Sheth et al., 2011).

Fashion, one of the largest industries in the
world, is generally identified by the swiftly
changing trends and purchase variety. This
dynamic nature of the fashion industry stim-
ulates the utilization of limited natural re-
sources through low-cost mass production
that generates redundant waste (Rotimi et
al.,2021; Thorisdottir et al., 2020). In spite of
the broadly promulgated environmental influ-
ence, the industry continues to flourish due
to the low-priced production, recurrent con-
sumption, and short-lived usage (Niiniméki
et al., 2020). Considering the environmental
effects it imposes, the fashion industry needs
to implement innovative ways to address un-
sustainable consumption behavior.

Fashion overconsumption and overproduc-
tion could be restrained by making use of sec-
ond-hand fashion products. As thrift shopping
for clothes is proven effective in reducing new
clothes overproduction (Reiley and DeLong,
2011; Rausch and Kopplina, 2020), purhasing
second-hand fashion products could be clas-
sified as part of MCB. Encouraging MCB to
consumers could potentially be optimized by
using electronic word of mouth (eWOM) as
eWOM is proven to be a dominant element
in creating consumers’ perception towards a
specific behavior (Anastasiei and Dospines-
cu, 2019).

Cheung and Thadani’s (2012) stated that there
are only less than 10% individuals who don’t
participate in eWOM media before making
decisions, and that more than 40% are sure
that eWOM influenced their decision on pur-
chasing the product. Helm and Subramani-
am (2019) argued that eWOM is substantial
in encouraging consumers to do meticulous
weighting of purchasing alternatives by con-
sidering each option’s environmental conse-
quences.

The effectiveness of eWOM is reinforced by



76 Diyang Risma Gabriella et al. / ASEAN Marketing Journal © Juni (2021) Vol. XIII No. 1

Mohammad et al., (2020), stating eWOM’s
positive and effective impact on MCB for the
consumption of second-hand fashion products
which was analyzed through stimulus—organ-
ism-response (S-O-R) theory. To continue
prior studies with S-O-R theory, this research
infers positive and effective implications of
eWOM in promoting MCB for the consump-
tion of second-hand fashion products with
data collected from various locations and cul-
tural perspectives.

Only a few studies had utilized data from all
second-hand fashion subsets in Indonesia. To
gain better insights from different cultural
perspectives, this study will utilize data col-
lected in Indonesia to testify the argument of
eWOM effectiveness in promoting MCB for
second-hand fashion products consumption
using S-O-R theory. This research will also
examine “consumer attitude on second-hand
fashion” and “fashion consumer engagement”
as mediating variables among eWOM and
MCB relationships.

LITERATURE REVIEW
Stimulus—Organism—Response (S-0O-R)

The development of the conceptual structure
for this study is based on the S-O-R theory
(Mehrabian and Rusell, 1974). According to
the theory, a stimulus (S) activates the organ-
isms of individuals, which consists of a series
of signals that trigger an internal evaluation
(O) and create a response (R) (Mehrabian and
Russell, 1974). Using the theoretical model of
SOR, Mowen (2002) demonstrates emotions
as one of the substantial factors to explain
how consumers will respond to an environ-
mental stimulus. Li et al. (2012) argued that
the S-O-R hypothesis mediates the interaction
between user response behavior and environ-
mental stimuli.

Mindful Consumption Behaviour

The concept of Mindful Consumption Be-
haviour (MCB) is developed on awareness,
focusing on the increase of understanding
through thoughts and actions of the effects
of consumption (Sheth, Sethia, & Srinivas,
2011). According to Pusaksrikit & Pongsa-
kornrungsilp (2013), MCB includes behaving
and making decisions in the best interests of
one’s personal, economic, and social well-be-
ing to an optimum degree. This study em-

ploys MCB as a consumer’s method to create
optimal fashion product consumption, by hin-
dering repetitive purchase, abstention in buy-
ing, and avoidance of luxurious consumption,
with the intention of social acknowledgement
(Mohammad, Quoquab, & Mohamed Sadom,
2020).

Electronic Word of Mouth (eWOM)

WOM, derived from the term “word of mouth”
(WOM), refers to any Internet-mediated in-
formal conversation about goods, services,
or brands, independent of the knowledge va-
lence (Hennig-Thurau, Gwinner, Walsh, &
Gremler, 2004). Word of mouth (WOM) has
been recognized as an effective communica-
tion method that could influence consumers’
buying choices in advertising and marketing
literature (Sen and Lerman, 2007; Xia and
Bechwati, 2008; Yan et al., 2016).

Electronic word of mouth and attitude to-
wards second-hand fashion products

Attitude refers to the degree to which an in-
dividual expresses a positive or negative as-
sessment of an entity’s actions (Ajzen, 1991).
While choosing whether or not to engage in a
certain behavior, people weigh the advantages
and costs of doing so (Quoquab et al., 2017).
Consumers attempt to influence their net-
works’ decision-making by sharing reviews
of a product or service in their profile pag-
es on social networking sites. Their opinions
are visible for friends, colleagues, or future
consumers to see, making social networking
sites an intriguing and appropriate setting for
studying eWOM behaviors. This research
assumes that online reviews and feedback
about second-hand fashion products will fa-
vorably influence consumers’ perceptions of
second-hand fashion products, resulting in
thoughtful second-hand fashion product pur-
chases.

H1: eWOM positively influences attitude
towards second-hand fashion products

Electronic word of mouth and consumer en-
gagement

Engagement refers to consumers’ connection,
emotional intimacy, and adherence to a par-
ticular context. (Taheri et al., 2014). In this re-
search, consumer participation applies to the
level of contact, interest, and relationship that
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they have with second-hand fashion products
(Vivek et al., 2014). The amount of interac-
tion can be affected by multiple factors, such
as knowledge (Hollebeek, 2012), motivation
(Brodie et al., 2013) and social media (Sashi,
2012). In a business setting, eWOM refers
to the practice of sharing information, views,
and expectations about companies, goods,
and services with others through the inter-
net. Since information from eWOM is often
recognized as accurate and valid, it tends to
elicit empathy from customers and can open
up new opportunities for customer engage-
ment and brand loyalty. Correspondingly, this
study postulates that eWOM may have a sig-
nificant impact on consumer engagement in
buying second-hand fashion products, which
is based on S-O-R theory.

H2: Consumer engagement is positively
influenced by eWOM

Electronic word of mouth and mindful con-
sumption behaviour

Mindful consumption had attracted a lot of re-
search interest since consumers have become
more aware of their consumption habits and
their effects on society and environment (Lim
et al., 2017; Pusaksrikit et al., 2013). Prior
research has shown that eWOM interaction
influences customer behavior and, as a result,
their purchase behaviour (Cheung et al., 2014;
Lee et al., 2008; Rossman et al., 2016). Kim
and Ko (2012) discovered a major associa-
tion between social media ads and purchasing
intent in the fashion industry. Petty and Ca-
cioppo (1986) used the elaboration likelihood
model (ELM) to demonstrate the connection
between eWOM and consumers’ MCB. The
ELM shows how consumers are commonly
influenced by convincing interaction (Shih et
al., 2013). eWOM conversation, may have an
impact on someone’s MCB in terms of how
they access information.

H3: eWOM has a positive impact on MCB

Attitude towards second-hand fashion prod-
ucts and mindful consumption behaviour

The Theory of Reasoned Action (TRA) and
The Theory of Planned Behavior (TPB) can
affirm the relationship between attitude and
behavior (Ajzen, 1985, 1991). These theories
propose that consumers are expected to evade
or confront whether they acquire a favourable

or unfavourable feeling about a particular ob-
ject. Past experiments have also verified the
positive association between attitude and be-
havior. Chekima et al. (2016) and Chetioui
et al. (2020), agreed that environmental atti-
tudes favorably shape customers’ fashion pur-
chase behavior. Similarly, this study indicates
a favorable association between MCB and
attitudes toward second-hand clothing and
accessories.

H4: Attitude towards second-hand fashion
products has a positive impact on MCB

Consumer engagement and mindful con-
sumption behaviour

Various researches in the fields of public com-
munication, human resource management,
and community development have shown a
link between engagement and behavior (Mir-
iam Fernandez et al., 2016; K. Alfes et al.,
2013; Veeckman C. et al., 2018). Even though
there are prior studies that showed positive
association between engagement and MCB as
a mediating variable (Mohammad, Quoquab,
& Mohamed Sadom, 2020), the connection
between engagement and MCB is still insuffi-
ciently researched.

H5: Consumer engagement influences
MCB positively

Attitude as a mediating variable between
eWOM and MCB

EWOM as a means of communication, acts as
external stimuli affecting one’s attitude, either
positive or negative, towards second-hand
fashion products which in turn influences
consumer’s MCB. Previous studies within
another context indicate attitude as a notable
mediator that influences purchase behaviour
in virtual shops (Amin et al., 2017). Similar-
ly, this research assumes that marketing strat-
egies including eWOM may influence con-
sumer’s attitude against second-hand fashion
products, leading, in turn, to MCB.

H6: The relationship between eWOM and
MCB are mediated by consumer attitude
towards second-hand fashion products

Consumer engagement as a mediating vari-
able between eWOM and MCB

Employing consumer engagement as a me-
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diating variable in determining the correla-
tion among eWOM and MCB is supported
in S-O-R theoretical basis, where eWOM is
depicted as an external catalyst that encour-
ages consumers to participate in purchasing
second-hand fashion products and eventually
promote MCB. Another related study had ex-
hibited a significant impact of engagement as
mediator between social media marketing and
purchase intention or behaviour (Husnain and
Toor 2017). However, only few studies ana-
lyze how engagement in second-hand fashion
products mediates eWOM to MCB.

H7: The relationship between eWOM and
MCB are mediated by consumer engage-
ment

RESEARCH METHOD
Data Collection Methods

The researchers use primary data that refers
to information gathered specifically for the
purpose of solving particular research prob-
lems (Malhotra, 2010). The Likert scale of 1
to 7 is used for the analysis in this research to
prevent responses that are too skewed in one
direction.

Sampling Method

Respondents for this study are those who had
shopped second-hand fashion products with-
in the last 6 months. The researchers applied
non-probability sampling (judgmental sam-
pling) based on their respective judgement in
which every aspect of the population doesn’t
have the same chance of being sampled (Mal-
hotra, 2010).

Sample Size

Self-administered online survey was conduct-
ed from March 9th to April 9th 2021. The sur-
vey collected 150 respondents with a total of
130 eligible respondents and 20 non eligible
respondents.

Research Model

This research is conducted based on the
S-O-R Model by Mohammad, Quoquab, &
Mohamed Sadom (2020) and Mehrabian &
Rusell (1974) that is deemed suitable to inter-
pret customer responses or behavior affected
by environmental stimuli. The researchers use

Sainilus Organism Response
Atmtude
i Mindful
0N I 3 Conumption
¥ Beharsicaa
Congumer
[Eniuigmant

the S-O-R Model to analyze the influence of
e-WOM on customer’s consumption behavior
towards second-hand fashion products.

Figure 1. Research Model for Case Study of
Second-Hand Fashion Products

RESULT AND DISCUSSION
Result

Respondents for the survey are mainly fe-
male, millennials, and high school to college
students. More than half of the respondents
are consumers who are new to fashion thrift-
ing with less than 1 year shopping experience
and consumers who already have 1-2 years of
shopping experience. Respondents have high
purchasing frequency where most respon-
dents shop 4-5 times in a month with clothing
products (t-shirts, pants, skirts, socks, etc.)
being the most purchased items.

Table 1. Respondent Profile

Demographics Number of Re- Percentage
spondent (n: 130)

Gender

Female 98 75%

Male 32 25%

Age Group

Gen Z (7-22) 94 72%

Millennials (23- 31 24%

38)

Gen X (39-54) 5 4%
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Education Rp1.000.000,00 1 1%
-Rp1.500.000,00
High School 85 65% > 1 1%
Bachelor 32 25% Rp2.000.000,00
Master 5 4%
Diploma 4%
Doctor 2 2% Most Purchased
Item
Clothing 113 87%
Education (t-shirts, pants,
skirts, socks,
Students 93 72% etc.)
Private Employ- 18 14% Hair accessories 8 6%
ce (bandanas, pins,
Government 10 8% pigtails, etc.)
Employees Shoes 6 5%
Entrepreneur 5% Watches 3 2%,
Housewife 2%
As the objective of the study is to observe
Mindful Consumptions Behavior toward
Shopping Expe- thrifting fashion, Structural Equation Model-
rience ling is conducted to observe the influence of
- eWOM, consumer attitude, engagement, and
< I years 48 37% its mindfulness behavior toward purchasing
1 - 2 years 42 32% the thrifting fashion. The 7o step SEM con-
ducted includes testing the reliability and the
2 - 3 years 22 17% A . .
Y 00 validity of the item used in the study (Mea-
> 3 years 18 14% surement Analysis) and testing the signifi-
cance of influence among involved variables.
To conduct the SEM, a bootstrapping proce-
Shopping dure using 500 resamples was conducted for
Frequency (in path analysis (Hair et al, 2017).
month) Table 2. Measurement Model Result
at least 1 28 22% L! b Ind> g1 F>50 Error CR270 VE250 510“.'
2'3 4 1 32% General Reli-
45 57 44% Persua- 70 50 able
sive- .
More than 5 4 3% ness(e-  -PL—32 63 Valid
WOM) G2 70 37 Valid
: General Reli-
Spending on Cred- GC 76 62 able
Fashion ibi&%M GCl .73 47 Valid
<Rp200.000,00 61 47% (WOM Gea x4 29 Valid
Rp200.000,00 - 51 39%
Reli-
Rp500.000,00 Suscep -SOR 89 63 able
0, ey 1
Rp500.000,00- 9 7% gblll'lty © SORl 83 20 valid
Rp800.000,00 R:VIiI:VS SOR2_.93 14 Valid
Rp800.000,00 - 7 5% (eWOM) SOR3 91 18 Valid
Rp1.000.000,00 SOR4 .50 76 Valid

SORS 74 45 Valid
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Stimulus Organism Ratpanie
Reli-
ATT 91 77 able
Attitude -ATT1 .90 20 Valid Atdude
ATT2 .90 18 Valid 3 K
ATT3 82 31 Valid s R res B
Reli- | i
CA 90 61 able | an aa
CAl 74 45 Valid e—
Con- CA2 74 45 Valid
At CA3 80 36 Valid Figure 2. T-value of the Structural Model
CA4 T8 39 Valid
CAS 80 3 Valid The path analysis showed no mediating effect
‘ from eWOM to MCB through attitude. Con-
CA6 81 34 Valid &
L sumer engagement as the coefficient of the
- direct effect is shown to be higher than the
o EP %0 © b coefficient of the indirect effect (Baron and
Nthuses
Partic.  EPL 87 25 Valid Kenny, 1986).
ipation  Ep2 72 49 Valid .
(Con- o 4 Valid Table 3. Path Analysis
sumer
. EP4 76 42 Valid =
:f:;ii';ge o Hypothesis Path SLF t-values sCi;)nnclu
EPS 71 49 Valid WOM — i s
EP6 83 31 Valid 11 ATT ' :
i WOM
Social el " CE 24 476 S
neetion SC 89 73 able Vo
(Com-  SC1 8% 23 Valid N 43 7.69 S
sumer . H3 MCB
SC2 89 21 Valid
Engage- ATT —
Jment)  SC3 30 36 Valid -.18 -3.46 NS
14 MCB
CE —
. Reli- 25 4.64 S
Iggﬁfif”l MCB 7 53 able HS MCB
sumption MCBI 66 36 Valid RICaianojbffect
Behavior \iepy g 34 Valid Direct Indirect Conclu-
Path .
MCB3 .62 61 Valid Effect Effect sion
The measurement model result shows that all eWOM— No Medi-
the items used in the analysis fulfill the re-  H¢ f‘/l C?s T -4 -03 atine Ef-
quirement for validity (SLF>.50) and reliabil- c
ity (CR>.70 and AVE>.50) (Hair et al, 2017). e WOM No Medi-
H7 — CE— 43 .06 ating Ef-
The structural model analysis shows that all MCB fect
the paths have significant influence toward
MCB as t-value of each path fulfills the re-  Discussion

quirement t value >+ 1.645 (Hair et al, 2017),
except for attitude toward the MCB. More-
over, the goodness of fit index showed a mar-
ginal to good fit from the model formed from
the data with RMSEA (<.08) =.15, NFI (>.80)
= 0.81, NNFI (=.80) = 0.80, CFI (=.80) =
0.82, IFI (>.80) = 0.82 Goodness of Fit Index
(>.80) = 0.60 (Hair et al, 2017).

This study aims to analyze the direct and
indirect impact of eWOM on consumer at-
titude, interaction, and MCB in the form of
second-hand fashion products. In addition,
the study looked into the importance of con-
sumers’ attitudes and engagement in medi-
ating the relationship between eWOM and
MCB. To achieve these aims, a theoretical
model based on S-O-R theory was produced
and evaluated using the SEM technique.
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This study found that eWOM has a positive
direct impact on consumers’ attitude, engage-
ment, and MCB. This confirms previous re-
search that found eWOM as a strong indicator
of consumers’ attitude and behavior in various
research settings (Barger, Peltier, & Schultz,
2016; Bedard & Tolmie, 2018; Devigili, Puc-
ci, Fiorini, & Zanni, 2019; Reichelt, Sievert,
& Jacob, 2014). The result of this study is
also in line with Mohammad, Quoquab &
Mohamed Sadom (2020) that stated eWOM’s
significant positive influence on attitudes to-
wards second-hand fashion products. eWOM
affects buyers’ attitudes toward a product for
both online and offline sales in the shopping
and apparel industries, according to Li and
Hitt (2008) and Reichelt, Sievert, and Jacob
(2014). Second, Levy & Gvili (2015) and
Steffes & Burgee (2009) found that eWOM
channel characteristics would improve con-
sumer opinion sharing and engagement by
encouraging social contact, message distri-
bution, and the expression of brand-related
opinion. According to Doh & Hwang (2009),
eWOM has a significant effect on consumers
since consumers trust eWOM before pur-
chasing any product As a result, eWOM will
improve consumers’ favorable perceptions of
second-hand fashion products, as well as their
interest and engagement with second-hand
fashion products, resulting in the purchase of
second-hand fashion products with caution to
prevent overconsumption (Mohammad, Quo-
quab, & Mohamed Sadom, 2020).

The results of this study also demonstrated a
connection between consumer engagement
and MCB, supporting previous research that
showed involved consumers are more likely
to engage in sustainable consumption habits
(Piligrimiene, Zukauskaite, Korzilius, Bany-
te, & Dovaliene, 2020). This suggests that
as consumers form sentimental attachments
to second-hand fashion items, they are more
likely to exercise restraint in their purchas-
es, as a result of their “temperance” theory.
On the contrary, MCB’s stance toward sec-
ond-hand apparel items has little positive
effect. Rogers, Singhal, and Quinlan (2019)
attribute this finding to the attitude-behavior
gap, where a disparity exists if an individual’s
attitude doesn’t match their acts. This may be
more common in sustainable consumption
actions (green consumption and pro-environ-
mental practices) since such behavior neces-
sitates some level of sacrifice and self-control
(Quoquab, Mohammad, & Sukari, 2019).

The mediation effect of consumer engage-
ment and attitude between eWOM and MCB
were not supported. This may be due to the at-
titude-action gap that is linked to personal and
psychological obstacles that limit long-term
behavior (Jung et al., 2020). The attitude—be-
havior gap can obstruct the mediating impact
of engagement and attitude in the eWOM-—
MCB relationship. Based on this result, it is
also proved that eWOM has a strong influ-
ence on consumer’s decisions to purchase
second-hand fashion products.

The weak relationship between eWOM to
ATT and eWOM to CE, indicated by its fac-
tor loading, may explain why the direct effect
of eWOM can be a stronger predictor than
the indirect effect. This weak relationship re-
sults in no mediation effect from the path of
eWOM to MCB through ATT and CE.

CONCLUSION

In achieving its aims, this research found that
eWOM is the main driver of consumer MCB
towards thrifting fashion due to its strong
influence towards MCB. Engagement in the
form of social connection among consum-
ers, enthusiasm and attention towards fashion
thrifting has also been the drivers for con-
sumers’ mindfulness, indicated by the posi-
tive significant effect of engagement towards
MCB.

The absence of mediating effect of attitude
and engagement between eWOM towards
MCB showed that the direct effect of eWOM
towards MCB is greater than its indirect ef-
fects through attitude and consumer engage-
ment. This implied that the change in con-
sumer attitude and level of engagement due to
eWOM doesn’t necessarily affect the mindful
behavior within thrifting consumers.

To promote mindful behavior through pur-
chasing second-hand clothing, business en-
tities can utilize eWOM since it is the key
driver to influence MCB in fashion thrifting.
eWOM in the form of product review is prov-
en to be effective in influencing user’s point
of view towards purchase. Reliable consumer
review may increase user’s mindfulness to-
wards fashion thrifting.

Consumer Engagement is also observed to
be the driver of MCB after eWOM. Changes
within consumer engagement that encompass
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social interaction, enthusiastic participation,
and conscious attention resulted in change
of MCB. Increasing social interaction during
fashion thrifting experience may change con-
sumers’ perception to become more mindful
towards their purchase that they will consid-
er purchasing second-hand fashion products.
Increasing consumer enthusiasm may become
a strategy to push consumers to be mindful

chase of fashion thrifting. As consumers’ cu-
riosity towards fashion thrifting increases the
mindfulness of the purchase, giving sufficient
information regarding fashion thrifting can
be a strategy to form consumer mindfulness
towards second-hand fashion products and
its effect. These suggest that business entities
could use eWOM to increase the engagement
level of thrifting consumer.

in their purchases that can promote the pur-

REFERENCES

Ajzen, 1. (1985). From intentions to actions: a theory of planned behavior. In: Kuhl, J., Beck-
mann,. Action Control: From Cognition to Behavior. SpringerVerlag, New York.

Ajzen, L. (1991). The theory of planned behavior. Organizational Behavior and Human Deci-
sion Processes, 50(2), 179-211. doi:10.1016/0749-5978(91)90020-The theory of planned be-
havior. 0rganzzatzonal Behavior and Human Decision Processes.

Amin, H., Abdul Rahman, A. R., Abdul Razak, D., & Rizal, H. (2017). Consumer attitude and
preference in the Islamic mortgage sector: a study of Malaysian consumers. Management Re-
search Review. https://doi.org/10.1108/MRR-07-2015-0159

Anastasiei, B., & Dospinescu, N. (2019). Electronic word-of-mouth for online retailers: Predic-
tors of volume and valence. Sustainability (Switzerland). https://doi.org/10.3390/sul1030814

Bedard, S. A. N., & Tolmie, C. R. (2018). Millennials’ green consumption behaviour: Explor-
ing the role of social media. Corporate Social Responsibility and Environmental Management.
https://doi.org/10.1002/csr.1654

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a virtual brand
community: An exploratory analysis. Journal of Business Research. https://doi.org/10.1016/j.
jbusres.2011.07.029

Burroughs, J., & Rindfleisch, A. (2002). Materialism and well-being: A conflicting values per-
spective. Journal of Consumer Research, 29 (3), 348-370. https://doi.org/10.1086/344429

Carrington, M. J., Neville, B. A., & Whitwell, G. J. (2010). Why ethical consumers don’t walk
their talk: Towards a framework for understanding the gap between the ethical purchase inten-
tions and actual buying behaviour of ethically minded consumers. Journal of Business Ethics.
https://doi.org/10.1007/s10551-010-0501-6

Chekima, B., Chekima, S., Syed Khalid Wafa, S. A. W., Igaua, O. A., & Sondoh, S. L. (2016).
Sustainable consumption: The effects of knowledge, cultural values, environmental advertis-
ing, and demographics. International Journal of Sustainable Development and World Ecology.
https://doi.org/10.1080/13504509.2015.1114043

Chetioui, Y., Benlafqih, H., & Lebdaoui, H. (2020). How fashion influencers contribute to
consumers’ purchase intention. Journal of Fashion Marketing and Management. https://doi.
org/10.1108/JFMM-08-2019-0157

Cheung, C. M. K., & Thadani, D. R. (2012). The impact of electronic word-of-mouth commu-
nication: A literature analysis and integrative model. Decision Support Systems. https://doi.
0rg/10.1016/j.dss.2012.06.008



Diyang Risma Gabriella et al. / ASEAN Marketing Journal © Juni (2021) Vol. XIII No. 1 83

Chua, K. B., Quoquab, F., & Mohammad, J. (2020). Factors affecting environmental citizenship
behaviour: An empirical investigation in Malaysian paddy industry. Asia Pacific Journal of
Marketing and Logistics. https://doi.org/10.1108/APJIML-05-2018-0177

Devigili, M., Pucci, T., Fiorini, N., & Zanni, L. (2019). Going Crazy for Reviewing. https://doi.
0rg/10.4018/978-1-5225-8575-6.ch010

Epstein, M. J., & Buhovac, A. R. (2008). Making Sustainability Work Electronic book. Rout-
ledge; 2 Edition (8 Sep 2017).

Evans, S., & Peirson-Smith, A. (2018). The sustainability word challenge: Exploring consumer
interpretations of frequently used words to promote sustainable fashion brand behaviors and
imagery. Journal of Fashion Marketing and Management. https://doi.org/10.1108/][FMM-10-
2017-0103

Helm, S., & Subramaniam, B. (2019). Exploring socio-cognitive mindfulness in the context
of sustainable consumption. Sustainability (Switzerland). https://doi.org/10.3390/su11133692

Hetharie, J. A., Surachman, Hussein, A. S., & Puspaningrum, A. (2019). SOR (Stimulus-organ-
ism-response) model application in observing the influence of impulsive buying on consum-
erl s post-purchase regret. International Journal of Scientific and Technology Research.

Hollebeek, L. D. (2011). Demystifying customer brand engagement: Exploring the loyalty nex-
us. Journal of Marketing Management. https://doi.org/10.1080/0267257X.2010.500132

Hollebeek, L. D. (2013). The customer engagement/value interface: An exploratory investiga-
tion. Australasian Marketing Journal. https://doi.org/10.1016/j.ausmj.2012.08.006

Joung, H. M. (2014). Fast-fashion consumers’ post-purchase behaviours. International Journal
of Retail and Distribution Management. https://doi.org/10.1108/I[JRDM-03-2013-0055

Kadic-Maglajlic, S., Arslanagic-Kalajdzic, M., Micevski, M., Dlacic, J., & Zabkar, V. (2019).
Being engaged is a good thing: Understanding sustainable consumption behavior among young
adults. Journal of Business Research. https://doi.org/10.1016/jjbusres.2019.02.040

Kalafatis, S. P., Pollard, M., East, R., & Tsogas, M. H. (1999). Green marketing and Ajzen’s
theory of planned behaviour: A cross-market examination. Journal of Consumer Marketing.
https://doi.org/10.1108/07363769910289550

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equi-
ty? An empirical study of luxury fashion brand. Journal of Business Research. https://doi.
org/10.1016/j.jbusres.2011.10.014

Kozlowski, A., Searcy, C., & Bardecki, M. (2016). Innovation for a sustainable fashion indus-
try: A design focused approach toward the development of new business models. In Environ-
mental Footprints and Eco-Design of Products and Processes. https://doi.org/10.1007/978-
981-10-0245-8_5

Ladhari, R., & Tchetgna, N. M. (2017). Values, socially conscious behaviour and consumption
emotions as predictors of Canadians’ intent to buy fair trade products. International Journal of
Consumer Studies. https://doi.org/10.1111/ijcs.12382

Lee, J., Park, D. H., & Han, 1. (2008). The effect of negative online consumer reviews on prod-
uct attitude: An information processing view. Electronic Commerce Research and Applications.
https://doi.org/10.1016/j.elerap.2007.05.004



84 Diyang Risma Gabriella et al. / ASEAN Marketing Journal © Juni (2021) Vol. XIII No. 1

Levy, S., & Gvili, Y. (2015). How credible is e-word of mouth across digital-marketing chan-
nels? The roles of social capital, information richness, and interactivity. Journal of Advertising
Research. https://doi.org/10.2501/JAR-55-1-095-109

Li, M., Dong, Z. Y., & Chen, X. (2012). Factors influencing consumption experience
of mobile commerce: A study from experiential view. Internet Research. https://doi.
org/10.1108/10662241211214539

Lim, W. M. (2017). Inside the sustainable consumption theoretical toolbox: Critical concepts
for sustainability, consumption, and marketing. Journal of Business Research. https://doi.
org/10.1016/j.jbusres.2017.05.001

Mehrabian, A., & Russell, J. A. (1974). An Approachto Environmental Psychology, Cambridge,
MA: MITPress. MehrabianAn Approach to Environmental Psychology1974.

Mohammad, J., Quoquab, F., & Mohamed Sadom, N. Z. (2020). Mindful consumption of sec-
ond-hand clothing: the role of eWOM, attitude and consumer engagement. Journal of Fashion
Marketing and Management. https://doi.org/10.1108/][FMM-05-2020-0080

Niinimiki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T., & Gwilt, A. (2020). The environ-
mental price of fast fashion. Nature Reviews Earth & Environment. https://doi.org/10.1038/
s43017-020-0039-9

Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion. Advanc-
es in Experimental Social Psychology. https://doi.org/10.1016/S0065-2601(08)60214-2

Piligrimiene, 7., Zukauskaite, A., Korzilius, H., Banyte, J., & Dovaliene, A. (2020). Internal
and external determinants of consumer engagement in sustainable consumption. Sustainability
(Switzerland). https://doi.org/10.3390/su12041349

Pusaksrikit, T., Pongsakornrungsilp, S., & Pongsakornrungsilp, P. (2013). The Development of
the Mindful Consumption Process through the Sufficiency Economy. Advances in Consumer
Research.

Quoquab, F., Mohamed Sadom, N. Z., & Mohammad, J. (2020). Driving customer loyalty in
the Malaysian fast food industry: The role of halal logo, trust and perceived reputation. Journal
of Islamic Marketing. https://doi.org/10.1108/]IMA-01-2019-0010

Quoquab, F., Mohammad, J., & Sukari, N. N. (2019). A multiple-item scale for measuring
“sustainable consumption behaviour” construct: Development and psychometric evaluation.
Asia Pacific Journal of Marketing and Logistics. https://doi.org/10.1108/APJML-02-2018-0047

Rahman, O., & Koszewska, M. (2020). A study of consumer choice between sustainable and
non-sustainable apparel cues in Poland. Journal of Fashion Marketing and Management.
https://doi.org/10.1108/]FMM-11-2019-0258

Rausch, T. M., & Kopplin, C. S. (2021). Bridge the gap: Consumers’ purchase intention and be-
havior regarding sustainable clothing. Journal of Cleaner Production. https://doi.org/10.1016/j.
jclepro.2020.123882

Reichelt, J., Sievert, J., & Jacob, F. (2014). How credibility affects eWOM reading: The influ-
ences of expertise, trustworthiness, and similarity on utilitarian and social functions. Journal of
Marketing Communications. https://doi.org/10.1080/13527266.2013.797758

Reiley, K., & DeLong, M. (2011). A Consumer Vision for Sustainable Fashion Practice. Fash-
ion Practice. https://doi.org/10.2752/175693811x12925927157054



Diyang Risma Gabriella et al. / ASEAN Marketing Journal © Juni (2021) Vol. XIII No. 1 85

Rogers, E. M., Singhal, A., & Quinlan, M. M. (2019). Diffusion of innovations. In An In-
tegrated Approach to Communication Theory and Research, Third Edition. https://doi.
0rg/10.4324/9780203710753-35

Rossmann, A., Ranjan, K. R., & Sugathan, P. (2016). Drivers of user engagement in eWoM
communication. Journal of Services Marketing. https://doi.org/10.1108/]SM-01-2015-0013

Rotimi, E. O. O., Topple, C., & Hopkins, J. (2021). Towards a conceptual framework of sustain-
able practices of post-consumer textile waste at garment end of lifecycle: A systematic literature
review approach. Sustainability (Switzerland). https://doi.org/10.3390/su13052965

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social media. Man-
agement Decision. https://doi.org/10.1108/00251741211203551

Sheth, J. N., Sethia, N. K., & Srinivas, S. (2011). Mindful consumption: A customer-centric ap-
proach to sustainability. Journal of the Academy of Marketing Science. https://doi.org/10.1007/
s11747-010-0216-3

Shih, H. P, Lai, K. H., & Cheng, T. C. E. (2013). Informational and relational influences on
electronic word of mouth: An empirical study of an online consumer discussion forum. /nterna-
tional Journal of Electronic Commerce. https://doi.org/10.2753/JEC1086-4415170405

Steg, L., & Vlek, C. (2009). Encouraging pro-environmental behaviour: An integrative review
and research agenda. Journal of Environmental Psychology. https://doi.org/10.1016/jjen-
vp.2008.10.004

Taheri, B. and A. J. (2012). Museums as Playful Venues in the Leisure Society. In Contempo-
rary Tourist Experience: concepts and consequences.

Taheri, B., Jafari, A., & O’Gorman, K. (2014). Keeping your audience: Presenting a visitor en-
gagement scale. Tourism Management. https://doi.org/10.1016/j.tourman.2013.12.011

Thorisdottir, T. S., & Johannsdottir, L. (2020). Corporate social responsibility influencing
sustainability within the fashion industry. A systematic review. Sustainability (Switzerland).
https://doi.org/10.3390/su12219167

Toor, A., Husnain, M., & Hussain, T. (2017). The impact of social network marketing on con-
sumer purchase intention in Pakistan: Consumer engagement as a mediator. Asian Journal of
Business and Accounting.

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized multidimensional
scale for measuring customer engagement. Journal of Marketing Theory and Practice. https://
doi.org/10.2753/MTP1069-6679220404



	MINDFUL CONSUMPTION BEHAVIOR ON SECOND-HAND FASHION PRODUCTS: INTERVARIABLE INFLUENCE ANALYSIS OF STIMULUS-ORGANISM-RESPONSE (S-O-R) MODEL
	Recommended Citation

	Artikel 6 June 2021.indd

