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There has been a noteworthy rise in sustainability awareness in the fashion industry. However, themotivation to
adopt such behaviors is unclear, making it relevant to consider which identity self-signals influences consumers'
perceptions towards slow fashion. Findings from two experimental studies suggest that consumers hold a higher
word of mouth (WOM) and status perceptions when non-conformity, pro-environmental, and frugality signals
are highlighted. This research further shows the importance of increasing ownership through customization,
which increases status. The findings provide key implications for researchers and practitioners regarding fashion
industry sustainability.
© 2022 The Authors. Published by Elsevier Ltd on behalf of Institution of Chemical Engineers. This is an open access

article under the CC BY-NC-ND license (http://creativecommons.org/licenses/by-nc-nd/4.0/).
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1. Introduction

The fashion industry is one of the major industries contributing to
environmental degradation, due to fast fashion practices and cheaply
manufactured clothing (Grazzini et al., 2021). For instance, nearly
three-quarter of fast fashion apparel ends up in landfills (Legere and
Kang, 2020). To uplift sustainable consumption patterns, slow fashion
and thrift shopping arise as alternatives to fast fashion systems
(Legere and Kang, 2020).

There is an imperative need for companies to engage in sustainable
production processes as consumers are getting increasingly aware of
environmental issues (Blasi et al., 2020). Accordingly, consumers obtain
moral satisfaction by adapting their purchasing behaviors, from reduc-
ing waste and extending the clothing lifecycle (Lo et al., 2019). Thus,
companies with the ability to adapt to consumers' sustainability de-
mands are more likely to succeed in the long term (White et al., 2019).

However, there are still many barriers to sustainable fashion, as fast
fashion is still popular among consumers (Peters et al., 2021). In partic-
ular interest to this research, fashion is directly connectedwith the urge
to express a self-concept (e.g., a trendy self-image), whereas slow
fashion is mostly connected with the idea of moral identity. Yet,
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research does not provide a clear picture of other self-signaling reasons
induced by slow fashion, such as self-signaling and status.

Although sustainable products are gaining more followers and are
associated with status (Bellezza et al., 2016), research shows that sus-
tainable fashion products can lead to a lack of ownership (Loussaïef
et al., 2019). Extant research fails to capture how slow fashion helps to
reinforce consumers' identity and how ownership influences this rela-
tionship. Thus, the present study aims to assess which self-signaling
motives underlie slow fashion consumption, and how this is associated
with altruism or self-interest to signal their identities (Grewal et al.,
2019).

By doing so, this research makes at least three contributions to
the sustainable consumption literature and practice. We extend the
literature by examining a novel intersection between four substan-
tive areas — slow fashion, self-signaling, ownership, and status. Spe-
cifically, in two experimental studies, we provide evidence that slow
fashion activates self-signaling associated with nonconformity, pro-
environmental and frugal identities. In Study 1, we extend the
understanding of what stands behind consumers' choice for slow
fashion by introducing self-signaling (i.e., non-conformity and pro-
environmental) as a process for our main effect. As consumption
enables consumers to communicate about themselves (Grewal
et al., 2019), this research reveals how consumers' self-signaling in-
creases word of mouth (WOM) (Study 1).

In Study 2, we provide evidence that slow fashion increases status
perceptions, reinforcing previous studies on sustainability (Amatulli
et al., 2020). We add to the literature by providing evidence that
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symbolic signals (i.e., frugal) induced by slow fashion practices, elevate
strong status perceptions. Further, when evidencing ownership,
higher frugality self-signaling is activated, increasing people's status
perceptions.

Our prepositions are based on the assumptions that fast fashion is a
liquid form of consumption as the product cycle is short, following the
seasonal fashion trends (Bardhi et al., 2020). This raises questions
about where consumer value resides in the cycle of consumption. In a
society in transition, movements such as slow fashion are an attempt
to seek the dislocation of liquidity, as it provides pieces with a longer
life cycle. In this sense, this researchpresents a new relationship of own-
ership with slow fashion and status, as our results show that frugality
self-signaling increase status with the moderation of ownership.

The feeling of ownership is an important strategy for the slow fash-
ion area as it increases positive emotions and reinforces consumers'
self-signaling. For fast fashion the ownership phenomenon is not con-
sidered essential by consumers, since it provides clothes at affordable
prices, capturing trends more immediately, and can be quickly
discarded (Lamberton and Goldsmith, 2020). However, for slow fash-
ion, ownership can diminish consumers' beliefs of “negative contamina-
tion” existent on sharing and second-hand products (Loussaïef et al.,
2019). In sum, we add to the fashion and sustainability literature by
showing that consumers' sense of ownership can increase self-
signaling motives and status perception.

The reminders of this research are as follows. First, we initiate by
discussing our main concepts of self-signaling, ownership, and status.
Second, we show our methodology and experimental results. Further,
we discuss our theoretical and managerial contributions. Finally, we
conclude by exposing proposals for future research intended to inspire
the development of cumulative knowledge of sustainable fashion
literature.

2. Literature review and hypothesis development

We first conducted a literature review to identify empirical studies
examining the constructs of self-signaling ownership and sustainable
consumption. We found 26 empirical studies, three papers that con-
nected sustainabilitywith self-signaling, none integrating the three the-
oretical axes (see Table S1 of the Supplementary material). Thus,
previous studies have failed to examine the joint effects of self-
signaling on sustainabilitywith the influence of ownership. In the previ-
ous sessions, we discuss our main theoretical axes of self-signaling and
slow fashion; WOM, status motives, and ownership.

2.1. Self-signaling and the adoption of slow fashion

As a response to the fast economy and its harm to the environment,
several movements against this system have emerged intending to
uplift sustainable production and consumption patterns. Thefirstmove-
ment in this direction, Slow Food, was coined in Italy and focused on
sustainable and local food. Following this example, several U.K
designers have claimed to slow down the fashion cycle from the fast
production and fast consumption loop to increase sustainability. In
this way, the slow fashion movement, first coined by Kate Fletcher,
promotes diversity, prioritizes local producers, practices fair trade, and
maintains its production between small and medium scales (Jung and
Jin, 2014).

Many slow fashion companies reuse materials from old clothing,
such as the case of the Brazilian fashion brand Insecta Shoes, which pro-
duces shoes with recyclable materials. However, it is important to note
that not all slow fashion companies incorporate material recycling in
their production. In this way, slow fashion differs from fast fashion by
producing timeless pieces of clothing, which are not highly influenced
by seasonal fashion trends (Fletcher, 2010). Consequently, the price is
generally higher as it covers social and environmental costs, as well as
the use of high-quality materials, such as organic cotton.
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As consumers often purchase products to benefit from symbolic
values that can contribute to their ideal, social, or personal identity
(Grewal et al., 2019), self-signaling is a central concept for the
understanding of slow fashion endorsement and to our framework.
Self-signaling is conceptualized here as the motivation that people
must signal a specific quality, ability, and self-concept towards actions
such as consumption (Dhar and Wertenbroch, 2012). This signaling
can be to themselves or for society. Thus, signaling allows people to
spread information about themselveswithout overtly stating that infor-
mation to others (Bennett and Chakravarti, 2009).

Based on self-signaling theory, we suggest that the decision to em-
brace slow fashion, rather than fast fashion, is primarily associated
with a positive self-signaling of non-conformity, pro-environmental,
and frugality. We base this assumption revealing an underlying disposi-
tion that an individual is responsible andmorally good instead of selfish
and careless (Dixon andMikolon, 2020). Primary support for this asser-
tion comes from a growing body of sustainability research that points to
consumers' identity associations with products and the relation of sus-
tainability purchase as a manner to nourish an identity (Costa Pinto
et al., 2014).

That said, we predict that Slow Fashion fosters strong feelings of
symbolic signals, meaning that consumers, by adopting a sustainable
fashion, feel that they are doing something that others do not and that
they are caring about the environment. The more individuals are altru-
istically oriented, the more they are self-determined, therefore with
higher intentions to act pro-environmentally (Groot and Steg, 2010).
Especially amid the COVID-19 pandemic, consumers are becoming
even more aware regarding the benefits of sustainable fashion
(Vătămănescu et al., 2021).

Based on this, we investigate the connection between adopting sus-
tainable fashion behavior and symbolic signals. Specifically, we hypoth-
esize that the strength of symbolic signals is magnifiedwith individuals'
association to Slow Fashion when compared to Fast Fashion. More for-
mally, we predict that:

H1. Individuals' associationwith Slow Fashion increases the strength of
symbolic signals, compared to Fast Fashion.

Next, we focus on two key consequences of self-signaling by the en-
dorsement of slow fashion products. Those downstream consequences
relate to the social identity in order to enrich our analysis regarding con-
sumers' reasons to use and support slow fashion. In this sense, we theo-
rize that consumers are likely to endorse slow fashion products to
socially express their self-signaling reasons, increasing status, andWOM.
2.2. Word-of-mouth and status motives

Consumers' choices signal something about their character and per-
sonality to themselves or are used to affirm a self-identity (Dhar and
Wertenbroch, 2012; Townsend and Sood, 2015). As consumption is a
social act, which affords individuals the ability to express their identity
(Gardner et al., 2004), we believe the endorsement of slow fashion in-
creases status and WOM by the process of self-signaling.

While sustainability seems like an altruistic behavior, previous stud-
ies reveal self-signaling reasons behind actions towards a common good
(Savary and Goldsmith, 2020), as self-interest is the main motivational
force central to human behavior (Khan et al., 2020). Even though people
can live in cooperation, their primary reasons can be egoistic or self-
serving (White and Peloza, 2009). Thus, social signaling is anurge to sig-
nal people's qualities and abilities to receive benefits in return
(Griskevicius et al., 2007). In such cases, consumers can approach sus-
tainability not properly based on benefits to the environment, but for
social identity construction. This is explained as self-interest is consid-
ered the main motivational force to human behavior (Khan et al.,
2020). Thus, even though people can end up helping others, their pri-
mary reasons can be egoistic or self-serving (White and Peloza, 2009).
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With sustainability becoming mainstream, it is vital to understand
which self-signaling reasons behind slow fashion consumption are as-
sociated with altruistic or self-interest motives. For this mean, we pre-
dict that self-signaling of pro-environmental, frugality, and non-
conformity is related to a positive WOM and status. This can be
potentialized as in a technology-connected world individuals increas-
ingly seek to show their identity online, as “consumption is a social
act, which affords individuals the ability to express their identity”
(Johnson and Chattaraman, 2018, p. 2). Further, consumers call on
WOM to learn about product quality and its features (Joshi and
Musalem, 2021).

Regarding status, previous research demonstrates the connection of
status with initiatives in favor of sustainability, as environmental con-
sciousness, has become a new symbol of status (Amatulli et al., 2020).
This is reinforced by the idea that statusworks as ameans of social affir-
mation (Bellezza et al., 2016) which leads to acquiring products to en-
hance individuals' characteristics among the society. Additionally,
engaging in altruistic gestures contributes to enhancing one's reputa-
tion, since they can signal to an audience that can afford extra costs of
a sustainable product (Aspara and Wittkowski, 2018). Further, as slow
fashion provides pieces with a longer life cycle than fast fashion, we
posit that this category holds particular importance for consumers'
identity signaling. Thus, we analyze if the self-signaling associated
with slow fashion is mere for personal identity or also for the endorse-
ment of social identity. More formally, we propose that:

H2. Symbolic signals mediate the relation between Slow Fashion (vs.
Fast Fashion) and both (a) WOM and (b) status motives.

H3. Symbolic signals induced by Slow Fashion practices, elevate both
(a) positive WOM and (b) strong status motives.

Our model also anticipates that strong symbolic signals induced by
slow fashion can result in higher status perception since people use
their possessions to influence how others view them (Pierce et al.,
2003). Thus, the next session conceptualizes the moderation role of
ownership for our framework.

2.3. The role of ownership on slow fashion consumption

Product ownership has been associated with status symbols
(Bellezza et al., 2016) and encloses strong psychological and behavioral
effects (Morewedge et al., 2020; Pierce et al., 2003). Due to the rapid
growth of technological innovations, society is facing a consumption
evolution, in which individuals are shifting from legal ownership of
goods to temporary access to goods and services owned and used by
others (Morewedge et al., 2020). Thus, a growing number of consumers
are keen on using rental clothing services, being captivated by non-
ownership consumption (Shrivastava et al., 2021). However, contami-
nation worries are relevant for consumers especially because of the
COVID-19 pandemic. Consumers' assumption that slow fashion relates
to reuse can reduce the benefits of this fashion segment. Thus, with
this current increase in sharing economies, such as clothing rental and
thrift shops, we seek to analyze how slow fashion perceptions
(i.e., status) shift when consumers perceive higher ownership for their
slow fashion pieces.

Ownership construct is a relevant concept to our framework as con-
sumers can have a halo effect by perceiving all sustainable fashion prod-
ucts as being from others. However, this belief needs to be revised as,
mainly for slow fashion brands, there must be a bond between the
piece and the consumer capable of preventing early disposal (Watson
and Yan, 2013). As previous research had shown that consumers can in-
crease ownership by customizing products (Jami et al., 2020),we exam-
ine that ownership has direct implications on how consumers perceive
Slow Fashion. For instance, in comparison with slow fashion, on fast
fashion, the ownership phenomenon is associatedwith fewer consumer
bonds as products are quickly discarded (Lamberton and Goldsmith,
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2020). Further, the sustainable practice of clothing renting, differently
from slow fashion, has shown to not be associated with materialism
(Lang and Armstrong, 2018).

We assert that the feeling of ownership increases positive emo-
tions and self-signaling. That is, increasing ownership of slow fash-
ion clothes will reinforce consumers' self-signaling as the exclusive
pieces correlate strongly to personal identity. Our research is in
line with previous studies that show that ownership generates
greater satisfaction and happiness (Belk, 1985). As slow fashion con-
sumers make purchases based on sustainability and the desire to ob-
tain exclusive and atemporal products (Jung and Jin, 2014),
consumers see quality over quantity, which potentially expresses a
frugal way of consumption.

Thus, slow fashion differs from this type of sustainable consumption,
andwe show that the emphasis on ownership reinforces feelings of self-
signaling, which reinforces and re-signifies status for the fashion world.
Thus, slow fashion relation with ownership is considered as important
and unique, which can diminish the gap between attitudes and
behavior.

Previous research shows that ownership can increase status
(Bellezza et al., 2016), but here we posit that for slow fashion this corre-
lation is related to the frugality of being sustainable. That is, our
moderated-mediation analysis shows that by having symbolic signaling
of frugality, consumers in slow fashion increase their status. Impor-
tantly, slow fashion induces status by broking the liquid consumption
on fashion. Indeed, to be frugal includes using items from brands with
long-term use, which is one of the characteristics of Slow Fashion
apparel.

In capitalist society status signaling is related to materialism and
possession of goods, however, nowadays social status is changing.
Why might this be so? A broad body of research (Lindenmeier et al.,
2017) suggest that consumers can be guilty of overconsuming. With
the increasing awareness of climate issues and the fashion industry
warm for the environment, the frugality of quality over quantity is con-
sidered the new status.

Thus, ownership has a strong connectionwith the adoption of a con-
scious fashion behavior, once possessions have a major role in the
owner's identity, to a point where they become part of their extended
self (Pierce et al., 2003). Particularly, we argue that individuals' associa-
tionwith Slow Fashion increases the strength of symbolic signals (com-
pared to Fast Fashion), under the moderation role of ownership. This
leads to our Hypothesis 4:

H4. Ownership acts as a moderator between fashion practices (Slow
Fashion vs. Fast Fashion) and symbolic signaling.
3. Research methodology

Our framework was tested by conducting two as predicted pre-
registered experimental studies (Aspredicted #51654 for Study 1 and
#59038 for Study 2). Experimental research is extensively used in be-
havioral science as amethod for testing causal relationships. To validate
our main hypotheses, we applied two between-factor experimental
studies. That is, subjects are randomly selected from the population
using Qualtrics software, and then randomly assigned to one treatment
each.

We test our framework and conceptual model depicted in Fig. 1
(please also see the Supplementary material – Fig. S1) in two experi-
mental studies. All main effect analyses were performed by using a
one-way ANOVA procedure to verify the differences between groups.
Mediation and Moderation analyses were made with PROCESS Macro
(Hayes et al., 2017).

We posit that self-signaling, ownership, WOM, and status can help
explain the primary considerations that underlie consumers' shift in be-
havior towards sustainable fashion. Study 1 demonstrates that



Fig. 1. Conceptual model for experimental Studies 1 and 2.
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individuals that engage in Slow Fashion have stronger symbolic signal
feelings than the ones embracing Fast Fashion. We further show that
those symbolic signalsmediate the relation between Slow Fashion prac-
tices and WOM. Study 2 tested the moderation role of ownership con-
cerning fashion practices (Slow Fashion vs. Fast Fashion) and symbolic
signaling. Finally, we delve into the relation between symbolic signals,
WOM, and statusmotives, demonstrating that symbolic signals induced
by sustainable fashion elicit positive WOM towards such causes and el-
evate strong status motives.

3.1. Research methodology for Study 1

Study 1 goal is twofold. First, we analyzed the main effect of Shop-
ping in the fashion industry on WOM. Second, we show the underlying
process of self-signaling. For this, we applied a one factor three level de-
sign, where respondents were randomly exposed to three different
ways of shopping in the fashion industry. To compare the three types
of fashion business we applied a between-subject design, where partic-
ipants were only exposed to one of the three experimental groups. The
first groupwas exposed to a Slow-Fashion scenario (stores that sell only
sustainable, with conscious production processes, clothes); the second
group was exposed to a Fast-Fashion scenario (regular shops that sell
cheaply manufactured clothing for low prices) and the third group to
Thrift Shops scenario (selling high quality, second-handed clothing).
Please see Supplementarymaterial for complete detailed questionnaire.
The three groups were compared by using ANOVA statistical proce-
dures. After manipulation, participants assessed their self-signaling rea-
sons (Aspara and Wittkowski, 2018) and word of mouth (Fuchs et al.,
2010) (see Table S2 of the Supplementary material for scenarios and
measurements). We obtained a total of 177 validated responses from
European students (63.8% female, Mage = 39.85, SD = 14.47).

3.2. Research methodology for Study 2

Study2was designed tomanipulate ownership through the custom-
ization of a clothing item (adapted from Jami et al., 2020). Customizing
an item presupposes that a self-investment was made, increasing feel-
ings of ownership towards a product (Kirk et al., 2017). This study
was based on two factors (2 × 2 study): 2 ownership (ownership vs.
control) vs. 2 fashion industry (slow fashion vs. fast fashion) between-
subjects design. That is, participants first were randomly distributed to
one of two manipulation scenarios for fashion industry and, after were
also randomly exposed to one of the ownership manipulation levels.
Groups were compared by using ANOVA statistical procedures. In each
585
of the condition's respondents saw a text introducing them to the sce-
nario where they should imagine they went to a Slow Fashion (vs. a
Fast Fashion) store. Next, they were exposed to one of the two levels
of ownership. In the ownership condition, participants were asked to
imagine that they could customize one item of their choice that they
would buy for themselves and were submitted to an open-ended an-
swer task where they were asked to describe how they would feel by
wearing the customized item. However, participants exposed to the
control condition were told that they could customize the item to
make brand's products more attractive and increase the chance that
people would buy its products (not them), being asked to write what
they liked or disliked about the item they customized. After manipula-
tion, participants assessed their self-signaling motives (Aspara and
Wittkowski, 2018), ownership (Fuchs et al., 2010) and status (White
and Peloza, 2009) (see Table S3 of the Supplementary material for sce-
narios and measurements). Participants were recruited through
Amazon Mechanical Turk in exchange for a monetary compensation.
We obtained 214 valid answers (42.1% female, Mage = 62.8, SD =
1.69) from American consumers.

4. Results

The present section presents the results of our proposed framework.
In both experimental studies, we conducted ANOVA statistical proce-
dures to compare experimental groups. In addition, Study 2 includes a
mediation analysis using the PROCESS SPSS macro (Model 4; Hayes,
2020). In sum, ourfindings suggest that consumers hold amore positive
word of mouth (WOM) and higher status perceptions when non-
conformity, pro-environmental, and frugality signals are highlighted.

4.1. Results for Study 1

4.1.1. Symbolic signaling
Therewas significant difference between ourmain independent var-

iable and symbolic signaling (F (12, 338)=2.68, p=.002, ηp2=0.087).
This statistical relevance was noticed for the items “Nonconformity” (F
(2, 174) = 9.40, p= .000, ηp2 = 0.097), where Slow Fashion and Thrift
Shop (M = 3.61, SD = 1.74 and M = 3.46, SD = 1.61, respectively)
scored higher than Fast Fashion (M = 2.40, SD = 1.52) and the item
“Pro-Environmental” (F (2, 174) = 11.30, p = .000, ηp2 = 0.115),
again with Slow Fashion and Thrift Shop scoring higher than Fast Fash-
ion (M=5.21, SD=1.66;M=4.76, SD=1.83 andM=3.58, SD=2.24
respectively). Thereby, a One-Way ANOVA was performed to analyze
the behavior of the mentioned items together with the established

Image of Fig. 1


A.C. Castagna, M. Duarte and D.C. Pinto Sustainable Production and Consumption 31 (2022) 582–590
conditions. There is significant difference on these items somewhere be-
tween the three conditions F (2,174) = 14.17, p = .000. The Post-Hoc
Tests stress the fact that there is a significant difference between Slow
Fashion and Fast Fashion conditions considering that p = .000 and, in
fact, Slow Fashion scored higher than Fast Fashion (M = 4.41, SD =
1.50 and M = 2.99, SD = 1.51 respectively). It also lays emphasis on
the significant difference between Fast Fashion and Thrift Shop condi-
tions, once p = .000 with Thrift Shop (M = 4.11, SD = 1.53) scoring
higher than Fast Fashion (M=2.99, SD=1.51). In addition, Smartness
was also significant (F (2, 174) = 3.67, p = .028, ηp2 = 0.040), scoring
higher for Thrift Shop (M = 4.07, SD = 1.87) than Fast Fashion (M =
3.25, SD= 1.87).

4.1.2. Word of mouth
One-Way ANOVA was conducted and confirmed our predictions re-

garding the impact of Fashion type on WOM (F (2,174) = 4.98, p =
.008). According to the Post-Hoc Tests there was a statistical relevance
between Slow Fashion and Fast Fashion conditions (p = .009). In fact,
Slow Fashion scored higher than Fast Fashion (M = 4.83, SD = 1.54
and M = 3.93, SD= 1.86, respectively). There was also significant dif-
ference between Fast Fashion and Thrift Shop (p = .047) with Thrift
Shop (M = 4.65, SD = 1.47) scoring higher than Fast Fashion (M =
3.93, SD= 1.86).

4.1.3. Symbolic signaling mediation
Amediation analysis was performed using the PROCESS SPSSmacro

(Model 4; Hayes, 2020) where, as suggested by Hayes (2020), if zero
falls outside the 95% confidence interval (CI), the indirect effect is signif-
icant, therefore providing a successful mediation. This analysis followed
a bootstrapping procedure that generated a sample size of 5000 to ex-
amine the mediation role of the combined variable symbolic signaling.
A 95% bootstrap confidence interval for the indirect effect of interaction
between the combined conditions Slow Fashion & Thrift Shop, versus
Fast Fashion, andWOM through symbolic signaling was significant (in-
direct effect=−0.72; 95% CI [−1.06,−0.41]; see Fig. 2 – please also see
the Supplementary material, Fig. S2), therefore providing support for
Hypothesis 2(a). In addition, Hypothesis 1 predicted that individuals'
association with Slow Fashion & Thrift Shop increases the strength of
symbolic signals (compared to Fast Fashion), which was validated
with this analysis (b=−1.27, SE= 0.24, p< .001). Finally, corroborat-
ing Hypothesis 3(a), symbolic signals induced by Slow Fashion
practices, elevate WOM (b = 0.56, SE = 0.07, p < .001). The
bootstrapping analysis showed that the conditional direct effect of
Slow Fashion & Thrift Shop, versus Fast Fashion, together on WOM
was not significantly mediated by symbolic signaling (b = −0.10,
SE = 0.24, p = .69).
Fig. 2.Mediation analysis mode

586
4.2. Results for Study 2

Regarding the open-ended question answers we considered only
answers composed of at least one well-written relevant word, express-
ing a valid opinion (see Table S4 of the Supplementary material). There
were several key words common in each condition: comfort, fit, style,
proud, uniqueness, quality, price, colors, fashion. In the Slow Fashion
and Ownership conditions, there were considerable answers about
how good it would be to own the customized item (e.g.: “I would
enjoy owning something that shows who I am”) and about the sustain-
able strand of it, such as “Thinking about sustainability means thinking
about your family, your neighbor and yourself”. About the Slow Fashion
and Control conditions, there were statements about the fabric of the
customizable item (e.g.: “I wonder if the functionality/durability will
be there if the focus is customization”) and, once again, concerning sus-
tainability: “I would like that theywere all sustainable clothing options”.
Concerning the Fast Fashion and Ownership conditions, the majority of
respondents mentioned: the feeling of ownership towards the item
(e.g.: “Like it was mine, a different kind of ownership”); statement
when wearing the item (e.g.: “I can show who I am” and “I feel this ex-
presses me”); and other feelings: “I would feel ordinary and regular”
and “I would feel cheap/basic”. Finally, on the Fast Fashion and Control
conditions, there were verdicts about the price (e.g.: “I liked the
price”), durability of the fabrics (e.g.: “Fabrics seemed non-durable”),
quality (e.g.: “Poor quality”) and sustainability: “Didn't like that it was
not environmentally friendly”.

4.2.1. Symbolic signaling
After computing the symbolic signaling construct items in a new de-

pendent variable, there was significant difference between the condi-
tions (Slow Fashion & Fast Fashion vs. Ownership & Control) when
considered jointly on the symbolic signaling variable (F (1,215) =
5.17, p = .024, ηp2 = 0.023). The item “Frugal” was the lowest on the
Slow Fashion and Ownership conditions (M = 3.88, SD = 1.84) – the
only statistical relevant item on the Multivariate analysis that compre-
hends the whole construct (p= .012) –whichmeans that respondents
consider that customizing an item that would posteriorly be bought by
them in a Slow Fashion store is something that would make them look
like they live simply and economically. Indeed, to be frugal includes
using items from brands with long term use, which is one of the charac-
teristics of Slow Fashion apparel.

4.2.2. Status
Finally, status items combined with age as a control variable, was

statistically significant (F (1,214) = 5.05, p = .026, ηp2 = 0.023). The
adoption of certain behavior (for example embracing Slow Fashion)
l for experimental Study 1.

Image of Fig. 2


Fig. 3.Moderated mediation analysis for Study 2.
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can be influenced by statusmotives, people seem to adopt those behav-
iors because they care about how positively others view them. Slow
Fashion and Control conditions were higher (M = 5.30, SD = 1.23)
than the Fast Fashion and Control conditions (M = 4.66, SD= 1.39).

Amoderatedmediation analysiswas conducted using PROCESS SPSS
macro (Model 8; Hayes, 2020). If zero falls outside the 95% confidence
interval (CI), the indirect effect is significant, therefore providing a
successful moderated mediation. In this analysis we used 5000
bootstrapped samples, to examine the moderated mediation role of
the variable ownership (ownership versus control conditions) and the
combined variable symbolic signaling, with age as a covariance variable.
A 95% bootstrap confidence interval for themoderated indirect effect of
interaction between the combined conditions Slow Fashion versus Fast
Fashion and status was statistically significant (indirect effect=−0.57;
95% CI [−1.06, −0.13]; see Fig. 3 – please also see the Supplementary
material, Fig. S3). The interaction term was also significant (p = .012),
indicating that the direct effect of the type of fashion (Slow vs Fast) on
the combined variable symbolic signaling was moderated by owner-
ship. The moderated mediation analysis got us to the conclusion that
symbolic signals induced by Slow Fashion practices, elevate strong
status motives (b=0.65, SE=0.06, p < .001). The bootstrapping anal-
ysis showed that the conditional direct effect of Slow Fashion versus
Fast Fashion together on status motives was not significantly mediated
(n.s.) by symbolic signaling (b = −0.10, SE= 0.15, p = .480).

5. Discussion

The present research sheds light on the role of slow fashion in
influencing consumers' self-signaling. Across two experiments, we ex-
amined how slow fashion prompts self-singling associated with non-
conformity, pro-environmental and frugal identities.

This section includes the discussion for Study 1 and Study 2. Further,
we present our theoretical contributions and managerial implications.
Finally, we present the research limitation and an agenda for future
research.

5.1. Discussion for Study 1

Results of Study 1 proposed that participants have positiveWOM to-
wards Slow Fashion andThrift Shop, but, at the same time, lowpurchase
intentions. There was a strong positive correlation between the vari-
ables “Nonconformity” and “Pro-Environmental”, from symbolic signal-
ing construct. Individuals consider that by choosing sustainable ways of
shopping for fashion items, they are doing something that other people
do not do (Nonconformity) and caring for the environment at the same
time (Pro-Environmental), providing support for Hypothesis 1. Also,
items from this construct mediate the relationship between the
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condition (Slow Fashion & Thrift Shop vs. Fast Fashion) and WOM in
this model – validating Hypothesis 2(a). The more they have those
pro-environmental and nonconformity feelings, the higher their inten-
tions of sharing positive WOM regarding Slow Fashion and Thrift Shop
items will be, hence corroborating Hypothesis 3(a). This analysis adds
to Jacobs et al. (2018), as they demonstrate that attitude is a key ante-
cedent of behavior in what respects sustainable clothing, along with
the fact that it is essential to place high importance on positive attitudes
towards social ecological clothing standards, also including the altruistic
values of sustainable clothing buyers. In Study 2we further examine the
moderating role of ownership to deepen the relation between fashion
practices and the dependent variable.

5.2. Discussion for Study 2

Results from Study 2 provide support for the hypothesis that sym-
bolic signals induced by Slow Fashion practices elevate strong status
motives (Hypothesis 3b), meaning that individuals use products for sta-
tus signaling. Individuals' association with Slow Fashion increases the
strength of symbolic signals (compared to Fast Fashion), under the
moderation role of ownership, as predicted, therefore corroborating
Hypothesis 4. Specifically, our moderated-mediation analysis shows
that by having symbolic signaling of frugality, consumers in slow fash-
ion increase their status. Importantly, slow fashion induces status by
broking the liquid consumption on fashion. Indeed, to be frugal includes
using items frombrandswith long-term use,which is one of the charac-
teristics of Slow Fashion apparel.

Accordingly, respondents exposed to the ownership condition open-
ended question, manifested about how amazing it would feel to own
the customized item, where this feeling increased when wewere refer-
ring to a sustainable item. The same feeling of ownership happened for
the Fast Fashion condition, but participants also reported that they
would feel “regular” and “cheap” owning the item.

In the following sections, we discuss our theoretical and managerial
contributions and present the limitations and possible future research
directions.

5.3. Theoretical contributions

Fashion helps consumers to express their self-concept; however,
previous studies failed in establishing which concepts connected with
consumers' identity can be activated by slow fashion purchases. Two ex-
perimental studies suggest that slow fashion increases self-singling as-
sociated with nonconformity, pro-environmental and frugal identities.

In Study 1, we extend the understanding of what stands behind con-
sumers' choice for slow fashion by introducing self-signaling (i.e., non-
conformity and pro-environmental) as a process for our main effect.

Image of Fig. 3
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Thus, self-signaling reasons are the process which Slow fashion (vs.
thrift shop and fast fashion) impactsWOM. That occurs because individ-
uals consider that by consuming slow fashion, they are doing something
that other people do not do (i.e., Nonconformity) and caring for the en-
vironment at the same time (i.e., Pro-Environmental). Further, themore
people feel symbolic signaling reasons, the higher their willingness to
share positive WOM about sustainable fashion products. This adds to
the existing literature since WOM arises when individuals have strong
feelings towards a particular experience and can motivate other con-
sumers to engage in a specific behavior (Moise et al., 2019). Previous re-
search shows that when individuals engage in green behavior, they feel
like they can signal information about themselves to an audience
(Bellezza et al., 2014). Our findings add to the conceptual sense for con-
sumers' green behavior, showing that self-signaling of non-conformity
and pro-environment increases WOM.

One salient concern exposed by our first study is that individuals
have positive WOM towards sustainable fashion, but, at the same
time, purchase intentions were not significant. This conducts us to a
preliminary conclusion where individuals engage in a false competitive
altruism behavior (Khan et al., 2020), as they hold intentions to share
but not necessarily to buy it. In this sense, we acknowledge that there
are many barriers to sustainability in the fashion industry, such as
price (Henninger et al., 2016), and this reinforces the necessity of accu-
mulative knowledge on factors that can potentially diminish those bar-
riers. That being said, we believe that reinforcing self-signaling reasons
that are important for consumers' identity can be a way to diminish the
gap between attitude and behavior.

To this end, Study 2 analyzed ownership moderation, as a mean of
increasing self-signaling reasons that slow fashion can induce. As pos-
sessions are a central aspect of contemporary life (Jami et al., 2020), sus-
tainability risk backfires if it expresses a sense of contamination
(Loussaïef et al., 2019). Specifically, by being exposed to an ownership
condition, where consumers made customization of their slow fashion
clothes, higher frugality signaling is activated as well as higher positive
emotions, when compared to fast fashion. The moderated mediation
analysis from Study 2 posits that symbolic signals induced by Slow
Fashion practices, elevate strong status motives.

Despite sustainability products being associated with status
(Griskevicius et al., 2010), research shows that sustainable fashion
products can be automatically associated with contamination and
lack of ownership due to the idea of material reuse (Loussaïef et al.,
2019). Thus, to the best of our knowledge, this research is the first
to unveil the importance of ownership on slow fashion consumption
and self-signaling.

Overall, our findings underscore the importance of reinforcing self-
signaling motives and ownership in slow fashion. Frugality self-
signaling induced by slow fashion increases status perception, adding
to sustainability literature that associates green products as being a sig-
nal of wealth (Amatulli et al., 2020).We go further by showing a novelty
relation between symbolic signals of frugality and statuswhen activated
by a slow fashion condition. Together, these insights advance our con-
ceptual understanding of consumers' identity associations with slow
fashion.

5.4. Managerial implications

As the production of sustainable products gradually becomes the
norm, understandingwhich are the factors that impact consumers' per-
ceptions of slow fashion gains relevance. Thus, our research benefits
sustainability in the fashion industry by providing a unique lens by
which companies can nudge consumers. Slow Fashion is related to sym-
bolic signals of pro-environmentally, nonconformity, and frugality,
identity factors that should be highlighted by companies. Thus, by
using our results, companies could increase the importance of self-
signaling motives (i.e., pro-environmentally, nonconformity, and fru-
gality) to boost consumers' bond with slow fashion products.
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For instance, marketers can promote sustainability awareness, shar-
ing information concerning the damage of the fashion industry to the
environment. Similarly, by providing production tracking, reporting
howmuch they are saving on wasted materials and energy, and expos-
ing their ecological footprint, marketers can nudge sustainable self-
signaling motives.

Further, as Gleim et al. (2013) suggested: “consumers not only need
to be told about green products and the relevant benefits but also what
makes the product environmentally friendly”. Thus, fashion practi-
tioners should provide trustful information that communicates their
production processes, exposing certifications (e.g., B.Company) and
being transparent. Those actions are relevant, especially for consumers
that don'twant to conformwith themainstreamof the fashion industry.

One of the potential challenges of sustainable fashion is the higher
price when compared with fast fashion clothing (Wang et al., 2022). A
possible manner to overcome this is to highlight ownership and status
motives. For instance, the slow fashion brand, Tricoma, increases cus-
tomization and creates a singular bond with customers and its clothing
by selling pieces made of national acrylic wool, in limited productions,
out of stock. The knits are numbered and made to order, designed one
by one for each client. Another possible manner to emphasize owner-
ship is by using self-signaling of non-conformity with social causes.
For instance, conscious apparel companies, such as the North
American brand Older brother, had explored the “without gender”
brand concept.

With increasing awareness of climate challenges, there's a resur-
gence of new status concepts related to consuming ethically and sus-
tainably. Thus, marketers can emphasize ownership by promoting
customization, as shown in Study 2. This strategy can also revoke the
connection of slow fashion with non-trendy clothes (Legere and Kang,
2020).

5.5. Limitations and future research

These findings offer ample directions for future work on social
signaling, ownership, and slow fashion. The present research shows
the importance of ownership to increase self-signaling, which raises
questions about further ways to activate ownership in the conscious
fashion area. For instance, future work could analyze ways to increase
a possession feeling in a thrift shop context. Shopping for second-
handed clothing is one of the most sustainable ways of using apparel
(Shrivastava et al., 2021), thus, we recommend the analysis of which
self-signaling reasons are associated with this equation.

Future work could focus on different age range from samples since
this research's sample included mostly individuals from middle to
older ages as sustainability is associated with a higher acquisitive
power. Thus, there is a particular interest in studying this sample in
terms of its size and indeed purchasing power, as it remains an under-
researched segment for many areas (Riley et al., 2012).

However, we acknowledge the importance of the younger genera-
tions' analysis and sustainable purchasing habits (Vătămănescu et al.,
2021). Consumers from the millennial generation are increasing their
sustainable awareness and looking to reduce, or even eliminate new
purchases and are mainly focused on reselling used products (Johnson
and Chattaraman, 2018). Thus, future studies could develop experi-
ments with younger consumer samples.

Comprehending liquidity in the investigation could highly enrich an
extension of this work. Previous research has already proven that fash-
ion cycles are becoming progressively shorter, thus reducing the vol-
ume of clothing production and consumption would bring numerous
benefits on environmental, social, and individual levels (Burcikova,
2019). Thus, future research could explore liquidity perception and
how it impacts our model.

Additionally, future studies could assess if consumers reveal feelings
of guilt derived from consuming unsustainable apparel. Previous re-
search has shown that feelings of guilt can elicit fear and shame, is
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possible that these activate a repair behavior in individuals, positively
affecting their intention to adopt green behaviors (Amatulli et al., 2020).

Another avenue for future research could be to examine the costly
signaling theory and investigate how individuals would behave when
shopping in public or in private settings (Griskevicius et al., 2010).
This approach would be important to capture if consumers' desire for
sustainability would increase in a public situation or not, depending
on costly signals and observation by others (Bellezza et al., 2014).

6. Conclusion

Across two experimental studies, this research provides evidence
that individuals are more inclined to engage in positive WOM of sus-
tainable fashion brands when they have stronger symbolic signaling
motives associated with the product. Further, we empirically show
that these feelings induced by Slow Fashion impact consumers' status
motives. This research addresses the gap between consumers' actual
attitudes towards fashion sustainability and the reasons why they are
acquiring such behaviors concerning self-signaling and status.

Overall, this research contributes to the literature on status self-
signaling and WOM, by shedding light on a belief that shapes
sustainable purchases. An important question that emerges with
our results is the possibility to increase self-signaling as pro-
environmental, frugality, and non-conformity to increase status
and a positive WOM. Together, these insights advance literature
and companies' understanding of not only sustainability in the
fashion industry but how self-signaling, status and ownership are
currently shaping green habits.

Declaration of competing interest

The authors declare that they have no known competing financial
interests or personal relationships that could have appeared to influ-
ence the work reported in this paper.

Acknowledgments

This study was partially supported by Grant DSAIPA/DS/0113/2019
from the Foundation for Science and Technology of the Ministry of
Science and Higher Education (Portugal).

Appendix A. Supplementary data

Supplementary data to this article can be found online at https://doi.
org/10.1016/j.spc.2022.03.024.

References

Amatulli, C., De Angelis, M., Pino, G., Guido, G., 2020. An investigation of unsustainable
luxury: how guilt drives negative word-of-mouth. Int. J. Res. Mark. 37 (4),
821–836. https://doi.org/10.1016/j.ijresmar.2020.03.005.

Aspara, J., Wittkowski, K., 2018. Sharing-dominant logic? Quantifying the association be-
tween consumer intelligence and choice of social access modes. J. Consum. Res. 46
(2), 201–222. https://doi.org/10.1093/jcr/ucy074.

Bardhi, F., Eckhardt, G.M., Samsioe, E., 2020. Liquid luxury. Research Handbook on Luxury
Branding. Edward Elgar Publishing.

Belk, R.W., 1985. Materialism: trait aspects of living in the material world. J. Consum. Res.
12 (3), 265–280.

Bellezza, S., Gino, F., Keinan, A., 2014. The red sneakers effect: inferring status and compe-
tence from signals of nonconformity. J. Consum. Res. 41 (1), 35–54. https://doi.org/
10.1086/674870.

Bellezza, S., Paharia, N., Keinan, A., 2016. Conspicuous consumption of time: when busy-
ness and lack of leisure time become a status symbol. J. Consum. Res. https://doi.org/
10.1093/jcr/ucw076.

Bennett, A., Chakravarti, A., 2009. The self and social signaling explanations for consump-
tion of CSR-associated products. ACR North American Advances.

Blasi, S., Brigato, L., Sedita, S.R., 2020. Eco-friendliness and fashion perceptual attributes of
fashion brands: an analysis of consumers’ perceptions based on twitter data mining.
J. Clean. Prod. 244, 118701. https://doi.org/10.1016/j.jclepro.2019.118701.

Burcikova, M., 2019. One dress: shaping fashion futures through utopian thinking. Fash.
Pract. 11 (3), 328–345. https://doi.org/10.1080/17569370.2019.1662593.
589
Costa Pinto, D., Herter, M.M., Rossi, P., Borges, A., 2014. Going green for self or for others?
Gender and identity salience effects on sustainable consumption. Int. J. Consum. Stud.
38 (5), 540–549.

Dhar, R., Wertenbroch, K., 2012. Self-signaling and the costs and benefits of temptation in
consumer choice. J. Mark. Res. 49 (1), 15–25.

Dixon, D., Mikolon, S., 2020. Cents of self: how and when self-signals influence consumer
value derived from choices of green products. Int. J. Res. Mark. https://doi.org/10.
1016/j.ijresmar.2020.08.002.

Fletcher, K., 2010. Slow fashion: an invitation for systems change. Fash. Pract. 2 (2),
259–265.

Fuchs, C., Prandelli, E., Schreier, M., 2010. The psychological effects of empowerment
strategies on consumers’ product demand. J. Mark. 74 (1), 65–79. https://doi.org/
10.1509/jmkg.74.1.65.

Gardner, G., Assadourian, E., Sarin, R., 2004. La Situación del consumo actual (La situación
del mundo).

Gleim, M.R., Smith, J.S., Andrews, D., Cronin, J.J., 2013. Against the green: a multi-method
examination of the barriers to green consumption. J. Retail. 89 (1), 44–61. https://doi.
org/10.1016/j.jretai.2012.10.001.

Grazzini, L., Acuti, D., Aiello, G., 2021. Solving the puzzle of sustainable fashion consump-
tion: the role of consumers’ implicit attitudes and perceived warmth. J. Clean. Prod.
287, 125579. https://doi.org/10.1016/j.jclepro.2020.125579.

Grewal, L., Stephen, A.T., Coleman, N.V., 2019. When posting about products on social
media backfires: the negative effects of consumer identity signaling on product inter-
est. J. Mark. Res. 56 (2), 197–210. https://doi.org/10.1177/0022243718821960.

Griskevicius, V., Tybur, J.M., Sundie, J.M., Cialdini, R.B., Miller, G.F., Kenrick, D.T., 2007. Bla-
tant benevolence and conspicuous consumption: when romantic motives elicit stra-
tegic costly signals. J. Pers. Soc. Psychol. 93 (1), 85.

Griskevicius, V., Tybur, J.M., Bergh, B.V., 2010. Going green to be seen: status, reputation,
and conspicuous conservation. J. Pers. Soc. Psychol. 98 (3), 392–404. https://doi.org/
10.1037/a0017346.

Groot, J.I., Steg, L., 2010. Relationships between value orientations, self-determined moti-
vational types and pro-environmental behavioural intentions. J. Environ. Psychol. 30
(4), 368–378. https://doi.org/10.1016/j.jenvp.2010.04.002.

Hayes, A.F., 2020. The PROCESS macro for SPSS, SAS and R. Retrieved from https://www.
processmacro.org/version-history.html.

Hayes, A.F., Montoya, A.K., Rockwood, N.J., 2017. The analysis of mechanisms and their
contingencies: PROCESS versus structural equation modeling. Australas. Mark.
J. AMJ 25 (1), 76–81.

Henninger, C.E., Alevizou, P.J., Oates, C.J., 2016. What is sustainable fashion? J. Fash. Mark.
Manag. 20 (4).

Jacobs, K., Petersen, L., Hörisch, J., Battenfeld, D., 2018. Green thinking but thoughtless
buying? An empirical extension of the value-attitude-behaviour hierarchy in sustain-
able clothing. J. Clean. Prod. 203, 1155–1169. https://doi.org/10.1016/j.jclepro.2018.
07.320.

Jami, A., Kouchaki, M., Gino, F., 2020. I own, so I help out: how psychological ownership
increases prosocial behavior. J. Consum. Res. 47 (5), 698–715. https://doi.org/10.
1093/jcr/ucaa040.

Johnson, O., Chattaraman, V., 2018. Conceptualization and measurement of millennial’s
social signaling and self-signaling for socially responsible consumption. J. Consum.
Behav. 18 (1), 32–42. https://doi.org/10.1002/cb.1742.

Joshi, Y.V., Musalem, A., 2021. When consumers learn, money burns: signaling quality via
advertising with observational learning and word of mouth. Mark. Sci. 40 (1),
168–188. https://doi.org/10.1287/mksc.2020.1246.

Jung, S., Jin, B., 2014. A theoretical investigation of slow fashion: sustainable future of the
apparel industry. Int. J. Consum. Stud. 38 (5), 510–519.

Khan, U., Goldsmith, K., Dhar, R., 2020.When does altruism trump self-interest? Themod-
erating role of affect in extrinsic incentives. J. Assoc. Consum. Res. 5 (1), 44–55.

Kirk, C.P., Peck, J., Swain, S.D., 2017. Property lines in the mind: consumers’ psychological
ownership and their territorial responses. J. Consum. Res. 45 (1), 148–168. https://
doi.org/10.1093/jcr/ucx111.

Lamberton, C., Goldsmith, K., 2020. Ownership: a perennial prize or a fading goal? A
curation, framework, and agenda for future research. J. Consum. Res. 47 (2),
301–309. https://doi.org/10.1093/jcr/ucaa027.

Lang, C., Armstrong, C.M.J., 2018. Collaborative consumption: the influence of fashion
leadership, need for uniqueness, and materialism on female consumers’ adoption of
clothing renting and swapping. Sustain. Prod. Consum. 13, 37–47.

Legere, A., Kang, J., 2020. The role of self-concept in shaping sustainable consumption: a
model of slow fashion. J. Clean. Prod. https://doi.org/10.1016/j.jclepro.2020.120699.

Lindenmeier, J., Lwin, M., Andersch, H., Phau, I., Seemann, A.K., 2017. Anticipated con-
sumer guilt: an investigation into its antecedents and consequences for fair-trade
consumption. J. Macromark. 37 (4), 444–459.

Lo, C.J., Tsarenko, Y., Tojib, D., 2019. To tell or not to tell? The roles of perceived norms and
self-consciousness in understanding consumers’ willingness to recommend online
secondhand apparel shopping. Psychol. Mark. 36 (4), 287–304. https://doi.org/10.
1002/mar.21179.

Loussaïef, L., Ulrich, I., Damay, C., 2019. How does access to luxury fashion challenge self-
identity? Exploring women’s practices of joint and non-ownership. J. Bus. Res. 102,
263–272.

Moise, M.S., Gil-Saura, I., Šerić, M., Ruiz Molina, M.E., 2019. Influence of environmental
practices on brand equity, satisfaction and word of mouth. J. Brand Manag. 26 (6),
646–657. https://doi.org/10.1057/s41262-019-00160-y.

Morewedge, C.K., Monga, A., Palmatier, R.W., Shu, S.B., Small, D.A., 2020. Evolution of con-
sumption: a psychological ownership framework. J. Mark. 85 (1), 196–218. https://
doi.org/10.1177/0022242920957007.

https://doi.org/10.1016/j.spc.2022.03.024
https://doi.org/10.1016/j.spc.2022.03.024
https://doi.org/10.1016/j.ijresmar.2020.03.005
https://doi.org/10.1093/jcr/ucy074
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0030
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0030
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0035
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0035
https://doi.org/10.1086/674870
https://doi.org/10.1086/674870
https://doi.org/10.1093/jcr/ucw076
https://doi.org/10.1093/jcr/ucw076
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0050
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0050
https://doi.org/10.1016/j.jclepro.2019.118701
https://doi.org/10.1080/17569370.2019.1662593
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0070
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0070
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0070
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0075
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0075
https://doi.org/10.1016/j.ijresmar.2020.08.002
https://doi.org/10.1016/j.ijresmar.2020.08.002
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5000
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5000
https://doi.org/10.1509/jmkg.74.1.65
https://doi.org/10.1509/jmkg.74.1.65
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0105
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0105
https://doi.org/10.1016/j.jretai.2012.10.001
https://doi.org/10.1016/j.jretai.2012.10.001
https://doi.org/10.1016/j.jclepro.2020.125579
https://doi.org/10.1177/0022243718821960
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0130
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0130
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0130
https://doi.org/10.1037/a0017346
https://doi.org/10.1037/a0017346
https://doi.org/10.1016/j.jenvp.2010.04.002
https://www.processmacro.org/version-history.html
https://www.processmacro.org/version-history.html
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5005
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5005
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5005
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0155
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0155
https://doi.org/10.1016/j.jclepro.2018.07.320
https://doi.org/10.1016/j.jclepro.2018.07.320
https://doi.org/10.1093/jcr/ucaa040
https://doi.org/10.1093/jcr/ucaa040
https://doi.org/10.1002/cb.1742
https://doi.org/10.1287/mksc.2020.1246
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0185
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0185
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0190
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0190
https://doi.org/10.1093/jcr/ucx111
https://doi.org/10.1093/jcr/ucx111
https://doi.org/10.1093/jcr/ucaa027
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5010
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5010
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5010
https://doi.org/10.1016/j.jclepro.2020.120699
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0225
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0225
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0225
https://doi.org/10.1002/mar.21179
https://doi.org/10.1002/mar.21179
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0240
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0240
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0240
https://doi.org/10.1057/s41262-019-00160-y
https://doi.org/10.1177/0022242920957007
https://doi.org/10.1177/0022242920957007


A.C. Castagna, M. Duarte and D.C. Pinto Sustainable Production and Consumption 31 (2022) 582–590
Peters, G., Li, M., Lenzen, M., 2021. The need to decelerate fast fashion in a hot climate - a
global sustainability perspective on the garment industry. J. Clean. Prod. 295, 126390.
https://doi.org/10.1016/j.jclepro.2021.126390.

Pierce, J.L., Kostova, T., Dirks, K.T., 2003. The state of psychological ownership: integrating
and extending a century of research. Rev. Gen. Psychol. 7 (1), 84–107. https://doi.org/
10.1037/1089-2680.7.1.84.

Riley, S.L., Kohlbacher, F., Hofmeister, A., 2012. A cross-cultural analysis of pro-
environmental consumer behaviour among seniors. J. Mark. Manag. 28 (3-4),
290–312.

Savary, J., Goldsmith, K., 2020. Unobserved altruism: how self-signaling motivations and
social benefits shape willingness to donate. J. Exp. Psychol. Appl. 26 (3), 538.

Shrivastava, A., Jain, G., Kamble, S.S., Belhadi, A., 2021. Sustainability through online
renting clothing: circular fashion fueled by instagram micro-celebrities. J. Clean.
Prod. 278, 123772. https://doi.org/10.1016/j.jclepro.2020.123772.

Townsend, C., Sood, S., 2015. The inherent primacy of aesthetic attribute processing. The
Psychology of Design. Routledge, pp. 229–239.
590
Vătămănescu, E.M., Dabija, D.C., Gazzola, P., Cegarro-Navarro, J.G., Buzzi, T., 2021. Before
and after the outbreak of covid-19: linking fashion companies’ corporate social re-
sponsibility approach to consumers’ demand for sustainable products. J. Clean.
Prod. 321, 128945.

Wang, L., Xu, Y., Lee, H., Li, A., 2022. Preferred product attributes for sustainable outdoor
apparel: a conjoint analysis approach. Sustain. Prod. Consum. 29, 657–671.

Watson, M.Z., Yan, R.N., 2013. An exploratory study of the decision processes of fast ver-
sus slow fashion consumers. J. Fash. Mark. Manag. Int. J.

White, K., Peloza, J., 2009. Self-benefit versus other-benefit marketing appeals: their effec-
tiveness in generating charitable support. J. Mark. 73 (4), 109–124.

White, K., Habib, R., Hardisty, D.J., 2019. How to SHIFT consumer behaviors to be more
sustainable: a literature review and guiding framework. J. Mark. 83 (3), 22–49.
https://doi.org/10.1177/0022242919825649.

https://doi.org/10.1016/j.jclepro.2021.126390
https://doi.org/10.1037/1089-2680.7.1.84
https://doi.org/10.1037/1089-2680.7.1.84
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5020
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5020
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5020
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0285
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0285
https://doi.org/10.1016/j.jclepro.2020.123772
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0300
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0300
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0305
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0305
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0305
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0305
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0315
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0315
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5025
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf5025
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0320
http://refhub.elsevier.com/S2352-5509(22)00077-X/rf0320
https://doi.org/10.1177/0022242919825649

	Slow fashion or self-�signaling? Sustainability in the fashion industry
	1. Introduction
	2. Literature review and hypothesis development
	2.1. Self-signaling and the adoption of slow fashion
	2.2. Word-of-mouth and status motives
	2.3. The role of ownership on slow fashion consumption

	3. Research methodology
	3.1. Research methodology for Study 1
	3.2. Research methodology for Study 2

	4. Results
	4.1. Results for Study 1
	4.1.1. Symbolic signaling
	4.1.2. Word of mouth
	4.1.3. Symbolic signaling mediation

	4.2. Results for Study 2
	4.2.1. Symbolic signaling
	4.2.2. Status


	5. Discussion
	5.1. Discussion for Study 1
	5.2. Discussion for Study 2
	5.3. Theoretical contributions
	5.4. Managerial implications
	5.5. Limitations and future research

	6. Conclusion
	Declaration of competing interest
	Acknowledgments
	Appendix A. Supplementary data
	References




