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Abstract 
Indonesia is the second-largest contributor to global fashion waste, and this fashion waste crisis is growing. Yet, 
despite the dire state of this environmental burden, awareness and behavioral responses within Indonesian society 
are limited. This disparity in environmental urgency versus public engagement creates a greater need for an ef- 
fective sustainability communication strategy, in particular, within the growing circular fashion movement. The 
extension of the product life-span is perhaps one of the most promising solutions to reduce fashion waste, and in 
the Indonesian context, thrift shops have emerged as a very key community touch-point that could potentially shape 
sustainable consumption norms. However, preliminary observations show a big communication gap: many thrift 
shop owners, marketers, and practitioners are not fully aware of the sustainability value captured by their business 
model and, therefore, seldom include sustainability messages in their digital marketing strategies. In fact, they have 
actively used various social media platforms to publish their products, but such communication still leans on trans- 
actional, trend-driven communication without explicit sustainability narratives that can elevate their environmental 
importance. 

This paper explores how social media can serve not only as digital marketing tools but also as vehicles of green 
marketing communication that foster thrift shopping for sustainable lifestyle practice. The research is cross- 
generational in focus, with social media playing an increasingly pervasive role across age groups in Indonesia. 
Whereas Generation Z are often described as digitally native and ecologically conscious, older Generation Y, and 
even Generation X are now deeply implicated within the social media ecosystem. They are continuously exposed to 
trends and digital consumption practices, often feeling incentivized or pressured to keep pace with algorithmically 
driven content cycles and online social norms. This makes cross-generational analysis both relevant and necessary: 
sustainability communication cannot rely solely on young audiences if the nation seeks broader behavioral change. 
Understanding of how each generation interprets social media messaging about thrift shopping and what motivates 
them to engage, creates opportunities for more inclusive and resonant sustainability strategies. 

To explore these dynamics, this study investigates how Sustainable Communication Theory and Green Mar- 
keting Communication are combined to position thrift shops as communicative agents within the circular fashion 
economy. Sustainability Communication Theory is used to assess how consumers perceive messages related to 
environmental responsibility, long-term thinking, and collective behavioral change. Green Marketing Communica- 
tion assesses how thrift businesses communicate ecological value propositions through factors such as information 
quality, influencer credibility, message framing, and call-to-action strategies on social media. Blending both the- 
oretical perspectives, this study explores not only how social media content is created but also how it convinces, 
educates, and changes consumer attitudes toward thrift shopping and living sustainably. 

This research methodologically employs a large-scale quantitative method distributed across five major cities 
of Indonesia, namely Bandung, Jakarta, Surabaya, Yogyakarta, and Semarang, which are among the largest con- 
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tributors to fashion waste nationally. In total, 700 respondents from three generations took part in the survey. The 
questionnaire operationalized dimensions from the sustainable communication and green marketing communica- 
tion literature, such as information clarity, perceived authenticity, visual storytelling, influencer roles, platform 
credibility, and perceived alignment between thrift practices and environmental benefits. Descriptive statistics and 
regression modeling have been performed in order to show generational differences and the key predictors of thrift 
shopping engagement on social media. 

The contributions of this study are two-fold. First, the research improves academic understanding of how sus- 
tainability communication works within the circular fashion ecosystem, particularly in developing countries where 
sustainability narratives are still emerging. Through the analysis of cross-generational responses to sustainability- 
oriented digital content, this paper illuminates how social media stimulates engagement with environmentally re- 
sponsible consumption practices. The study also offers practical insights into how thrift shop businesses could 
reposition their marketing strategies by embedding sustainability as a core communication message rather than just 
a peripheral or implicit value. Given that thrift shops already contribute to the circular economy through product life 
extension, amplifying their sustainability communication might greatly enhance public awareness and participation 
in reducing fashion waste in Indonesia. 

The overall implication of this research is that social media are not only permeating the daily life of all genera- 
tions but also hold the potential to be a transformative tool for digital commerce and sustainable lifestyle promotion. 
If thrift businesses strategically use social media platforms for green marketing, these businesses could contribute to 
better, more environmentally informed behaviors across different strata of Indonesian society. This way, thrift shops 
can be transformed from casual and trend-driven commercial actors to influential communicators at the forefront 
of Indonesia’s sustainability movement. 

 
Keywords: Green Marketing, Sustainability Communication, Thrift Shop, Green Economy, Circular Economy. 

 
1. Introduction 

The fashion business significantly strains the environment by producing lots of textile waste, greenhouse gases, 
and water pollution during production and use (Das et al., 2026; R. Gupta et al., 2022; Shirvanimoghaddam et al., 
2020). Indonesia faces similar problems, as increasing urbanization, consumer buying power, and changing fashion 
habits have led to more textile and garment waste. Official stats and reports on the circular economy show that 
Indonesia created about 2.3 million tons of textile waste in 2021, but only a small part got reused or recycled 
(ACEBA, 2023; Bui et al., 2025). Predictions suggest that textile waste amounts will keep growing without major 
circular economy actions, making environmental and waste-management problems in cities even worse (Bui et al., 
2025; LCID, 2021) 

Even though the quantity of waste and environmental crisis is clear, most Indonesians don't know much or care 
about sustainable fashion (Aprianingsih et al., 2023; Ratriyana, 2023). Surveys reveal that knowing about clothing 
sustainability is common among certain groups like young activists, college students, and specialized communities 
(Connell & Kozar, 2012; Wallis & Loy, 2021). However, this knowledge does not affect most consumers' shopping 
decisions (Charista & Paramita, 2023). Studies in Indonesia say that when buying clothes, people often prioritize 
price, style, and trends over whether the product is sustainable (Charista & Paramita, 2023; Hinduan et al., 2020; 
Mcneill & Moore, 2015). This difference between what the environment needs and what the public cares about 
means people are starting 

Strategic communication is key to changing what the public cares about. Communication regarding the 
sustainability of products is important for turning large-scale environmental issues into consumer decisions (Braga 
et al., 2024). Studies comparing the Global North and South show that sustainability communication in fashion is 
more advanced and organized in richer countries. In many Southern countries, environmental messages are not as 
consistent (Bonelli et al., 2024; Braga et al., 2024). This difference is due to a few things: less environmental 
knowledge among the public in some Southern markets, not much government pressure for companies to share 
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information, and not enough spending on teaching consumers about the long-term effects of products (Bonelli et 
al., 2024). 

Within the fashion sector specifically, authors have documented a persistent emphasis on trend, novelty, and price 
over ecological claims, which undermines the uptake of green marketing strategies (Heidenstrøm, 2024) 
Heidenstrøm’s (2024) critical analysis of fashion retailers demonstrates that sustainability claims are frequently 
underdeveloped or framed in ways that prioritize brand image rather than substantive environmental outcomes. 
Managerial construal and cognitive distance often determine whether sustainability becomes a strategic 
communication priority; in many firms in emerging markets, sustainability remains a peripheral consideration in 
marketing planning (David & Boivin, 2025; Oh et al., 2022). Taken together, these studies indicate that the fashion 
industry’s communication practices often fail to mainstream sustainability messages into consumer-facing 
promotions—contributing to low public awareness and weak demand for circular consumption practices. 

At the same time, the rise of digital platforms provides an opportunity to reframe consumption narratives. Social 
media is already an established vector for fashion discovery and purchase across generations in Indonesia: research 
on Indonesian cohorts finds strong associations between social-media exposure and online purchase behavior, 
particularly among younger cohorts, but with rapidly growing adoption among older cohorts as well (Julia et al., 
2024; Putra, 2024). This cross-generational diffusion matters: while Generation Z often leads in adopting 
sustainability framings, evidence shows that Millennials and members of Generation X are increasingly exposed 
to and shaped by algorithmic trends, influencer endorsements, and platform affordances that mediate consumption 
practices (Meiliya & Kusuma, 2025; Putra, 2024). In short, social media is not only a youth phenomenon but a 
cross-generational arena where sustainability narratives can be amplified—if those narratives are intentionally 
communicated. 

One promising, practice-oriented pathway within the circular fashion movement is the expansion of second-hand 
markets — thrift shops and digital resale platforms — which extend garment lifespans and reduce pressure for new 
production (Das et al., 2026; Shamsuzzaman et al., 2025). Empirical work in Indonesia demonstrates that thrift 
consumption has grown markedly over the past five years, especially among urban youth, driven by social-media 
trends, influencer culture, and the desire for unique styles at lower cost (Febriyati et al., 2025). Studies using 
stimulus–organism–response models highlight that online word-of-mouth and content engagement strongly 
influence mindful second-hand purchase intentions, positioning social media as a principal channel for thrift market 
expansion (Ilmalhaq et al., 2024; Julia et al., 2024). 

Regardless of this growth, many thrift sellers and digital resellers don't intentionally use green marketing that 
emphasizes the environmental advantages of reuse and long product life (Meiliya & Kusuma, 2025). Instead, their 
marketing often deals with transactions—centering on price, selection, and appearance—avoiding the promotion 
of ecological benefits. This overlooks a chance to better connect with consumers; because thrift shops naturally 
help the circular economy, making sustainability a clear part of their message could make consumers more aware 
of thrifting as environmentally responsible, raise product credibility, and set themselves apart from competitors 
(Heidenstrøm, 2024; Shamsuzzaman et al., 2025). 

Prior research supports the use of the four communication aspects in this study within social media and green 
marketing. The amount of time people are shown green messages on social media has been used to measure the 
degree to which people develop greener attitudes and buying habits (Peters et al., 2013). Studies have revealed that 
interaction (likes, comments, shares, direct messages) can really get people involved and strengthen support for 
sustainability claims, changing exposure into a two-way street of influence (Nekmahmud et al., 2021; Pletikosa 
Cvijikj & Michahelles, 2013). Research into influencer support shows that if an influencer seems real and 
believable, consumers are more apt to trust and be swayed by pro-environment messages (De Veirman et al., 2017; 
Lou & Yuan, 2019). Studies focused on sustainability have found that influencer endorsements can sway people to 
buy green products (Ramdan et al., 2023; Suryaputra et al., 2024). Last, when eco-content offers good 
information—being informative, clear, and helpful—people tend to think about it more and act more sustainably 
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in the long run (Filieri et al., 2021; Rizomyliotis, 2024; Wu & Long, 2024). Taking these lessons from past studies, 
we chose exposure, interaction, influencer, and information value as the key social-media aspects to study in 
Indonesia, related to thrift-shopping habits and green marketing communication. 

 
2. Literature Review 
2.1 Sustainability Communication as the Baseline Perspective 

Sustainability communication has emerged as a critical theoretical and practical framework for addressing complex 
environmental and social challenges by shaping how sustainability issues are framed, understood, and acted upon 
within society. Rather than functioning merely as informational dissemination, sustainability communication 
emphasizes meaning-making processes, dialogic engagement, and the integration of sustainability values into 
everyday practices and market exchanges (Pezzullo & Cox, 2006; Pompper, 2019). Within this perspective, 
communication is not treated as a supplementary activity but as a constitutive force that enables sustainability 
transitions by influencing public awareness, social norms, and behavioral orientations. 

(Pompper, 2019), in Climate and Sustainability Communication: Global Perspectives, argues that sustainability 
challenges cannot be addressed solely through technological or policy interventions without a parallel 
transformation in communication practices. Sustainability communication must move beyond one-way 
promotional messaging and instead function as a strategic and culturally sensitive process that embeds 
sustainability meanings within social and economic systems. This view is particularly relevant for Global South 
contexts, where sustainability issues often intersect with development priorities, economic vulnerabilities, and 
contested market structures. In such settings, sustainability communication plays a pivotal role in legitimizing new 
practices and reframing them as socially valuable rather than economically threatening. 

Within the fashion industry, sustainability communication has been identified as a key mechanism for translating 
abstract environmental concerns—such as textile waste, overconsumption, and resource depletion—into concrete 
consumer understanding and market behavior (Henninger et al., 2016; Ritch & Schröder, 2012). However, 
empirical studies consistently show that fashion businesses tend to underutilize sustainability communication, often 
prioritizing aesthetic appeal, branding, and price competitiveness over environmental value propositions 
(Adamkiewicz et al., 2022a; Mukendi et al., 2020). This communication gap contributes to limited public awareness 
of fashion’s environmental impacts and weakens consumers’ ability to associate everyday fashion choices with 
broader sustainability outcomes. 

In the Indonesian context, this challenge is particularly pronounced. Sustainability discourse in fashion remains 
fragmented and largely confined to niche audiences, such as academic circles, sustainability advocates, or 
environmentally conscious youth communities. Mainstream fashion communication—especially within small and 
medium enterprises—rarely foregrounds sustainability as a core value (Charista & Paramita, 2023). Thrift shop 
businesses exemplify this pattern. Despite their inherent alignment with circular economy principles through 
extending garment lifespans and reducing textile waste, thrift shops in Indonesia predominantly communicate value 
through brand labels, price attractiveness, and trend appeal, rather than explicitly articulating their sustainability 
contribution. 

From a sustainability communication perspective, this omission represents a missed strategic opportunity. 
Sustainability communication enables businesses to reframe their role in society—not merely as market actors, but 
as contributors to social and environmental well-being (Pezzullo & Cox, 2006; Pompper, 2019). For thrift shops, 
communicating sustainability value through digital channels—particularly social media, which serves as their 
primary marketing platform—can reposition second-hand fashion as a legitimate and desirable component of a 
sustainable lifestyle, rather than a marginal or informal market practice. Prior studies indicate that sustainability-
oriented communication increases perceived legitimacy, trust, and moral alignment between businesses and 
consumers, especially in environmentally sensitive consumption domains (Braga et al., 2024; Du et al., 2010). 



5 

 

 

This repositioning is also politically and economically significant in Indonesia. Thrift shops have frequently been 
framed by policymakers and industry stakeholders as a threat to local fashion producers, accused of undermining 
domestic manufacturing and weakening national creative industries (Amelia & Purnawarman, 2025). Such 
narratives position thrift businesses as economically problematic rather than environmentally beneficial. 
Sustainability communication provides an alternative framing by highlighting thrift shops’ role in waste reduction, 
circular consumption, and sustainable urban lifestyles—dimensions that align with national sustainability agendas 
and global green-economy objectives (Bui et al., 2025; Shamsuzzaman et al., 2025). By articulating these values, 
thrift shops can strengthen their bargaining position not only with consumers but also within broader policy and 
regulatory debates. 

Accordingly, this research applies sustainability communication as a foundational framing framework that guides 
the overall perspective and trajectory of analysis. Sustainability communication is used to conceptualize how 
meanings about sustainability are constructed and circulated through digital platforms, shaping consumer 
interpretations of thrift shopping practices. Rather than treating sustainability as an auxiliary marketing claim, this 
framework positions communication as the primary mechanism through which thrift shops’ environmental value 
can be recognized, legitimized, and normalized across generations. Building upon this baseline, the subsequent 
section introduces green marketing communication as a complementary, more market-oriented framework to 
examine how sustainability messages are strategically embedded within social-media marketing practices. 
 
2.2 Green Marketing Communication in the Digital and Social Media Era 

Early discussions on ecological marketing and responsible consumption led to the creation of green marketing. At 
first, it was about product qualities, eco-labels, and green production (Peattie, 2004). The idea has grown from just 
focusing on products to include communication, branding, and getting consumers involved with environmental 
values. Present-day green marketing prioritizes the way environmental ethics are conveyed, perceived, and trusted 
by consumers, instead of only on the offerings presented as ecologically sound (Papadas et al., 2017). 

Current research sees green marketing communication as using marketing messages and ways of interacting to 
show environmental responsibility, encourage sustainable consumption, and change people's intentions to act in an 
environmentally friendly way (Nekmahmud et al., 2021). This change shows that just making sustainability claims 
isn't enough. Consumer trust, honesty, and trustworthy messages are key in making green purchase choices. 
Because of this, green marketing has connected more with communication theory, making digital platforms, like 
social media, places where green ideas are discussed. 

In the fashion business, green marketing communication is very important for dealing with problems like too much 
production, short product lives, and textile waste. Some experts say that fashion sustainability can't be reached only 
by using new materials or improving supply chains. Changes in consumer behavior are also needed, which can be 
done with good marketing communication (Henninger et al., 2016; Mukendi et al., 2020). Green marketing lets 
fashion companies change their value promises by associating style and identity with environmental responsibility. 
But, research shows that many fashion businesses find it hard to use green marketing. This is often because they 
worry about being accused of greenwashing, consumers don't know enough, or they aren't sure if their messages 
will work (Adamkiewicz et al., 2022b; Khorsand et al., 2023). 

The digitalization of marketing has fundamentally transformed how green marketing communication is executed. 
Social media platforms provide interactive, visual, and algorithm-driven environments that allow sustainability 
messages to be repeatedly exposed, socially endorsed, and dialogically reinforced. Consequently, recent green 
marketing research increasingly focuses on social-media-based dimensions, including exposure, interaction, 
influencer endorsement, and information quality, as key explanatory variables influencing green attitudes and 
behaviors (Kim & Ko, 2012; Nekmahmud et al., 2021). 

In green marketing communication, exposure is how often consumers see environmental messages on digital 
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platforms. Studies in different areas, like cosmetics, food, tourism, and consumer goods, show that seeing green 
messages often raises environmental awareness and makes people want to buy green products (Peters et al., 2013; 
Wu & Long, 2024). On social media, algorithms make this stronger by constantly showing content about 
sustainability in users' daily online routines, making green consumption easier to think about. 

Interaction occurs when consumers engage meaningfully with green marketing content by liking, commenting, 
sharing, and joining discussions. Interaction has been linked to stronger beliefs and acceptance of sustainability 
values. It turns green marketing from a one-way sales pitch into a way to build meaning together (Nekmahmud et 
al., 2021; Pletikosa Cvijikj & Michahelles, 2013). In sustainability, interaction also acts as social proof, supporting 
rules about responsible consumption. 

Influencer endorsement represents a powerful strategy in green marketing communication. Influencers are seen as 
leaders who turn big sustainability ideas into relatable consumption stories. Studies show that if an influencer is 
seen as trustworthy, honest, and shares similar values, their green marketing messages work better, especially for 
younger consumers (De Veirman et al., 2017; Lou & Yuan, 2019). Recent green marketing research says that 
sustainability messages from influencers positively affect trust, brand attitude, and wanting to buy green products 
in different areas (Ramdan et al., 2023; Suryaputra et al., 2024). 

Information value, meaning the degree of clarity, practical, and believable environmental information is, has been 
shown to be important for effective green marketing communication. Consumers are more likely to like green 
messages if they think the information is real, clear, and related to actual environmental results (Filieri et al., 2021; 
Wu & Long, 2024). In online spaces, high information value lowers doubt and the feeling of greenwashing, which 
makes consumers more confident in sustainability claims. 

Despite the fact that these concepts have been studied across numerous fields, limited investigation exists 
connecting green marketing communication to thrift shops and second-hand fashion. Current fashion sustainability 
studies mostly look at big brands, eco-fashion labels, or company sustainability campaigns. Thrift shops are often 
seen through the views of consumer culture, affordability, or identity, not strategic green marketing (Febriyati et 
al., 2025; Mukendi et al., 2020). This is a big missing piece, especially since thrift shops naturally follow circular 
economy ideas by making products last longer and reducing textile waste. 

By connecting green marketing communication with things like how often people see messages on social media, 
how they interact with them, influencer presence, and information value, this study shows that thrift shops are 
important but not fully explored players in sustainable fashion markets. Using sustainability communication as the 
overall idea, green marketing communication is used in this study as the practical way to turn sustainability values 
into convincing digital messages that shape how consumers see and practice thrift shopping across different 
generations. 
 
2.3 Thrift Consumption, Generational Context, and Social Media Diffusion 

Thrift consumption is regarded as a valuable strategy to foster sustainable fashion by extending the life of products 
and cutting down on textile waste, which fits with the idea of a circular economy (Bui et al., 2025; Shamsuzzaman 
et al., 2025). Unlike eco-fashion brands that need novel components to produce goods, thrift shops run by reusing 
items. Therefore their eco-friendly characteristic is a core aspect of their operation, rather than something they need 
to add through new materials. Lately, thrift consumption in Indonesia isn't just about buying what's needed; it has 
turned into a lifestyle, especially in cities (Kurniaty et al., 2024; Rahmawati et al., 2022). 

Studies show that younger buyers, like Generation Z, are more willing to buy second-hand fashion and consider 
different ways of consuming. They often link thrift shopping to being unique, saving money, and acting ethically 
(Febriyati et al., 2025). Millennials tend to be more practical, balancing what's cheap with what's sustainable. Older 
groups, like Generation X, are more likely to thrift if the items are good quality and worth the price (Putra, 2024). 
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These variations suggest that people of different generations don't all see thrift consumption the same way, and 
what sustainability means to them can depend on their generation. 

The quick growth of thrift culture in Indonesia is closely linked to the widespread use of social media. Platforms 
like Instagram and TikTok have allowed thrift businesses, which used to be small and local, to reach more people 
by using visuals, working with influencers, and offering ways to buy things online (Kaplan & Haenlein, 2010; 
Kurniaty et al., 2024). Social media makes it easier for shoppers to learn about products, see what others think, and 
talk to sellers, which makes them more likely to buy second-hand items. 

Beyond helping with sales, social media is also a place where people learn about sustainability. Seeing thrift-related 
content can make second-hand consumption seem normal and bring sustainability into everyday discussions about 
fashion, even if it's not directly about the environment (Wu & Long, 2024). Since many generations in Indonesia 
use social media, these platforms are key in shaping how people see and adopt thrift shopping (Putra, 2024). 

Even though thrift shops are becoming more visible, there isn't much research on how different generations view 
thrift practices through social media, especially from a sustainability and green marketing point of view. Most 
studies focus on why people thrift or how good digital marketing is, but they don't look at how sustainability 
communication, green marketing, and generational views come together. To address this, this study looks into how 
different parts of social media communication—like seeing content, interacting, influencer involvement, and 
information value—influence how people of different generations in Indonesia see thrift shop practices. 
 
2.4 Research Framework and Hypothesis Development 

Based on sustainability communication as a foundational perspective, this study conceptualizes communication not 
merely as message transmission but as a mechanism through which sustainability meanings are constructed and 
normalized within market practices. In the context of thrift consumption, sustainability value is not automatically 
recognized by consumers; rather, it must be articulated, circulated, and legitimized through communication 
processes, particularly within digital environments where thrift businesses predominantly operate. 

To operationalize this perspective at the market level, the study adopts green marketing communication as a 
complementary framework (Nguyen & Mogaji, 2022; Twum & Yalley, 2021). Green marketing communication 
emphasizes how environmental values are embedded in persuasive messages that influence consumer attitudes and 
behaviors. In the digital era, social media functions as a strategic arena where sustainability meanings are repeatedly 
exposed, socially endorsed, interactively reinforced, and informationally elaborated (McKeown & Shearer, 2019). 
Accordingly, this study conceptualizes four dimensions of social-media-based green marketing communication 
which are exposure, influencer endorsement, information value, and interaction as the key explanatory variables 
shaping thrift shop practices (M. Gupta & Syed, 2022). 

Exposure reflects the frequency with which consumers encounter thrift-related content on social media (Oeldorf-
Hirsch, 2018). Repeated exposure increases cognitive accessibility and normalizes thrift consumption within 
everyday digital experiences (Ahmadi & Wohn, 2018). Prior research demonstrates that frequent exposure to 
sustainability-oriented messages enhances environmental awareness and behavioral intention (Agu et al., 2022). 
Therefore, greater exposure to thrift-related content is expected to strengthen thrift shopping practices. 

H1: Social media exposure significantly influences thrift shop practices. 

Influencer endorsement represents the role of digital opinion leaders in translating sustainability narratives into 
relatable consumption stories (Fakhreddin & Foroudi, 2022; Ha & Yang, 2023). Influencers function as social 
reference points who shape perceived norms and credibility (Fakhreddin & Foroudi, 2022; Tobon & García-
Madariaga, 2021). Empirical evidence suggests that influencer trustworthiness and value congruence enhance 
consumer responsiveness to green marketing messages (Tobon & García-Madariaga, 2021). Thus, when thrift 
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shops are promoted or endorsed by influencers, consumers are more likely to adopt thrift practices. 

H2: Influencer endorsement significantly influences thrift shop practices. 

Information value refers to the perceived clarity, relevance, and credibility of sustainability content communicated 
through social media (Abunyewah et al., 2020; Kang & Namkung, 2019). High quality information reduces 
skepticism and enhances perceived legitimacy, particularly in markets where sustainability claims may be contested 
(Kang & Namkung, 2019; Lee et al., 2018). In the thrift context, detailed information regarding product condition, 
sourcing, and environmental contribution can strengthen consumer confidence and behavioral commitment. 

H3: Information value significantly influences thrift shop practices. 

Interaction captures the degree of consumer engagement with thrift-related content, including liking, commenting, 
sharing, and participating in discussions (Adiyani & Khusyairi, 2025). Interaction transforms communication from 
a one-way promotional activity into a dialogic process that reinforces social norms and collective meaning-making 
(Lane & Kent, 2018; Sommerfeldt & Yang, 2018). Engaged consumers are more likely to internalize sustainability 
values and translate them into behavioral practices (Piligrimiene et al., 2020). 

H4: Social media interaction significantly influences thrift shop practices. 

Although the conceptual framework positions social media dimensions as direct predictors of thrift shop practices, 
prior literature suggests that generational cohorts differ in how they interpret digital communication and 
sustainability narratives. Generational experiences shape technological familiarity, value orientation, and 
responsiveness to social influence (Calvo-Porral & Viejo-Fernández, 2024; Mason et al., 2025).  

Accordingly, this study further explores whether the predictive patterns of social-media-based green marketing 
communication vary across Millennials, Generation Z, and Generation X. Rather than presuming uniform effects 
across age cohorts, the analysis examines generational variations in the strength and significance of relationships 
between exposure, influencer endorsement, information value, interaction, and thrift shop practices. 

 
3. Methodology 

This study adopts a quantitative and explanatory research design to examine how sustainable communication and 
green marketing practices on social media influence thrift shopping behavior within the context of circular fashion 
in Indonesia (Creswell, 2017; Haynes-Brown, 2023). The quantitative approach enables the operationalization of 
theoretical constructs into measurable indicators and allows statistical testing of predictive relationships among 
variables. The study also seeks to clarify how and why social media based sustainable communication shapes 
consumer behavioral responses rather than merely describing consumption patterns. A cross-sectional design was 
employed, with data collected at a single point in time (Wang & Cheng, 2020). The unit of analysis is individual 
consumers, and the study compares structural relationships across three generations which were Generation X, 
Millennials, and Generation Z to identify potential differences in behavioral mechanisms. 

The research was conducted across five major Indonesian cities: Jakarta, Bandung, Surabaya, Yogyakarta, and 
Semarang. These cities were selected due to their significant levels of textile consumption, urban waste generation, 
retail activity, and high internet penetration (Fatimah et al., 2020; Prayuda & Sembiring, 2023). Jakarta represents 
the largest consumption and retail hub in Indonesia, making it central to both fast fashion and secondhand clothing 
markets (Dewi, 2023). Bandung is widely recognized as a fashion-oriented city with a strong creative and 
independent fashion ecosystem (A’yuni et al., 2025; Priscillia et al., 2024). Surabaya, as the largest metropolitan 
area in Eastern Indonesia, reflects a growing middle-class consumer base with expanding retail and resale markets 
(Katherina & Indraprahasta, 2019). Yogyakarta represents a prominent student city with a strong youth 
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demographic, where thrift shopping has shown increasing popularity (Rahmawati et al., 2022; Zhukruffa et al., 
2024). Semarang illustrates consumption dynamics in developing urban centers with growing digital commerce 
participation. The high social media usage across these cities provides an appropriate empirical context to examine 
how digital sustainable communication influences thrift shopping practices. 

A cross-generational design was incorporated because sustainability perceptions, digital engagement patterns, and 
purchasing motivations vary across age cohorts (Calvo-Porral & Viejo-Fernández, 2024). Generational cohort 
theory suggests that individuals shaped by similar socio-economic and technological contexts develop distinct 
values and consumption behaviors. Generation Z is often characterized by higher environmental awareness and 
strong responsiveness to sustainability narratives communicated via digital platforms (Parzonko et al., 2021; Varga 
& Csiszarik-Kocsir, 2024). Millennials tend to balance ethical considerations with practicality and affordability 
(Madinga et al., 2025; Naderi & Van Steenburg, 2018), while Generation X increasingly engages with digital media 
and sustainability discourse despite historically being less associated with green consumption trends (Varga & 
Csiszarik-Kocsir, 2024). Examining these cohorts comparatively allows the study to determine whether sustainable 
messaging functions as a central motivational driver or merely as a peripheral influence across generations. 

Purposive sampling was employed to ensure that respondents possessed relevant experience with thrift shopping 
practices (Etikan et al., 2016; Etikan & Bala, 2017). Based on the a priori power analysis conducted using G*Power 
3.1 (F tests, linear multiple regression – fixed model, R² deviation from zero; f² = 0.15; α = 0.05; power = 0.95; 
four predictors), the minimum required sample size was 129 respondents (Faul et al., 2007, 2009). The final sample 
of 700 respondents substantially exceeds this minimum threshold. Therefore, the study demonstrates adequate 
statistical power to detect medium effect sizes and sufficient sensitivity to identify interaction effects in the 
moderation analysis across generational cohorts. The large sample size further enhances the precision of parameter 
estimates, reduces standard error, and strengthens the robustness and generalizability of the empirical findings 
(Maxwell et al., 2008). 

The target population consisted of Indonesian consumers who had previously purchased secondhand fashion items, 
particularly through social media platforms or online marketplaces. Individuals without thrift shopping experience 
were excluded to ensure that responses reflected actual behavioral engagement rather than hypothetical intention. 
Inclusion criteria required respondents to (1) belong to Generation X, Millennials, or Generation Z; (2) reside in 
one of the five selected cities; and (3) have prior thrift shopping experience. Data were collected through a 
structured online questionnaire distributed between May 2025 to July 2025. The online format ensured geographic 
reach and alignment with the study’s focus on social media communication. The survey was anonymous to reduce 
social desirability bias, and screening questions were included to verify eligibility. Prior to analysis, data underwent 
cleaning procedures, including missing value checks and outlier screening. 

Measurement items were adapted from established scales in green marketing and sustainable communication 
related literatures, using a Likert-scale format to capture respondent perceptions. To address the research objectives, 
multiple regression analysis was used to test predictive relationships between exposure, influencer, information and 
interaction to thrift shopping practices while moderated by generation. This analytical approach allows for the 
estimation of the strength and direction of influence of independent variables on consumer behavior while 
controlling for generational grouping effects. Reliability and validity assessments were conducted prior to 
hypothesis testing to ensure the robustness of the measurement model. 

3. Result 

Table 1 presents the descriptive statistics for the 700 survey participants from Generation X, Millennials 
(Generation Y), and Generation Z. On a five-point scale, the average scores for every item ranged from 3.37 to 
3.77. The scores indicate a moderately positive attitude toward both shopping at thrift stores and exposure to 
sustainability-related content on social media. 
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Table 1 Statistic Descriptive of Each Variables 
 N Minimum Maximum Mean Std. 

Deviation 
Exposure 700 1 5 3.450571 0.714943 
Influencer 700 1 5 3.379714 0.768545 

Information 700 1 5 3.772286 0.675064 
Interaction 700 1 5 3.586571 0.714287 

Thrift Shop Practice 700 1 5 3.450476 0.668815 

Among the four communication dimensions, informational content records the highest mean score (M = 3.77). This 
suggests that respondents place slightly greater emphasis on substantive sustainability information compared to 
other communicative dimensions. However, all variables have a relatively narrow range that indicates no single 
dimension overwhelmingly dominates user perception. Building upon this baseline, Tables 2 and 3 further examine 
whether variation in the four dimensions significantly predict thrift shopping practices and whether these 
relationships differ across generational cohorts. 
 

Table 2 Model Summary and ANOVA Test 
Model Adj. R-Squared F-Test P-Value ANOVA 
Millennials 54.20% 106.673 0.0001 
Gen Z 51.20% 47.922 0.0001 
Gen X 69.20% 86.781 0.0001 

Table 2 reports the regression model summary and ANOVA results for each generation. All three models are 
statistically significant (p < 0.001), indicating that the set of social media communication variables collectively 
explain a substantial proportion of variance in thrift shopping practices. However, the explanatory power of the 
model varies across cohorts. Generation X has the highest adjusted R² (69.2%), meaning that social media 
communication explains more of the behavior variance in thrift shopping behavior in this group. In comparison, 
the adjusted R² for Millennials (54.2%) and Generation Z (51.2%) remain considerable but comparatively lower. 
Even though the model strength differs slightly, all three models explain more than half of the variance in thrift 
shopping practice – which is relatively high for behavioral research. This suggests that social media communication 
plays a consistently important role across generations, albeit with varying strength. 

 
Table 3 Regression Analysis 

Variables Millennials Generation Z Generation X 
Beta P-Value Beta P-Value Beta P-Value 

(Constant) 0.674 0.0001* 0.872 0.0001* 0.012 0.951 
Exposure 0.352 0.0001* 0.322 0.0001* 0.371 0.0001* 
Influencer 0.085 0.063 0.215 0.001* 0.216 0.0001* 

Information 0.073 0.178 0.147 0.067 0.119 0.089 
Interaction 0.279 0.0001* 0.052 0.495 0.268 0.0001* 

Table 3 provides a more detailed look at the individual predictors within each generation, which helps us understand 
how these generational differences come about. Exposure emerges as a significant predictor across all generations 
(Millennials: β = 0.352, p < 0.0001; Generation Z: β = 0.322, p < 0.0001; and Generation X: β = 0.371, p < 0.0001). 
This consistent pattern indicates that repeated visibility and message frequency play a central role in normalizing 
thrift consumption across Millennials. This means that the more frequently people see thrift content on social media, 
the more likely they are to engage in thrift shopping practices. The frequent exposure contributes to the 
normalization of thrift consumption across demographic groups.  

The role of influencer endorsement varies by generation. It is significant for Generation Z (β = 0.215, p < 0.001) 
and Generation X (β = 0.216, p < 0.0001), but nor for Millennials. This suggests that social proof and endorsement 
are particularly influential for Gen Z and, to a lesser extent, Gen X, whereas Millennials may rely more on 
alternative forms of engagement. Similarly, interaction significantly predicts behavior among Millennials (β = 
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0.279, p < 0.0001) and Generation X (β = 0.268, p < 0.0001), but nor for Generation Z. The results indicate that 
participatory engagement is more impactful for Millennials, while Gen Z may perceive interaction as a routine 
aspect of social media use rather than a driver of behavioral change. Interestingly, informational content, despite 
having the highest descriptive mean, does not significantly predict thrift shopping behavior across any generation 
at the 0.05 level. It shows that while sustainability information is appreciated, it is insufficient on its own to translate 
awareness into action. 

Overall, while exposure serves as a universal driver, the impact of endorsements and interaction varies depending 
on the generation. This reflects the difference in how each generation process and responds to social media 
communication. It highlights the importance of tailoring communication strategies to specific demographic 
segments rather than adopting a uniform approach.  

 
4. Discussion 

The descriptive findings indicate that respondents generally perceive sustainability-related communication as an 
integrated part of their social media experience, whether through exposure, influencer endorsement, interaction, or 
informational content. The relatively small differences in mean scores suggest that individuals do not rely on a 
single dominant source but instead encounter thrift-related messages through multiple channels simultaneously. 
Furthermore, the moderate standard deviation values for each item indicate limited dispersion in perceptions among 
respondents, suggesting a shared baseline perception of sustainability messaging. This consistency implies that 
thrift shopping and sustainability communication are broadly normalized across the sample, providing a stable 
foundation for further analysis.  

Generational differences can be interpreted by analyzing consumer segmentation and how media usage patterns. 
Prior research highlights that different age cohorts vary in their trust formation, how they use media, and their 
responsiveness to digital content (Kotler, 2012; Parment, 2013). The present finding aligns with this perspective. 
Study by Lou & Yuan (2019) shows that Generation Z rely their decision to purchase based on what is famous 
online, reflecting their reliance on social validation and digital role models. Millennials, in contrast, respond more 
to interactive content, suggesting a preference for participatory and community-oriented engagement. Generation 
X appears to integrate multiple cues, such as exposure, endorsement, and interaction, indicating a more holistic 
evaluation process.  

In the context of thrift consumption, various forms of social media content (influencer narratives, sustainability 
information, circular production storytelling, and interactive campaign) are likely to spark different responses 
across generational groups. Understanding how each generation interprets and engages with sustainability-related 
messages is essentials for developing more effective communication strategies. Such strategies should extend 
beyond simple promotion, aiming more to shape consumer perceptions and foster deeper commitment through 
tailored digital touchpoints.  

Outcomes in multiple generations sharpen the sustainability communication framework by highlighting the role of 
generational digital cultures. The findings suggest that the manner in which members of the community construct 
meaning related to sustainability depends on their generational digital cultures (Bode et al., 2020; Pompper, 2019). 
Although across Millennials, Generation Z, and Generation X mere hearing about something predicts thrifty habits, 
the important interaction and endorsements from influencers are varied by generation. Millennials react better to 
involvement, which shows that conversation helps them accept ideas into their actions. Generation Z is more 
swayed by influencer endorsements, underscoring the importance of social validation in digital environments. In 
contrast, Generation X reacts to a combination of exposure, endorsements, and involvement, reflecting a more 
integrative decision-making process.  

From a green marketing perspective, it's important to target different generations in different ways when marketing 
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sustainable products (Dangelico & Vocalelli, 2017). Green marketing isn't merely about marketing eco-friendly 
items but also about making sure people see the environmental benefits as something that sets a product apart from 
its competitors. Effective sustainability communication should align with the preferred communication styles of 
each target group.  

Thrift stores inherently embody circular economy principles by extending product lifecycles and reducing waste. 
However, these sustainable aspects are often not utilized enough in their marketing strategies. Instead, most of thrift 
stores emphasizes on low prices or unique brands. This study shows that communicating the value of sustainability 
requires strategic adaptation. It needs to match how each generation likes to get their information. Generation Z 
seems to respond better to tailored content from influencers, while Millennials like interactive and community-
based activities. Generation X seems to be open to various types of messages, so they might need a mix of clear 
information and social proof. 

In the Indonesian context, where the thrift industry often deals with unclear regulations and doubts about its 
economic effects, green marketing offers an opportunity to reposition the sector. By clearly communicating 
environmental contributions, thrift industry can build trust and support national sustainability goals. Being open 
about sustainability, sharing stories about the impact of the circular economy, and positioning the brand as 
environmentally conscious can foster stronger trust and loyalty from customers. This aligns with studies that shows 
green marketing leads to people buying products more often and for a longer time (Nekmahmud et al., 2021; Peattie 
& Crane, 2005). The use of green marketing will attract more customer and also alter public perception on thrift 
industry. Rather than just being viewed as informal resellers, they could transform into significant players to the 
nation's growing green economy. 

 
5. Conclusion 

This study examines how diverse forms of communication on social media influence how Generations X, Y 
(Millennials), and Z approach thrift shopping practices. Drawing on sustainability communication and green 
marketing frameworks, the findings demonstrate that digital communication plays a significant role in shaping 
sustainable consumption behavior. Across all generations, exposure emerges as the most consistent predictor, 
indicating that repeated visibility is fundamental in normalizing thrift shopping. However, the effectiveness of other 
communication dimensions varies by cohort. Millennials tend to get more into it when they can talk back and forth 
with brands. Generation Z listens more to influencers, and Generation X reacts to a mix of seeing ads, speaking 
directly with brands, and hearing endorsements. These differences highlight the necessity of adopting generation-
specific communication strategies.  

This study contributes to the existing body of knowledge on sustainability communication. It shows that 
observation of others' behavior, not solely strong beliefs, encourages people to adopt sustainable actions. The 
research furthers green marketing studies by confirming that presenting details on the circular economy in fashion 
needs to be customized for each generation since one method does not fit all. By examining these generations, this 
study addresses a gap in prior studies, which often address these topics in isolation or without generational 
groupings. 

From a practical perspective, particularly in Indonesia, the findings suggest that thrift business should move beyond 
price-based positioning and start practicing green marketing strategies that set their inherent sustainability at the 
front. Highlighting the environmental benefits and aligning messaging strategies with generational preferences can 
strengthen consumer engagement, build trust, and enhance their role within the emerging green economy.  

Nevertheless, this study is limited by its cross-sectional design, which restricts causal interpretation. Future research 
could employ a longer period or with experiments approaches to better understand what causes sustainability 
communication to work. Additionally, further studies may explore broader contextual factors, such as regional 
differences or policy influences, to provide a more comprehensive understanding of the thrift industry ecosystem. 



13 

 

 

 
6. Acknowledgement 

This study funded by grant from Ministry of Education, Culture, Research and Technology with the Regular 
Fundamental Research scheme in 2025 with contract numbers of 125/C3/DT.05.00/PL/2025, 7939/LL4/PG/2025 
and III/LPPM/2025-06/146-PE. The authors acknowledge and appreciate the financial support provided. The 
funding body had no involvement in the study design, data collection, data analysis, manuscript preparation, or 
publication decision. 

 
7. References 
 

Abunyewah, M., Gajendran, T., Maund, K., & Okyere, S. A. (2020). Linking information provision to 
behavioural intentionsModerating and mediating effects of message clarity and source credibility. 
International Journal of Disaster Resilience in the Built Environment, 11(1), 100–118. 
https://doi.org/10.1108/IJDRBE-08-2019-0059 

ACEBA. (2023). Recycling Textile Waste into Circular Fashion. 
https://www.aceba.co/site/assets/files/1200/pable_indonesia.pdf 

Adamkiewicz, J., Kochańska, E., Adamkiewicz, I., & Łukasik, R. M. (2022a). Greenwashing and 
sustainable fashion industry. Current Opinion in Green and Sustainable Chemistry, 38, 100710. 
https://doi.org/10.1016/j.cogsc.2022.100710 

Adamkiewicz, J., Kochańska, E., Adamkiewicz, I., & Łukasik, R. M. (2022b). Greenwashing and 
sustainable fashion industry. Current Opinion in Green and Sustainable Chemistry, 38, 100710. 

Adiyani, L. K., & Khusyairi, J. A. (2025). Consumption practices of thrifting: Cultural materialism analysis 
of consumer perspectives Praktik Konsumsi Thrift: Analisis cultural materialism dari perspektif 
konsumen. Jurnal Sosiologi Dialektika, 87–100. 

Agu, A. G., Etuk, S. G., & Madichie, N. O. (2022). Exploring the Role of Sustainability-Oriented Marketing 
Education in Promoting Consciousness for Sustainable Consumption. Sustainability 2022, Vol. 14, 
Page 8077, 14(13), 8077. https://doi.org/10.3390/su14138077 

Ahmadi, M., & Wohn, D. Y. (2018). The Antecedents of Incidental News Exposure on Social Media. Social 
Media and Society, 4(2). https://doi.org/10.1177/2056305118772827 

Amelia, N. A., & Purnawarman, A. (2025). The Impact of the Secondhand Clothing Import Ban Policy on 
the Trade of Used Garments. Research Horizon, 5(4), 1453-1464–1453–1464. 
https://doi.org/10.54518/rh.5.4.2025.716 

Aprianingsih, A., Fachira, I., Setiawan, M., Debby, T., Desiana, N., & Lathifan, S. A. N. (2023). Slow 
fashion purchase intention drivers: an Indonesian study. Journal of Fashion Marketing and 
Management, 27(4), 632–647. https://doi.org/10.1108/JFMM-07-2021-0176 

A’yuni, V. Q., Asmi, S. R., & Wibisana, S. A. (2025). The Live Shopping Phenomenon on TikTok and its 
Impact on Local MSMEs (Study on Thrifting Traders in Gedebage Market, Bandung City). Journal 
Social Society, 5(1), 770–781. 

Bode, C., Bogaschewsky, R., Eßig, M., Lasch, R., & Stölzle, W. (2020). Supply Management Research. 
Springer Fachmedien Wiesbaden. https://doi.org/10.1007/978-3-658-31898-7 

Bonelli, F., Caferra, R., & Morone, P. (2024). In need of a sustainable and just fashion industry: identifying 
challenges and opportunities through a systematic literature review in a Global North/Global South 
perspective. Discover Sustainability 2024 5:1, 5(1), 186-. https://doi.org/10.1007/s43621-024-00400-
5 

Braga, L. D., Tardin, M. G., Perin, M. G., & Boaventura, P. (2024). Sustainability communication in 
marketing: a literature review. RAUSP Management Journal, 59(3), 293–311. 
https://doi.org/10.1108/RAUSP-10-2023-0205 

Bui, T. D., Rosiana, R., Tsai, F. M., Chiu, A. S., & Tseng, M. L. (2025). Circular economy challenges under 
uncertainty in the Indonesian fashion industry: A causal hierarchical model. International Journal of 
Production Economics, 288, 109719. https://doi.org/10.1016/j.ijpe.2025.109719 

Calvo-Porral, C., & Viejo-Fernández, N. (2024). A cross-generational analysis of second-hand online 



14 

 

 

shopping: comparing GenX, millennials and GenZ. Journal of Consumer Marketing. 
https://doi.org/10.1108/JCM-04-2024-6725 

Charista, V., & Paramita, E. L. (2023). Indonesian Customer Awareness Toward Purchase Intention of 
Sustainable Fashion. 402–407. https://doi.org/10.2991/978-2-38476-172-2_67 

Connell, K. Y. H., & Kozar, J. M. (2012). Sustainability knowledge and behaviors of apparel and textile 
undergraduates. International Journal of Sustainability in Higher Education, 13(4), 394–407. 
https://doi.org/10.1108/14676371211262335 

Creswell, J. W. (2017). Research design: Qualitative, quantitative, and mixed methods approaches. Sage 
publications. 

Dangelico, R. M., & Vocalelli, D. (2017). “Green Marketing”: An analysis of definitions, strategy steps, 
and tools through a systematic review of the literature. Journal of Cleaner Production, 165, 1263–
1279. https://doi.org/10.1016/j.jclepro.2017.07.184 

Das, P., Das, D., & Raman, R. (2026). Sustainable Fashion and Sustainable Development Goals Nexus: A 
Thematic and Future-Oriented Review. Cleaner and Responsible Consumption, 100397. 
https://doi.org/https://doi.org/10.1016/j.clrc.2026.100397 

David, T., & Boivin, V. (2025). Abstracting away : psychological distance, climate change, and corporate 
sustainability. https://hdl.handle.net/20.500.11794/160323 

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through instagram influencers: The 
impact of number of followers and product divergence on brand attitude. International Journal of 
Advertising, 36(5), 798–828. https://doi.org/10.1080/02650487.2017.1348035 

Dewi, M. (2023). A Study on The Global Supply Chain Impact to Jakarta as A Global Business Hub in The 
Asian Region. JOURNAL OF DIGITAINABILITY, REALISM & MASTERY (DREAM) Journal of 
Digitainability, 02(09). https://doi.org/10.56982/dream.v2i09.153 

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate social 
responsibility (CSR): The role of CSR communication. International Journal of Management 
Reviews, 12(1), 8–19. https://doi.org/10.1111/j.1468-2370.2009.00276.x 

Etikan, I., & Bala, K. (2017). Sampling and sampling methods. Biometrics & Biostatistics International 
Journal, 5(6), 00149. 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience sampling and purposive 
sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1–4. 

Fakhreddin, F., & Foroudi, P. (2022). Instagram Influencers: The Role of Opinion Leadership in 
Consumers’ Purchase Behavior. Journal of Promotion Management, 28(6), 795–825. 
https://doi.org/10.1080/10496491.2021.2015515 

Fatimah, Y. A., Govindan, K., Murniningsih, R., & Setiawan, A. (2020). Industry 4.0 based sustainable 
circular economy approach for smart waste management system to achieve sustainable development 
goals: A case study of Indonesia. Journal of Cleaner Production, 269, 122263. 
https://doi.org/10.1016/j.jclepro.2020.122263 

Faul, F., Erdfelder, E., Buchner, A., & Lang, A.-G. (2009). Statistical power analyses using G* Power 3.1: 
Tests for correlation and regression analyses. Behavior Research Methods, 41(4), 1149–1160. 
https://doi.org/https://doi.org/10.3758/BRM.41.4.1149 

Faul, F., Erdfelder, E., Lang, A.-G., & Buchner, A. (2007). G* Power 3: A flexible statistical power analysis 
program for the social, behavioral, and biomedical sciences. Behavior Research Methods, 39(2), 175–
191. https://doi.org/https://doi.org/10.3758/BF03193146 

Filieri, R., Javornik, A., Hang, H., & Niceta, A. (2021). Environmentally framed eWOM messages of 
different valence: The role of environmental concerns, moral norms, and product environmental 
impact. Psychology and Marketing, 38(3), 431–454. https://doi.org/10.1002/mar.21440 

Gupta, M., & Syed, A. A. (2022). Impact of online social media activities on marketing of green products. 
International Journal of Organizational Analysis, 30(3), 679–698. https://doi.org/10.1108/IJOA-02-
2020-2037 

Gupta, R., Kushwaha, A., Dave, D., & Mahanta, N. R. (2022). Waste management in fashion and textile 
industry: Recent advances and trends, life-cycle assessment, and circular economy. Emerging Trends 
to Approaching Zero Waste: Environmental and Social Perspectives, 215–242. 
https://doi.org/10.1016/B978-0-323-85403-0.00004-9 



15 

 

 

Ha, L., & Yang, Y. (2023). Research about persuasive effects of social media influencers as online opinion 
leaders 1990–2020: a review. International Journal of Internet Marketing and Advertising, 18(2–3), 
220–241. https://doi.org/10.1504/IJIMA.2023.129661 

Haynes-Brown, T. K. (2023). Using theoretical models in mixed methods research: An example from an 
explanatory sequential mixed methods study exploring teachers’ beliefs and use of technology. 
Journal of Mixed Methods Research, 17(3), 243–263. 
https://doi.org/https://doi.org/10.1177/15586898221094970 

Heidenstrøm, N. (2024). Green marketing in the fashion industry: a critical analysis of sustainability 
narratives. Consumption Markets and Culture, 27(5), 488–504. 
https://doi.org/10.1080/10253866.2024.2440557 

Henninger, C. E., Alevizou, P. J., & Oates, C. J. (2016). What is sustainable fashion? Journal of Fashion 
Marketing and Management, 20(4), 400–416. https://doi.org/10.1108/JFMM-07-2015-0052 

Hinduan, Z. R., Anggraeni, A., & Agia, M. I. (2020). Generation Z in Indonesia: The Self-Driven Digital. 
The New Generation Z in Asia: Dynamics, Differences, Digitalization, 121–134. 
https://doi.org/10.1108/978-1-80043-220-820201012 

Ilmalhaq, A., Pradana, M., & Rubiyanti, N. (2024). Indonesian local second-hand clothing: mindful 
consumption with stimulus-organism-response (SOR) model. Discover Sustainability 2024 5:1, 5(1), 
251-. https://doi.org/10.1007/s43621-024-00481-2 

Julia, S. R., Zunaedi, R. A., & Putra, P. S. (2024). Analisis persepsi Generasi Z terhadap pembelian pakaian 
bekas pada sosial media di Indonesia. Journal of Management and Digital Business, 4(2), 157–174. 
https://doi.org/10.53088/jmdb.v4i2.938 

Kang, J. W., & Namkung, Y. (2019). The information quality and source credibility matter in customers’ 
evaluation toward food O2O commerce. International Journal of Hospitality Management, 78, 189–
198. https://doi.org/10.1016/j.ijhm.2018.10.011 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of 
Social Media. Business Horizons, 53(1), 59–68. https://doi.org/10.1016/j.bushor.2009.09.003 

Katherina, L. K., & Indraprahasta, G. S. (2019). Urbanization Pattern in Indonesia’s Secondary Cities: 
Greater Surabaya and Its Path toward a Megacity. IOP Conference Series: Earth and Environmental 
Science, 338(1), 012018. https://doi.org/10.1088/1755-1315/338/1/012018 

Khorsand, D. B., Wang, X., Ryding, D., & Vignali, G. (2023). Greenwashing in the Fashion Industry: 
Definitions, Consequences, and the Role of Digital Technologies in Enabling Consumers to Spot 
Greenwashing. 81–107. https://doi.org/10.1007/978-3-031-33302-6_6 

Kim, A. J., & Ko, E. (2012). Do social media marketing activities enhance customer equity? An empirical 
study of luxury fashion brand. Journal of Business Research, 65(10), 1480–1486. 
https://doi.org/10.1016/j.jbusres.2011.10.014 

Kotler, P. (2012). Kotler on marketing. Simon and Schuster. 
Kurniaty, D., Subagio, A., Simatupang, A. A., & Nursaffanah, N. F. (2024). Sustainable Lifestyle: 

Indonesian Consumer’s Behavior Toward Sustainable Fashion Consumption. Journal of Applied 
Business Administration, 8(2), 398–414. https://doi.org/10.30871/jaba.v8i2.8604 

Lane, A., & Kent, M. L. (2018). Dialogic engagement. The Handbook of Communication Engagement, 61–
72. https://doi.org/10.1002/9781119167600.ch5 

LCID. (2021). THE ECONOMIC, SOCIAL, AND ENVIRONMENTAL BENEFITS OF A CIRCULAR 
ECONOMY IN INDONESIA. https://lcdi-indonesia.id/wp-content/uploads/2021/02/Full-Report-The-
Economic-Social-and-Environmental-Benefits-of-a-Circular-Economy-in-
Indonesia.pdf?utm_source=chatgpt.com 

Lee, Y. J., Yoon, H. J., & O’Donnell, N. H. (2018). The effects of information cues on perceived legitimacy 
of companies that promote corporate social responsibility initiatives on social networking sites. 
Journal of Business Research, 83, 202–214. https://doi.org/10.1016/j.jbusres.2017.09.039 

Lou, C., & Yuan, S. (2019). Influencer Marketing: How Message Value and Credibility Affect Consumer 
Trust of Branded Content on Social Media. Journal of Interactive Advertising, 19(1), 58–73. 
https://doi.org/10.1080/15252019.2018.1533501 

Madinga, N., Aspeling, D., & Dlamini, S. (2025). Understanding sustainable fashion consumption among 
millennials in South Africa. Young Consumers, 26(7), 38–54. 



16 

 

 

Mason, M. C., Zamparo, G., Saleem, S., & Umar, R. M. (2025). Generational shifts: understanding the role 
of green self-identity, social norms and cohort differences in consumer intentions to purchase 
stigmatised recycled products. Journal of Consumer Marketing. 

Maxwell, S. E., Kelley, K., & Rausch, J. R. (2008). Sample size planning for statistical power and accuracy 
in parameter estimation. Annual Review of Psychology, 59(Volume 59, 2008), 537–563. 
https://doi.org/10.1146/annurev.psych.59.103006.093735 

McKeown, C., & Shearer, L. (2019). Taking sustainable fashion mainstream: Social media and the 
institutional celebrity entrepreneur. Journal of Consumer Behaviour, 18(5), 406–414. 

Mcneill, L., & Moore, R. (2015). Sustainable fashion consumption and the fast fashion conundrum: 
Fashionable consumers and attitudes to sustainability in clothing choice. International Journal of 
Consumer Studies, 39(3), 212–222. https://doi.org/10.1111/ijcs.12169 

Meiliya, A., & Kusuma, Y. B. (2025). Marketing Strategies of Secondhand Fashion/Thrift Shop  in 
Increasing Sales in Surabaya (A Study on Tebal.Id Store Surabaya). Indonesian Interdisciplinary 
Journal of Sharia Economics (IIJSE), 8(3), 9641–9650. https://doi.org/10.31538/IIJSE.V8I3.7030 

Mukendi, A., Davies, I., Glozer, S., & McDonagh, P. (2020). Sustainable fashion: current and future 
research directions. European Journal of Marketing, 54(11), 2873–2909. 
https://doi.org/10.1108/EJM-02-2019-0132 

Naderi, I., & Van Steenburg, E. (2018). Me first, then the environment: Young Millennials as green 
consumers. Young Consumers, 19(3), 280–295. 

Nekmahmud, Md., Naz, F., Ramkissoon, H., & Fekete-Farkas, M. (2021). Response Rates In Hospitality 
Research: An Overview of Current Practice and Suggestions For Future Research. Cornell Hospitality 
Quarterly, 62(1), 105–120. https://doi.org/10.1177/1938965520943094 

Nguyen, N. P., & Mogaji, E. (2022). A Theoretical Framework for the Influence of Green Marketing 
Communication on Consumer Behaviour in Emerging Economies. Palgrave Studies of Marketing in 
Emerging Economies, Part F3550, 253–274. https://doi.org/10.1007/978-3-030-82572-0_11 

Oeldorf-Hirsch, A. (2018). The Role of Engagement in Learning From Active and Incidental News 
Exposure on Social Media. Mass Communication and Society, 21(2), 225–247. 
https://doi.org/10.1080/15205436.2017.1384022 

Oh, H. J., Kim, J., & Ham, C.-D. (2022). Crisis Management for Sustainable Corporate Value: Finding a 
Construal Fit between Social Distance, Crisis Response, and Crisis Severity. Sustainability 2022, Vol. 
14, Page 10244, 14(16), 10244. https://doi.org/10.3390/su141610244 

Papadas, K. K., Avlonitis, G. J., & Carrigan, M. (2017). Green marketing orientation: Conceptualization, 
scale development and validation. Journal of Business Research, 80, 236–246. 
https://doi.org/10.1016/j.jbusres.2017.05.024 

Parment, A. (2013). Generation Y vs. Baby Boomers: Shopping behavior, buyer involvement and 
implications for retailing. Journal of Retailing and Consumer Services, 20(2), 189–199. 
https://doi.org/10.1016/j.jretconser.2012.12.001 

Parzonko, A. J., Balińska, A., & Sieczko, A. (2021). Pro-environmental behaviors of Generation Z in the 
context of the concept of homo socio-oeconomicus. Energies, 14(6), 1597. 

Peattie, K. (2004). Towards Sustainability: The Third Age of Green Marketing. The Marketing Review, 
2(2), 129–146. https://doi.org/10.1362/1469347012569869 

Peattie, K., & Crane, A. (2005). Green marketing: legend, myth, farce or prophesy? Qualitative Market 
Research: An International Journal, 8(4), 357–370. https://doi.org/10.1108/13522750510619733 

Peters, K., Chen, Y., Kaplan, A. M., Ognibeni, B., & Pauwels, K. (2013). Social Media Metrics — A 
Framework and Guidelines for Managing Social Media. Journal of Interactive Marketing, 27(4), 281–
298. https://doi.org/10.1016/j.intmar.2013.09.007 

Pezzullo, P. C., & Cox, R. (2006). Environmental Communication and the Public Sphere (6th ed.). Sage 
College Publishing. https://collegepublishing.sagepub.com/products/environmental-communication-
and-the-public-sphere-6-270203 

Piligrimiene, Ž., Žukauskaite, A., Korzilius, H., Banyte, J., & Dovaliene, A. (2020). Internal and External 
Determinants of Consumer Engagement in Sustainable Consumption. Sustainability 2020, Vol. 12, 
Page 1349, 12(4), 1349. https://doi.org/10.3390/su12041349 

Pletikosa Cvijikj, I., & Michahelles, F. (2013). Online engagement factors on Facebook brand pages. Social 



17 

 

 

Network Analysis and Mining 2013 3:4, 3(4), 843–861. https://doi.org/10.1007/s13278-013-0098-8 
Pompper, D. (2019). Climate and Sustainability Communication: Global Perspectives - 1st Ed. Routledge. 

https://www.routledge.com/Climate-and-Sustainability-Communication-Global-
Perspectives/Pompper/p/book/9780367218584 

Prayuda, A. D., & Sembiring, E. (2023). Post Consumed Textile Waste Management and its Impacts on the 
Environment and Economy in Bandung City. IOP Conference Series: Earth and Environmental 
Science, 1257(1), 012009. https://doi.org/10.1088/1755-1315/1257/1/012009 

Priscillia, M., Achdiani, Y., & Abdullah, M. N. A. (2024). Kesadaran Tren Fast Fashion pada Remaja di 
Kota Bandung. Ideas: Jurnal Pendidikan, Sosial, Dan Budaya, 10(3), 511–518. 

Putra, A. W. (2024). A Study on the Association of Purchase Behavior and Social Media of Gen Z in 
Indonesia. Journal of Multidisciplinary Issues, 4(1), 15–29. https://doi.org/10.53748/JMIS.V4I1.66 

Febriyati, P. P., Reswari, A. R., & Octaviani, D. (2025). Sustainable Fashion dan Generasi Z Indonesia: 
Integrasi Kepedulian Lingkungan dan Knowledge-Attitude-Behaviour Model. UPY Business and 
Management Journal (UMBJ), 4(2), 216–227. https://doi.org/10.31316/ubmj.v4i2.7845 

Rahmawati, A., Febriyanti, S. N., & Tutiasri, R. P. (2022). Thrift shopping and Indonesian urban youth 
fashion consumption. JOMEC Journal, 17, 119–135. 

Ramdan, A. M., Siwiyanti, L., Komariah, K., & Ramdhany, M. A. (2023). Effect of Influencer Marketing 
and Green Marketing on Brand Awareness of Traditional Culinary SMEs in West Java. Jurnal Ilmu 
Sosial Dan Humaniora, 12(3), 453–462. https://doi.org/10.23887/jish.v12i3.66147 

Ratriyana, I. N. (2023). Why they do not care? Exploring young Indonesians’ low participation 
in proenvironmental activities. Asian Education and Development Studies, 12(4–5), 310–323. 
https://doi.org/10.1108/AEDS-03-2023-0029 

Ritch, E. L., & Schröder, M. J. (2012). Accessing and affording sustainability: The experience of fashion 
consumption within young families. International Journal of Consumer Studies, 36(2), 203–210. 
https://doi.org/10.1111/j.1470-6431.2011.01088.x 

Rizomyliotis, I. (2024). Consumer Trust and Online Purchase Intention for Sustainable Products. American 
Behavioral Scientist. https://doi.org/10.1177/00027642241236174 

Shamsuzzaman, Md., Islam, M., Al Mamun, Md. A., Rayyaan, R., Sowrov, K., Islam, S., & Sayem, A. S. 
M. (2025). Fashion and textile waste management in the circular economy: A systematic review. 
Cleaner Waste Systems, 11, 100268. https://doi.org/10.1016/j.cesys.2022.100070 

Shirvanimoghaddam, K., Motamed, B., Ramakrishna, S., & Naebe, M. (2020). Death by waste: Fashion 
and textile circular economy case. Science of The Total Environment, 718, 137317. 
https://doi.org/10.1016/j.scitotenv.2020.137317 

Sommerfeldt, E. J., & Yang, A. (2018). Notes on a dialogue: twenty years of digital dialogic communication 
research in public relations. Journal of Public Relations Research, 30(3), 59–64. 
https://doi.org/10.1080/1062726X.2018.1498248 

Suryaputra, R., Daryanti, S., & Setyowardhani, H. (2024). The role of social media in promoting sustainable 
green lifestyles: Influencers and value co-creation with Gen Z in Indonesia. Journal of 
Entrepreneurial Economic, 1(1), 45–62. 

Tobon, S., & García-Madariaga, J. (2021). The Influence of Opinion Leaders’ eWOM on Online Consumer 
Decisions: A Study on Social Influence. Journal of Theoretical and Applied Electronic Commerce 
Research 2021, Vol. 16, Pages 748-767, 16(4), 748–767. https://doi.org/10.3390/jtaer16040043 

Twum, K. K., & Yalley, A. A. (2021). Green Integrated Marketing Communication. Palgrave Studies of 
Marketing in Emerging Economies, Part F3546, 117–144. https://doi.org/10.1007/978-3-030-74065-
8_6 

Varga, J., & Csiszarik-Kocsir, A. (2024). Generational Differences in Environmental Awareness and 
Responsibility. SISY 2024 - IEEE 22nd International Symposium on Intelligent Systems and 
Informatics, Proceedings, 137–141. https://doi.org/10.1109/SISY62279.2024.10737544 

Wallis, H., & Loy, L. S. (2021). What drives pro-environmental activism of young people? A survey study 
on the Fridays For Future movement. Journal of Environmental Psychology, 74, 101581. 
https://doi.org/10.1016/j.jenvp.2021.101581 

Wang, X., & Cheng, Z. (2020). Cross-Sectional Studies: Strengths, Weaknesses, and Recommendations. 
Chest, 158(1, Supplement), S65–S71. https://doi.org/https://doi.org/10.1016/j.chest.2020.03.012 



18 

 

 

Wu, M., & Long, R. (2024). How does green communication promote the green consumption intention of 
social media users? Environmental Impact Assessment Review, 106, 107481. 
https://doi.org/10.1016/j.eiar.2024.107481 

Zhukruffa, S., Hermawan, D., & Widyarini, M. (2024, October 24). Youth Engagement on Thrift Shopping: 
A Pathway to Sustainable Fashion Consumption. 

  

 


