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Abstract

Despite the growing influence of social media on sustainable consumption, its
theoretical integration within the Theory of Planned Behavior (TPB) remains limited.
Prior studies largely treat social media as an external communication channel rather
than as a structural component of behavioral intention models. This study extends TPB
by conceptualizing social media interaction as both an antecedent of attitude,
subjective norm, and perceived behavioral control, and as a moderator of the intention
formation process in sustainable fashion consumption. Using survey data from 300
Indonesian social media users and Structural Equation Modeling (SEM), the findings
indicate that social media interaction significantly influences all TPB constructs.
Perceived behavioral control emerges as the strongest predictor of purchase intention.
Moderation analysis reveals that social media interaction strengthens the attitude—
intention relationship, does not significantly affect the norm—intention relationship,
and weakens the control-intention relationship. The study contributes to theory by
offering a digitally contextualized extension of TPB and highlights the importance of
structured and interactive social media strategies in promoting sustainable fashion
consumption.

Keywords: Theory of Planned Behavior, Social Media Interaction, Sustainable
Fashion, Purchase Intention, Moderation Effect
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INTRODUCTION

The fashion industry has become one of the largest contributors to global
environmental degradation, generating significant carbon emissions, water pollution, and
textile waste. Fast fashion production and consumption patterns have intensified
environmental pressures, with millions of tons of textile waste ending up in landfills each
year (Y. Chen et al., 2021). In Indonesia, the rapid growth of fashion consumption has further
exacerbated sustainability challenges, highlighting the urgency of promoting more
environmentally responsible purchasing behaviors. (Lestari & Trihadiningrum, 2019).

Sustainable fashion has emerged as an alternative consumption model that
emphasizes eco-friendly materials, ethical production processes, and responsible purchasing
decisions(Fetner & Miller, 2021)(Palsson & Olsson, 2023). However, despite increasing
environmental awareness, the adoption of sustainable fashion products remains relatively
limited. Consumers often perceive sustainable fashion as more expensive, less accessible, or
lacking sufficient information, creating barriers to widespread behavioral change (Hendijani,
2023)(Spranz et al., 2018) .

Social media has grown to become one of the main channels in shaping public
consumption behavior, including promoting environmentally friendly habits(Rapada et al.,
2021)(Simeone & Scarpato, 2020)(Xie & Madni, 2023)(Tanjung et al., 2025) . Platforms
such as TikTok, Instagram, and YouTube are widely used to convey educational messages,
environmental campaigns, and influence public opinion. For example, social media platforms
(e.g., Instagram and TikTok) have become influential channels in shaping consumer
awareness and purchase behavior, including in the context of sustainable fashion.
Influencers, brand storytelling, and user-generated content often promote eco-conscious
clothing choices and ethical brands. However, the effectiveness of such campaigns depends
on the credibility of information, perceived authenticity, and the consistency of sustainability
messaging (Astuti, Budi. R, 2024) . These findings show that the effectiveness of social
media campaigns is highly dependent on appropriate communication strategies and the
sustainability of the message

Within the framework of the Theory of Planned Behavior (TPB), social media can
influence three main components that shape behavioral intent: attitude, subjective norm, and
perceived behavioral control(Ajzen, 2002). For example, TikTok content that highlights the
environmental benefits of sustainable clothing can shape positive attitudes toward eco-
friendly fashion choices. (Liao, 2024)(Rinaldil*, Endah Marendah Ratnaningtyas2, Mifta
Fitriyanal, 2024)(Eva Nurmalita Sari, 2023), online community engagement can strengthen
subjective norms(Joo et al., 2020), and tutorials that provide practical guidance can increase
perceived behavioral control(B. Wang & Li, 2022)Thus, social media not only serves as a
means of information, but also as a strategic instrument to encourage changes in consumer
behavior towards more sustainable practices.

However, previous studies have been dominated by research on the role of social
media in general, without focusing on specific platforms such as TikTok, especially in
Indonesia(Kunamaneni et al., 2019)(Muranko et al., 2021)(Mahmoudi & Parviziomran,
2020)(Tonikidou & Webb, 2024). In fact, Generation Z is the group that is most active on
TikTok and has great potential as agents of change in environmental issues. This gap opens
up opportunities to examine more deeply how TikTok can influence factors in TPB to
encourage sustainable fashion purchase intention.
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Although prior international studies have examined sustainable fashion consumption
using the Theory of Planned Behavior (Wu & Lee, 2025); (Arya et al., 2024), most treat
social media as an external stimulus or communication channel rather than integrating it
within the structural core of the TPB model. Furthermore, existing research tends to focus on
direct effects of TPB constructs on purchase intention, with limited attention to how digital
interaction environments may condition or reshape these relationships. Studies that
incorporate social media variables often position them as independent predictors without
examining their potential moderating role in the intention-formation process. This creates a
theoretical gap regarding how social media interaction functions simultaneously as a
psychological antecedent and as a contextual mechanism influencing the strength of TPB
relationships. Addressing this gap is particularly important in emerging digital markets such
as Indonesia, where social media penetration significantly shapes consumer decision-making
processes.

While the Theory of Planned Behavior (TPB) has been widely applied to explain
sustainable purchase intentions, prior studies primarily treat social media as an external
communication channel rather than an integrated theoretical construct. This study extends
TPB by conceptualizing social media interaction as both (1) an antecedent influencing
attitude, subjective norm, and perceived behavioral control, and (2) a contextual moderator
that conditions the strength of the relationships between these constructs and purchase
intention. By positioning social media interaction within the structural core of TPB, this
research offers a theoretically integrated digital extension of the model in the context of
sustainable fashion consumption.

Based on this background, this study aims to analyze the influence of social media
interaction on attitudes, subjective norms, and perceived behavioral control in shaping
sustainable fashion purchase intention among Indonesian social media users. Furthermore,
this study examines the moderating role of social media interaction in conditioning the
relationships between TPB constructs and purchase intention.

RESEARCH METHOD

This study uses a quantitative approach with a cross-sectional survey design to
analyze the influence of the modified Theory of Planned Behavior (TPB) construct on the
intention to purchase sustainable products among social media users. The choice of a
quantitative approach was based on the research objective to empirically test the structural
relationships specified in the theoretical model between variables using numerical
data(Creswell, 2021) . The TPB was modified by adding the independent variable of social
media interaction and testing its moderating role in the relationship between TPB constructs
and purchase intention. This addition refers to recent literature that emphasizes the role of
social media in shaping sustainable consumer behavior(Onofrei et al., 2022)(Nekmahmud et
al., 2022).

Research Stages: 1. Research Model Design. The conceptual model was developed
through a literature review of Scopus-indexed publications (2020-2024) related to TPB,
sustainable purchasing behavior, and social media. Hypotheses were formulated based on
previous empirical evidence showing the significant influence of attitudes, subjective norms,
and perceived behavioral control on purchase intention(Ajzen, 1991) . The role of social
media as a moderating factor is supported by findings that digital interactions can strengthen
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the relationship between psychological constructs and purchasing behavior. 2. Data
Collection. The population of this study consisted of active social media users
(Instagram/TikTok) in Indonesia aged 18-35 years, representing the demographic segment
most engaged with sustainable fashion content (Statista, 2023). A total of 300 respondents
were selected using purposive sampling to ensure conceptual relevance between participants
and the theoretical model being tested. Although this approach limits statistical
generalizability, it is appropriate for SEM-based theory testing and allows theoretical
generalization within digitally active sustainable fashion consumers. The inclusion criteria
required respondents to (1) use social media for at least one hour per day and (2) have been
exposed to or interacted with sustainable fashion content. Data were collected using an online
questionnaire with a five-point Likert scale (1 = strongly disagree to 5 = strongly agree),
following recommendations to enhance response reliability and clarity (Joshi et al., 2015).
All constructs were measured using multi-item scales adapted from validated prior studies to
ensure content validity. Social media interaction was measured using five items adapted from
(Onofrei et al., 2022) and (Sajtos et al., 2023). Attitude, subjective norm, and perceived
behavioral control were measured using items adapted from (Ajzen, 1991) and subsequent
TPB-based sustainable consumption research (Kamalanon et al., 2022),(Taufique & Islam,
2021). Purchase intention was measured using established sustainable consumption scales
(Ahmed et al., 2022); (Wu & Lee, 2025). A pilot test involving 30 respondents was conducted
to ensure clarity and contextual relevance. Because the study relied on single-source self-
reported data, procedural remedies were applied to reduce potential common method bias.
Respondents were assured of anonymity and confidentiality, and questionnaire items were
organized into separate sections to minimize psychological proximity between constructs. 3.
Data Analysis. Validity and Reliability Tests: Construct validity was tested using
Confirmatory Factor Analysis (CFA) with Construct validity was assessed using
Confirmatory Factor Analysis (CFA) with a recommended factor loading threshold of >
0.50(J. Hair & Alamer, 2022).

Reliability was measured using Cronbach's alpha and Composite Reliability (CR)
with a minimum value of 0.70. Structural Model Analysis: Structural Equation Modeling
(SEM) based on covariance was used with AMOS software to test direct and indirect
relationships between variables. Goodness-of-fit indices included CFI (&gt; 0.90), TLI (&gt;
0.90), and RMSEA (&It; 0.08)(Byrne, 2012)(T. Wang et al., 2021) . Moderation Analysis:
The moderating effect of social media interaction was tested using Moderated Regression
Analysis (MRA), as recommended(J. F. Hair et al., 2019)(Byrne, 2013)(Cheung et al., 2020)
, to assess whether the intensity of social media interaction strengthens or weakens the
relationship between TPB constructs and purchase intention. This study employs a cross-
sectional survey design, which is appropriate for theory testing and structural relationship
modeling using SEM. While SEM allows for the examination of theoretically specified
directional relationships, the cross-sectional nature of the data limits strong causal inference.
Therefore, the relationships identified in this study should be interpreted as theory-driven
associations rather than definitive causal effects.

RESULTS AND DISCUSSION
Respondent Profile
Table 1. Respondent Characteristics
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Number
No  Characteristics Category of Percentage
People
1 Gender Male 118 39.3
Women 182 60.7
Total Respondents 300 100
2 Age 18-25 200 66.7
26-35 100 33.3
Total Respondents 300 100
g Highest —Level — of ;o0 senool/Equivalent 91 303
Education
D3/S1 137 45.7
Master's/Doctorate 72 24
Total Respondents 300 100
Frequenc of  Social
4 Megia Us)é/ day &lt:1 hour 52 17.3
1-3 hours 108 36
>3 hours 140 46.7
Total Respondents 300 100
5 Dominant Social Media Instagram 106 353
Platform
TikTok 86 28.7
YouTube 73 24.3
Others* 35 11.7
Total Respondents 300 100
6 Have_ you ever purchased Yes 300 100
sustainable fashion?
Total Respondents 300 100

(Source: Processed primary data (2025)

The research respondents consisted of 118 men (39.3%) and 182 women (60.7%).
This distribution shows that although women dominate the sample, male participation
remains significant. This indicates that interest in sustainable fashion is not entirely
dominated by one gender, but is attractive to both groups. This percentage difference can be
taken into consideration in marketing strategies, where sustainability messages need to be
tailored to the preferences of each gender. Age. A total of 200 respondents (66.7%) were in
the 18-25 age range, while 100 respondents (33.3%) were aged 26-35. The younger age group
dominates the sample, indicating that the younger generation has a high interest in
sustainability issues in fashion. However, the participation of the 26-35 age group is also
quite large, suggesting that awareness of sustainable fashion is not limited to teenagers or
college students, but also includes young professionals. Highest Level of Education. The
distribution of respondents' education levels varied, with 91 people (30.3%) having a high
school/equivalent education, 137 people (45.7%) having a D3/S1 education, and 72 people
(24%) having an S2/S3 education. This variation reflects that interest in sustainable fashion
is not exclusive to highly educated groups, but is also present among high school graduates.
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However, the larger proportion at the D3/S1 and S2/S3 levels indicates that sustainability
literacy may be more prevalent among the educated.

Frequency of Social Media Use per Day. Respondents were divided into three
categories of social media use: 52 people (17.3%) used it less than 1 hour per day, 108 people
(36%) used it for 1-3 hours, and 140 people (46.7%) used it more than 3 hours per day. These
data reveal the diversity of social media usage intensity among respondents. Although most
are active users, there is a segment that is more selective in accessing digital platforms. This
variation is important for understanding how exposure to sustainable fashion content may
differ based on social media habits. Dominant Social Media Platforms. Respondents used
various platforms, with 106 people (35.3%) choosing Instagram, 86 people (28.7%) choosing
TikTok, and 73 people (24.3%) choosing YouTube. A total of 35 people (11.7%) used other
platforms such as Facebook, LinkedIn, or Reddit. This distribution shows that although
Instagram, TikTok, and YouTube are the main platforms, there is still a small group that
relies on alternative platforms. This diversity suggests the need for a multichannel approach
in disseminating sustainable fashion content. Sustainable Fashion Purchasing Experience.
All respondents (100%) stated that they had purchased sustainable fashion products. This
shows that the research sample consisted of consumers who already had direct experience
with these products. This finding reinforces the relevance of the research in examining
repurchase intent or brand loyalty, while also confirming that sustainable fashion has begun
to be accepted in the Indonesian market. However, it should be noted that the research's does
not include consumers who have never purchased such products, so the findings should be
generalized with caution.

Instrument Quality Test
Table 2. Table 2. Validity and reliability test

Construct Indicator Loading CR AVE Description

Social Media

Interaction IMS1 0.762 Valid
IMS2 0.59 Valid
IMS3 0.713 Valid
IMS4 0.735 Valid
IMS5 0.802 Valid
Total 3.602 0.845 0524  Reliable

Attitt_Jde Towards 0.727 _

Fashion Products SPF1 ' Valid
SPF2 0.725 Valid
SPF3 0.627 Valid
SPF4 0.577 Valid
SPF5 0.873 Valid
Total 3.529 0.835 0.508 Reliable

Subjective Norm NS1 0.649 Valid
NS2 0.641 Valid
NS3 0.765 Valid
NS4 0.918 Valid
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NS5 0.777 Valid
Total 3,750 0.868  0.573 Reliable

Perceived Behavioral 0.711

Control PKP1 ' Valid
PKP2 0.904 Valid
PKP3 0.712 Valid
PKP4 0.653 Valid
PKP5 0.587 Valid
Total 3.567 0.841  0.520 Reliable

Purchase Intention NB1 0.71 Valid
NB2 0.522 Valid
NB3 0.539 Valid
NB4 0.678 Valid
NB5 0.893 Valid
Total 2,449 0.708  0.505 Reliable

Actual Shopping

Behavior PBA1 0.652 Valid
PBA2 0.912 Valid
PBA3 0.876 Valid
PBA4 0.821 Valid
PBA5 0.728 Valid
Total 3.989 0.900 0.646 Reliable

(Source: Processed primary data (2025)

The construct validity analysis in this study shows that all indicators are valid because
they have factor loadings that meet the minimum requirement (loading &gt; 0.5), where each
indicator successfully measures the intended construct well. In addition, the Average
Variance Extracted (AVE) value for all constructs also met the specified criteria
(AVE&gt;0.5), proving that the variance explained by these indicators was greater than the
variance due to measurement error, so it can be concluded that this research instrument has
good convergent validity and is suitable for measuring each construct in the research model.

The reliability test in this study confirmed that all constructs had adequate reliability,
as indicated by the Composite Reliability (CR) value exceeding the minimum threshold
(CR>0.7). High CR values for each construct prove strong internal consistency among
indicators in measuring the same variable, meaning that all indicators together are able to
represent the measured construct in a stable and reliable manner. These results reinforce the
validity of the research instrument and ensure that the measurements of each variable can be
relied upon for further analysis in the research model. All factor loadings exceeded the
recommended threshold of 0.50, composite reliability values were above 0.70, and AVE
values exceeded 0.50, confirming convergent validity.

Goodness of Fit Test Results
Table 3. Goodness of Fit Test Results
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Index Cut-off Value Model Results  Description
X2 - Chi Square  Expected to be small 1543.721 -
Probability (p)  &gt; 0.05 0.000 Not Good
CMIN/DF &It; 2 (good) &lt; 3 (acceptable) 1.711 Good
GFI &gt; 0.90 0.822 Marginal
AGFI &gt; 0.90 0.795 Not Good
RMSEA &lt; 0.08 0.049 Good
TLI (rho2) &gt; 0.90 0.903 Good
CFI &gt; 0.90 0.911 Good
IFI &gt; 0.90 0.912 Good

(Source: Processed primary data (2025)

The Chi-Square (X?) test results show a significant value (p = 0.000), indicating that
the null hypothesis (Ho) which states that there is no difference between the sample
covariance matrix and the estimated population covariance matrix is rejected. This means
that there is a difference between the two matrices, so the model is not statistically entirely
appropriate. However, in Structural Equation Modeling (SEM) analysis, the Chi-Square test
is very sensitive to large sample sizes, so model suitability cannot be assessed based on this
value alone. Therefore, further evaluation using other fit indices is necessary.

CMIN/DF (Chi-Square/df) provides a more stable assessment by considering the
complexity of the model. A value of 1.711 (below the recommended limit of < 2.0) indicates
that the model has a good level of fit. This suggests that even though the Chi-Square is
significant, this ratio reinforces that the model is still acceptable in terms of parsimony
(balance between simplicity and accuracy).

The GFI (0.822) and AGFI (0.795) values fall below the commonly recommended
threshold of 0.90, indicating that the model does not achieve optimal absolute fit. However,
these indices are known to be sensitive to sample size and model complexity, often producing
lower values in models with multiple constructs and indicators. Therefore, model evaluation
was based on a holistic assessment of fit indices rather than relying on a single criterion.

Incremental fit indices (CF1 =0.911; TLI=0.903; IFI =0.912) and the RMSEA value
(0.049) meet recommended thresholds, suggesting that the model demonstrates acceptable
comparative and parsimonious fit. Taken together, the results indicate that while absolute fit
is not optimal, the overall model fit is within acceptable limits for theory-testing purposes.
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The Root Mean Square Error of Approximation (RMSEA) value of 0.049 (< 0.08)
confirms that the model has a low level of error in its population approximation, placing it in
the good category. A low RMSEA indicates that the model is able to represent the data
accurately despite the large sample size.

Overall, this research model meets the goodness of fit criteria based on the majority
of indices, particularly CMIN/DF, RMSEA, TLI, CFl, and IFI. Although GFI is marginal
and AGFI is below standard, this does not necessarily invalidate the model, especially since
other more robust indices (such as CFl and RMSEA) have met the requirements. Thus, this
model can be accepted for further analysis, although it is recommended to evaluate the
indicators that may affect AGFI and GFI if further refinement is desired.

1.1.Hypothesis Testing

Table 4. Hypothesis test results

H | Variable Relationship Stand_a_rd Standard | Calculated | p- Description
Coefficient | Error t-value value
Social Media Interaction — H1l
1 Attitude 0.137 0.063 1.992 0.046 supported
> SOC{al_Medla_Interactlon = | 0.284 0.061 4273 o H2
Subjective_Norms supported
3 Somal__Medla_Interactlon = | 0232 0073 3291 o H3
Behavioral_Control supported
4 Attitude — Purchase Intent 0.135 0.056 2.195 0.028 H4
- supported
5 Subjegtlve Norm — Purchase 0.220 0.058 3451 o H5
Intention supported
6 Behavioral _Control = | 0.322 0.053 4.830 o H6
Purchase Intention supported
Purchase Intent - . i
7 Actual_Spending 0.324 0.069 4.893
IMS.SPF  (Social  Media H7
7 Interaction x Attitude) — | 0.129 0.074 2.067 0.039 -
. supported
Purchase Intention
IMS.NS
8 (SoglaITMedla_Interactlon X | 0082 0.069 1314 0.189 H8 not
Subjective Norm) — supported
Purchase_Intention
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H Variable Relationship Standard Standard | Calculated | p-

Description

Coefficient | Error t-value value
IMS.PKP
(Social_Media_Interaction x| i H9
0 Behavioral Control) — 0.125 0.076 1.998 0.046 supported**

Purchase_Intent

The Effect of Social Media Interaction on Attitude (H1)

The analysis results show that social media interaction has a significant effect on
attitudes with a standard coefficient of 0.137 (p=0.046). This finding supports H1 and is in
line with the Planned Behavior theory, which states that exposure to information through
social media can shape positive attitudes. This figure indicates that the more intense the
interaction on social media about sustainable fashion, the more positive consumers' attitudes
toward these products will be.

The Effect of Social Media Interaction on Subjective Norms (H2)

Social media interaction has been proven to have a strong influence on subjective
norms (f=0.284, p&It;0.001). This result supports H2 and shows that content on social media
can create a perception of social pressure to buy sustainable fashion. The relatively high
coefficient value compared to other variables indicates that social media is an effective means
of shaping social norms among consumers.

The Influence of Social Media Interaction on Behavioral Control (H3)

The third hypothesis (H3) was also proven with a coefficient of 0.232 (p&It;0.001).
This means that interaction on social media increases consumers' confidence in their ability
to purchase sustainable fashion. This finding is important because it shows the role of social
media in reducing perceived barriers, such as difficulty finding products or ignorance about
sustainable product criteria.

The Influence of Attitude on Purchase Intentions (H4)

A positive attitude toward sustainable fashion was found to have a significant effect
on purchase intention ($=0.135, p=0.028), supporting H4. Although the coefficient value was
among the lowest among the TPB variables, this result is consistent with the theory that a
positive attitude is an important prerequisite in the formation of purchase intention, even
though it is not the only determining factor.

The Effect of Subjective Norms on Purchase Intentions (H5)

Subjective norms show a fairly strong influence on purchase intention ($=0.220,
p&It;0.001), supporting H5. This reflects the collective culture in Indonesia where
purchasing decisions are greatly influenced by the views of others. This result also confirms
that campaigns through influencers or testimonials on social media can be effective in
increasing purchase intention.

The Influence of Behavioral Control on Purchase Intentions (H6)

Behavioral control is the strongest predictor of purchase intention with a coefficient
of 0.322 (p&It;0.001), supporting H6. This finding highlights the importance of ensuring
product availability and ease of access in sustainable fashion marketing. This means that, in
addition to awareness campaigns, businesses need to pay attention to the distribution and
accessibility of products.
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The Moderating Effect of Social Media Interaction on the Attitude-Purchase Intention
Relationship (H7)

Social media interaction was found to strengthen the relationship between attitude
and purchase intention (f=0.129, p=0.039), supporting H7. These results indicate that social
media content not only shapes attitudes but also strengthens the influence of attitudes on
purchase intention. The implication is that campaigns should not only be informative but also
interactive to maximize this effect.

Moderating Effect of Social Media Interaction on the Relationship between Subjective
Norms and Purchase Intentions (H8)

Contrary to the hypothesis, social media interaction does not moderate the
relationship between subjective norms and purchase intention ($=0.082, p=0.189). This
insignificance may be because subjective norms are already strongly influenced by the
immediate social environment (family/friends) so that interaction on social media does not
provide a significant additional effect.

Moderating Effect of Social Media Interaction on the Relationship between Behavioral
Control and Purchase Intentions (H9)

Interestingly, social media interaction actually weakens the relationship between
behavioral control and purchase intention (f=-0.125, p=0.046). This may be due to excessive
information on social media, which makes consumers feel confused or hesitant in evaluating
their ability to purchase sustainable products. This finding highlights the importance of
presenting clear and structured information in marketing content.

Discussion

This study aims to examine the influence of social media interaction on the Theory
of Planned Behavior (TPB) constructs—attitude, subjective norm, and perceived behavioral
control—in predicting sustainable fashion purchase intention, as well as the moderating role
of social media interaction in this relationship(Al-Kenane et al., 2025)(Nekmahmud et al.,
2022)(Onofrei et al., 2022) . The results show that social media interaction has a significant
effect on all TPB constructs, with the strongest effect on subjective norms (=0.284,
p&It;0.001). Among the TPB constructs, perceived behavioral control is the strongest
predictor of purchase intention (B=0.322, p&lt;0.001). Moderating analysis revealed that
social media interaction strengthened the attitude—purchase intention relationship (H7), had
no significant effect on subjective norm—purchase intention (H8), and surprisingly weakened
the behavioral control perception—purchase intention relationship (H9).

The significant effect of social media interaction on attitude is consistent with the
findings of(Onofrei et al., 2022)(McClure & Seock, 2020) , which emphasizes the power of
user-generated content in shaping positive perceptions of sustainable products. The strong
influence on subjective norms is in line with(Samaniego-Arias et al., 2025)(S. Zhang &
Zhang, 2023) , which shows that community support and peer endorsement form positive
social pressure to adopt environmentally friendly behavior. The dominant role of perceived
behavioral control as a predictor of purchase intention is also in line with(Hewei &
Youngsook, 2022) , which emphasizes the importance of product availability and
affordability. The moderating effect on the attitude—purchase intention relationship (H7) is
consistent with(Onofrei et al., 2022) , which found that interactive campaigns can convert
positive attitudes into stronger purchase intentions. However, the non-significant result on
subjective norms—purchase intention (H8) differs from(La Barbera & Ajzen, 2020) , which
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reported an increase in digital social pressure, which in the context of this study may have
reached a saturation point. The finding that social media interaction actually weakens the
relationship between perceived behavioral control and purchase intention (H9) is rarely
reported, but can be explained through the information overload framework(Eppler &
Mengis, 2004) , in which excessive information actually reduces consumer confidence.
Beyond statistical significance, the magnitude of the standardized coefficients indicates
varying levels of substantive impact. The effects of social media interaction on attitude (f =
0.137) and the attitude—intention relationship (p = 0.135) are relatively modest, suggesting
limited practical influence. In contrast, perceived behavioral control shows the strongest
effect on purchase intention (B = 0.322), highlighting that accessibility and perceived
capability are more influential than evaluative or social factors. The moderating effects,
although statistically significant in some cases, are small in magnitude, indicating that social
media interaction conditions intention formation to a limited extent. These findings suggest
that managerial efforts should prioritize improving structural access to sustainable fashion
alongside digital engagement strategies.

The results of this study expand the TPB model by integrating social media
interactions as both an antecedent and moderator variable. This dual role shows that digital
interactions are not only a channel of information, but also a context that influences how
psychological determinants are translated into purchase intent. This study also confirms that
the quality of interactions—not just the quantity—is an important factor in predicting
consumer behavior in the digital environment. For sustainable fashion industry players, these
results indicate the need to: Develop interactive and emotional content to strengthen positive
attitude- . Utilize influencer- and community-led campaigns to reinforce subjective norms.
Ensure product availability, competitive pricing, and clear purchasing guidelines to enhance
perceived behavioral control.

In addition, it is necessary to avoid presenting excessive or unstructured information,
as this can reduce consumer confidence in decision-making. The weakening effect of social
media interactions on the relationship between perceived behavioral control and purchase
intention is an unexpected finding. A possible cause is the presence of conflicting or
excessive information on social media, which causes confusion and reduces consumer self-
efficacy. This finding emphasizes the need for concise, clear, and consistent message curation
in digital campaigns. The main strength of this study is its platform-specific focus (TikTok
and Instagram) in the Indonesian context, which fills a gap in previous studies that tended to
generalize social media. The moderation analysis also adds methodological depth to
understanding the mechanisms of digital influence. However, its limitation is that the sample
only includes consumers who already have experience purchasing sustainable fashion, so
generalizing the findings to potential consumers who have not yet purchased must be done
with caution. Further research could use a longitudinal design and expand to other sustainable
product categories and different social media platforms. The findings suggest that sustainable
fashion intention is more strongly driven by structural feasibility than by evaluative
persuasion alone. The dominance of perceived behavioral control indicates that consumers
may already hold favorable attitudes toward sustainability, yet their behavioral engagement
depends more on perceived affordability and accessibility. The limited magnitude of
moderating effects further implies that digital interaction enhances—but does not
fundamentally transform—the psychological structure proposed by TPB. This reinforces the
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view that social media operates as a contextual amplifier rather than a primary determinant
of behavioral intention.

CONCLUSION

This study confirms that social media interaction plays an important role in shaping
attitudes, subjective norms, and behavioral control perceptions that influence the intention to
purchase sustainable fashion. Behavioral control perceptions emerged as the strongest
predictor of purchase intention, while social media interaction played a dual role as both an
antecedent and a moderator. The moderating effect shows a complex pattern: it strengthens
the attitude—purchase intention relationship, has no effect on the subjective norm—purchase
intention relationship, and weakens the behavioral control-purchase intention relationship.
Theoretical Contribution: This study extends the Theory of Planned Behavior (TPB) by
integrating social media interaction as a dual-function construct within the model. Unlike
conventional TPB applications that treat digital exposure as an external influence, this
research theoretically embeds social media interaction as both an antecedent shaping core
psychological determinants and a moderator influencing the intention-formation mechanism.
This extension provides a digital-contextual refinement of TPB, particularly relevant in
emerging economies where social media penetration significantly shapes consumer decision-
making processes. Practical Implications: From a managerial perspective, the findings
indicate that improving product accessibility, affordability, and distribution transparency
should be prioritized over purely persuasive digital campaigns. While social media
engagement enhances intention formation, its practical impact remains modest compared to
structural control factors. Therefore, firms should combine interactive digital strategies with
tangible improvements in product availability and pricing clarity. Future Research
Directions: Further research is recommended to test the model on a more diverse population,
including consumers who have never purchased sustainable products, and to expand the
context to other environmentally friendly product categories. Longitudinal studies are also
needed to understand the long-term dynamics of social media's influence on consumer
behavior.
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