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A B S T R A C T

The fashion products are believed that reinforce the inequities, exploit workers, spur resource use, increase
environmental impact, and generate waste. Sustainability has been recognized as a major concern worldwide,
and this also increases considerations regarding the challenges to business need to be faced in the fashion
industry. How much sustainable value do customers perceived and how much does the evaluation from customer
upon the sustainable performance influence their customer equity? For answering this question, the ACSI
(American Customer Satisfaction Index) is selected as the theory of this study. Based on ACSI this study applies
an index to measure the fashion companies' sustainable performance in retailing and supply chain based on
consumer's evaluation. In this model, perceived sustainable quality, perceived sustainable value and sustainable
expectation are designed as influencing factors.

1. Introduction

The global apparel industry is worth $3 trillion, accounts for 2% of
the world's Gross Domestic Product (GDP), and employs 33.0 million
textile workers, an increase from 19.7 million during the past 25 years.
Despite the economic value, the fashion industry has negative social
environmental impacts such as worker exploitation, overuse of re-
sources, and waste generation (Fletcher, 2007). Consequently, the
fashion industry has tried to become more efficient by lowering prices
(Reiley & DeLong, 2011) while meeting needs for sustainable devel-
opment (Kong, Ko, Chae, & Mattila, 2016) and customer desires for
green products (Kong & Ko, 2017). Thus, the fashion industry is be-
coming more eco-friendly by transforming consumption patterns
(Niinimäki & Hassi, 2011). However, the production and consumption
improvements have reached a peak in deriving benefits. The public is
now aware of sustainability reports and CSR reports showing that most
famous fashion brand managers have adopted sustainable strategies to
achieve competitive advantage and to meet the direct and indirect in-
terests of the shareholders, employees, customers, community pressure
groups, and other stakeholders, without affecting their future needs
(Niinimäki & Hassi, 2011).

How do consumers assess sustainability in fashion industry? How do
their assessments then affect the interests of fashion stakeholders? How
does the popularity of sustainability affect future profitability? Does
sustainability transfer to competitive advantage? To answer those
questions, this study selected the American Customer Satisfaction Index
(ACSI) (Fornell, Johnson, Anderson, Cha, & Bryant, 1996) as basis for

our study. ACSI is a cumulative assessment of market distributions ra-
ther than particular transaction assessments. The index will allow us to
measure sustainable performance in retail and supply chains based on
consumer evaluations and to build a constructive model testing whe-
ther personal subjective judgments influence evaluations of sustainable
behavior. Perceived sustainable quality, sustainable value, and sus-
tainable expectations are included as influence factors. The constructive
model also includes customer equity to test how evaluations of sus-
tainable behavior affect long-term value.

Objectives of this study are: a) to define the dimensions of sus-
tainability in fashion industry, b) to identify variables which can in-
fluence sustainable activities of fashion companies, c) to construct the
measurements of sustainability of fashion companies, d) to test sus-
tainable fashion index model, and e) to generate the implications for
sustainable fashion industry based upon the results of this study.

2. Theoretical development

2.1. Sustainable performance

Sustainability is used to indicate that economic, social, and en-
vironmental needs of today are balanced with the needs of tomorrow's
generations. For companies, the balance means building economic
growth, corporate reputation, customer relationships, quality, and
service, while showing corporate responsibility (CSR) in creating sus-
tainable employment opportunities, creating value for stakeholders,
and meeting underserved needs (Chang, Jang, Lee, Lee, & Chang, 2017;
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Mazanov & Woolf, 2017).
Sustainable development “meets the needs of the present without

compromising the ability of future generations to meet their own
needs” (UNWCED, 1987). Sustainability efforts account for the total
environmental costs of product manufacture and consumption (Peattie,
2001). Sustainable marketing includes sustainable economic develop-
ment (van Dam & Apeldoorn, 1996) in a sustainable economy (Hunt,
2011). Sustainability operations require companies to integrate goals,
policies, ideologies, and action plans that share a common “worldview”
(Bridges & Wilhelm, 2008) regarding economic, ecological, and social
sustainability (Savitz & Weber, 2006).

Corporate sustainability indicates that all aspects of company per-
formance are sustainable (Schaltegger & Wagner, 2011), from the be-
havior of individual employees to performance throughout the value
chain (Fiksel, McDaniel, & Mendenhall, 1999). Consequently, compa-
nies wishing to institute sustainable performance should provide
training and evaluate employees accordingly (Spreitzer & Porath,
2012).

Sustainable performance research generally focuses on construction,
metallurgy, and medical industries and uses sustainable performance
indicators evaluating sustainable supply chain and cost-benefit bal-
ances. Customers generally form repurchase decisions according to
their perceptions regarding quality, price, and fissionability. If they
perceive that a company is sustainable, they will be loyal customers and
the company should enjoy long-term profitability (Székely & Knirsch,
2005). Thus, managers should balance economic, social, and environ-
mental objectives in their quest for sustainability.

2.1.1. Economic objectives
Company profitability, an important indicator of sustainability,

depends on price and promotion advantages (Dekimpe & Hanssens,
1999) that attract customers. Strategic price promotions evoke cus-
tomer response; quality and price maintain customer loyalty. Conven-
tional economic theory (Monroe, 1973) indicates that fashion custo-
mers perceive risk when unfamiliar brands have high prices, but if they
know a brand is of high quality, they will form greater purchase in-
tentions.

Company operations, including management quality and service
systems, are another variable of company profitability (Dekimpe &
Hanssens, 1999). Fashion consumers often doubt the quality of fashion
clothing and customer service and reduce their purchase intentions
(Chan & Wong, 2012), but not if they perceive sustained profitability
according to quality, promotion, management quality, and service
systems. This study therefore measures economy as including price,
quality, promotion, management quality, and service systems.

2.1.2. Environmental objectives
Customers will be satisfied and have repurchase intentions when

they perceive that a company has high quality products and services
(Chan & Wong, 2012). To counter the extreme waste inherent in the
fashion industry, fashion companies have adopted the eco-efficiency
approach in which recycling is encouraged throughout the supply chain
(Ciasullo, Cardinali, & Cosimato, 2017). Green products meet en-
vironmental concerns and market demands for environmental sustain-
ability (Berchicci & Bodewes, 2005), so fashion companies turn to
biodegradable or recycled materials (Wong, 2012). Environmental
management practices, recyclable products, and reduced packaging
waste are especially needed (Wong, Lai, Shang, Lu, & Leung, 2012) to
improve the prevailing image of low-priced, low-quality, frequently
replaced, and wasteful fashion products that have short life cycles
(Niinimäki & Hassi, 2011).

Customer service centrally focuses on achieving consumer satisfac-
tion (Stahel, 2001) and higher product and performance evaluations
without increasing waste. To achieve more consumer satisfaction,
fashion product designs often use green and recycled raw material
(Howarth & Hadfield, 2006), although fashion consumers focus

primarily on esthetics in judging fashion products (Joergens, 2008).
Consequently, this study evaluates whether companies use recycled
products/packaging, reduce waste, curb energy use, and use new
technology/product designs in environmentally friendly ways.

2.1.3. Social objectives
Social factors can also influence fashion consumers' purchase deci-

sions. Product design plays a strong role in value co-creation
(Niinimäki, 2010). When consumers are committed and companies put
effort into creating value, both customers and company enjoy socially
valuable co-creation approaches. Consumers are then more emotionally
attached to the products. Fashion consumers often have a symbolic
sense of being socially superior and responsible, and often express their
personal identity by choosing ethical brands (Niinimäki, 2010). Thus
companies can increase profits by showing social responsibility, which
requires diverting company resources for purposes other than profit. In
general, CSR requires that companies and employees share core visions
and values that affect corporate branding and stakeholder perceptions
(Knox & Maklan, 2004).

2.1.4. Cultural objectives
Culture is “the collective programming of the mind which distin-

guishes the members of one group or society from those of another”
(Hofstede, 1984). Uncertainty avoidance, indicating the desire to avoid
ambiguity, is one of the most distinctive cultural values (Hofstede,
1984). How can organizational culture, as a reflection of human values,
reduce uncertainty and ambiguity? Individuals derive cultural well-
being when they experience positive cultural activity, economic de-
velopment, heritage maintenance, urban planning, recreation and
sports amenities, community health policies, and community develop-
ment strategies. In addition, fashion consumers construct their self-
identities and self-concepts according to brand culture (Sabah, 2017).

Markets and consumers impact art and celebration processes. The
artist/consumer relationship is complex in that artists represent both
product and producer in creating products and communications for
consumers (Kubacki & Croft, 2004). By keeping fashion products cul-
turally diverse, designers maintain consumer diversity and comparative
advantage. Thus, customers may perceive that high-level fashion pro-
ducts adhere to higher environmental protection requirements such as
recycling and waste reduction. By including environmental protection,
fashion products encourage cultural wellbeing. Indeed, the New
Zealand government identified cultural protection as a factor in cultural
well-being (Dalziel, Matunga, & Saunders, 2006). Therefore, a culture
that emphasizes environmental protection may increase sustainability.

2.2. Sustainable fashion index

This study used the American Customer Satisfaction Index (ACSI) to
measure sustainable behavior in fashion companies. The ACSI indicates
satisfaction regarding the quality of products and services based on
purchase experiences and allows us to measure customer satisfaction
regarding sustainability and value in fashion companies. In addition to
customer experiences, ACSI focuses on future estimates, allowing us to
link customer evaluations to repurchase intentions. Fig. 1 shows our
model based on the ACSI model:

2.2.1. Antecedents
The ACSI model recognizes perceived quality, perceived value, and

customer expectations as antecedents to customer satisfaction. This
study follows those antecedents to evaluate customer satisfaction re-
garding sustainability performance in fashion companies.

2.2.1.1. Perceived quality. Overall customer satisfaction first depends
on consumer evaluations of recent purchase experiences (Chen &
Chang, 2013; Fornell et al., 1996). Based on ACSI (Fornell et al.,
1996), this study draw on the quality literature to delineate two
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essential consumption experiences that will cause consumers to
perceive quality in fashion companies: (1) Fashion companies must
make sustainable efforts to customize products and services to meet
varying customer needs. (2) Fashion products and services must be
reliable, standardized, and non-defective.

2.2.1.2. Perceived value. Perceived value is the second determinant of
overall customer satisfaction (Fornell et al., 1996). By adding perceived
value, this study can compare outcomes among firms, industries, and
sectors (Chen & Chang, 2012). This study identifies sustainability as
important to the fashion industry and test customer satisfaction
regarding perceptions of sustainability of products and prices.

2.2.1.3. Customer expectations. According to ACSI, customers form
future expectations regarding product and service consumption
experiences through advertising or word-of-mouth (Ho & Zheng,
2004). Their expectations then influence their overall satisfaction
with the product and its sustainability, which will then affect the
establishment of customer relationships.

2.2.2. Consequences
The ACSI used exit-voice theory to explain that increased customer

satisfaction leads to increased customer loyalty and decreased customer
complaints. In contrast, decreased customer satisfaction leads to in-
creased complaining or exiting (Fornell & Wernerfelt, 1987). Thus,
customer satisfaction, customer loyalty, and customer complaints in-
teract dynamically. According to the ACSI model, customer loyalty in-
dicates profitability through increased yield rate (Reichheld & Sasser,
1990). For our index, this study expanded customer loyalty to include
customer equity, which also indicates future profitability. Customer

equity is a calculation of lifetime contributions of each client. For this
study, this study observes the relationship between customer equity and
customer complaints.

Customer equity is the sum of customer lifetime value based on
profits, costs, and cash flow (Rust, Moorman, & Dickson, 2002; Wang,
Kim, Ko, & Liu, 2016) and includes value equity, brand equity, and
relationship equity (Blattberg & Deighton, 1996). Value equity in-
dicates customers' objective assessments of a company based on their
total perceptions. Brand equity indicates their subjective and intangible
brand assessments. Relationship equity indicates that companies and
customers share strong structural ties so that customers will perceive
that the company is fair and they will be reluctant to establish re-
lationships with other providers. In this study, this study uses the three
drivers of customer equity to examine the influence of consumer sa-
tisfaction regarding fashion product sustainability on the long-term
value of fashion companies.

3. Methodology

3.1. Hypotheses design

The ACSI model is designed to study the antecedents of overall
customer satisfaction (expectations, perceived quality, and value) as
they affect loyalty and complaints. When consumers perceive that
products and services have quality, they form overall impressions that
the products and services are comparatively superior and excellent
(Zeithaml, 1988). When they perceive value, they engage in a process of
cognitive trade-off between perceived quality and sacrifice (Dodds,
Monroe, & Grewal, 1991), which then leads to perceptions that pro-
ducts and services have value. Aligned with our focus on sustainability,
this study hypothesizes:

H1. Fashion consumers who perceive that products and services are
sustainable will perceive that products and services are more valuable.

Consumers form future expectations according to their previous
overall past purchase experiences, their exposure to advertisements
including word-of mouth, and their estimations regarding future pro-
duct or service quality (Fitzgerald, 2017). Customer expectations
should be positively related with their overall satisfaction with product
and service performance (Fornell et al., 1996). Previous experiences
should also affect perceptions regarding the company's ability to meet
future market demands.

Customer expectations indicate customer perceptions of lifetime
quality and value and are thus essential in company/customer re-
lationships. The higher the customer expectations, the longer they ex-
pect products or services to last. Consequently, high expectations

Fig. 1. The American Customer Satisfaction Index (ACSI) model.

Fig. 2. Sustainable fashion index.
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should positively impact perceived quality and perceived value.

H2. High customer expectations positively influence perceptions of
sustainability.

H3. High sustainability expectations positively influence perceived
value of sustainability.

H4. High sustainability expectations positively influence satisfaction.

An antecedent of overall customer satisfaction is perceived quality,
indicating customer evaluations of the market's recent performance
(Fornell et al., 1996). Another antecedent is perceived value, indicating
whether consumers feel they paid a fair price for the product or service.
Satisfaction is a post-consumption comparison as to whether expecta-
tions of quality were realized in the form of perceived quality
(Anderson, Fornell, & Lehmann, 1994). If value is perceived, overall
customer satisfaction results. Consequently, when fashion consumers
perceive that products and services have sustainable quality and value,
they should be satisfied customers.

H5. Perceived quality of sustainability positively influences customer
satisfaction with sustainability.

H6. Perceived value of sustainability positively influences customer
satisfaction with sustainability.

Considering our focus on sustainability, this study expects that sa-
tisfaction with product sustainability will positively influence purchase
experiences. The ACSI model indicates that dissatisfaction with pro-
ducts or services leads to customer complaints (Fornell et al., 1996),
while increased customer satisfaction decreases customer complaints
(Mathur, Das, & Kanti Paul, 2016; Park, 2017). Thus when consumers
are satisfied with the sustainability of fashion products, they should be
less likely to complain. Consequently, this study hypothesizes:

H7. Customer satisfaction with sustainability negatively influences
complaints.

Price, quality, and convenience generate value equity (Lemon, Rust,
& Zeithaml, 2001), which indicates customer perceptions that they
received good quality in exchange for prices paid for goods and services
and then attach value to the experience. Customer equity also re-
presents the firm's contribution to the firm/customer relationship

Table 1
Measurements.

Factors Measurements References

Economic Marketing strategy (price, quality, promotion) Dekimpe and Hanssens (1999) and Chan and Wong
(2012)Operation management

Environment Recycled products/packaging Ciasullo et al. (2017), Wong (2012), and Wong
et al. (2012)Waste/energy reducing

New technology/design product
Social Charitable contributions Niinimäki (2010) and Knox and Maklan (2004)

Corporate reputation
Employee training (behavior, communication, attitude, support)

Culture Environment and culture protection ideas in product design Sabah (2017), Kubacki and Croft (2004), and
Dalziel et al. (2006)Cultural diversity of products

Support for arts and cultural expression
Perceived quality of sustainability Overall sustainable quality Fornell et al. (1996)

Expectation of sustainable quality
The distance between expectations and perceived sustainable quality

Perceived value of sustainability Rating of sustainable quality given price
Rating of price given sustainable quality

Customer expectations of sustainability Overall expectation of quality
Expectation regarding customization, or how well the product fits the customer's
personal requirements
Expectation regarding reliability or how often things would go wrong

Customer complaints Has the customer complained formally or informally about the sustainable
property of products or services?

Value equity Good quality/price/convenience Lemon et al. (2001)
Brand equity Advertising/information/brand image/events/respect/image
Relationship equity Loyalty program/treatment/information/special/community/trust

Table 2
Demographic information.

Variable Category China Korea

Frequency % Frequency %

Age Under 20 28 5 48 16.7
20–30 209 36.9 91 31.6
30–40 182 32.1 97 33.7
40–50 112 19.8 20 7
0ver 50 35 6.2 20 7

Education High school 163 28.8 86 29.9
Bachelor's degree 302 53.4 159 55.2
Master's degree 82 14.5 28 9.7
Doctorate 19 3.3 15 6.6

Gender Man 179 31.6 132 45.8
Woman 387 68.4 156 54.2

Annual income Less than US $10,000 82 14.5 0 0
US $10,000–US $20,000 178 31.4 31 11
US $20,000–US $40,000 186 32.9 124 43.7
US $40,000–US $80,000 82 14.5 86 30.3
More than US $80,000 38 6.7 43 15.1

Table 3
Reliability analysis and CFA of index measurements.

Variables Items Factor
loading

Cronbach's α

Economic Marketing strategy (price, quality,
promotion)

0.891 0.903

Operation management 0.866
Environment Recycled products/packaging 0.855 0.865

Waste/energy reduction 0.857
New technology/design 0.871

Social Charitable contributions 0.811 0.824
Corporate reputation 0.801
Employee training 0.819

Culture Environmental and cultural
protection ideas in product design

0.731 0.755

Cultural diversity of products 0.717
Support for arts and cultural
expression

0.708
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regarding how well it fulfills promises. Price, quality, and convenience
can be used to assess customer satisfaction (Rust et al., 2002). In our
fashion product context, this study expects that consumer satisfaction
regarding sustainability will affect their evaluations of the company
regarding perceived value and quality.

In a discussion of customer satisfaction and consumer-based retailer
equity relationships (Pappu, Quester, & Cooksey, 2006), brand equity
was conceptualized as a four-dimensional structure consisting of con-
sciousness, association, perceived quality, and loyalty. Consumer-based
brand equity is the equity customers associate with a retail brand
(Pappu, Quester, & Cooksey, 2005; Yoo & Donthu, 2001). Satisfaction
positively influences customer loyalty (Fornell et al., 1996). Customers
are connected with brands through their perceptions of brand image
and their brand experiences (Chen-Yu, Cho, & Kincade, 2016). Higher
satisfaction leads to stronger customer loyalty, profitability, and equity.

Attracting and retaining the most profitable customers is essential
for success (Blattberg & Deighton, 1996). Consequently, it is more im-
portant for organizations to manage their customers for optimal

retention than to manage their products for optimal performance. The
changing world economy has caused businesses to need differentiated
services where customer/provider relationships are most important for
enhancing customer satisfaction. Sustainable marketing activities are
believed to drive customer equity (Sun & Ko, 2016). The total percep-
tion of sustainability activities will then determine satisfaction re-
garding sustainability.

H8a. Customer satisfaction with sustainability positively influences
value equity.

H8b. Customer satisfaction with sustainability positively influences
brand equity.

H8c. Customer satisfaction with sustainability positively influences
relationship equity.

Customer equity indicates that companies have built lifetime cus-
tomer relationships over time. Driving customer lifetime value (CLV)
are numbers of base transactions, repeat purchase frequency, extent of

Table 4
Hypotheses test.

Hypotheses Estimate S.E. C.R. P Result

H1 Quality → Value 1.140 0.099 11.53 *** Supported
H2 Expectations → Value 0.198 0.079 2.503 * Supported
H3 Expectations → Quality 0.045 0.054 0.836 0.403 Rejected
H4 Expectations → Satisfaction 0.065 0.047 1.378 0.168 Rejected
H5 Quality → Satisfaction 0.197 0.075 2.617 ** Supported
H6 Value → Satisfaction 1.127 0.163 9.777 .*** Supported
H7 Satisfaction → Complaint −0.778 0.109 −7.154 *** Supported
H8a Satisfaction → Value equity −0.007 0.064 −0.113 0.910 Rejected
H8b Satisfaction → Brand equity 0.321 0.073 4.392 *** Supported
H8c Satisfaction → Relationship equity 0.945 0.071 13.35 *** Supported
H9a Complaint → Value equity 0.031 0.084 1.51` 0.522 Rejected
H9b Complaint → Brand equity −0.288 0.078 −3.694 ** Supported
H9c Complaint → Relationship equity 0.015 0.064 0.959 0.221 Rejected

GFI = 0.909, NFI = 0.953, IFI = 0.971, TLI = 0.967, CFI = 0.971 RSMEA = 0.050.

Fig. 3. Model test results.
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cross-buying, value of word-of-mouth activities, and complaint man-
agement (Blattberg & Deighton, 1996). Complaint management is
particularly important in managing customer relationships (Tax,
Brown, & Chandrashekaran, 1998). The cost of implementation is
measured by the amount of profits customers generate (Bayon, Gutsche,
& Bauer, 2002). Companies that try to manage complaints should have
higher customer equity. Complaint behavior potentially impacts other
key marketing phenomena such as brand and store loyalty and re-
purchase intentions (Broadbridge & Marshall, 1995). If consumers be-
lieve their complaints will bring potential benefits that outweigh the
costs, they are more likely to indicate intentions to complain; that is,
perceived value positively influences complaint intentions (Kim, Gon
Kim, & An, 2003) (Fig. 2).

H9a. Customer complaint negatively influences value equity.

H9b. Customer complaint negatively influences brand equity.

H9c. Customer complaint negatively influences relationship equity.

3.2. Measurements

3.2.1. Measurements of sustainable fashion index
The ACSI supplies the sustainable fashion index capturing attitudes

towards the fashion industry including (1) overall satisfaction, (2)
confirmation of expectations, and (3) the distance from the customer's
hypothetical ideal product (Fornell, 1992). Table 1 shows the fashion
index measurements regarding the four dimensions of sustainability
and the measurement results driven by customer interest.

3.3. Sampling

To measure the sustainability of fashion companies, this study
gathered data pertaining to customers who buy from Brand N, Brand C,
Brand K, Brand BY, and Brand BP selling sustainable products and
services. It was necessary to gather data from at least two or more
fashion brands in the same category to analyze model suitability.

This study collected data twice in China and South Korea. In China,
this study collected 606 (566 useful) questionnaires in department
stores in Beijing, Shanghai, and Guangzhou. In South Korea, this study
collected 288 useful questionnaires in Seoul and Busan. Table 2 shows
demographic information.

This study designed the questionnaire to measure equity drivers and
customer perceptions regarding sustainable performance. To interpret
the four dimensions of economic performance, environmental perfor-
mance, social performance, and cultural performance, this study
needed customers of each of the five target brands.

4. Analysis and results

4.1. Measurement test

4.1.1. Reliability analysis and CFA
The reliability of the measurement was analyzed by Cronbach's α.

Cronbach's α over 0.80 indicated a high degree of reliability, and based
on the established benchmark (Kim, 1998) there was little correlation
between attenuation. Table 3 shows that all Cronbach's α values were
over 0.80 and demonstrated an adequate construct reliability data. This
study used confirmatory factor analysis to measure the hypothesis of
component concepts and the validity of measurement models. The
mean score of each construct was calculated and used for further ana-
lysis.

Confirmatory factor analysis is used to measure the hypothetical
relationship of component concepts and the validity of measurement
models. The average score of each construct is calculated and used for
further analysis. This study examined the validity of the measurement
models based on the entire structure before this study analyzed the

hypothetical relationships among component concepts. This study
conducted a confirmatory factor analysis on measurement variables
based on a matrix equation for covariance among structural factors.

The model fit index is shown below: subsequently, the verification
on compatibility of the model was GFI = 0.912, NFI = 0.955,
IFI = 0.971, TLI = 0.966, CFI = 0.971 and RSMEA = 0.049 with the
fit of the research model higher than 0.9 in GFI, NFI, IFI, TLI, and CFI
along with a RMSEA lower than 0.05. The evaluations indicated that
the model had an acceptable fit.

4.2. Model test

This study examined the validity of the measurement models based
on the entire structure before analyzed the hypothetical relationships
among component concepts. This study conducted a confirmatory
factor analysis on measurement variables based on a matrix equation
for covariance among structural factors. Table 4 lists the model fit
index; subsequently, the verification on compatibility of the model was
GFI = 0.909, NFI = 0.953, IFI = 0.971, TLI = 0.967, CFI = 0.971
RSMEA = 0.050 with the fit of the research model higher than 0.9 in
GFI, NFI, IFI, TLI, and CFI along with a RSMEA is 0.05. These evalua-
tions indicated that model had an acceptable fit.

This study used structural equation modeling based on the research
model to test the hypotheses. The two-step approach in structural
equation modeling (Anderson & Gerbing, 1988) requires estimating the
confirmatory measurement model before the simultaneous estimation
of measurement and structure sub-models. The model was verified by
standardized coefficients and other fitting statistical methods based on
confirmative factor analysis results (Table 4 and Fig. 3).

Table 4 and Fig. 3 show the path results of the research model and
hypotheses. The research model proposes some statistically significant
paths: perceived quality of sustainability, customer expectations, and
perceived value of sustainability positively influence satisfaction re-
garding sustainability of fashion products. Higher customer satisfaction
regarding fashion product sustainability leads to higher customer
equity and fewer customer complaints. Decreased customer complaints
lead to increased customer equity.

The results indicate that consumers evaluate product quality and
form repurchase intentions according to whether they perceive that the
product is sustainable, which then increases customer equity, brand
equity, and relationship equity, an important competitive advantage for
fashion companies and brands. Satisfaction greatly impacts repurchase
decisions. Dissatisfied customers tend to withdraw from the brand. This
study demonstrates this inverse relationship by showing that customers
are more satisfied when they perceive sustainable performance. Thus,
they will be less likely to complain and will form stronger relationship
equity and brand equity.

5. Conclusion

In this study, we examine sustainability in the fashion industry. We
observe consumers' perceptions of quality and value according to four
dimensions of sustainability: economy, environment, society, and cul-
ture. Perceptions of value and quality are essential when fashion con-
sumers evaluate sustainable performance in fashion companies.
Satisfaction with the sustainability brings greater customer equity to
companies and brands through stronger customer relationships.

The ACSI is a general calculation of customer satisfaction with
products, companies, industries, and countries according to various
dimensions including CSR, eco-development, and sustainability.

The main contribution of the index is that it provides a new mea-
surement system that calculates customers' perceptions of economic
performance, environmental performance, social performance, and
cultural performance. Those perceptions then determine their evalua-
tions of the fashion industry's sustainable performance. The specific
measurements reveal the eco-focus of customers, which can help
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fashion industry practitioners design more effective and pertinent sus-
tainability strategies.

This study tested and supported the new measurement system by
revealing real customer expectations regarding sustainable fashion
product attributes. The system allowed us to study how consumer sa-
tisfaction regarding sustainability of fashion products transfers to
stronger brand equity. This study was also able to show the importance
of sustainable development strategies in the fashion industry and to
identify directions for the fashion industry to form sustainable, profit-
able, and competitive strategies. The study results indicate that fashion
company managers should accurately calculate how customers perceive
each sustainable behavior.

The calculation of index score based on the ACSI model and the
development of measurement are suggested as future research themes
based upon this study. Based on the index score, fashion companies can
draft their detailed strategies on how to develop sustainability to in-
fluence profits. Our study is limited in that this study gathered data for
only five fashion companies, which is insufficient for standardizing the
index score. Future studies should extend to other fashion companies,
types, markets, and culture to perfect the measurement system and
grading criteria. Future researches should study a complete and more
detailed sustainability evaluation system in fashion industry.
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