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ABSTRACT

The awareness of sustainability in fashion has been growing but it has been predominant in sustainable purchasing
intentions and cognitive determinants while the post-purchase sustainable consumption behavior is less studied, with
studies being fragmented. The study focused on environmental cues and triggers as stimulants of self-expressiveness
and emotional state in sustainable purchasing, usage and disposal behaviors. An online study was adopted with
snowball sampling. An adopted and modified structured questionnaire was used as the main instrument for data
collection, gathering 683 responses after data cleaning and reliability checks for appropriateness. SPSS and AMOS
v23 were used in the analysis. The results show that cues and triggers are significant stimuli on self-expressiveness
and emotional state in motivating sustainable purchasing and disposal behavioral responses, with emotional state
having a comparably stronger effect on the response sustainable behavioral variables. The findings imply that
businesses can highlight symbolic values in marketing campaigns to show how clothes enhance consumers' personal
identity, and also direct marketing actions and communication efforts by focusing on sustainable consumption
prompts and what triggers consumers to engage in sustainable consumption behavior rather than just the emotional
state. The study recommends organi zations effectively utilize experiential strategies, such as calm music in a store that
promotes a calm environment, as it can serve as an enabler of sustainable choices rather than impulsive
pani c-purchases.

Keywords: Stimulus-organism-response; self-expressiveness; emotional state; consumption behavior; cues and
triggers
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1. Introduction

In the age of the rising wave of sustainable practices, the damages from the fashion industry arising from wanton
consumption and waste generation has become a significant concern (Palomo-Dominguez et al., 2023), especidly in
developing economies such as Nigeria. Evidence shows that the industry has the most damaging effect on the
environment globally (Cheramie & Balasubramanian, 2024). Reflective and pro-environmental actions are rising from
governments, pro-environmental societies and the research community on a sustainable consumption model (Centobelli
et a., 2022), such that scientific publications on sustainable fashion have increased within the last decade (Jacobs et al.,
2018). As a result, the rising concerns and awareness about environmental issues and choice of sustainable products,
particularly in developing nations, is leading consumers to increase consumption of sustainable products (Nguyen &
Doan, 2026). This is reflective of the rising needs and necessity to alter sustainable fashion positively by changing
consumption behavior to reflect sustainability (Soyer & Dittrich, 2021), given the fashion phenomenon in the industry
that takes undue advantage of consumers desire to change clothes before the cycle of their natural usage is exhausted
(Palomo-Dominguez et a., 2023). Eventually, the effect is seen in environmental damage and a lack of ethical
applications among fashion producers (Williams & Hodges, 2022).

The concept of sustainable fashion is not just about purchase behavior but the entire sustainable consumption cycle that
involves sustainable purchase, usage and disposal behavior, while pointing to a more circular economy. This idea
addresses rethinking purchases that align with a safe and healthy environment, retaining and refurbishing clothes, and
reusing and recycling clothes (Soyer & Dittrich, 2021). Although consumer purchase decisions are influenced by
product price and availability (Fogg, 2009), green consumers often pay a premium price for sustainable fashion given
their understanding of the significant impact of unsustainable usage in our societies (Soyer & Dittrich, 2021). This
perspective connects sustainable consumption to how consumers feel about their growth and well-being, in addition to
their experiential pleasure (Szmigin & Carrigan, 2005), especially as consumers involvement in sustainable
consumption is driven by their ability to find aternatives that minimize damage to the environment without
compromising their style (Domingos et a., 2022). One of these aternatives in fashion is regarded as the secondhand
market (Meital & Ori, 2025), otherwise known as “okirika’ in Nigeria.

In Nigeria, the footprints are not on wallets but the environment, given the cluttered gutters from wastes, dumped clothes
in landfills and incineration of clothes. The 32 million tons of waste generated annually negatively affects the
environment, with evidence of flooding and water pollution leading to the deaths of aquatic life (Save the Consumers,
n.d.). Fragmented mandates, weak enforcement and scarcity of data are entrenching unsustainable practices in Nigeria
(Omokaro et a., 2026), while the market in the African region is a concern, as it has eventualy become a home to
worn-out clothes, outdated apparel and damaged textiles (Ogundepo, 2022). The scenario is more critical following the
shipping of poor-quality fashion by merchants to the region, given that many of the clothes end up incinerated or in
landfills, thereby damaging the environment (Chironda, 2023).

However, most studies on sustainability focus majorly on sustainable purchasing, with emphasis on the Theory of
Planned Behavior, and less attention on the sustainable consumption cycle that involves purchasing, usage and disposal,
despite the presence of environmental impact on these behavioral aspects (Soyer & Dittrich, 2021). The focus on
Stimulus-Organism-Response (S-O-R) is a shift to understand the response behaviors holistically from the stimulants
that are inherent in the cues and triggers, and not just the organism, such as attitudes and perceived value. While
localization of the study differs from diverse findings that emanate from advanced countries and serves as one of the
contributions of the study, the dimension of S-O-R and the whole sustainable consumption cycle gives a whole picture
of sustainable fashion behavior in Nigeria. Therefore, the study explores the influence of cues and triggers on
sustainable fashion consumption by examining the role of self-expressiveness and emotiona state in sustainable
purchasing, usage and disposal behavior among Nigerian undergraduate students. They comprise the Nigerian youthful
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population, with the majority being under 30 years while being associated with Nigeria's economic transformation
(Oduwole & Ibrahim, 2025).

2. Literature Review

The present study focuses on the cues and triggers to sustainable consumption in examining the roles of
self-expressiveness and emotional state on sustainable purchasing, usage and disposal behaviors. Therefore,
Stimulus-Organism-Response  (S-O-R), proposed by Mehrabian and Russell (1974), was adopted such that
environmental cues and triggers act as stimulus, whereas psychological factors that include self-expressiveness and
emotional state act as organism variables, while sustainable behaviors that include sustainable purchasing, usage and
disposal serve as responses. Essentialy, stimulus (S) encompasses internal and external forces that elicit mental
reactions, such as marketing factors, cultural factors, personal traits and attitudinal effects, which impact the organism
(O), representing inducements and alterations in personal emotions that ultimately affect the behavioral response (R)
(Xueet d., 2024).

Sustainable Consumption, Sustainable Purchasing, Usage, and Disposal Behavior

The concept of sustainability has continued to be a discourse in different fields of study, following the pillars anchored
on people, planet and profit, as well as uncompromisingly meeting the future needs of people while satisfying present
needs. In consumption practices, meeting consumers' basic needs should be done by minimizing waste and depletion of
resources. Sustainable consumption behavior encompasses consumers actions undertaken to protect and preserve the
needs of generations, as well as minimizing waste damage (Sargin & Dursun, 2023). The concept of sustainable
behavior occurs in energy and water consumption, purchasing and waste, such as in acohol-free drinks (Onya et al.,
2026), food and agriculture (Oloveze et a., 2023), and pro-environmental advocacy. Consumer behavior is a function of
several factors, such as price, quality and other marketing factors that include captive promotional messages. Consumers
who desire to preserve the environment are often willing to pay premium prices (Soyer & Dittrich, 2021). While
sustainable purchasing encompasses the entire buying cycle that supports humans and the environment, sustainable
usage focuses on maximizing products' lifespan, in addition to the efficiency of owned products, particularly in saving
money and lowering carbon footprints. However, sustainable disposal considers re-entry of materials into the production
cycle, as well as the diversion of waste from landfills. Sustainable usage practices are identified with repairs and
repurposing, while disposal practices encompass actions that include donation, swapping, reselling, incineration and
disposal in landfills or recycling bins (Soyer & Dittrich, 2021).

Cues and Triggers

These are internal or externa stimuli that not only guide an individual's behavior but also represent experiences and
events capable of eliciting feelings such as emotional responses. While triggers can result from psychology, such as
previous experiences or emotions, cues are external, serving as signposts to signal emotional reactions, although they
often bypass rationality by nudging consumers toward behavioral actions based on habit or immediacy of want. In
marketing, they influence consumers decision-making (Ali et a., 2025), such as environmental cues that exert influence
on consumers product purchases (Wang et al., 2022) and technical and situational cues that impact impulse buying (Xue
et a., 2024). Thus, we hypothesize:

H1: Cues and triggers significantly influence self-expressiveness in sustainable behaviors.
H2: Cues and triggers significantly influence emotional state in sustainable behaviors.

Self-Expressiveness
Thisisthe extent to which an individual attaches special meaning to a product to self-concept or identity. In shopping, it
connects consumers to shopping activity as a vital aspect of their self-concept (Sirgy et a., 2016). Consumers often
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express themselves with brands as a social identity, such that brands that express consumers' identities are preferred (Xie
et a., 2015). Studies show that self-expressive consumption enables consumers to repair their self-worth (Dalton, 2024)
and achieve life satisfaction (Sirgy et a., 2016). In sustainability, self-expressiveness can operate through identity
signaling, such as eco-consciousness, psychological ownership such as pro-environmental commitment, and value
alignment. Thus, we hypothesize:

H3: Self-expressiveness significantly influences sustainable purchasing.
H4: Self-expressiveness significantly influences sustainable usage.
H5: Self-expressiveness significantly influences sustainable disposal.

Emotional State

This encompasses an individual's experiences in the form of transient moods, such as guilt and anxiety. It drives
behavior by bypassing rationality (Wang et al., 2025), although not al purchase behaviors are a product of rationality. It
is important because it provides an explanation for need fulfilment, processing marketing messages, and improving
brand loyalty. Emotional state is not simply about good or bad, but a psychological continuum, such as pleasure versus
displeasure and arousal versus calmness. It isavital aspect of consumer motivation (Chenini & Elbachir, 2016). Studies
confirm its significance in consumer behavior (Wang et al., 2025), including rational decision-making, such as cases of
panic buying and moral emotions that consumers feel as a result of marketing actions (Bagozzi & Y aprak, 2025). Thus,
we hypothesize:

H6: Emotional state significantly influences sustainable purchasing.
H7: Emotional state significantly influences sustainable usage.

H8: Emoational state significantly influences sustainable disposal.

3. Methodology

The study adopted a standardized, online questionnaire with items adapted from Soyer and Dittrich (2021) in surveying
undergraduate students aged 18 years and above. The instrument was also subjected to preliminary tests to ensure
reliability. The questionnaire was devel oped on Google Forms, with the links shared via students' social media platforms
using the snowball sampling technique to facilitate a farther reach of respondents. The final questionnaire consisted of
21 items, including age, gender and marital status, in addition to the main constructs measured on a 5-point Likert scale
graduating from strongly disagree (1) to strongly agree (5). The analysis was conducted via covariance-based structural
equation modeling (CB-SEM), which is afitting approach for testing established models following hypotheses based on
existing literature, needing hundreds of observations, with the indicators being caused by latent constructs while acting
as their manifestations. Through SPSS and AMOS v23, the analysis was executed, while the significance level in the
study ranged from 1% to 10% for all hypotheses.

4. Results

The total validated sample is 683 after data screening. 36.3% were male while 63.7% were female. The mean age is
approximately 21 years, indicating a youthful composition of the sample, while the majority of respondents were single
(98.2%), with 1.8% married. The exploratory factor analysis (EFA) shows a fair representation of the variables in the
factor space, following high communalities (A > 0.5). The common method bias (CMB) was assessed through Harman's
single-factor test. At 26.500, CMB is not a problem, asit is below the 50% threshold in the literature. However, the full
factor solution accounted for 60.357% of total variance. Sampling adequacy was also confirmed through the
Kaiser-Meyer-Olkin Measure of Sampling Adequacy (.862), which is above the .500 minimum reference. Reliability
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and validity were assessed through Cronbach's apha, construct reliability and convergent reliability. As indicated in
Table 1, the constructs met the 0.6 reference for Cronbach's alphareliability (Mahotra, 1997; Oteh et al., 2021), 0.7 for
construct reliability (Hair et al., 2010; Oloveze et al., 2022). Validity was assessed via factor loadings with a 0.6
reference as recommended in the literature (Bagozzi & Yi, 1988; Oloveze et d., 2024).

Table 1: Reliability and Validity Assessment

Variable Scale ltems A CA CR AVE
Cues and Triggers CT1: | shop when friends and family are posting new outfits .58 .65 .73 40
(*1))]

CT2: | shop for clothes before | redlize that | am doing it .69

CT3: Shopping for fashion itemsis something | do automatically .64

CT4: | shop for clothes at least twice in amonth .61
Self-expressiveness SEZ1: | buy and wear clothes that reflect my personality (fashion belief) 72 .86 .87 .62
(SB)

SE2: | buy and wear clothes that show who | really am (what | stand for) .80
SE3: The garments | wear express my individuality (values) .82

SE4: The garments | buy and wear communicate my environmental .80
identity (sustainable garments)

Emotional state (ES) ESL: | feel guilty when | purchase garments that are not sustainable .62 72 .73 41
ES2: Buying sustainable garments lifts my mood .55

ES3: | feel anxious about the environmental impact of my fashion choices =~ .64

ES4: | feel emotionally connected to sustainable garments 74
Sustainable SP1: | read the clothing label to check what materials the product ismade .75 .66 .75 .60
purchasing (SP) of before buying

SP2: | purposely select fibers that require cooler washing temperature, .80

shorter drying time or lessironing
Sustainable usage SU1: | use shared clothes .83 .69 .81 .69
(sU)

SU2: | share my clothes (lend, exchange, or make my clothes availableto = .83
othersfor afee)

Sustainable disposal SD1: | give clothes away to friends or family .67 .67 .70 43
(SD)

SD2: | donate clothes to a good cause such as charity homes and less .64

privileged homes

SD3: Before discarding clothes, | use them as rags for cleaning purposes .66

Note: A = factor loading; CA = Cronbach's alpha; CR = construct reliability; AVE = average variance extracted.

The structural model was evauated and confirmed through recommended indicators, following the assumptions and
reference thresholds against the model's values, as indicated in Table 2. The model is a good fit, as the values in the
model reasonably satisfied the references. This includes the R? values (emotional state, self-expressiveness, sustainable
purchasing and disposal) that provided a reasonable explanation of the variance in the model.

Table 2: Structural Model Assessment
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Indicator Reference Value in the Model
CMIN/DF <50 2.301
Goodness-of-fit index =0.90 .952
Adjusted goodness-of-fit index >0.90 .932
Normed fit index 20.90 .910
Relative fit index 20.90 .884
Incremental fit index =0.90 .947
Tucker-Lewisindex =0.90 931
Comparétive fit index >0.90 .946
Root mean square error of approximation <0.08 .044
R? Emotional state .948
R Self-expressiveness 725
R? Sustainable disposal 550
R Sustainable usage .001
R? Sustainable purchasing .350

In the hypotheses test, statistical significance provided empirical support for all the proposed hypotheses except the
influence of self-expressiveness on sustainable usage, and the effect of emotional state on sustainable usage. Therefore,
Table 3 summarizes the results using unstandardized B results. From cues and triggers, it was found to significantly
influence self-expressiveness (H1: B = 3.034; p = 0.000) and emotional state (H2: B = 2.527; p = 0.000). From
self-expressiveness, it was found to be significantly related to sustainable purchasing (H3: B = .294; p = 0.028), and
sustainable disposal (H5: B = .213; p = 0.077), and not sustainable usage (H4: B = .011; p = 0.869). From emotional
state, it was found to have a significant effect on sustainable purchasing (H6: B = .409; p = 0.031), and sustainable
disposal (H8: B =.691; p = 0.000), and not sustainable usage (H7: B = .000; p = 0.997).

Table 3: Hypotheses Test

Variable Hypotheses Unstd. B Std. B Critical Value  Sig. Support
(Path)
Cues and Triggers H1: CT - SE 3.034 .852 4.309 .000 Supported
(7))
H2: CT- ES 2.527 974 4.028 .000 Supported
Self-expressiveness H3: SE- SP .294 .307 2.198 .028 Supported
(SB)
H4: SE- SU .011 .025 .164 .869 Not supported
H5: SE- SD .213 .228 1.767 .077 Supported
Emotional state (ES) H6: ES- SP 409 312 2.151 .031 Supported
H7: ES- SU .000 .000 .003 .997 Not supported
H8: ES— SD .691 541 3.862 .000 Supported

5. Discussion
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The study built on existing literature in consumer psychology and sustainability in fashion. It focused on
self-expressiveness and emotional state as organisms reacting from cues and triggers to provide aresponse in the form of
sustainable purchasing, usage and disposal behavior. The model was validated via universally recognized indicators. Of
the eight hypothesized relationships, only six were supported, following the statistical significance levels (0.001-0.1).
Significant contributions were advanced, especially by extending sustainable consumption beyond sustainable purchase
behavior and considering the entire sustainable consumption cycle: purchasing, usage, and disposal. Therefore, the
validated model from the results extends the literature by examining the entire consumption cycle
(purchase-usage-disposal) and incorporating both identity-based (self-expressiveness) and affective (emotional state)
mechanisms in identifying sustainable consumption behavior in emerging economies such as Nigeria. Second, it
integrated psychological and situational factors, cues and triggers, to offer depth in understanding the formation of
sustainable behavior. Third, it provides evidence from an African perspective, given the scarcity of literature on the
consumption cycle from African economies. Fourth, it fills a gap in the literature by conceptualizing the full sustainable
consumption behavior cycle in Africa, which is missing in the literature; filling the mechanism gap by identifying the
nature of responses from cues and organisms; and filling a contextual gap by providing evidence from Nigeria, given the
predominance of literature on sustainable consumption from advanced nations.

The results show that consumers are first influenced by cues and triggers that lead to the development of a
sustainability-related identity (self-expressiveness) and the generation of positive emotions that lead to sustainable
behaviors, namely sustainable purchasing and disposal. No significant result was found for the paths leading to
sustainable usage. Following the R (.001), the indication is that the predictors explained only a negligible proportion of
its variance, thereby pointing to the need for important explanatory variables and direction for future research. The
implication is that other factors not included in the model are likely to play a more substantial role in explaining the
construct. The R? of self-expressiveness and emotional state were strong indicators of cues and triggers, explaining
much of the variance in self-expressiveness (.725) and emotional state (.948) respectively, revealing a high variance.
Similarly, the R? of sustainable purchasing (.350) and sustainable disposal (.550) has a reasonable proportion of variance
from self-expressiveness and emotional state.

Following the results of the hypothesized relationships, cues and triggers positively influence self-expressiveness and
emotional state. This is consistent with extant literature (Ali et a., 2025; Xue et al., 2024). The influence arises from
posts of new outfits from a close circle, automaticity, and regularity of shopping. These influences connect to fashion
beliefs, self-identity, self-values, and sustainability of garments, in addition to mood, such as anxiety about choices
affecting the environment, emotional attachment, and feelings of guilt about unsustainable practice. However, while
cues and triggers positively influence self-expressiveness and emotiona state, the effect is comparably stronger on
emotional state. The implication is a faster automatic consumer reaction than rational behavior, in ways that logic and
rationality are shut down. Although rooted in consumer psychology, it identifies a behavioral disconnection, but in the
case of the guilt feelings of consumers toward unsustainable practices, as found in the study, it reveals a positive
disposition to sustainable fashion behavior from an emotional perspective. Although cues and triggers may be
mistakenly perceived by marketing organizations, leading to communication breakdown when consumers cannot
self-express, the study reveals the need to connect with the guilt feelings of consumers regarding unsustainable behavior.
In this case, a celebrity endorsement strategy in marketing communications will create an impact (Oteh et al., 2022),
especialy in Nigeria, where there is a large followership and imitation of celebrities by fans. Therefore, cues and
triggers act as an indirect stimulus to sustainable consumption behavior, but the comparable effect calls for caution in
businesses' understanding of the emotional state, which can be misleading in consumers' self-expressiveness. Further,
the implication for managers is to direct marketing actions and communication efforts by focusing on sustainable
consumption prompts and what triggers consumers to engage in sustainable consumption behavior, rather than just the
emotional state.
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As one of the organisms in the study, self-expressiveness influences sustainable purchasing and disposal. It supports
extant literature (Nguyen & Doan, 2026; Dalton, 2024). Consumers inner identity, thoughts and personality dictate their
purchase behavior, such as double-checking material composition of the cloth and preference for materials that promote
sustainability, like cooler washing temperature. Comparably, self-expressiveness is dightly weaker on sustainable
purchasing and disposal when compared with emotional state. It shows consumers being more emotional about
sustainable behavior than being self-expressive in sustainable purchasing and disposal behavior. Because
self-expressiveness indicates identity building, personal choices and everyday style, the practical implication for
businesses is to highlight symbolic values in marketing campaigns to show how clothes enhance consumers' personal
identity. Also, by visibly showing eco-branding, green consumers can easily show off their green self-identity (Nguyen
& Doan, 2026).

Emotional state, as the second organism in the study, influences sustainable purchasing and disposal. This is also
supported in the literature (Wang et al., 2025; Bahrudin & Aurisicchio, 2018). Emotiona state connects with how
consumers relate to sustainable fashion in terms of what is purchased and how it is disposed of. The positive result
indicates the effect of positive emotions, such as a lifted mood in purchasing sustainable garments and conscious
disposal, such as donating for a good cause, using it for cleaning purposes, and giving to friends. Practicaly,
organizations can leverage these feelings by shifting to an emotionaly rewarding experience for consumers. For
instance, advertisements can involve warm-glow pricing that offsets the financial cost for happy consumers, or ones that
highlight and trigger joy from the collective impact of sustainable fashion behavior.

6. Conclusion and Recommendation

The study shows that cues and triggers are important external and internal stimuli in driving organisms
(self-expressiveness and emotiona state) to influence a response that involves sustainable purchasing and disposal in
clothing literature. The importance of self-expressiveness and emotional state as organisms confirms the need for
organizational consideration of the psychology of consumers in green practices. The study recommends that
organizations adopt experientia retail that promotes a calm environment, as it can serve as an enabler of sustainable
choices rather than impulsive panic-purchases. Also, green pride messaging campaigns can be used by organizations to
leverage anticipated emations to drive sustainable purchasing behavior, while the need to communicate self-expressive
benefits will enable green consumers to project their identity to others. Utilization of clear green imagery and eco-labels
is also encouraged. With respect to sustainable disposal, organizations can resort to campaigns to harness social
motivations that encourage responsible disposal, while the use of visual cues, such as the cost of inappropriate disposal,
can generate feelings of accountability and responsibility.

Future lines of study are suggested given the limitations of the study. First, athough reliability was satisfied,
measurement validity was not satisfied, following the poor AVE and lower factor loadings for convergent validity.
Second, the survey adopted a non-probability technique and majorly focused on tertiary education consumers.
Therefore, a population with diverse occupations is encouraged, while a probability sample can a so be adopted in future
studies. In addition, examining the role of education, age and gender in these relationships can aso produce a clearer
picture of the direction and source of the effects.

References

Ali, F., Magsood, H., & Janjua, Q. (2025). Psychological triggersin online shopping: The influence of scarcity, urgency and
personalization on consumer buying behavior. The Critical Review of Social Sciences Sudies, 3(2), 269-289.

Bahrudin, F. B., & Aurisicchio, M. (2018). Isthiswallet made of real leaves? A study of the emotions evoked by sustainable
materials. Conference proceedings NordDesign, Linkdping, Sweden, August 14-17.

Bagozzi, R. P., & Yaprak, A. (2025). Consumers are emotional, too: The role of emotionsin consumer behavior. Foundations of
Consumer Behavior. Springer Nature.

©2026 Oloveze et al. Published by AUIJMSS. Licensed under CC BY 4.0. Page 86



AUIIMSS, Vol. 1, No. 1 / October 2026 Environmental Cues and Triggers to Sustainable Consumption

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of Marketing Science, 16(1),
74-94.

Centobelli, P., Abbate, S., Nadeem, S. P., & Garza-Reyes, J. A. (2022). Slowing the fast fashion industry: An all-round perspective.
Current Opinion in Green and Sustainable Chemistry, 38, 100684.

Chenini, A., & Elbachir, S. (2016). The emotional states of the consumer in stores: The PA (pleasure-arousal) adapted to the Algerian
context. Expert Journal of Marketing, 4(1), 10-19.

Cheramie, L., & Balasubramanian, M. (2024). Sustainability measures of the apparel industry: A longitudina analysis of apparel
corporations' sustainability efforts. Sustainability, 16, 6681.

Chironda, M. (2023). How fashion's evil designs on Africais creating atextile waste crisis. TRT World.

Dalton, A. N. (2024). Look on the bright side: Self-expressive consumption and self-worth [Dissertation]. Duke University.

Domingos, M., Vae, V. T., & Faria, S. (2022). Slow fashion consumer behavior: A literature review. Sustainability, 14, 2860.

Fogg, B. J. (2009). A behavioral model for persuasive design. Stanford University.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7th ed.). Prentice Hall.

Jacabs, K., Petersen, L., Horisch, J., & Battenfeld, D. (2018). Green thinking but thoughtless buying? An empirical extension of the
value-attitude-behaviour hierarchy in sustainable clothing. Journal of Cleaner Production, 203, 1155-1169.

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press.

Meital, P. M., & Ori, S. (2025). Secondhand fashion consumers exhibit fast fashion behaviors despite sustainability narratives.
Scientific Reports, 15, 34968.

Nguyen, Q. T. K., & Doan, T. A. L. (2026). Therole of green self-identity in enhancing green purchasing intention and sustainable
consumer behaviors. Discover Sustainability, 7, 777.

Oduwole, J., & Ibrahim, A. (2025, November 11). Education and skills: How Nigeria's youthful population could help it become a
digital talent powerhouse. World Economic Forum.

Ogundepo, J. (2022). Second hand clothes from west pose environmental challenges in Africa— Experts. Punch Newspapers.

Oloveze, A. O., Chukwuoyims, K., Aniuga, C., & Onya, O. V. (2024). Customer insight to digitalisation and open banking in Nigeria.
Si Lanka Journal of Marketing, 10(1), 233-263.

Oloveze, A. O., Okonkwo, R. V. O., & Onya, O. V. (2023). Strategies for sustainable consumption behavior. The case for Food and
Beverages Industry Products: Nigerian students' perspective. FUOYE Journal of Accounting and Management, 6(1), 173-187.

Oloveze, A. O., Chukwuoyims, K., Oteh, O. U., Kafayat, A., Oko, R. A., & Ogbonna, C. (2022). Customer intention toward M-POS
adoption in gas stations: Gender perspective. AKSU Journal of Administration and Cor porate Gover nance, 2(2), 15-30.

Omokaro, G. O., Ikioukenigha, M., Efeni, O. S., & Adeyanju, O. S. (2026). Waste management in Nigeria: Systemic failures, circular
economy pathways and sustainable solutions. Environmental Development, 57, 101363.

Onya, V. O., Oloveze, A. O., Chukwuoyims, K. E., Oguguo, F. C., & Ogbonna, C. (2026). Can we go green and be sustainable?
Examining sustainable purchase behavior and green marketing of alcohol-free drinks. Journal of Research in Management and
Social Sciences, 12(1), 29-35.

Oteh, O. U., Oloveze, A. O., Emeruem, O. L., & Ahaiwe, E. O. (2022). Celebrity endorsement in African context: TEARs model
approach. Revista de Gestao.

Oteh, O. U., Oloveze, A. O., Obasi, R. O., & Opara, J. O. (2021). Consumer health knowledge: Cultural norms and marketing of
healthcare products. Health Economics and Management Reviews, 1, 8-22.

Palomo-Dominguez, |., Elias-Zambrano, R., & Alvarez-Rodriguez, V. (2023). Gen Z's motivations towards sustainable fashion and
eco-friendly brand attributes: The case of Vinted. Sustainability, 15, 8753.

Sargin, S., & Dursun, Y. (2023). Sustainable consumption behavior: A conceptual assessment. Business and Management Sudies: An
International Journal, 11(1), 400-412.

Save the Consumers. (n.d.). Sustainable consumption: Why Nigerians should care about what we buy.

Sirgy, M. J, Lee, D.-J, Yu, G. B., Gurel-Atay, E., Tidwell, J., & Ekici, A. (2016). Self-expressiveness in shopping. Journal of
Retailing and Consumer Services, 30, 292—299.

Soyer, M., & Dittrich, K. (2021). Sustainable consumer behavior in purchasing, using and disposing clothes. Sustainability, 13(15),
8333.

Szmigin, 1., & Carrigan, M. (2005). Exploring the dimensions of ethical consumption. Advances in Consumer Research, 7, 608-613.

Wang, D., Luo, X. R, Hua, Y., & Benitez, J. (2022). Big arena, small potatoes. A mixed-method investigation of atmospheric cuesin
live-streaming e-commerce. Decision Support Systems, 158, 113801.

Wang, S., Guo, Y., & Ding, H. (2025). The impact of emotion on consumer behavior. Advances in Economics Management and
Political Sciences, 196(1), 29-38.

Williams, A., & Hodges, N. (2022). Adolescent Generation Z and sustainable and responsible fashion consumption: Exploring the
value-action gap. Young Consumers, 23, 651-666.

©2026 Oloveze et al. Published by AUIJMSS. Licensed under CC BY 4.0. Page 87



AUIIMSS, Vol. 1, No. 1 / October 2026 Environmental Cues and Triggers to Sustainable Consumption

Xie Y., Batra, R., & Peng, S. (2015). An extended model of preference formation between global and local brands: The roles of
identity expressiveness, trust and affect. Journal of International Marketing, 23(1), 50-71.

Xue, Y., Feng, T., & Wu, C. (2024). How technical and situational cues affect impulse buying behavior in social commerce? Evidence
from bored consumers. Frontiersin Psychology, 15.

©2026 Oloveze et al. Published by AUIJMSS. Licensed under CC BY 4.0. Page 88



