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Identifying and exploring the relationship among the critical success factors of sustainability towards consumer behavior
Abstract 
Purpose: The purpose of this study is to find out what is the relationship between sustainability towards consumer behavior. Consumer behavior is the method of choosing, buying, and using goods and services with an attachment to needs and wants. Now consumers are aware about sustainability, they make purchase decisions according to environmental safety, benefit to the society and increase economic growth. 
Approach/Methodology:  This study validates the result through experts in textile industry by using the DEMATEL approach. This method has many benefits which provide decision makers and experts to understand the interdependence and influential relation between the criteria by hierarchical approach.    
Findings: According to the results green culture (F8) and green brand (F3) are the most influential (causal) factor and exerts a substantial amount of influence over the other factors for achieving organizational performance and sustainability. On the other hand, past experience (F14) and time pressure (F12) are the most influenced (effect) factors that are highly influenced by other factors.
Practical Implications: This study implements in Pakistan which is important to understand the value of a healthy and fresh environment for the future. Consumers and organizations should be making it in reality by promoting the goods and services that work towards sustainability. 
Managerial Implications: Mangers should use long-term strategies that meet the high product value to enhance the organization's reputation so it will have positive consumer perception. If managers make policies to implement natural resources in their raw material so this policy avoids conflicts and maintains a balance in our society. 
Originality: This research delves into the complexities and subtleties associated with the identification and examination of the interconnections between the success factors of sustainability and consumer behavior.  
Keywords: Consumer behavior, Sustainability, Organizational sustainability, DEMATEL technique, Textile Industry. 
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Sustainability focuses on the needs of people in the present without compromising the future generation’s needs. There are three dimensions of sustainability; environmental, social, and economics (Hosta and Zabkar, 2020). Economical sustainability implementation decreases environmental issues, which positively effects organizations. Businesses should apply economic strategy carefully as it impacts the sustainable performance of organizations (Kravchenko et al., 2019). Organizational sustainability is needed for continuously improved performance. However, there are many methods to measure sustainability performance for long-term development (Lace, 2018). Epstein and Roy (2001) stated that the assessment of performance tools developed by many organizations includes team members and stakeholders’ performance as sustainability performance. These measurement tools can help shed light on organizational sustainability processes (Caiado et al., 2019, Leite et al., 2011). Organizational sustainability can be maintained by giving value to people and the environment. Applying this approach in business practices can generate profits for the organization (Stubbs, 2017). 
Consumer behavior is the method of choosing, buying, and using goods and services with the attachment of needs and wants (Buerke et al., 2017b, Solomon et al., 2012). Understanding consumer behavior is the strategy that an organization uses to effect consumers to purchase things (Kuchinka et al., 2018, Kumar and Christodoulopoulou, 2014). Now consumers are well aware due to which their purchasing pattern has changed. They consume those products which are not harming the environment. Environmental sustainability plays an important role in fulfilling their needs. It develops the business structure according to the needs of consumers from sustainable perceptive as it impacts the profitability of organizations (Maniora, 2018, Shibin et al., 2017). Consumers who have the notion of sustainability in their perception can switch their minds at the time of purchase. In a regular situation, many factors like product pattern and brand might impact consumer behavior (Jung et al., 2020, Shen et al., 2013). Organizations should promote sustainable messages in their products to respect their consumers. 

The performance of an organization is affected by changes in the environment, where new threats can appear out of nowhere, and new opportunities might not be for a long period of time [23]. So, the firm's performance is most likely to be based on how well it can adapt to changes in the environment (Akram et al., 2018). Performance can be broken down into three levels: the individual, the team, and the organization (Zhang et al., 2015). At each level, there are distinct differences in the most important aspects of performance, the factors that affect it, and the necessary measures. According to Bates and Holton [38], "performance is a multidimensional construct, and its results vary greatly depending on the perspective from which it is observed and measured (Zhang et al., 2023). The aim of this study was to investigate organizational-level performance from the perspective of sustainability. Furthermore, the performance of a sustainable firm is one that can increase customer satisfaction, has strong financial and operational performance, prioritizes the creation of long-term shareholder and stakeholder values, and has an outstanding brand and reputation (Avery and Bergsteiner, 2010, Winit et al., 2023). 

Consumer behavior is the method of taking purchase decisions of goods and services. As consumer behaviors show interest about their desired products, it is directly linked with the performance of organizational sustainability (Buerke et al., 2017b, Caruana and Crane, 2008). The role of consumer behaviors sometimes refers to as a tool for encouraging sustainable behaviors. Ignorance of consumers only makes business matters worse (Joshi and Rahman, 2019, Young et al., 2010). Approximately 40 percent of consumers’ household purchasing is the reason of environmental damage. By focusing on this organizations can start implementation on sustainability in operational tasks (Grunert and Juhl, 1995, Joshi and Rahman, 2017). Organizations need to know what are the sources of information consumers use and how trust impacts consumer behavior (O'Rourke and Ringer, 2016). They have essential sources of information that are absorbed by society. Through utilizing this information, organizations can work on consumer needs that covers overall desirable demands. As the untimely response of consumers on production pattern and sustainable performance solution can decrease the unpredictability of the organization (Fang, 2008, Gelhard and Von Delft, 2016).  
Previous research has presented consumer behaviors in different prospects. They evaluated the factors of consumer behaviors towards sustainability by showing the connection with different aspects such as consumer information and production pattern (Fang, 2008, Gelhard and Von Delft, 2016). Consumers' purchase decision also changes according to the environment (Maniora, 2018, Shibin et al., 2017). Other studies have shown that most consumers have an impact on the price and functionality of products (Neslin et al., 2006, Peng et al., 2019). Likewise, the source of information also impacts consumer behaviors. One research investigated that consumer’s trust towards sustainability can increase their purchasing pattern (O'Rourke and Ringer, 2016). Showing respect towards the consumers by an organization can also impact consumer behaviors (Dellaert, 2019, Kozlenkova et al., 2014). However, consumer behavior is evolving continuously which identifies needs to understand different factors of consumer behavior and sustainability. The aim of this study is to identify the relationship among critical factors of sustainability towards consumer behavior such as green trust, green attitude and green value. 
Considering the importance of the above-mentioned importance, this study will answer the following research question (RQ):
RQ: What is the relationship among critical factors of sustainability towards consumer behavior?
i) Identify critical factors from the literature that are essential to measuring sustainability towards consumer behavior.
ii) Validate identified critical factors that are essential to measuring sustainability towards consumer behavior using the DEMATEL technique.
iii) Identify the relationship between identified and validated critical factors of sustainability towards consumer behavior.
To fulfill the goals, and answer the research question, the rest of the study is arranged as follows. Section two analyzes the research on sustainability and consumer behavior, explains the methods involved in finding the sustainability and consumer behavior components, and finishes with a discussion of the assessment of the literature/gaps and the study's contributions. Section three examines and shows the study methodology, and findings, followed by Section four discussion and implications of the research. Section five concludes the study and highlights its limitations and suggested possibilities for additional research.


2. Literature review
2.1 Sustainability  
When the United Nations released its "Our Common Future" report in 1987, it marked the beginning of a worldwide movement to incorporate sustainability into management theory, policy, and practice. The report defines sustainable development as "development that addresses the needs of the present without jeopardizing future generations' ability to meet their own needs" (Brundtland, 1987). Sustainability entails improving the quality of people’s lives with the help of social and ecological improvements. The idea of sustainability has changed over the past few years. It has also changed the behavior of the people by growing concerns about natural resources (Kuchinka et al., 2018). Sustainability has three dimensions economic, social, and environmental. The economic dimension of sustainability protects businesses and income. It helps grow the business as well as generate profits. The environmental dimension of sustainability protects the environment and works on natural resources, it has the potential to reduce a lot of global issues (Van Doorn and Verhoef, 2015). The social dimension of sustainability refers to the desire of products usage and disposal by people to eliminate harmful effects and provide maximum benefits to society (Frank and Brock, 2019). In the early 20th century, sustainability meant maximizing of natural resources. Sustainability works on the balance between resources and the population. Likewise, through sustainability, global issues can be solved in the most effective way. The goal of sustainability is to avoid irreparable damage to the environment, people, and society (Ayres and Kneese, 1969, Michelsen et al., 2016). The implementation of sustainable behaviors is a difficult task, companies are still facing problems in adopting it (Govindan and Soleimani, 2017, Joung et al., 2013). Companies need to improve strategies that promote economic, social, and environmental sustainability as it plays an important role to solve their problems, for instance, the triple bottom approach. It is the main foundation of any business, as it helps in transformation, through positive behavior towards sustainable consumption.   
 
The companies of the 21st century have been particularly vocal about sustainability issues Organizations that understand it is their responsibility to ensure social and environmental standards are met put sustainability efforts into action strategically and aim for long-term performance in terms of operations and growth. Organizations have been using many different techniques, methods, and models to accomplish long-term success and performance (Tasleem et al., 2018). Organizations are now required to obtain input from a wide range of their internal and external stakeholders by taking into consideration the economic, social, and environmental effects (Mariappanadar, 2019). There are many different forms of environmentally friendly activities that organizations can adopt for the sake of sustainability of the organization. Environmentally friendly or green activities lead to increased efficiency and reduced costs, both of which contribute to the organization's ability to remain sustainable (Likhitkar and Verma, 2017). According to academics, business organizations in the current environment require a standardized development plan that is equally beneficial for social, environmental, and economic growth (Jabbour and de Sousa Jabbour, 2016). The overarching idea behind the concept of sustainability is that the success of a company should not just be evaluated in terms of its financial performance, such as its profits and return on investments, but also in terms of the ways in which it affects its community and the natural environment (Amjad et al., 2021). It is imperative for the textile industry to promote and make use of environmentally friendly management practices in light of the growing number of environmental problems. According to research that has been published, the textile industry in developing nations faces a variety of environmental-related issues, and organizations need to be involved in evaluating, monitoring, as well as correcting management-related practices (Rehman et al., 2016). 
	
2.2 Consumer behavior

Consumer behavior is the conduct of choosing, buying, and using goods and services with the addition of needs and wants (Buerke et al., 2017b, Solomon et al., 2012). Satisfying consumer’s needs and wants is the main reason for the success of any organization. The act of satisfying a consumer's needs is the purpose that consumer behavior serves. On the other hand, in light of the concept of sustainability, a discussion about how individual needs can also be fulfilled in a sustainable way emerged (Buerke et al., 2017a). Some researchers have found that consumers use an emotional attitude when they consider sustainability when consuming a product (Shabbir et al., 2020). Likewise, consumption not only fulfills their survival needs but also their social, economic, and personal needs. Social and environmental sustainability can help consumers in making wise decisions (Hosta and Zabkar, 2020, Thøgersen, 2005). Social sustainability is linked to local factors. Knowledge is a main tool through which organizations encourage implementing sustainable strategies conferring to consumers aspect (Govindan and Soleimani, 2017, Hughner et al., 2007). If organizations do not use proper and ethical knowledge for a product, it will cause negative effects in consumer perception and firms will lose their loyalty (Luchs et al., 2010, O'Rourke and Ringer, 2016). In the same way, there is a strong relationship between organizational sustainability and consumer behavior. Organizational sustainability motivates to change the behavior of consumers. Consumer behaviors are important elements because organizations promote the activities and develop trust of consumer by providing such sustainable practices. Organizations should promote their products in the market through informational strategies, which will help to gain consumer loyalty for sustainable products and it can also help to gain a competitive advantage (Nessel, 2016). 

A growing number of consumers are interested in knowing whether the product they like was made by a producer who respects the environment and has ethical principles and whether the raw materials were sourced in a sustainable and socially acceptable manner (Paço et al., 2021). In recent times, ethical and sustainable initiatives have become more prevalent in the apparel industry, and there has been a rise in customer interest in choosing to buy from companies that are transparent and adhere to sustainable and ethical practices. Consumers with a greater concern for the environment are more likely to pay for this product (Byrd and Su, 2021). Consumers are more concerned about environmental and social issues, and they view the economic aspect of sustainable development with greater pragmatism (Peirson-Smith and Evans, 2017). Consumers are typically more satisfied with companies that promote and practice environmental sustainability (Khandelwal et al., 2019). Individuals who are concerned deeply about ethics often wonder how they can best help the environment and improve their relationship with the environment (Isnaini, 2020). Consumers worldwide are concerned about sustainability. They worry about climate change, greenhouse gas emissions, and gas emissions. Global companies use green themes for their products and services (Leonidou and Skarmeas, 2017). Consumers expect companies that claim to use energy and water conservation in their production to do so. Thus, consumers expect organizations' environmental claims to be accurate (Jalees et al., 2021).

Table 1 Closely related studies to sustainability and consumer behavior 
	Reference
	Contribution
	Methodology
	Theory
	Context
	Findings

	Vlastelica et al. (2023)
	This study analyzes a model of the factors that influence young adults in developing economies to make ethical fashion choices.
	Exploratory factor analysis (EFA), and Structural equation modeling (SEM)
	The study did not use any theory for the conceptual framework
	Green consumption 
	The study found that green consumption values were the most significant factor in explaining responsible apparel consumption, followed by awareness of one's own consumption habits and openness to green communication.

	Bui et al. (2022)
	Due to the current unsustainable product usage and environmental damage, this study contributes to a better understanding of valid sustainable consumption behavior characteristics in Indonesia.
	Fuzzy DEMATEL
	Social exchange theory
	Sustainable consumption behavior
	Social impact and consumer behavior were found to play a significant role in driving sustainable consumption behavior, which can be thought of as an individual's motivation in planning or decision-making for a given sustainable behavior.

	Jalees et al. (2021)
	This study extended Motivation-Ability-Opportunity-Model to include seven variables: green brand, green satisfaction, green advertising, green buying behavior, and spirituality ethics.
	Smart PLS-SEM
	ABC model of behavior
	Brand Management and Consumer Behavior
	The study found that green buying behavior mediates green advertising (GA) and green satisfaction (GS) (H12). Green buying behavior (GBB) also mediates green brand (GB) and green satisfaction (GS) (H13).

	Matharu et al. (2020)
	This research establishes a relationship between LOHAS tendency and sustainable consumption, which may contribute to sharing economy in terms of LOHAS consumer lifestyle and sustainable consumption behavior.
	AMOS-SEM
	Theory of Planned Behavior
	Sustainable consumption behavior
	In line with the expanded TPB, the results show that LOHAS propensity precedes sustainable consumption attitudes among consumers.

	Liao et al. (2020)
	Using a signaling theory perspective on eco-friendly marketing, this research synthesizes the theoretical underpinnings of eco-friendly product purchases.
	SPSS and Smart PLS
	Signaling Theory and Attitude-Behavior-Context (ABC) Theory
	Green consumer behavior
	The results showed a positive and significant relationship between green customer value and a pro-green product stance. Furthermore, there is a positive correlation between customers' perceived value of green businesses and their intent to make green product purchases.

	Okur and Saricam (2019)
	This study empirically tests a model of consumers' behavior toward sustainable apparel consumption, including knowledge of environmental and social issues, motivation for environmental responsibility, attitude toward green brands, and purchasing intention.
	IBM-SPPS and AMOS 21
	The study did not use any theory for the conceptual framework
	Sustainable environment 
	The results showed that consumers' attitudes toward green brands are strongly correlated with environmental responsibility. Consumer knowledge of environmental issues also influenced purchasing intention.

	Figueroa-García et al. (2018)
	This paper defines social factors that influence sustainable behavior and promotes it. These external factors cause sustainable behavior, a neglected topic in literature.
	PLS-SEM
	The study did not use any theory for the conceptual framework
	Sustainable behavior
	According to the study, family, and friends, cultural factors like traditions, and market conditions—consumers' positive perception of sustainable products and their willingness to pay higher prices than for conventional products—all have an impact.

	Song and Ko (2017)
	This study identifies consumers' subjective views of sustainable fashion and provides socio-demographic differences across sustainable fashion consumer segments.
	Q-R methodology
	The study did not use any theory for the conceptual framework
	Sustainable consumption
	South Korean sustainable fashion consumers are mostly opinion leaders who like fashion and sustainability. They earn more and spend more on fashion.

	Buerke et al. (2017a)
	This paper examines responsible consumption's dimensionality and psychological antecedents from a consumer-centric perspective. The study proposes a societal and individual dimension for responsible consumption.
	confirmatory factor analyses
	VBN theory
	Consumer behavior and sustainability 
	The results show that both being aware as a consumer and having values that are focused on sustainability have a direct, positive effect on responsible consumer behavior.

	Goh and Balaji (2016)
	This research determines how green skepticism and green purchasing intentions are connected in a developing economy by examining the roles of environmental knowledge and environmental concern.
	AMOS-SEM
	ABC theory
	Green behavior 
	According to the results, consumer skepticism of green products reduces their environmental awareness and care, which in turn reduces their propensity to purchase such products.

	Martinho et al. (2015)
	This examines the variables that influence the purchasing and recycling behavior of consumers in relation to sustainable packaging.
	ANOVA
	Theory of planned behavior
	Consumer behavior
	The findings indicate that the two groups of consumers differ in terms of gender, environmental consciousness, social conscience, a preference for environmentally friendly products, and the way their actions are perceived.




2.3 Literature round-up and contribution 
 
In light of the abovementioned studies in Table 1, this research has been done to investigate the critical factors of sustainability which have an impact on consumer behavior, there are many few studies that are related to sustainability and consumer behavior but the studies which exactly correspond to the theme of this study are few.  Consumer behavior is the method of choosing, buying, and using goods and services. This study also contributes to consumer behavior factors that are most important in achieving sustainability. If organizations analyze consumer behavior and sustainability factors properly, they can achieve long-term sustainable performance. However, consumer behavior is a continuous process, it offers the need to understand different factors of consumer behavior that show how their behaviors can impact sustainability. This study identifies the relationship among critical factors of sustainability towards consumer behavior by using the DEMATEL technique. Consumers’ past experience, information, and time pressure have an impact on sustainability which should be properly understood by the organizations for long-term performance. Furthermore, consumer behavior is a focused purchase condition. Consumers have a responsibility to use products and after their use their disposal as well. This research proposes resilient and diverse factors of sustainability which show a positive impact on consumer behavior.    

3. Methodology 
3.1 CSF Theory 

In this study, the critical success factor (CSF) theory was applied in order to investigate the factors of sustainability and consumer behavior. The term "success factor" was used by Daniel (1961) for the first time in a book about management. He said that certain industry-related critical success factors (CSF) are important for any company in a certain industry. Bullen and Rockart (1981) define the CSF method as a strategy for identifying the most important influencing factors in a situation. Boynton and Zmud (1984) define critical success factors (CSFs) as "those few things that must go well in order to ensure success." This is the standard definition of CSF, and it can be utilized in any kind of industry. Because there are so many factors that need to be taken into account, the process of making decisions and managing an organization becomes more difficult when the organization has a specific objective in mind. The application of the CSF theory is one way to simplify this complicated situation (Kannan, 2018). The CSF theory enables organizations to concentrate their efforts on the most significant CSF factors, which in turn helps them successfully achieve their goals (Bai and Sarkis, 2013). 

3.2 Selection and validation of proposed factors 

To begin, the goal was to establish a link between long-term sustainability and overall consumer behavior by concentrating on specific areas where appropriate results and maximum efficiency could be obtained. Professionals from the textile sector assessed these critical factors and shared their observations in a survey questionnaire that was sent to participants. We have selected fifteen essential sustainability and consumer behavior factors after a discussion with industry and academic experts for this study, each of which has its importance. The factors that we have selected for this study are shown in Table 2.

Table 2 Factors of sustainability and consumer behavior

	[bookmark: _Hlk130996162]Factor
	Description
	Reference

	Factors of Sustainability 

	Green Attitude (F1) 

	Green attitudes are the tendency to respond consistently in a positive or negative way to issues about the environment.
	(Coşkun, 2017)

	Green Environment (F2)

	The environment is the external conditions that affect the behavior of consumer. Consumer behavior towards the environment can be more favorable in evaluations. This shows that consumers make their purchase decisions towards environmental sustainability and feel motivated. Now consumers are generally more concerned towards resources. This concern makes them responsible to make environmental decisions related to consumption.
	(do Paço et al., 2019)

	Green Brand (F3)

	A green brand can be identified as a specific group of brand benefits and attributes related to minimizing the brand's impact on the environment and its perception as being environmentally healthy.
	(Hartmann et al., 2005, Simão and Lisboa, 2017)

	Green Product (F4)

	Products that are preferred by consumers because of their low environmental impact throughout the product's life cycle. Green products are those that are organic, environmentally friendly, recyclable, and efficient.
	(Yıldırım et al., 2018)

	Green Value (F5)

	The term "green value" refers to the benefits that customers receive from using environmentally friendly goods and services. A product or service's green value is the sum of its monetary, ecological, social, informational, and practical benefits to consumers.
	(Kuscu, 2019)

	Green Loyalty (F6)


	The term "green loyalty" describes a consumer's willingness to buy and advocate for an environmentally friendly plastic product.
	(Pahlevi and Suhartanto, 2020)

	Green Trust (F7)

	Trust in a product, service, or brand is considered "green" when consumers have faith in that item because of its reputable reputation, good intentions, and superior ability to protect the environment.
	(Chen, 2010, Chuah et al., 2020)

	Green Culture (F8)


	The term "green culture" refers to the widespread acceptance within an organization of an ecological, environmentally friendly approach to (co)production.
	(Liu and Lin, 2020)

	Factors of Consumer Behavior 

	Information (F9)

	Information means learning something new. It plays an important role in consumption patterns. Consumer behaviors are influenced by the informational factor in decision making. This is an important activity to achieve sustainability. Consumers have various sources from where they get information. Organizations can first use information to achieve competitive advantage. The role of information can directly influence consumers by making them aware of sustainability.
	(Kuchinka et al., 2018) (Gelhard and Von Delft, 2016, Homburg et al., 2009) (Jaca et al., 2018)

	Social class (F10)

	Social class refers to the divide of economic and social rank by society. Those people who share similar interest, behavior and values have an ordered division relatively. This factor is determined by income and measured by lifestyle, education and consumption patterns. It is very important for marketing managers to carefully study it, as consumer behavior influences their purchasing pattern with the social class, they can take suitable measures and actions for consumers according to their social class.
	(Ramya and Ali, 2016)

	Online purchase (F11)

	It is web-based shopping that allows consumers to buy products through the internet. There are several studies that have suggested that online purchasing factors have an impact on consumer purchase decision. It is the ability to search for meaningful information from websites. Now businesses are promoting their commercials through the internet, which is a decent idea for engaging their consumers. Businesses collect consumer’s data through the internet. It is an effective way for achieving organizational growth.
	(Le and Liaw, 2017)

	Time pressure (F12)

	Time pressure means when consumers have less time to complete the task, it can increase stress. There are many studies which have found that time pressures have an impact on consumer behavior. Time pressure on consumer decision have a relative influence on information processing. Time pressure have impact on consumer decision quality.
	(Jang and Namkung, 2009, Peng et al., 2019)

	Price (F13)

	It is the element that is used in buying and selling of goods and services. The price factor is an important pillar of consumer behavior. The discounted price promotion can engage the consumer to purchase the products in a limited time. If consumers do not grasp the offer they will feel regret. Sometimes, its limited-time offer which is given by an organization. It is the opportunity for a consumer to buy the product with low cost and it also helps make profits for companies.
	(Graciola et al., 2018)

	Past experience (F14)

	Past experience means people learned activities from their past. Consumer purchasing decision is influenced from their past experiences, such as the quality of the product, the pricing factor and supplier name etc. all these past experiences have influence on consumer’s behavior. Consumers focus on social and environmental sustainability. Companies’ success depends on consumer’s experience.
	(Kuchinka et al., 2018, Saunders, 2006)

	Market place influence (F15)
	It is the area where people gather for buying and selling of products. Some consumers have the belief that their decisions and behaviors have an impact on the marketplace. It is directly associated with consumer purchase behavior. Researchers have found that perceived marketplace influence and the individual's behavior help grow sustainable practices.
	(Joshi and Rahman, 2019, Leary et al., 2014)



3.3 Grey DEMATEL
The mathematical theory known as the "grey" theory was initially introduced by Ju-Long (1982) based on a grey set. The grey system possesses a significant advantage over other systems in that it is capable of generating potential outcomes with a limited amount of data (Fu et al., 2012). The integration of the grey set theory and the Decision-Making Trial and Evaluation Laboratory (DEMATEL) methodology is proposed as a means to address the inherent uncertainties arising from subjective assessments, thereby improving the precision of empirical findings (Rajesh and Ravi, 2015). The Grey DEMATEL approach commences with the identification of the problem, followed by the development of a problem framework, the establishment of causal connections among variables, the assessment of the degree of influence between variables, and ultimately the analysis of the findings to identify the pivotal factors that drive the problem (Xia et al., 2015).


3.4 DEMATEL 
To understand the complex relation of sustainability towards consumer behavior, the (MCDM) DEMATEL approach becomes the best tool to analyze. Many researches employed the DEMATEL methodology in the domain of consumer behavior. DEMATEL evaluates as the solution methodology in this study. Gabus and Fontela (1972) introduced the DEMATEL approach  (Aggarwal and Jha, 2019). This method has many benefits which provide decision-makers and experts to understand the interdependence and influential relation between the criteria by hierarchical approach. The approach of DEMATEL is to analyze the cause-and-effect relationship among compared of factors to other alternative techniques (Song et al., 2020). CSF of sustainability towards consumer behavior is executed in the textile sector by DEMATEL.  
The steps of the methodology for DEMATEL are described as below (Zhang et al., 2019).
Step 1: Calculation of Initial Relationship Matrix (A)
Firstly, the DEMATEL technique is applied by calculating the initial relationship matrix ‘A’ which is based on the expert replies from the selected industry. The scale range is from 0-4.
Were,
0 denotes ‘No Influence (N)’
1 denotes ‘Very Low Influence (VL)’
2 denotes ‘Low Influence (L)’
3 denotes ‘High Influence (H)’
4 denotes ‘Very High Influence (VH)’

=
Step 2: Normalization (Y) An initial relation matrix will then normalize by dividing every value in the matrix (A) by the highest sum of row values as mentioned in the following equation.
                                                                                                                                                                                                                                                                                                         
                  

Step 3: development of Total Relation Matrix (TRM)
Thirdly, the development of TRM is employed. It is retrieved with the help of normalized matrix which is calculated in the previous through equation (4) in which ‘I” implies the identify matrix.
                            	      	       Explanation

 

Then,
When 
Step 4: Computation of the sum of rows and columns
‘’ and ‘’ signify the total of rows and columns. It gets from equation (5) and (6)

=; = 					      
                                                                                                             (6)   
Step 5: Development of Causal diagram
If  is sum of  row in the matrix T, then  shows the sum of the effect of factor i the other factors. On the other side, if  is the total of    column of matrix T, then  shows the total sum of the effect of factor j on the other factors. The above-mentioned rule will help in developing the causal diagram.
[bookmark: _Hlk102058740]3.5 Expert’s Data Collection Procedure
In order to gather expert opinions, a survey questionnaire was created, as illustrated in Appendix A. In response to this questionnaire, 33 experts from textile companies in Pakistan were contacted. It was decided which experts to invite based on their experience and knowledge of ethical decision-making processes in their respective organizations. Each expert has a minimum of three years of professional experience as well as a bachelor's degree in their field. Additionally, subject matter experts were chosen based on their willingness to participate in our research, and one of the researchers visited specific companies to obtain permission to participate in the study.
The expert sample technique, which is a non-probability sampling strategy, was used to select experts for the study. It is a technique in which when a researcher chooses a sample unit based on his or her own expertise, he or she is considered to be using a subset of purposive sampling. A representative sample of people with verifiable expertise and competence in the industry must be gathered in order to complete this task effectively. The first step in expert sampling is to establish the criteria that will be used by the expert (Khan et al., 2021a). In the consumer field, an expert is defined as someone who has worked in the field for at least three years at the level of assistant director or equivalent. This strategy has been used in a number of different investigations. In light of the structure and design of systems for multi-attribute data management, such as DEMATEL, a sample size of approximately 30 people is considered to be quite acceptable (Xia et al., 2015, Govindan et al., 2015, Govindan et al., 2016, Luthra et al., 2017). The vast majority of studies on multi-attribute decision making employ sample sizes ranging from ten to fifteen participants (Khan et al., 2021b). In this instance, a sample size of 29 people is deemed sufficient. The authors spoke with these experts to find out their thoughts regarding the critical success factors of sustainability and consumer behavior.  
Before data collection, researchers set the study's goal, purpose, and objective. The findings' significance was also explained to the specialists, calming their concerns. After a brief discussion and clarification, all experts received email questionnaires to complete. All surveys were completed within the timeframe. They were successful.  
Table 3 Demographic of Experts 
	S. No.
	Education
	Number of Experts
	Department

	1
	PhD
	8
	Planning

	2
	MBA
	5
	Operations

	3
	CA
	3
	Compliance

	4
	MS
	3
	Production

	5
	ME
	2
	Supply Chain 

	6
	BS 
	5
	Human Resource 

	7
	BE 
	3
	HSE 



Table 4 Demographic of Textile Companies
	S. No.
	Company Name
	Specialized Product
	No. of Employees

	1
	Laiba Textile Mills
	Fabrics, Bed sheets
	5200

	2
	Saber Textile Mills
	Fabrics, Printed, Socks 
	4700

	3
	Ikram Textile Mills
	Bed sheets, Comforters
	4100

	4
	Bali Textile Mills
	Women Clothing, Embroidery  
	3700

	5
	Avari Textile Mills
	Cotton, Lawn, Fabrics
	3100

	6
	Lawn Mills Limited
	Denim, Beddings
	2700

	7
	Evan Textile Mills
	Men’s Clothing’s, Towels
	2100



3.6 Case study  
The textile and clothing industry, which plays an important role in the day-to-day lives of people everywhere, is one of the most globally competitive industries in the world (Desore and Narula, 2018a). Pakistan is a leading textile exporter. Asia's 8th largest textile exporter is Pakistan. Cotton production and consumption rank 4th and 3rd, respectively. 46% of the manufacturing sector and 40% of the workforce work in it. Stock exchanges list 5% of textile companies. The nation has 423 textile factories. Pakistan supplies most synthetic and natural yarns and fabrics, including cotton, rayon, and others. Due to its cost and operational lead time benefits, Pakistan's abundance of raw materials is a major advantage (InvestPakistan). The textile industry usually sells products in bulk and many various sources of online selling products. Textile industries contain 57% of total exports. Currently, the demand of this industry is increasing in the global market (Ejuu, 2019). It contributes 8.5 % of the GDP of the overall country in 2018, in the annual report basis of 2018 there was 12.8% textile goods increase. The most emerged export stocks are dresses, socks and nylons which collect around 24% total revenue. Moreover, bed sheets and pillow cover contribute Rs.227 billion (Memon et al., 2020). Sustainability is the most popular concern in recent years. Many companies want to implement sustainability. 

In Pakistan, many suppliers are forcefully adopting sustainability (Aggarwal and Jha, 2019). The journey of the textile industry has not always been a smooth road. Recently companies also face problems to find out what CSFs of consumer behavior are helpful to adopt sustainability and also faces economic crisis in entrance of internationally include: rising expenses in manufacturing, increasing of power tariff, decline a sharp in the local value of currency, commodities price increasing and many different factors consider for downfall in Pakistan’s textile industry (Arshad and Arshad, 2019). The textile industry has a major impact on the production phase of the life cycle because of the energy and non-renewable resources used in fiber production, the large amounts of water, crop land, and chemicals used, and the air and water emissions. Landfilling unwanted textiles during the disposal phase contributes to an already existing issue with fiber decomposition (Paço et al., 2021). Due to the textile industry's devastating effects on the natural world, environmental sustainability has emerged as a top priority for both textile companies and their customers (Khan and Islam, 2015). Textile and clothing waste comes from manufacturing, marketing, consumption, and design. Industrial trends and consumer preferences determine the types of products, consumption rate, and recycling methods, which in turn determine the quality and quantity of this waste (Paço et al., 2021). Many textile chemicals are harmful to the environment, factory workers, and consumers. Textile waste is found worldwide, but textile and garment manufacturing countries have the greatest environmental impacts (Niinimäki et al., 2020). The Pakistani textile export sector is experiencing difficulties as a result of the severe environmental challenges currently confronting the Pakistani industrial sector. Additional research is required to fill the gap in the literature concerning the effects of industry practices on environmental performance in Pakistan's textile industry.

3.7 Proposed framework Application 

It was practiced by three phases in textile sector. Phase 1 identifying the factors of sustainability towards consumer behavior; phase 2 DEMATEL deals on collected the critical factors of sustainability and consumer behavior and phase 3 validate the result. Every step mentions below in detail.

Phase 1 is identifying the critical factors of sustainability and consumer behavior, it consists of two steps. In step one manages with assemble of CSFs of sustainability and consumer behavior. The CSFs of sustainability towards consumer behavior were collected from the literature. The literature review has directed with in term of containing sustainability and consumer behavior, After the evaluation, 15 CSFs of sustainability towards consumer behavior were identified; for more accurate results, collected, the decision maker and experts were participating for analyze the result of CSFs of sustainability towards consumer behavior. These factors were completed with experts. It was based on the evaluation. The list of critical factors of sustainability towards consumer behavior are shown in Table 2. The second step consists of the development of a questionnaire by circulated CSFs of sustainability towards consumer behavior. After evaluation of CSFs of sustainability towards consumer behavior, the questionnaire was established. This questionnaire distributes to the textile managers. It was made with evaluation scale from 0 to 4. The 0 denotes no influence (N) and 4 denotes very high influence (VH). After filling questionnaires by textile managers then proceed further evaluation process of the DEMATEL Approach.
 
Phase 2 is the DEMATEL application. The steps of DEMATEL are described as below (Aggarwal and Jha, 2019).

1. Calculation of initial relationship matrix A

The initial relationship matrix A based on expert’s replies were identified in equation from (1) as shown in table 5.

2. Calculation of normalization matrix X

The normalization matrix X as shown in table 6.

3. Calculation of total relationship matrix (TRM)

Applied the normalization relationship matrix by equation (4) to achieve total relationship matrix T as seen in Table 7.

4. Calculation of total of rows and columns

The 'ri' is mentioned as the total of rows and the 'si' is mentioned as total of columns. It gets from equations (5) & (6) as shown in Table 8.

3.8 Development of causal diagram

This is the DEMATEL approach last step to develop the causal diagram through which experts can find the influential factors of consumer behavior that were examined. The influential diagram between the CSF of sustainability towards consumer behavior is drawn and it is shown in fig 2. The x-axis is made through ri + si values and y-axis is made through ri - si. The top position indicates the most influential factors while the lowest position indicates the least influential factors.  










Figure 1 Proposed framework 

Goal
To find the most critical factors of consumer behavior towards sustainability








Step 1
Frame collection of critical factors of consumer behavior towards sustainability in textile sector








Step 2
Comparison pairwise framed among collected the critical factors of consumer behavior by help of decision-makers










Step 3
The success factors were analyzing by (MCDM) DEMATEL









Step 4
Results based on DEMATEL, the best critical factors selected








Result
After discussions and feedbacks, identify the most relevant critical factors and prioritized them





Table 5 Initial relationship matrix in appendix
Table 6 Normalized matrix (Y) in appendix
Table 7 Total relationship matrix in appendix

[bookmark: _Hlk128051858]Table 8 Sum of rows and columns (ranking)

	Fs
	ri
	si
	ri+si
	ri-si
	Identify

	F 1
	7.31663
	8.21665
	15.5333
	-0.9
	effect

	F 2
	8.07939
	7.84488
	15.9243
	0.23452
	cause

	F 3
	9.13707
	7.17264
	16.3097
	1.96443
	cause

	F 4
	6.86493
	9.44058
	16.3055
	-2.5757
	effect

	F 5
	7.83198
	8.66776
	16.4997
	-0.8358
	effect

	F 9
	8.49624
	8.19179
	16.688
	0.30446
	cause

	F 7
	8.68292
	7.79979
	16.4827
	0.88313
	cause

	F 13
	8.84846
	7.29858
	16.147
	1.54988
	cause

	F 6
	8.5041
	8.06741
	16.5715
	0.43669
	cause

	F 10
	7.68896
	7.43736
	15.1263
	0.2516
	cause

	F 11
	7.68592
	8.9077
	16.5936
	-1.2218
	effect

	F 12
	8.41879
	8.84134
	17.2601
	-0.4225
	effect

	F 8
	8.85626
	6.86308
	15.7193
	1.99318
	cause

	F 14
	8.57087
	8.70373
	17.2746
	-0.1329
	effect

	F 15
	7.35666
	8.88587
	16.2425
	-1.5292
	effect



Table 9 Sum of rows and columns (influence)

	Fs
	ri
	si
	ri+si
	ri-si
	Identify

	F 8
	8.85626
	6.86308
	15.7193
	1.99318
	cause

	F 3
	9.13707
	7.17264
	16.3097
	1.96443
	cause

	F 13
	8.84846
	7.29858
	16.147
	1.54988
	cause

	F 7
	8.68292
	7.79979
	16.4827
	0.88313
	cause

	F 6
	8.5041
	8.06741
	16.5715
	0.43669
	cause

	F 9
	8.49624
	8.19179
	16.688
	0.30446
	cause

	F 10
	7.68896
	7.43736
	15.1263
	0.2516
	cause

	F 2
	8.07939
	7.84488
	15.9243
	0.23452
	cause

	F 14
	8.57087
	8.70373
	17.2746
	-0.1329
	effect

	F 12
	8.41879
	8.84134
	17.2601
	-0.4225
	effect

	F 5
	7.83198
	8.66776
	16.4997
	-0.8358
	effect

	F 1
	7.31663
	8.21665
	15.5333
	-0.9
	effect

	F 11
	7.68592
	8.9077
	16.5936
	-1.2218
	effect

	F 15
	7.35666
	8.88587
	16.2425
	-1.5292
	effect

	F 4
	6.86493
	9.44058
	16.3055
	-2.5757
	effect




Figure 2 Causal diagram


Figure 3 Causal diagram
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4. Results and Discussion   

This study has an effective response to the implementation of critical success factors of sustainability towards consumer behavior in the textile industry. The DEMATEL approach has been tested with collected critical success factors of consumer behavior with experts for implementation. Table 9 has shown the results. It has a total of rows and columns. When the value of ri - si is negative, it indicates that one factor is highly influenced by another (or has a "net effect"). By contrast, if ri - si is positive, it indicates that the factor in question exerts a substantial amount of influence over the other factors in question (i.e., is a "net cause"). The significance of a connection between variables is described by the sum of their correlation coefficients (ri + si). Strong relationships between these factors are represented by large values of ri + si, while weak relationships are represented by small values of ri + si (Ocampo et al., 2018). A causal diagram (Figure 2) was created after receiving green-light from the decision group and computing the total relation matrix. The significance of enablers is outlined along the horizontal axis that is indicated by the ri + si column. The labeling of the cause and effect group is represented by the relative column of ri – si, which is plotted on the vertical axis of the graph. The causal diagram offers an explanation of the analysis of the key factors that contribute to the successful shift in consumer behavior toward sustainability. The complexity of the situation is simplified and made easier to understand by using the causal diagram, which also makes it easier to make significant decisions (Lin, 2013). Practitioners and researchers can find the factors that are influenced by others as well as the factors that influence others by analyzing the relative importance as well as the position of the various factors. As shown in Table 9, the critical success factors of consumer behavior from the perspective of sustainability are found as F8> F3> F13> F7> F6> F9> F10> F2> F14> F12> F5>F1> F11> F15>F4 with reference to performance factors importance (ri - si). 

From Table 9, the most influential factors are green culture (F8) and green brand (F3) having values 1.99 and 1.66 respectively. According to figure 3 Green culture (F8) is influencing four factors namely, online purchase (F11), time pressure (F12), past experiences (F14), and marketplace influence (F15). Green culture (F8) was revealed as the top CSF and this result is supported by the findings of Sharma et al. (2021) who also found that green culture is an important factor for achieving sustainability, also influence online purchase (F11) of consumers (Hussain and Huang, 2022). Researchers (Bissing-Olson et al., 2016) found that people with a stronger green cultural identity prioritized sustainability and engaged in environmentally friendly behaviors, even when time pressure (F12) was present. This may indicate that green culture has an impact on how people prioritize their activities. The growing demand for eco-friendly products and services demonstrates the impact of green culture on the marketplace (Bansal and Roth, 2000). In turn, the marketplace has influenced green culture by shaping consumer attitudes and behaviors regarding environmental sustainability.
 
Furthermore green brand (F3) is another influential factor that is influencing information (F9), online purchase (F11), price (F13), and past experiences (F14). Several studies have also acknowledged the significance of green brand (F3). For example, a study conducted by Gong et al. (2021) validated the effects of green branding on the responses of customers. In a similar manner, Chen et al. (2020) suggested that a green brand story is beneficial to the perception of online purchase (F11). Moreover, Green branding, which means putting environmental sustainability and responsible resource use into a brand's identity, has been found to affect how consumers think about information (F9) about products and services. In particular, research has shown that green branding can change how consumers see the quality, value, and trustworthiness of a product (Polonsky and Rosenberger III, 2001). As per Figure 3 green brand (F3) influences prices (F13) as well. Recent research demonstrates that green branding can increase consumers' willingness to pay higher prices for environmentally friendly products, especially when they perceive the brand to align with their personal values and beliefs (Ewe and Tjiptono, 2023). These two most influential factors green culture (F8) and green brand (F3) are followed by green trust (F7) and green loyalty (F6). Similarly, the least influential factor is green environment (F2) having a value 0.23. On the other hand, according to Table 9 past experience (F14) and time pressure (F12) are the most influenced factors with -0.13 and -0.42 values, respectively. As per Medalla et al. (2021) past experiences (F14) of consumers impact their perception of the green product (F4) features. Further, price (F13) during the purchasing process has a profound impact on green product’s (F4) purchase decisions. In Pakistan, the primary determinant of consumer choice for green products is price, as consumers assess the product's value based on the cost incurred relative to the benefits received (Khan and Mohsin, 2017). 

4.1 Contribution to theory
Sustainable concept development is not something new, but it seems to be getting more and more important in many businesses (Kineber et al., 2021). The CSF theory was applied to use in order to suggest a framework for analyzing relations between recognized critical factors of sustainability with regard to consumer behavior. Through the CSF theory, the authors identified critical factors of sustainability and consumer behavior that are both the most important and have the most productive relationships. These factors are most important because they are the ones that have the most effective relationships. In addition to being one of the first studies of its kind to be conducted using the DEMATEL method in a developing nation such as Pakistan, this research also sought to validate its findings through consultation with textile industry professionals. The act of selecting and purchasing various goods and services is an example of consumer behavior. This study makes a contribution to the consumer behavior factors that are most important in achieving sustainability. This is because sustainability helps to improve economic, environmental, and social conditions.  
4.2 Practical implication 
This research has major practical suggestions for the critical factors of sustainability towards consumer behavior. According to the theoretical framework, organizations are using effective ways to work on natural resources and started to implement techniques to reduce the wastage of industry which is increasing day by day. It is suggested to the textile industry to start working on green culture (F3) to improve their manufacturing brand process, culture shift across to global is impact on consumer. Industry must know the fashion trend within the culture it will attract consumers and make cultural compatibility across consumer segments by providing the context variety to satisfy the consumer interest. This will help to sector to target the audience worldwide (Blazquez et al., 2020). Green brand (F3) is suggested to the textile sector, that industry improve their brand by creative an effective message, make according to the consumer preferences and create it unique. These branding strategies are the key success of industries, this will make a strong position in the market and also gain a competitive advantage. Providing cheap quality material, textile lose their consumers (Ceylan, 2019). Textile companies should maintain price (F13) to make good quality materials like using of green raw materials (recycled material) can make quality product and also achieve consumer satisfaction with low price. Textile companies should work on green trust (F7) to promote credibility products. Organizations should use credibility in their advertisement as they make product which they promised in their advertisement. It will help to develop a positive consumer trust towards organization. 
The textile industry should start working on online purchase (F11) it will help to achieve advancement technology, many industries are selling their products through the internet with efficient speed. It is a very effective strategy; it provides speedy delivery to the consumers and also gives a chance to expand their business worldwide. For gaining green loyalty (F6) textile industry should promote loyalty programs like offering a member ship card to consumer with point collection for special discounts and offer sale promotions including rebates, free premium and cash back offers. These loyalty programs can enhance the reputation of the industry as well as make consumer post purchase behavior stronger (Desore and Narula, 2018b). For improvement the climate, green environment (F2) sustainability is suggested to the textile industry. There are number of chemicals are used in industry, which evaporate into air and harm our climate, textile industry should recycle and reuse the material which can be achieved great environmental benefits through less consuming and keeping garments longer. Land filling and recycling energy also reduce environmental damage. This change will become positive outcomes for Pakistan. Information (F9) is suggested to the textile industry to focus on that when they are launching a new product. Collecting the information is also known as market research, companies must collect data from their target audience and compare it. It provides a deep understanding on your competitors and consumers. It will help the textile sector to gain new opportunities (Kuo and Smith, 2018).
4.3 Managerial implication 
Managers should need to focus on undertake evaluation and social analysis and identify social opportunities which reduce risk it is suggested to managers to work on past experience (F14). It will improve the chance of textiles to reduce the mistakes in which they have made in their workplace. Collecting feedback is the most effective tool to use against their competitors, it can improve their seasonal demands and also improves managerial forecasting. Green value (F5) will be a factor that managers should focus on to make marketing strategies good, activities of marketing managers are suggested to carry out by consumers themselves in order to get product value. Staying with the consumers can increase their market share. To improve their brand delivery system time pressure (F12) is suggested to managers. Longer time consumption leads negative impact on their product reputations, it will improve the transportation system, and suppliers process and minimize human error thus if managers focus on, it will improve overall manufacturing process (Blazquez et al., 2020). Similarly, managers should understand the green attitude (F1) of consumers to improve their brand selling decision and also improve promotions channel at what are the best channel should use to promote their brands, improve prices at which consumers would be easily ready to purchase their brands and improves designing the best possible brand that fully satisfies the consumer’s need and wants. It is the factor that managers need to establish in actionable guidelines on how to implement closed learning with consumer attitude.
After improving promotion, price and designing decision according to consumer attitude, managers should decide according to the marketplace (F15). It will improve textile brand placement. Shelf place and the brand display is very important, it is not only the attention of consumers and sight attract, but also consumers increase their consumption. So, managers should need to identify their proper brand placement in the market. It brings make more profits from the market. Organizational managers suggested to use durable product features (F4) and make changes with the understanding of consumers. For good product features managers make a goal to achieve long-lasting success, proper working is required to the managers to measure the impact of features to the consumers and estimate its success, and after change is implemented compare actual result to your expected result. This will help managers to understand that are there any additional features or changes which are required in the future (Desore and Narula, 2018b). Brand reputation is needed to establish in different classes instead of only one class. Therefore, managers should maintain their social class (F10) to improve brand reputation. The higher class always want fine brand with expensive, middle class just satisfying their wants which they created with minimum cost. Similarly, the lower class are concerned with simple getting by, they just focus on basic necessities. Each social class has different purchasing pattern. A manager should understand dynamic of social class to develop brand reputation (Shamsi and Siddiqui, 2017).
5. Conclusion

The purpose of this study was to identify factors of sustainability towards consumer behavior. Consumer behavior plays an important role to implement sustainability. With increasing concern about sustainability, the industry is making more focus on effective strategies. This study could improve the problems of consumer behavior by identifying the most critical factors of sustainability by implementation in the textile industry. In this study, 15 common CSFs of sustainability and consumer behavior were collected and validated results from literature with the field of experts. Moreover, DEMATEL is used to analyze the result. Based on the replies of experts proposed a model of framework and tested in the textile industry. According to the result, green culture (F8) shows top position in diagram which clearly understand the consumer culture is the most influential factor for implementation in the textile industry. While green product (F4) leads low position in the diagram which means it is a low influential factor of consumer behavior in implementation. Focusing on the most influential factors can help other influential factors to be calculated. 

5.1 Limitations and future directions 

There are a number of limitations to this study that need to be investigated further. First, due to the situation of a pandemic the authors were unable to collect data from a large sample size so, the sample size is based on expert sampling from the opinions of the experts of textile, and this is why the sample size was limited. In the future researchers can work with the large sample size to conduct a more detailed analysis of these critical factors of sustainability and consumer behavior. It would also be of interest to replicate the study using new samples from different countries or cultures in order to conduct a comparative analysis that would allow for more precise identification of the critical factors of sustainability towards consumer behavior. This research study was conducted on the MCDM DEMATEL technique. This study was put together based on the opinions of experts, and the results can be interpreted based on personal preferences. In fact, weights and ratings can be based on the evaluator's opinion of what's important, so they have a lot of subjectivity. It would be interesting for future research efforts to use a mixed-method approach in this area. 









References
AGGARWAL, V. S. & JHA, A. 2019. Pressures of CSR in India: an institutional perspective. Journal of Strategy and Management.
AKRAM, M. S., GORAYA, M. A. S., MALIK, A. & ALJARALLAH, A. M. 2018. Organizational performance and sustainability: exploring the roles of IT capabilities and knowledge management capabilities. Sustainability, 10, 3816.
AMJAD, F., ABBAS, W., ZIA-UR-REHMAN, M., BAIG, S. A., HASHIM, M., KHAN, A. & REHMAN, H.-U.-. 2021. Effect of green human resource management practices on organizational sustainability: the mediating role of environmental and employee performance. Environmental Science Pollution Research, 28, 28191-28206.
ARSHAD, M. & ARSHAD, D. 2019. Internal capabilities and SMEs performance: A case of textile industry in Pakistan. Management Science Letters, 9, 621-628.
AVERY, G. C. & BERGSTEINER, H. 2010. Honeybees & locusts: The business case for sustainable leadership, Allen & Unwin.
AYRES, R. U. & KNEESE, A. V. 1969. Production, consumption, and externalities. The American Economic Review, 59, 282-297.
BAI, C. & SARKIS, J. 2013. A grey-based DEMATEL model for evaluating business process management critical success factors. International Journal of Production Economics, 146, 281-292.
BANSAL, P. & ROTH, K. 2000. Why companies go green: A model of ecological responsiveness. Academy of management journal, 43, 717-736.
BISSING-OLSON, M. J., FIELDING, K. S. & IYER, A. 2016. Experiences of pride, not guilt, predict pro-environmental behavior when pro-environmental descriptive norms are more positive. Journal of Environmental Psychology, 45, 145-153.
BLAZQUEZ, M., HENNINGER, C. E., ALEXANDER, B. & FRANQUESA, C. 2020. Consumers’ knowledge and intentions towards sustainability: A Spanish fashion perspective. Fashion Practice, 12, 34-54.
BOYNTON, A. C. & ZMUD, R. W. 1984. An assessment of critical success factors. Slan management review, 25, 17-27.
BRUNDTLAND, G. H. J. E. C. 1987. Our common future—Call for action. 14, 291-294.
BUERKE, A., STRAATMANN, T., LIN-HI, N. & MÜLLER, K. 2017a. Consumer awareness and sustainability-focused value orientation as motivating factors of responsible consumer behavior. Review of Managerial Science, 11, 959-991.
BUERKE, A., STRAATMANN, T., LIN-HI, N. & MÜLLER, K. 2017b. Consumer awareness and sustainability-focused value orientation as motivating factors of responsible consumer behavior. Review of Managerial Science, 11, 959-991.
BUI, T.-D., LIM, M. K., SUJANTO, R. Y., ONGKOWIDJAJA, M. & TSENG, M.-L. 2022. Building a Hierarchical Sustainable Consumption Behavior Model in Qualitative Information: Consumer Behavior Influences on Social Impacts and Environmental Responses. Sustainability, 14, 9877.
BULLEN, C. V. & ROCKART, J. F. 1981. A primer on critical success factors.
BYRD, K. & SU, J. 2021. Investigating consumer behaviour for environmental, sustainable and social apparel. International Journal of Clothing Science Technology, 33, 336-352.
CAIADO, R. G. G., QUELHAS, O. L. G., NASCIMENTO, D. L. D. M., ANHOLON, R. & LEAL FILHO, W. 2019. Towards sustainability by aligning operational programmes and sustainable performance measures. Production Planning & Control, 30, 413-425.
CARUANA, R. & CRANE, A. 2008. Constructing consumer responsibility: Exploring the role of corporate communications. Organization studies, 29, 1495-1519.
CEYLAN, O. 2019. Knowledge, attitudes and behavior of consumers towards sustainability and ecological fashion. Textile & Leather Review, 2, 154-161.
CHEN, Y.-S. 2010. The drivers of green brand equity: Green brand image, green satisfaction, and green trust. Journal of Business ethics, 93, 307-319.
CHEN, Y.-S., CHANG, T.-W., LI, H.-X. & CHEN, Y.-R. 2020. The Influence of Green Brand Affect on Green Purchase Intentions: The Mediation Effects of Green Brand Associations and Green Brand Attitude. International Journal of Environmental Research and Public Health [Online], 17.
CHUAH, S. H.-W., EL-MANSTRLY, D., TSENG, M.-L. & RAMAYAH, T. 2020. Sustaining customer engagement behavior through corporate social responsibility: The roles of environmental concern and green trust. Journal of Cleaner Production, 262, 121348.
COŞKUN, A. 2017. Understanding Green Attitudes.
DANIEL, D. R. 1961. Management information crisis. Harvard business review, 111-121.
DELLAERT, B. G. 2019. The consumer production journey: marketing to consumers as co-producers in the sharing economy. Journal of the Academy of Marketing Science, 47, 238-254.
DESORE, A. & NARULA, S. A. 2018a. An overview on corporate response towards sustainability issues in textile industry. Environment, Development Sustainability, 20, 1439-1459.
DESORE, A. & NARULA, S. A. 2018b. An overview on corporate response towards sustainability issues in textile industry. Environment, Development and Sustainability, 20, 1439-1459.
DO PAÇO, A., SHIEL, C. & ALVES, H. 2019. A new model for testing green consumer behaviour. Journal of cleaner production, 207, 998-1006.
EJUU, G. 2019. African indigenous games: Using Bame Nsamenang’s Africentric thoughts to reflect on our heritage, pedagogy, and practice in a global village. Journal of Psychology in Africa, 29, 319-327.
EPSTEIN, M. J. & ROY, M.-J. 2001. Sustainability in action: Identifying and measuring the key performance drivers. Long range planning, 34, 585-604.
EWE, S. Y. & TJIPTONO, F. 2023. Green behavior among Gen Z consumers in an emerging market: eco-friendly versus non-eco-friendly products. Young Consumers, 24, 234-252.
FANG, E. 2008. Customer participation and the trade-off between new product innovativeness and speed to market. Journal of marketing, 72, 90-104.
FIGUEROA-GARCÍA, E. C., GARCÍA-MACHADO, J. J. & PEREZ-BUSTAMANTE YABAR, D. C. 2018. Modeling the social factors that determine sustainable consumption behavior in the community of Madrid. Sustainability, 10, 2811.
FRANK, P. & BROCK, C. 2019. “Green cannibalism” or an “organic inside job”? Empirical insights into the rivalry of ethical grocery types. Psychology & Marketing, 36, 597-617.
FU, X., ZHU, Q. & SARKIS, J. 2012. Evaluating green supplier development programs at a telecommunications systems provider. International Journal of Production Economics, 140, 357-367.
GABUS, A. & FONTELA, E. 1972. World problems, an invitation to further thought within the framework of DEMATEL. Battelle Geneva Research Center, Geneva, Switzerland, 1-8.
GELHARD, C. & VON DELFT, S. 2016. The role of organizational capabilities in achieving superior sustainability performance. Journal of business research, 69, 4632-4642.
GOH, S. K. & BALAJI, M. 2016. Linking green skepticism to green purchase behavior. Journal of Cleaner Production, 131, 629-638.
GONG, S., SHENG, G., PEVERELLI, P. & DAI, J. 2021. Green branding effects on consumer response: examining a brand stereotype-based mechanism. Journal of Product Brand Management, 30, 1033-1046.
GOVINDAN, K., KHODAVERDI, R. & VAFADARNIKJOO, A. 2015. Intuitionistic fuzzy based DEMATEL method for developing green practices and performances in a green supply chain. Expert Systems with Applications, 42, 7207-7220.
GOVINDAN, K., KHODAVERDI, R. & VAFADARNIKJOO, A. 2016. A grey DEMATEL approach to develop third-party logistics provider selection criteria. Industrial Management & Data Systems.
GOVINDAN, K. & SOLEIMANI, H. 2017. A review of reverse logistics and closed-loop supply chains: a Journal of Cleaner Production focus. Journal of Cleaner Production, 142, 371-384.
GRACIOLA, A. P., DE TONI, D., DE LIMA, V. Z. & MILAN, G. S. 2018. Does price sensitivity and price level influence store price image and repurchase intention in retail markets? Journal of Retailing and Consumer Services, 44, 201-213.
GRUNERT, S. C. & JUHL, H. J. 1995. Values, environmental attitudes, and buying of organic foods. Journal of economic psychology, 16, 39-62.
HARTMANN, P., APAOLAZA IBÁÑEZ, V. & FORCADA SAINZ, F. J. 2005. Green branding effects on attitude: functional versus emotional positioning strategies. Marketing intelligence planning, 23, 9-29.
HOMBURG, C., WIESEKE, J. & HOYER, W. D. 2009. Social identity and the service-profit chain. Journal of Marketing, 73, 38-54.
HOSTA, M. & ZABKAR, V. 2020. Antecedents of Environmentally and Socially Responsible Sustainable Consumer Behavior. Journal of Business Ethics, 1-21.
HUGHNER, R. S., MCDONAGH, P., PROTHERO, A., SHULTZ, C. J. & STANTON, J. 2007. Who are organic food consumers? A compilation and review of why people purchase organic food. Journal of Consumer Behaviour: An International Research Review, 6, 94-110.
HUSSAIN, S. & HUANG, J. 2022. The impact of cultural values on green purchase intentions through ecological awareness and perceived consumer effectiveness: An empirical investigation. Frontiers in Environmental Science, 10.
INVESTPAKISTAN Textile.
ISNAINI, D. B. J. 2020. Ethics in advertising and costumers’ perception. International Journal of Future Generation Communication Networking, 13, 1689-1694.
JABBOUR, C. J. C. & DE SOUSA JABBOUR, A. B. L. 2016. Green human resource management and green supply chain management: Linking two emerging agendas. Journal of cleaner production, 112, 1824-1833.
JACA, C., PRIETO-SANDOVAL, V., PSOMAS, E. L. & ORMAZABAL, M. 2018. What should consumer organizations do to drive environmental sustainability? Journal of Cleaner Production, 181, 201-208.
JALEES, T., QABOOL, S., ZAMAN, S. I. & ALAM KAZMI, S. H. 2021. Effect of spirituality and ethics on green advertising, and the multi-mediating roles of green buying and green satisfaction. Cogent Business Management, 8, 1920559.
JANG, S. S. & NAMKUNG, Y. 2009. Perceived quality, emotions, and behavioral intentions: Application of an extended Mehrabian–Russell model to restaurants. Journal of Business Research, 62, 451-460.
JOSHI, Y. & RAHMAN, Z. 2017. Investigating the determinants of consumers’ sustainable purchase behaviour. Sustainable Production and consumption, 10, 110-120.
JOSHI, Y. & RAHMAN, Z. 2019. Consumers' sustainable purchase behaviour: Modeling the impact of psychological factors. Ecological economics, 159, 235-243.
JOUNG, C. B., CARRELL, J., SARKAR, P. & FENG, S. C. 2013. Categorization of indicators for sustainable manufacturing. Ecological indicators, 24, 148-157.
JU-LONG, D. 1982. Control problems of grey systems. Systems control letters, 1, 288-294.
JUNG, H. J., CHOI, Y. J. & OH, K. W. 2020. Influencing Factors of Chinese Consumers’ Purchase Intention to Sustainable Apparel Products: Exploring Consumer “Attitude–Behavioral Intention” Gap. Sustainability, 12, 1770.
KANNAN, D. 2018. Role of multiple stakeholders and the critical success factor theory for the sustainable supplier selection process. International Journal of Production Economics, 195, 391-418.
KHAN, M. M. R. & ISLAM, M. M. 2015. Materials and manufacturing environmental sustainability evaluation of apparel product: knitted T-shirt case study. Textiles Clothing Sustainability, 1, 1-12.
KHAN, S. A., AGYEMANG, M., ISHIZAKA, A., ZAMAN, S. I., ALI, S. M. & LAVAL, J. 2021a. Barriers and overcoming strategies to multi-tier sustainable supply chain management: an explorative study in an emerging economy. International Journal of Sustainable Engineering, 1-12.
KHAN, S. A., MUBARIK, M. S., KUSI‐SARPONG, S., ZAMAN, S. I. & KAZMI, S. H. A. 2021b. Social sustainable supply chains in the food industry: A perspective of an emerging economy. Corporate Social Responsibility and Environmental Management, 28, 404-418.
KHAN, S. N. & MOHSIN, M. 2017. The power of emotional value: Exploring the effects of values on green product consumer choice behavior. Journal of Cleaner Production, 150, 65-74.
KHANDELWAL, U., KULSHRESHTHA, K. & TRIPATHI, V. 2019. Importance of consumer-based green brand equity: Empirical evidence. Paradigm, 23, 83-97.
KINEBER, A. F., OTHMAN, I., OKE, A. E., CHILESHE, N. & ZAYED, T. 2021. Exploring the value management critical success factors for sustainable residential building – A structural equation modelling approach. Journal of Cleaner Production, 293, 126115.
KOZLENKOVA, I. V., SAMAHA, S. A. & PALMATIER, R. W. 2014. Resource-based theory in marketing. Journal of the Academy of Marketing Science, 42, 1-21.
KRAVCHENKO, M., PIGOSSO, D. C. & MCALOONE, T. C. 2019. Towards the ex-ante sustainability screening of circular economy initiatives in manufacturing companies: Consolidation of leading sustainability-related performance indicators. Journal of Cleaner Production, 118318.
KUCHINKA, D. G., BALAZS, S., GAVRILETEA, M. D. & DJOKIC, B.-B. 2018. Consumer attitudes toward sustainable development and risk to brand loyalty. Sustainability, 10, 997.
KUMAR, A. & DASH, M. K. 2016. Using DEMATEL to construct influential network relation map of consumer decision-making in e-marketplace. International Journal of Business Information Systems, 21, 48-72.
KUMAR, V. & CHRISTODOULOPOULOU, A. 2014. Sustainability and branding: An integrated perspective. Industrial Marketing Management, 43, 6-15.
KUO, T.-C. & SMITH, S. 2018. A systematic review of technologies involving eco-innovation for enterprises moving towards sustainability. Journal of Cleaner Production, 192, 207-220.
KUSCU, A. 2019. Green marketing and branding: Combining micro and macro perspectives to achieve a circular economy. The Circular Economy and Its Implications on Sustainability and the Green Supply Chain. IGI Global.
LACE, N. 2018. The Open Innovation Model of Coaching Interaction in Organisations for Sustainable Performance within the Life Cycle. Sustainability, 10, 3516.
LE, T. M. & LIAW, S.-Y. 2017. Effects of pros and cons of applying big data analytics to consumers’ responses in an e-commerce context. Sustainability, 9, 798.
LEARY, R. B., VANN, R. J., MITTELSTAEDT, J. D., MURPHY, P. E. & SHERRY JR, J. F. 2014. Changing the marketplace one behavior at a time: Perceived marketplace influence and sustainable consumption. Journal of Business Research, 67, 1953-1958.
LEITE, L. R., DE ARAUJO, J. B. & MARTINS, R. A. 2011. Sustentabilidade como direcionador de evolução dos sistemas de medição de desempenho. NAVUS-Revista de Gestão e Tecnologia, 1, 35-50.
LEONIDOU, C. N. & SKARMEAS, D. 2017. Gray shades of green: Causes and consequences of green skepticism. Journal of business ethics, 144, 401-415.
LIAO, Y.-K., WU, W.-Y. & PHAM, T.-T. 2020. Examining the moderating effects of green marketing and green psychological benefits on customers’ green attitude, value and purchase intention. Sustainability, 12, 7461.
LIKHITKAR, P. & VERMA, P. 2017. Impact of green HRM practices on organization sustainability and employee retention. International journal for innovative research in multidisciplinary field, 3, 152-157.
LIN, R.-J. 2013. Using fuzzy DEMATEL to evaluate the green supply chain management practices. Journal of cleaner production, 40, 32-39.
LIU, X. & LIN, K.-L. 2020. Green Organizational Culture, Corporate Social Responsibility Implementation, and Food Safety. Frontiers in Psychology, 11.
LUCHS, M. G., NAYLOR, R. W., IRWIN, J. R. & RAGHUNATHAN, R. 2010. The sustainability liability: Potential negative effects of ethicality on product preference. Journal of Marketing, 74, 18-31.
LUTHRA, S., GOVINDAN, K. & MANGLA, S. K. 2017. Structural model for sustainable consumption and production adoption—A grey-DEMATEL based approach. Resources, Conservation and Recycling, 125, 198-207.
MANIORA, J. 2018. Mismanagement of sustainability: What business strategy makes the difference? Empirical evidence from the USA. Journal of Business Ethics, 152, 931-947.
MARIAPPANADAR, S. 2019. Sustainable human resource management: Strategies, practices and challenges, Bloomsbury Publishing.
MARTINHO, G., PIRES, A., PORTELA, G. & FONSECA, M. 2015. Factors affecting consumers’ choices concerning sustainable packaging during product purchase and recycling. Resources, Conservation Recycling, 103, 58-68.
MATHARU, M., JAIN, R. & KAMBOJ, S. 2020. Understanding the impact of lifestyle on sustainable consumption behavior: a sharing economy perspective. Management of environmental quality: An international Journal, 32, 20-40.
MEDALLA, M. E. F., YAMAGISHI, K. D., TIU, A. M. C., TANAID, R. A. B., ABELLANA, D. P. M., CABALLES, S. A. A., JABILLES, E. M. Y., SELERIO, E. F., BONGO, M. F. & OCAMPO, L. A. 2021. Relationship mapping of consumer buying behavior antecedents of secondhand clothing with fuzzy DEMATEL. Journal of Management Analytics, 8, 530-568.
MEMON, J. A., AZIZ, A. & QAYYUM, M. 2020. The Rise and Fall of Pakistan’s Textile Industry: An Analytical View.
MICHELSEN, G., ADOMßENT, M., MARTENS, P. & VON HAUFF, M. 2016. Sustainable development–background and context. Sustainability science. Springer.
NESLIN, S. A., GREWAL, D., LEGHORN, R., SHANKAR, V., TEERLING, M. L., THOMAS, J. S. & VERHOEF, P. C. 2006. Challenges and opportunities in multichannel customer management. Journal of service research, 9, 95-112.
NESSEL, S. 2016. Verbraucherorganisationen und Verbraucherpolitik als Intermediäre der Nachhaltigkeit. Eine Analyse der institutionellen und organisationalen Einbettung nachhaltigen Konsums. Berliner Journal für Soziologie, 26, 227-248.
NIINIMÄKI, K., PETERS, G., DAHLBO, H., PERRY, P., RISSANEN, T. & GWILT, A. 2020. The environmental price of fast fashion. Nature Reviews Earth Environment, 1, 189-200.
O'ROURKE, D. & RINGER, A. 2016. The impact of sustainability information on consumer decision making. Journal of Industrial Ecology, 20, 882-892.
OCAMPO, L. A., TAN, T. A. G. & SIA, L. A. 2018. Using fuzzy DEMATEL in modeling the causal relationships of the antecedents of organizational citizenship behavior (OCB) in the hospitality industry: A case study in the Philippines. Journal of Hospitality Tourism Management, 34, 11-29.
OKUR, N. & SARICAM, C. 2019. The impact of knowledge on consumer behaviour towards sustainable apparel consumption. Consumer behaviour sustainable fashion consumption, 69-96.
PAÇO, A., LEAL FILHO, W., ÁVILA, L. V. & DENNIS, K. 2021. Fostering sustainable consumer behavior regarding clothing: Assessing trends on purchases, recycling and disposal. Textile Research Journal, 91, 373-384.
PAHLEVI, M. R. & SUHARTANTO, D. 2020. The integrated model of green loyalty: Evidence from eco-friendly plastic products. Journal of Cleaner Production, 257, 120844.
PEIRSON-SMITH, A. & EVANS, S. 2017. Fashioning Green Words and Eco Language: An examination of the user perception gap for fashion brands promoting sustainable practices. Fashion Practice, 9, 373-397.
PENG, L., ZHANG, W., WANG, X. & LIANG, S. 2019. Moderating effects of time pressure on the relationship between perceived value and purchase intention in social E-commerce sales promotion: Considering the impact of product involvement. Information & Management, 56, 317-328.
POLONSKY, M. J. & ROSENBERGER III, P. J. 2001. Reevaluating green marketing: a strategic approach. Business horizons, 44, 21-30.
RAJESH, R. & RAVI, V. 2015. Modeling enablers of supply chain risk mitigation in electronic supply chains: A Grey–DEMATEL approach. Computers Industrial Engineering, 87, 126-139.
RAMYA, N. & ALI, S. 2016. Factors affecting consumer buying behavior. International journal of applied research, 2, 76-80.
REHMAN, M. A., SETH, D. & SHRIVASTAVA, R. 2016. Impact of green manufacturing practices on organisational performance in Indian context: an empirical study. Journal of cleaner production, 137, 427-448.
SAUNDERS, R. 2006. CSR: How to get an ethical advantage. Download from Http://www. highbeam. com/doc/1G1-156029766. html (accessed 18 December 2016).
SHABBIR, M. S., BAIT ALI SULAIMAN, M. A., HASAN AL-KUMAIM, N., MAHMOOD, A. & ABBAS, M. 2020. Green Marketing Approaches and Their Impact on Consumer Behavior towards the Environment—A Study from the UAE. Sustainability, 12, 8977.
SHAMSI, M. & SIDDIQUI, Z. 2017. Green product and consumer behavior: An analytical study. Pertanika Journal of Social Sciences and Humanities, 25, 1545-1554.
SHARMA, S., PRAKASH, G., KUMAR, A., MUSSADA, E. K., ANTONY, J. & LUTHRA, S. 2021. Analysing the relationship of adaption of green culture, innovation, green performance for achieving sustainability: Mediating role of employee commitment. Journal of Cleaner Production, 303, 127039.
SHEN, D., RICHARDS, J. & LIU, F. 2013. Consumers’ awareness of sustainable fashion. Marketing Management Journal, 23, 134-147.
SHIBIN, K., DUBEY, R., GUNASEKARAN, A., HAZEN, B., ROUBAUD, D., GUPTA, S. & FOROPON, C. 2017. Examining sustainable supply chain management of SMEs using resource based view and institutional theory. Annals of Operations Research, 1-26.
SIMÃO, L. & LISBOA, A. 2017. Green marketing and green brand–The Toyota Case. Procedia manufacturing, 12, 183-194.
SOLOMON, M., RUSSELL-BENNETT, R. & PREVITE, J. 2012. Consumer behaviour, Pearson Higher Education AU.
SONG, S. & KO, E. 2017. Perceptions, attitudes, and behaviors toward sustainable fashion: Application of Q and Q‐R methodologies. International Journal of Consumer Studies, 41, 264-273.
SONG, W., ZHU, Y. & ZHAO, Q. 2020. Analyzing barriers for adopting sustainable online consumption: A rough hierarchical DEMATEL method. Computers & Industrial Engineering, 140, 106279.
STUBBS, W. 2017. Sustainable entrepreneurship and B corps. Business Strategy and the Environment, 26, 331-344.
TASLEEM, M., KHAN, N. & NISAR, A. 2018. Impact of total quality management and environmental management system on sustainable performance of selected industries in Pakistan. Journal of Environmental Science Management, 21.
THØGERSEN, J. 2005. How may consumer policy empower consumers for sustainable lifestyles? Journal of consumer policy, 28, 143-177.
VAN DOORN, J. & VERHOEF, P. C. 2015. Drivers of and barriers to organic purchase behavior. Journal of Retailing, 91, 436-450.
VLASTELICA, T., KOSTIĆ-STANKOVIĆ, M., RAJIĆ, T., KRSTIĆ, J. & OBRADOVIĆ, T. 2023. Determinants of Young Adult Consumers’ Environmentally and Socially Responsible Apparel Consumption. Sustainability, 15, 1057.
WINIT, W., EKASINGH, E. & SAMPET, J. 2023. How Disclosure Types of Sustainability Performance Impact Consumers’ Relationship Quality and Firm Reputation. Sustainability, 15, 803.
XIA, X., GOVINDAN, K. & ZHU, Q. 2015. Analyzing internal barriers for automotive parts remanufacturers in China using grey-DEMATEL approach. Journal of cleaner production, 87, 811-825.
YıLDıRıM, S., YıLDıRıM, D. Ç. & GEDIKLI, A. 2018. Sustainable consumption trends in the world in the context of green economy and sustainability. Sustainable development: Concepts, methodologies, tools, and applications. IGI Global.
YOUNG, W., HWANG, K., MCDONALD, S. & OATES, C. J. 2010. Sustainable consumption: green consumer behaviour when purchasing products. Sustainable development, 18, 20-31.
ZHANG, L., SUN, X. & XUE, H. 2019. Identifying critical risks in Sponge City PPP projects using DEMATEL method: A case study of China. Journal of cleaner production, 226, 949-958.
ZHANG, W., ZHANG, Q. & SONG, M. 2015. How do individual‐level factors affect the creative solution formation process of teams? Creativity Innovation Management, 24, 508-524.
ZHANG, X., QING, L., WANG, S. & CHUN, D. 2023. The Effect of Human Resource Director (HRD) Competency on the Performance of Exponential Organizations—Analysis of the Continuous Mediating Effect Based on Organizational Identity, Self-Efficacy, and the Moderating Effect of Organizational Politics. Sustainability, 15, 936.

























Appendices

Table 4 Initial relationship matrix

	Fs
	F 1
	F 2
	F 3
	F 4
	F 5
	F 6
	F 7
	F 8
	F 9
	F 10
	F 11
	F 12
	F 13
	F 14
	F 15

	F 1
	0
	2
	2
	3
	2
	2
	4
	3
	1
	1
	3
	2
	3
	4
	2

	F 2
	1
	0
	2
	3
	4
	3
	3
	3
	3
	3
	3
	3
	2
	2
	3

	F 3
	1
	2
	0
	4
	3
	4
	4
	2
	4
	2
	3
	4
	3
	4
	3

	F 4
	2
	2
	3
	0
	2
	1
	2
	1
	2
	2
	3
	4
	2
	3
	3

	F 5
	4
	3
	3
	3
	0
	3
	2
	2
	3
	3
	2
	2
	2
	2
	3

	F 6
	3
	3
	3
	3
	2
	0
	2
	4
	3
	4
	3
	3
	2
	3
	2

	F 7
	2
	3
	4
	4
	3
	2
	0
	3
	2
	2
	4
	3
	2
	4
	3

	F 8
	3
	3
	3
	4
	3
	3
	3
	0
	3
	4
	2
	3
	2
	3
	3

	F 9
	3
	3
	2
	3
	3
	3
	4
	3
	0
	2
	2
	3
	3
	3
	3

	F 10
	1
	2
	3
	3
	3
	4
	3
	2
	2
	0
	2
	3
	2
	2
	4

	F 11
	3
	2
	3
	2
	3
	2
	2
	3
	4
	3
	0
	2
	2
	2
	3

	F 12
	4
	2
	2
	3
	3
	3
	2
	3
	3
	3
	4
	0
	2
	3
	3

	F 13
	3
	4
	4
	3
	3
	3
	2
	1
	3
	3
	4
	4
	0
	2
	3

	F 14
	4
	3
	0
	3
	4
	3
	3
	2
	3
	2
	4
	3
	3
	0
	4

	F 15
	4
	3
	0
	4
	3
	3
	1
	2
	2
	1
	3
	3
	2
	4
	0














	





Table 5 Normalized matrix (Y)

	
	F 1
	F 2
	F 3
	F 4
	F 5
	F 6
	F 7
	F 8
	F 9
	F 10
	F 11
	F 12
	F 13
	F 14
	F 15

	F 1
	0
	0.046
	0.046
	0.069
	0.046
	0.046
	0.093
	0.069
	0.023
	0.023
	0.069
	0.046
	0.069
	0.093
	0.046

	F 2
	0.023
	0
	0.046
	0.069
	0.093
	0.069
	0.069
	0.069
	0.069
	0.069
	0.069
	0.069
	0.046
	0.046
	0.069

	F 3
	0.023
	0.046
	0
	0.093
	0.069
	0.093
	0.093
	0.046
	0.093
	0.046
	0.069
	0.093
	0.069
	0.093
	0.069

	F 4
	0.046
	0.046
	0.069
	0
	0.046
	0.023
	0.046
	0.023
	0.046
	0.046
	0.069
	0.093
	0.046
	0.069
	0.069

	F 5
	0.093
	0.069
	0.069
	0.069
	0
	0.069
	0.046
	0.046
	0.069
	0.069
	0.046
	0.046
	0.046
	0.046
	0.069

	F 6
	0.069
	0.069
	0.069
	0.069
	0.046
	0
	0.046
	0.093
	0.069
	0.093
	0.069
	0.069
	0.046
	0.069
	0.046

	F 7
	0.046
	0.069
	0.093
	0.093
	0.069
	0.046
	0
	0.069
	0.046
	0.046
	0.093
	0.069
	0.046
	0.093
	0.069

	F 8
	0.069
	0.069
	0.069
	0.093
	0.069
	0.069
	0.069
	0
	0.069
	0.093
	0.046
	0.069
	0.046
	0.069
	0.069

	F 9
	0.069
	0.069
	0.046
	0.069
	0.069
	0.069
	0.093
	0.069
	0
	0.046
	0.046
	0.069
	0.069
	0.069
	0.069

	F 10
	0.023
	0.046
	0.069
	0.069
	0.069
	0.093
	0.069
	0.046
	0.046
	0
	0.046
	0.069
	0.046
	0.046
	0.093

	F 11
	0.069
	0.046
	0.069
	0.046
	0.069
	0.046
	0.046
	0.069
	0.093
	0.069
	0
	0.046
	0.046
	0.046
	0.069

	F 12
	0.093
	0.046
	0.046
	0.069
	0.069
	0.069
	0.046
	0.069
	0.069
	0.069
	0.093
	0
	0.046
	0.069
	0.069

	F 13
	0.069
	0.093
	0.093
	0.069
	0.069
	0.069
	0.046
	0.023
	0.069
	0.069
	0.093
	0.093
	0
	0.046
	0.069

	F 14
	0.093
	0.069
	0
	0.069
	0.093
	0.069
	0.069
	0.046
	0.069
	0.046
	0.093
	0.069
	0.069
	0
	0.093

	F 15
	0.093
	0.069
	0
	0.093
	0.069
	0.069
	0.023
	0.046
	0.046
	0.023
	0.069
	0.069
	0.046
	0.093
	0
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Table 6 Total relationship matrix

	
	F1
	F 2
	F 3
	F4
	F5
	F6
	F 7
	F 8
	F 9
	F 10
	F 11
	F 12
	F 13
	F 14
	F15

	F1
	0.442
	0.466
	0.429
	0.572
	0.510
	0.481
	0.503
	0.456
	0.456
	0.422
	0.545
	0.519
	0.433
	0.553
	0.521

	F2
	0.511
	0.465
	0.470
	0.624
	0.599
	0.550
	0.525
	0.498
	0.5440
	0.507
	0.591
	0.588
	0.449
	0.559
	0.592

	F3
	0.577
	0.571
	0.480
	0.718
	0.646
	0.633
	0.606
	0.533
	0.627
	0.543
	0.663
	0.679
	0.525
	0.669
	0.661

	F4
	0.459
	0.438
	0.423
	0.474
	0.481
	0.436
	0.436
	0.390
	0.451
	0.417
	0.5155
	0.5310
	0.390
	0.504
	0.513

	F5
	0.556
	0.515
	0.476
	0.607
	0.496
	0.535
	0.493
	0.464
	0.527
	0.490
	0.555
	0.552
	0.439
	0.545
	0.574

	F6
	0.575
	0.552
	0.512
	0.653
	0.584
	0.511
	0.532
	0.541
	0.568
	0.550
	0.618
	0.616
	0.472
	0.607
	0.599

	F7
	0.568
	0.563
	0.541
	0.686
	0.618
	0.565
	0.496
	0.528
	0.560
	0.517
	0.653
	0.628
	0.481
	0.640
	0.632

	F8
	0.597
	0.573
	0.530
	0.698
	0.627
	0.596
	0.571
	0.473
	0.587
	0.567
	0.622
	0.639
	0.489
	0.630
	0.642

	F9
	0.578
	0.555
	0.492
	0.654
	0.605
	0.575
	0.571
	0.520
	0.502
	0.508
	0.601
	0.616
	0.493
	0.608
	0.619

	F10
	0.488
	0.487
	0.469
	0.598
	0.553
	0.548
	0.502
	0.456
	0.499
	0.419
	0.547
	0.564
	0.430
	0.536
	0.586

	F11
	0.528
	0.486
	0.468
	0.577
	0.553
	0.507
	0.485
	0.476
	0.540
	0.483
	0.499
	0.542
	0.432
	0.535
	0.566

	F12
	0.594
	0.5281
	0.486
	0.647
	0.599
	0.569
	0.526
	0.516
	0.562
	0.523
	0.634
	0.544
	0.468
	0.602
	0.613

	F13
	0.597
	0.593
	0.551
	0.677
	0.628
	0.597
	0.551
	0.498
	0.590
	0.547
	0.664
	0.659
	0.445
	0.609
	0.641

	F14
	0.606
	0.559
	0.453
	0.656
	0.629
	0.577
	0.552
	0.504
	0.570
	0.511
	0.645
	0.618
	0.495
	0.546
	0.643

	F15
	0.533
	0.488
	0.386
	0.592
	0.532
	0.503
	0.443
	0.438
	0.478
	0.424
	0.546
	0.5402
	0.414
	0.554
	0.478
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Survey Questionnaire

Identifying and exploring relationship among critical factors of sustainability towards consumer behavior 

Position in company: XXX                                                                       Experience (years): XXX      
	Educational level: XXX                                                                              Organization type: XXX
Respected Sir, 
We are conducting this research to identify and exploring relationship among critical factors of sustainability towards consumer behavior in textile sector. Nowadays, consumer behavior is more concern towards sustainability because consumer behavior is the method of choosing, using and disposal of goods and services which directly leads to better economic, social, environmental sustainable performance of organizations and creates a competitive advantage. Given table shows the factors of consumer behavior that were recognized in literature.
Factor’s Description and Validation 

	Code 
	Factors 
	Description  
	Relevant (Yes/No)

	F1 
	Attitude
	Opinions, ideas and beliefs of consumer shows that how much they are concerned about sustainability.
	YES
	F2 
	Information
	The role of information influence on consumers by making them aware of sustainability.
	YES
	F3 
	Brand
	Sustainable Brands can influence consumers and their changing consumption pattern.
	YES
	F4 
	Social class
	Organizations should carefully study that consumer behavior influences their purchasing pattern with the social class.
	YES
	F5 
	Time pressure
	When consumers have less time to complete the task impact on consumer decision quality and information process.
	YES
	F6 
	Loyalty
	Organizations should promote eco-friendly products which help to measure consumer loyalty that how consumers frequently purchase the products.
	YES
	F7 
	Trust
	The importance of trust and credibility of consumer have significant impact on organizational sustainable performance.
	YES
	F8 
	Price
	Organizations offer discounted price promotion can engage the consumer to purchase the products in limited time.
	YES
	F9 
	Online purchase
	Businesses are promoting their commercials through internet, which is the decent idea for engaging their consumers.
	YES
	F10 
	Environment
	Organizations focus on decreases in harmful wastes. It will help to take a responsible environmental decision.
	YES
	F11 
	Marketplace influence

	The area which people gather for buying and selling of products associated with consumer purchase behavior and decision.
	YES
	F12 
	
Value

	Gives the value to the consumer by organization has impact on consumer attitude.
	YES
	F13 
	Culture

	Organizations adopt the strategies which influences the consumer’s culture, in this way they adopt competitive advantage.
	YES
	F14 
	Past experience 

	Consumer past experience towards the quality of product, the pricing factor and supplier name, help an organization to generate profit.
	YES
	F15 
	Product feature

	Organizations should make durable products, it has positive outcomes when product features meet the consumer’s expectations
	YES


Comparison Scale Table

	Numeral
	Definition

	0
	No influence

	1
	Low influence

	2
	Medium influence

	3
	High influence

	4
	Very high influence

	“i” is on vertical axis and “j’ is on horizontal axis



You are required to use the below comparison table to compare each indicator and their influence of indicator  on indicator .

	
	F 1
	F 2
	F 3
	F 4
	F 5
	F 6
	F 7
	F 8
	F 9
	F 10
	F 11
	F 12
	F 13
	F 14
	F 15

	F 1
	0
	3
	4
	1
	0
	4
	4
	1
	1
	2
	2
	1
	2
	1
	1

	F 2
	3
	0
	2
	3
	1
	2
	1
	1
	2
	0
	1
	2
	2
	2
	1

	F 3
	4
	2
	0
	4
	2
	3
	4
	3
	3
	2
	3
	0
	0
	2
	2

	F 4
	1
	1
	4
	0
	1
	2
	1
	2
	2
	2
	3
	1
	2
	1
	1

	F 5
	0
	1
	2
	3
	0
	1
	1
	3
	1
	1
	2
	0
	1
	1
	0

	F 6
	4
	0
	3
	3
	1
	0
	3
	1
	3
	3
	2
	1
	1
	2
	1

	F 7
	3
	1
	3
	3
	1
	3
	0
	3
	3
	1
	3
	1
	1
	2
	1

	F 8
	4
	3
	4
	3
	1
	2
	2
	0
	2
	1
	3
	2
	2
	2
	2

	F 9
	1
	3
	1
	2
	3
	2
	2
	2
	0
	1
	0
	0
	1
	2
	1

	F 10
	2
	2
	3
	1
	1
	3
	1
	1
	1
	0
	2
	1
	2
	1
	2

	F 11
	2
	2
	1
	2
	1
	2
	2
	2
	1
	1
	0
	1
	1
	1
	1

	F 12
	1
	2
	3
	2
	0
	3
	2
	1
	1
	2
	2
	0
	1
	1
	1

	F 13
	1
	2
	4
	2
	2
	2
	3
	1
	1
	1
	1
	2
	0
	1
	1

	F 14
	4
	3
	3
	1
	3
	3
	4
	1
	4
	1
	3
	1
	1
	0
	2

	F 15
	3
	4
	4
	3
	1
	4
	4
	2
	3
	0
	1
	0
	2
	1
	0




ri-si
ri-ci	F 9
F 13
F 6
F 8

F 1	F 2	F 3	F 4	F 5	F 6	F 7	F 8	F 9	F 10	F 11	F 12	F 13	F 14	F 15	-0.90002199999999988	0.23451500000000003	1.9644340000000007	-2.5756520000000007	-0.83578600000000058	0.30445500000000081	0.88312799999999925	1.5498830000000003	0.43668500000000066	0.2515969999999994	-1.2217849999999997	-0.42254900000000006	1.9931760000000009	-0.13286100000000012	-1.529217	
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