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Satisfaction with online clothing shopping:
an analysis of its background
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Abstract: companies that understand which variables drive customer satisfaction can establish stronger metrics and refine their strategies.
Currently, there is an exponential growth in fashion shopping through digital platforms. Our research assesses if fast fashion and slow fashion
orientation, environmental awareness, and product, emotional, and website experiences have an effect on satisfaction with online shopping.
Moreover, the importance and performance of experiences on satisfaction is analyzed. Statistical techniques used are a structural equation model
based on partial least squares and an importance-performance matrix. The research design was quantitative, explanatory, and cross-sectional,
conducted in the northern border of Mexico and applied to 539 clothing shoppers on web platforms or digital applications. The results show
that only the slow fashion orientation influences environmental awareness, unlike the fast fashion orientation that does not have an effect on it,
environmental awareness has a positive impact on the three types of experience, and they favorably impact satisfaction with the purchase of
clothing online. The importance-performance matrix revealed that the website/app experience is the most relevant factor for online satisfaction.
In conclusion, satisfaction with online shopping is highly dependent on the website experience.

Keywords: satisfaction, fashion, awareness, environment, sustainability, experience, online, customer.

Resumen: cuando las empresas comprenden las variables que impulsan la satisfaccion de los clientes, pueden establecer mejores puntos de refe-
rencia y perfeccionar sus estrategias. En la actualidad, existe un crecimiento exponencial de las compras de ropa de moda a través de plataformas
digitales. Esta investigacion evalta si la orientacion a la moda rdpida y a la moda lenta, la conciencia ambiental y las experiencias del producto,
emocional y con el sitio web inciden sobre la satisfaccion con la compra en linea. Ademds, se analiza la importancia y el rendimiento de las expe-
riencias sobre la satisfaccién. Las técnicas estadisticas utilizadas son un modelo de ecuaciones estructurales basados en minimos cuadrados parcia-
les y una matriz de importancia-desempefio. El disefio de investigacion fue cuantitativo, explicativo y transversal, desarrollado en la frontera norte
de México y aplicado a 539 compradores de ropa en plataformas web o aplicaciones digitales. Los resultados evidencian que solo la orientacién
a la moda lenta influye sobre la conciencia ambiental, a diferencia de la orientacién a la moda rdpida que no tiene efecto en ella, la conciencia
ambiental tiene un impacto positivo sobre los tres tipos de experiencia y éstos inciden favorablemente sobre la satisfacciéon con la compra de ropa
en linea. La matriz importancia-desempefio evidencié que la experiencia con el sitio web/app es el factor mds relevante para la satisfaccion en
linea. En conclusién, la satisfaccién con la compra en linea depende en gran medida de la experiencia con el sitio web.

Palabras clave: satisfaccién, moda, conciencia, sostenibilidad, medioambiente, experiencia, online, cliente.
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Online shopping has maintained sustained
growth because it represents a cheaper and more
convenient procurement method compared to
traditional purchases (Vasi¢ et al., 2019). In ad-
dition, this new format revolutionized the way
we purchase products, as they allow customers
to buy at any time and from anywhere (Ellison
et al., 2021), place orders, pay with digital means
and receive what they have bought where they
want (Rita et al., 2019). Therefore, aspects such as
customer experience and satisfaction with online
shopping are crucial for organizations, although
they are seen as a challenge for e-commerce (Ma-
makou et al., 2023; Rita et al., 2019).

Previous work indicates that when the varia-
bles that drive customer satisfaction are unders-
tood, companies can establish better benchmarks
and refine their strategies (Mofokeng, 2021; Vasic
et al., 2019). An example of this is found in the
fashion industry. In this sector, there is an expo-
nential growth in purchases through digital pla-
tforms and shopping experiences and consumer
satisfaction are recognized as fundamental factors
for the value proposition (Kautish et al., 2022).
However, there are challenges for fashion clothing
brands selling online, especially in relation to
issues such as social and ecological responsibility
and the need to ensure that customers are satis-
fied (Gutiérrez Rodriguez et al., 2020). Therefore,
this research work has two objectives. The first
is to evaluate a structural model of satisfaction
with online shopping, which includes as back-
ground the orientation to fast and slow fashion,
environmental awareness and product, emotional
and website experiences. The second purpose is
to analyze the importance and performance of
the three types of experience on online shopping
satisfaction, using an importance-performance
matrix. In addition to the introduction, the article
includes five more sections: literature review,
method, results, discussion and conclusions.

Satisfaction with online shopping
Customer satisfaction with online shopping

(e-satisfaction) can be defined as the customer’s as-
sessment of their experience of the service received

when they made a commercial transaction through
electronic platforms or applications (Gutiérrez
Rodriguez et al., 2020; Miao et al., 2022). Genera-
1ly, the evaluation of customer satisfaction in the
e-commerce environment is associated with as-
pects of the website such as ease of use, reliability
and privacy and, once the purchase is made, other
factors such as delivery times and even security
become relevant (Mofokeng, 2021; Trivedi and Ya-
dav, 2020). As a one-dimensional construct, general
satisfaction with the seller is usually evaluated,
as well as post-purchase affective and cognitive
evaluations (Fuentes-Blasco et al., 2017).

Among the main differences between traditio-
nal retail and online retail is the lack of physical
and human interaction that normally takes place
in traditional stores (Yeh et al., 2022). In the con-
text of the fashion industry, customer satisfaction
is frequently related to the quality and service
associated with the shopping experience (Wang
et al., 2019), as well as the reflection of feelings
and emotions derived from post-purchase con-
sumption (Cuesta-Valifio et al., 2022).

Fashion orientations and
environmental awareness

Fashion orientation is understood as a trait or
a personal predisposition towards fashion that
influences consumer perceptions and purchasing
behavior (Michon et al., 2015). In this research, two
particular traits of fashion clothing consumers
are studied: the orientation to fast fashion and
the orientation to slow fashion. The focus on fast
fashion clothing refers to the willingness of con-
sumers to buy clothes from the latest trends from
sellers that offer relatively affordable prices and re-
new their offer with novelties and variety in a few
weeks, instead of doing it seasonally (Joung, 2014).
On the other hand, the slow fashion consumer
values the place where the garment is produced,
if it comes from a fair trade, and if it is produced in
a sustainable way; this type of consumer worries
about buying items less driven by fashion trends,
also seeks to use them for longer and worries about
the impact of the fashion industry on workers and
society (Domingos et al., 2022).

Environmental awareness is understood as the
degree of knowledge, information and sensitivity
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of people to environmental problems and their
concern to solve them (Zameer and Yasmeen,
2022). For their part, the environmental awareness
of fashion clothing consumers refers to their level
of concern about the damages associated with the
use of chemicals and the waste of products not
consumed in this industry (Domingos et al., 2022),
as well as their effect on pollution and climate
change (Sener et al., 2022). It should be noted that
unfortunately levels of environmental pollution
are higher in developed countries than in un-
derdeveloped ones (Kumar et al., 2021). In the
academic field, it is still necessary to explore how
the movements of fast and slow fashion influence
variables such as environmental awareness (San-
tos Saraiva, 2023). Previous work argues that in
the fashion industry there is a paradox in which
the insatiable desire of fast fashion negatively
affects variables associated with sustainability,
responsibility and environmental concern and,
on the contrary, the orientation to slow fashion
does so in a positive way (Brewer, 2019; Rathi-
namoorthy, 2019). It is therefore proposed that:

H1a: Fast fashion orientation negatively
influences environmental awareness in
the fashion industry.

H1b: Slow fashion orientation positively
influences environmental awareness in
the fashion industry.

Environmental awareness and online
shopping experience

The importance given to the customer ex-
perience originates from the hedonic vision of
consumption, which addresses the sensory and
affective gratification associated with the use of
a product or service (Artusi et al., 2020). The sho-
pping experience is defined as a personal and
subjective response that involves the client from
a set of interactions with a product or service, a
company or part of an organization, that pro-
vokes an emotional, rational, sensory, physical
and/ or spiritual reaction (Bascur and Rusu, 2020).
It is a multidimensional construct that can involve
the website, the product(s), the service, the brand
and even the emotion involved in the purchase
(Yin & Xu, 2021). It has been identified that the
experiences of consumers, both fast and slow

fashion, differ, so more work has been called on
to predict the behavior of both types of consumers
(Yoon et al., 2020). This research delves into three
dimensions of the experience: with the product,
the website and the emotional aspect.

Experience with fast or slow fashion clothing
includes aspects such as quality, price, product
type, packaging quality, and the feeling of wea-
ring it (Yin and Xu, 2021). In a study conducted
in Bangladesh associated with the procurement
of green products, it was found that a consumer’s
concern to protect the environment can impact
aspects such as environmental responsibility and
experience with green products (Hossain, 2022).
On the other hand, an important dimension of the
construction of experiences are emotions (Silva
et al., 2021). Emotional experience in the fashion
clothing industry refers to the emotions that cus-
tomers experience during the buying process,
i.e.,, when they search, decide, acquire, receive
and wear the clothes (Yin and Xu, 2021). In other
fields of research, such as rural tourism, it has
been found that a high level of environmental
awareness among tourists in China can affect
their emotional experience with the product or
service received (Xiaohong, 2019). Also, in pro-so-
cial studies carried out in Spain it was identi-
fied that consumers with a tendency towards
environmentally responsible behavior experience
intrinsic warm emotional sensations [warm glow]
(Hartmann and Apaolaza-Ibdnez, 2012).

Finally, it has been identified that a relevant
topic for fashion clothing customers is the expe-
rience on the website (Boardman and Chrimes,
2023; Liet al., 2023). This refers to the assessment
made by users on the attributes of a website that
meet their needs and reflect its overall excellence
(Aladwani and Palvia, 2002). For example, Li et
al. (2023) analyzed the online adaptive clothing
shopping experience through Amazon, finding
that functional aspects associated with ease of
browsing and value of experience are important
components for customers during online shop-
ping. However, previous work has not empirica-
lly proven the existence of an effect of environ-
mental awareness on the website’s experience
in purchasing clothes, so this work explores the
possibility of a positive effect. This proposal is
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based on the fact that environmental awareness
among consumers can increase the preference
for shopping on websites, since this practice: re-
duces environmental damage by reducing car
travel (which consequently reduces the emis-
sion of greenhouse gases); limits inventories, as
well as waste and retail space — which decreases
energy costs for lighting and air conditioning —;
and optimizes the supply chain, from produc-
tion to delivery or return (Tokar et al., 2021). It is
proposed that:

H2a: Environmental awareness of the fas-
hion industry positively influences the
product experience.

H2b: Environmental awareness of the fas-
hion industry positively influences the
emotional experience.

H2c: Environmental awareness of the fas-
hion industry positively influences the
experience with the website.

Satisfaction with online shopping (e-satisfac-
tion) is understood as a feeling of customer ple-
asure resulting from their shopping experience
to a certain e-commerce company, in relation to
their expectations and previous shopping ex-
periences (Garcia-Salirrosas et al., 2022). It has
been found that customer experiences are key
for their satisfaction. Work carried out in Indo-
nesia (Mustikasari et al., 2021) and China (Pei et
al., 2020), in the entertainment, technology and
clothing sectors, found that experience with the
product influences satisfaction with online shop-
ping. Also, different studies in the fields of online
learning (Chen et al., 2023), labor (Lindner et al.,
2021), and tourism (Ratnasari et al., 2021) have
identified that emotional experience has a positi-
ve and significant impact on satisfaction. Finally,
there is empirical evidence that indicates that the
experience with the website favors consumer
satisfaction; such is the case of a work carried
out with online retailers of fashion commerce
in Spain (Gutiérrez Rodriguez et al., 2020). It is
therefore proposed that:

H3a: The product experience positively
influences the satisfaction with online
shopping.

H3b: Emotional experience positively in-
fluences online shopping satisfaction.

H3c: The experience with the website po-
sitively influences the satisfaction with
the online purchase.

The research design was quantitative, expla-
natory and cross-sectional. The subjects were peo-
ple living on the northern border of Mexico, who
participated and answered affirmatively to the
following filter questions: do you agree to par-
ticipate in this research work by answering this
questionnaire? do you agree to have your informa-
tion used anonymously and confidentially for this
research? and have you bought clothes on any web
platform/online app in the last 6 months? Through
a non-probabilistic convenience sampling, 606
responses were received, of which 539 were usable
and answered affirmatively the filter questions. To
determine the sample size, the recommendation of
Hair et al. (2019a; 2019b) was taken into considera-
tion, in the sense of identifying the latent variable
that receives the most arrows (structural paths). In
the model used in this research work, the construct
that meets that condition is satisfaction with the
online purchase, which receives three arrows. The
minimum sample size to identify an R? of at least
0.10, with a statistical significance of 1 % and a
power of 80 % is 145 (Hair ef al., 2019b). Descrip-
tive statistics and exploratory factor analysis were
calculated with SPSS software version 24 and for
the PLS structural model the SmartPLS software
version 4 was used.

Instrument. Adapted scales available in the
academic literature were used (see table 1). As
it is observed, environmental awareness about
the fashion industry was measured with three
items of Xu et al. (2022) scale; the Fast Fashion
Orientation with six items of Gwozdz et al. (2015)
scale; the Slow Fashion Orientation with Jung
(2014) scale, which consists of five dimensions:
Equity with three items, Authenticity with three
items, Functionality with three items, Localism
with three items and Exclusivity with three items.
The shopping experience was valued according
to Yin and Xu (202 1) scale and three dimensions
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scale of Pei et al. (2020) with five items was used.
All response descriptors were evaluated with a
five-point Likert scale ranging from totally disa-

were considered: Experience with the website/
app (5 items), Emotional experience (4 items) and
Experience with the product (5 items). Likewise,

the Satisfaction with online clothing purchase

Scales used

gree = 1 to totally agree = 5.

Fast fashion orientation
OMR.1. It is important for me to be
trendy.
OMR 2. I keep my wardrobe/ closet upda-
ted according to the fashion changes.
OMR.3. I consciously select clothes that
reflect current fashion.
OMR 4. I usually have one or more sets/
clothes/models of the latest fashion.
OMR.5. I dedicate time and effort to find
out about the latest fashion.
OMR.6. Having fashionable clothes that I
like is very important for me.

Orientation to
slow fashion Equity

Eql: Fair remuneration for clothing
producers is important for me when I
buy clothes.
Eq2: I am worried about fair trade
when I buy clothes.
Eq3: T am concerned about the
working conditions of the producers
when I buy clothes.

Functionality
F1: I often combine my clothes in
different ways.
F2: T try to keep my clothes as long
as possible, instead of getting rid of
them in a short time.
F3: I prefer simple and classic
designs.

Authenticity
A1l.1like garments made with tradi-
tional techniques
A2.T think the work of Mexican arti-
sans gives more value to clothes.

Website/app experience

To answer the following questions,
think about the website/app you
use most to buy clothes.

EW1: The design of the website/app
is efficient and pleasant

EW2: Browsing, searching and
buying on the website/app is simple
and easy

EWS3: The website/app has the
necessary information (size, sizes,
materials) and opinions about the
products.

EW4: The pictures have good
quality and show the features of the
products.

EWS5: The website /app is fast and
stable.

A3. Handmade clothing has more
value than mass-produced clothing.
Localism

L1: I would rather buy clothes made
in Mexico than clothes made abroad.
L2: I think clothing made from Mexi-
can materials is more valuable.
L3: I think we need to support Mexi-
can clothing brands.

Exclusivity
E1: I like limited edition clothes.
E2: I'm very attracted to eclectic
clothes.
E3: I enjoy having clothes that others
do not have.

Environmental awareness about the
fashion industry

CAIM1. I am aware of the level of pollu-
tion caused to the environment by the
garment industry.
CAIM2. I am very concerned about the
impact of the garment industry on the
environment.
CAIMS3. I believe that buying se-
cond-hand clothes can reduce environ-
mental pollution.

Product Experience
EP1: The clothes have good quality
EP2: Prices are good
EP3: Clothing packaging is good and
there is rarely damage
EP4: There is a wide variety of clothes
EP5: The clothes are nice and
comfortable.

Emotional experience
EE1: I enjoy shopping on this
website /app
EE2: Shopping on this website/app
can lessen my stress
EE3: I often get pleasant surprises
when I shop on this website/app
EE4: When I dress with products
purchased on this website/app, I
feel confident(a) about myself(a).
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Satisfaction with buying clothes online
SCL1. I am satisfied with the purchases I
make on the website/app.

SCL2.1 am satisfied with the clothes I
bought.

SCL3. I am satisfied with the delivery
time

SCLA4. I am satisfied with the website/
app.

SCL5. I am satisfied with the prices of the
garments offered by the website/app.

In this type of work there may be a bias of
common method. To assess its existence, the single
Harman factor and the variance inflation factors
(VIF) were reviewed. The first criterion uses an
exploratory factor analysis where the unrotated
solution in a factor of all instrument items must
be less than 50% of the variance (Kock et al., 2021).
From the context of PLS-SEM, the bias of the com-
mon method is associated with the measurement
method, so the analysis of the variance inflation
factor (VIF) is used, which if it is greater than 3.3 it
indicates collinearity and the model could present
bias of the common method (Kock, 2015; Tsai and
Bui, 2021). The results showed a single Harman
factor of 43.603% which is less than the cut-off
point, while all VIF values of the constructs are
less than the maximum cut-off point.

Characteristics of the participants. Most par-
ticipants were women (57.9%), followed by men
(40.8%) and another gender (1.36%). Regarding
the occupation, most were students (60.3%), fo-

Convergent validity

llowed by employees (25.2%). The average age
was 23.13 years, with a minimum of 13 years
and a maximum of 53 years. The most common
purchase frequency was between 2 and 3 times
a year (31.5%), followed by more than 5 times a
year (26.5%), 21.3% reported buying from these
sites once a year and 20.6% said buying between
4 and 5 times a year.

Measurement model. First, the value and sig-
nificance of factor loads, the reliability of the items
and the construct, and the convergent validity
of the model were reviewed. The items showed
factor loads between 0.782 and 0.935, with t-va-
lues greater than 1.96 (Table 2). In addition, the
items are reliable, since by squaring their factor
load value, the minimum cut-off point of 50%
was exceeded. In terms of convergent validity,
Cronbach’s Alpha values (a) and compound re-
liability [rho_a and rho_c] are between 0.70 and
0.95 and the extracted variance values [AVE] are
greater than 0.50. Out of the 43 items evaluated,
five [F1, L3, P1, P5 and W1] were eliminated, since
they showed factor load values lower than 0.708
(Hair Jr. et al., 2020).

Construct Items Loads Cronbach Compound relia- Composite reliabi- Mean Extracted
Alpha bility (rho_a) lity (rho_c) Variance (AVE)
Al 0.825
Authenticity A2 0.918 0.849 0.849 0.909 0.770
A3 0.887
CAIM1 0.927
Awareness CAIM2 0.935 0.909 0.909 0.943 0.846
CAIM3 0.896
Eql 0.863
Fairness Eq2 0.897 0.844 0.844 0.906 0.763
Eq3 0.860
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Construct Items Loads Cronbach Compound relia- Composite reliabi- Mean Extracted
Alpha bility (tho_a) lity (rho_c) Variance (AVE)
E1 0.876
L E2 0.797
Exclusivity 0.824 0.826 0.895 0.740
E3 0.912
E4 0.890
' EE1 0.849
Emotional EE2 0.841 0.893 0.911 0.925 0.756
experience
EE3 0.889
EP2 0.907
Product EP3 0.885 0.873 0.874 0.922 0.798
Experience
EP4 0.887
EW2 0.927
Website/app EW3 0.921
N AVa 0.932 0.946 0.946 0.961 0.860
EW5 0.930
o F2 0.934
Functionality 0.841 0.844 0.926 0.863
F3 0.923
. L1 0.904
Localism 0.795 0.798 0.907 0.830
L2 0.918
OMR.1 0.859
OMR.2 0.886
i OMR.3 0.892
R 0.932 0.939 0.946 0.746
orientation OMR.4 0.868
OMR.5 0.816
OMR.6 0.860
SCL1 0.923
Online SCL2 0916
shopping SCL3 0.782 0.934 0.944 0.950 0.793
satisfaction SCL4 0.926
SCL5 0.896

The discriminant validity was determined The measurement model meets the recommended
with the heterotrait-monotrait ratio and the maxi- criterion, as the HTMT ratios are less than the
mum cut-off point was 0.85 (Henseler et al., 2015). suggested cut-off point (Table 3).

Discriminant validity

= e 2 - [ [} 2 -
o @ w == < O - 9 o Y as| E H4
2 & £ £ B% BT 5% £ T %
z s & 3 EFfF fF =& B 3 £s
2 < & =8 e} I = 0O

Awareness 0.681

Fairness 0.664 0.612

Exclusivity 0.510 0.340  0.463

Emotional experience 0.438 0392 0.409 0.456

Product Experience 0.569 0549 0482 0410 0.860
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b 2] > —Q [} [} b -
i3} @ (7)) 5= < O - Y v 9 g g &
g E £ B 2% 8% S8 £ T %
= 2 & ) g a8 =& g S =E&
< < 4] =2 O] 23] 23] =] o
i

Website / app experience 0.588 0.600 0.467 0.361 0.695  0.820

Functionality 0.843 0.654 0505 0.444 0.420 0.606  0.622

Location 0.825 0.561 0.573 0.604 0.429 0474 0439 0.720

Fast fashion orientation 0.415 0.373 0479 0.554 0466 0425 0394 0301 0.402

Online shopping satisfaction — 0.541 0461 0453 0.372 0.743 0.816 0.779 0.537 0.462 0.424

Once the validity of the measurement model
was confirmed, the structural model was evalua-
ted. The following indicators were reviewed: VIF
of the constructs, path of the proposed relations-
hips, R?, f2and Q2. Table 4 shows the VIF values
of the structural model. As discussed in advance,
the recommended criterion is that these are equal
to or less than 3.3 (Kock, 2015). In this model,
the VIF values are between 1.0 and 3.3. The path
coefficients of the model were then revised (see
table 4). Out of the eight hypotheses proposed,

Trajectory coefficients of the structural model

only one [orientation to fast fashion environmen-
tal awareness about the fashion industry, beta
= 0.047, t=1.145] was rejected. According to the
result of the rest of the hypotheses, the orienta-
tion to slow fashion has a positive and significant
impact on environmental awareness regarding
the fashion industry, and the latter has a positive
and significant impact on experiences with the
product, the website and emotional aspect, and
these three types of experiences favor satisfaction
with online shopping.

w ) -::‘g ] -§ = ) % = )
g o 8 < % 1 o% 1
Construct s o B a2 o o2 o
= 3 €< ESE E=S%
o S ¢ o
. Standard
Hypothesis Beta Average deviation Valuet  p-value
Env1r9nmental awareness of the fashion industry -> Emotional 0360 0361 0.046 7787 0.000
experience
Env1r(?nmental Awareness About Fashion Industry-> Product 0489  0.490 0.044 11,209 0.000
Experience
Env1ron'mental awareness about the fashion industry -> Experien- 0557 0557 0.039 14,445 0.000
ce website /app
Emotional experience -> Satisfaction purchase online 0.237  0.237 0.042 5,606 0.000
Product Experience -> Online Shopping Satisfaction 0279  0.279 0.054 5,134 0.000
Website Experience -> Online Shopping Satisfaction 0.373 0372 0.052 7,204 0.000
Slow. Fashion Orientation -> Environmental Awareness Regarding 0.613 0.611 0.042 14,705 0.000
Fashion Industry
Fast Fashion Orientation -> Environmental Awareness Regarding 0047  0.050 0.041 1,145 0.252

Fashion Industry

© 2024, Universidad Politécnica Salesiana, Ecuador
print ISSN: 1390-6291; electronic ISSN: 1390-8618



Satisfaction with online clothing shopping: an analysis of its background

The size of the f2 effect and the determination
coefficients R? of the dependent constructs in the
model were revised. The criteria for 2 indicate a
small effect between 0.02 and 0.14, a medium effect
between 0.15 and 0.35 and large above 0.35 (Hair et
al., 2019b). It was identified: no significant effect of
rapid fashion orientation on environmental awa-
reness (0.003); small effect of emotional experience
(0.061) and product experience (0.066) on online
shopping satisfaction; medium effects of environ-
mental awareness on emotional experience (0.149)
and product experience (0.315), and experience
with the website/app on online shopping satis-
faction (0.169); and large effects of slow fashion
orientation on environmental awareness (0.479)
and experience with the website/app (0.449).
Regarding R? values around 0.25 are considered
weak, 0.50 moderate, and 0.75 substantial (Hair
et al., 2019b). The results show three weak R2 in
emotional experience (0.120), product experience
(0.238), and website/app experience (0.300); and
two moderate R? in environmental awareness
(0.400) and online shopping satisfaction (0.640).

Predictive relevance was reviewed with the Q2
indicator. Values close to a Q2= 0 indicate small
relevance, around 0.25 means medium relevance,
and Q? greater than 0.50 means large relevance

Structural model Orientation

towards
fast fashion

Orientation
towards
slow fashion

B=0,613, t=14,795

Model importance-performance
analysis map

The results of the structural model were dee-
pened with a map of importance-performance

environmental
awareness

(Hair et al., 2019b). The results showed a small
relevance in emotional experience (0.172), and
median relevance in environmental awareness
(0.400), product experience (0.249), experience
with the website/app (0.273), and satisfaction
with online shopping (0.221). Regarding the indi-
cators of goodness, a model is considered to have
a good fit when the standardized mean quadratic
residue (SRMR.) is less than 0.08 (Al-Maroof et
al., 2021), although some researchers accept a
limit less than 0.10 (Cangur and Ercan, 2015).
The SRMR of this work was 0.08.

Regarding indirect effects, no significant
effects were identified from rapid fashion orien-
tation on emotional experience (3=0.017, t=1.100),
website /app experience (f=0.026, t=1.127), and
product experience (3=0.023, t=1.123), nor from
rapid fashion orientation on online shopping sa-
tisfaction (=0.020, t=1.124). Significant indirect
effects of slow fashion orientation on emotional
experience ($=0.221, t=6.263), product experien-
ce (B=0.300, t=7.998), website/app experience
(p=0.341, t=9.371), and online shopping satisfac-
tion ($=0.263, t=7.861), and environmental awa-
reness on online shopping satisfaction ($=0.430,
t=11.197) were found. The contrasted model is
shown in Figure 1.

experience of
the product

o~

/
. 3
2 \%\
B=0,557, t=14,450 emotional
—_— experience
R?=0,120a o
R
: ¥
3

B=0,237, t=5,606 N

satisfaction
with the online
purchase
R?=0,640

~
. o
experience of o
the website

R?=0,300

analysis (MAID), which compares the total effects
of the structural model on a specific construct
(Hair et al., 2019a). Five steps were developed.
First, it was found that: a) the performance scores
of the latent variables were in a range between
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zero and one hundred; b) the indicators were
encoded in the same direction and; c) the external
loads of the estimators of the measurement model
were positive. Then, we proceeded to examine the
scores of the latent variables readjusted. Third, the
effects of the latent variables on online shopping

Average of reset latent variables

satisfaction were analyzed. It was found that the
experience with the website/app is the variable
that most explains the satisfaction with the online
purchase, followed by the Product Experience
and finally the Emotional Experience (table 5).

Latent variables Importance Performance
Emotional experience 0.237 63,101
Product Experience 0.279 66,776
Website / app experience 0.373 68,487
Average 0.296 66,121

Fourth, the importance-performance map was
created. The lower right quadrant was left empty,
showing that none of the antecedent variables has
high importance and low performance (Figure 2).
Then, the upper right quadrant was reviewed,
in which the constructs with a high level of im-
portance and performance are located, as well

Map importance-adjusted performance of constructs

as the Experience with the website/app. In the
lower left quadrant was the emotional experience,
with a low level of performance and importance.
Finally, in the upper left quadrant was located
the Experience with the product with a low im-
portance, but a good performance.

Experience with the
wehsite, 0,373, 68,487

Experience with the
product, 0,279, 66,7 76_\

Emotional experience,
0,237, 63,101

d|

As a fifth and final step, the fourth step pro-
cedure at the item level was replicated. In the
lower right quadrant the indicator with the hi-
ghest opportunity for improvement is “prices are
good” (EP2, importance = 0.104, performance =

64.610), followed by “clothing packaging is good
and it is rarely damaged” (EP3, importance =0.101,
performance = 64.332). Five items are located in
the upper right quadrant: one for Product Expe-
rience and four for Website / App Experience. The
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items are “There is a wide variety of clothing”
(EP4, importance = 0.107, performance = 71.475),
followed by “The website/app is fast and stable”
(EWS5, importance = 0.102, performance = 68.924),
“The website /app has the necessary information
(sizes, materials) and opinions about the products”
(EW3, importance = 0.099, performance = 68.878),
“Browsing, searching and buying on the website /
app is simple and easy” (EW2, importance = 0.103,
performance = 68.646), finally “The images have
good quality and show the characteristics of the
products” (EW4, importance = 0.099, performance
= 67.486). Figure 3 shows the results.

It is expected that more and more people will
choose to buy their clothes on web platforms or
digital applications. This research work was ca-
rried out on the northern Mexican border and
applied to people who bought clothes on some
web platform or online application 6 months be-
fore the study. The evaluation of the structural
model included the orientation to fast fashion
and slow fashion, environmental awareness and
product, emotional and website experiences.

It was proposed that the orientation to fast fas-
hion and the orientation to slow fashion influence
environmental awareness in the fashion industry,

Matter-adjusted item performance map

the first negatively and the second positively. Con-
trary to expectations, only the second relationship
(H1b) was validated. Hence, the orientation to
fast fashion does not influence environmental
awareness as other works have identified (Brewer,
2019; Rathinamoorthy, 2019); however, in the case
of consumers with orientation to slow fashion, its
positive impact on environmental awareness was
corroborated. Environmental awareness about the
fashion industry was also considered to positively
influence the product experience, emotional ex-
perience, and experience with the website. The
results confirm all three proposals, as previous
work (Hossain, 2022; Xiaohong, 2019). This work
contributes to the advancement of knowledge
by empirically proving the positive influence of
environmental awareness regarding the fashion
industry on the experience with the website. Then,
it was proposed that the three types of experience
positively affect satisfaction with online shop-
ping. The results confirmed such proposals and
thus confirmed what was found in previous work
(Gutiérrez Rodriguez et al., 2020; Pei et al., 2020;
Ratnasari et al., 2021; Zarantonello and Schmitt,
2010).

1 enjoy buying online
0,079, 68,785

information,

| Variety of clothes,
0,107, 71,475
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4
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On the other hand, the importance and per-
formance of the three types of experience on on-
line shopping satisfaction was analyzed through
the importance-performance matrix. The results
showed that the experience with the website /
app is the most relevant factor to achieve online
satisfaction. The second factor was the experience
with the product and finally, the least relevant
the emotional experience. Regarding the per-
formance, the first two exhibited good levels at
the aggregate level, however, at the item level it
is necessary to improve both the price and the
packaging. The exception at the construct level
was located in the emotional experience, which
showed a comparatively lower level than the
other types of experience. At the item level, there
are opportunities for improvement regarding the
reduction of stress related with purchases on the
website/app, the feeling of security by the use of
products purchased on the website/app, and the
reception of pleasant surprises when purchasing
on the website/app.

This research evaluated a structural model
of satisfaction with online shopping where the
orientation to fast fashion and slow fashion, en-
vironmental awareness and experiences of the
product, emotional aspect and the website were
included as background. We also analyzed the
importance and performance of the three types
of experience on online shopping satisfaction,
using an importance-performance matrix.

Although the rapid fashion orientation was
expected to decrease environmental awareness,
the research findings showed that there is no
effect between these variables. The interest of
consumers to keep dressed in fashion trends un-
fortunately comes with indifference to the envi-
ronmental problems generated by this industry.
The impact of the textile and fashion industry
on the environment is huge, yet many end con-
sumers still ignore it. Fortunately, slow fashion
orientation has a strong positive effect on envi-
ronmental awareness.

With the increase in online shopping, custo-
mer experiences are more complex. In this work,

three types of experience were evaluated: with
the product (e.g. price, packaging, and variety),
with the emotions (e.g. taste, decreased stress,
pleasant surprise), and with the website (na-
vigation, information, opinions, images, speed
and stability). Environmental awareness has a
positive impact on all three types of experience,
but it does so more strongly on the website. This
means that consumers of fashionable clothing
with greater sensitivity to environmental issues
value the shopping experience with the website
more than the emotional experience and with the
product, specifically with regard to the quality of
the images of the products, the speed and stability
of the site, the simplicity and ease of browsing,
the availability of information about the products,
as well as the opinions about them.

Satisfaction with online shopping is explained
by the three types of experience, but again it hi-
ghlights the importance of the experience with
the website. Unlike traditional shopping, online
shopping involves not only a lack of physical and
human interaction, but also the use of technolo-
gical tools through websites, digital applications
and social networks. Since shopping experiences
are relevant to the online fashion buyer’s satisfac-
tion, organizations should develop strategies to
reduce sources of stress throughout the buying
and post-buying process, and strive to improve
their customers’ emotional experiences.

There is evidence that little attention has been
paid to understanding the electronic fashion retail
sector (Gutiérrez Rodriguez et al., 2020). This re-
search contributes empirical evidence to knowle-
dge in this area. The findings obtained are a call to
continue investigating in the subject, particularly
in online purchases in other sectors with a sustai-
nable approach, to investigate other dimensions
of the shopping experience such as service and
brand, and the effect of the experience on other
relevant variables such as e-WOM and intention
to repurchase. Like other works, this also pre-
sents some limitations since a non-probabilistic
sampling was used, with a transversal design,
and was not limited to a specific consumption
generation, so it is advisable that future works
use a probabilistic sampling with a longitudinal
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approach directed towards a generation such as
the millennial or centennial.

The results of this research lead to relevant
managerial implications for the retail sector that
offers slow and fast fashion clothing online. On
the one hand, fast fashion platforms have faced
increasing scrutiny over the last few years about
their environmental impact (Garg, 2020) and,
in response to this, some companies started to
include small lines of slow fashion products that
still need to be potentialized to avoid recent ac-
cusations of greenwashing or misleading acts
of inclusion of sustainable practices by compa-
nies, such as fast fashion, that could pretend to
confuse the market about the veracity of their
environmental intentions (Lu et al., 2022). Thus,
according to the results found, a legitimate way
to help consumers develop greater environmental
awareness is to encourage the slow fashion con-
sumer market. This would imply a transition to
a more responsible and sustainable supply chain.
On the other hand, more environmentally cons-
cious consumers significantly enjoy the shopping
experiences associated with products, emotions
and the website, impacting satisfaction when
shopping online. This opens up opportunities for
an improvement in the quality of the products
offered, for design processes and products to
have more meaning and emotional value, and a
reduction in the oversaturation of online catalogs.
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