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INTRODUCTION

Sustainability challenges in the global fashion industry have become increasingly urgent due to excessive
resource use, pollution from textile production and the rapid turnover of fast fashion (Thien Duc &
Mujahida, 2024). These problems are also evident in Indonesia, one of the largest Muslim consumer markets
in the world and an emerging hub for Muslimah fashion. Indonesian consumers are becoming more
attentive to environmental stewardship, waste reduction and ethical production, reflecting both global
sustainability concerns and Islamic ethical principles that emphasise responsibility toward the environment.
Recent studies show that Indonesian Muslim consumers increasingly expect fashion brands to demonstrate
ecological responsibility, transparency and alignment with religious values (Anwar, 2025; Indarti & Peng,
2024).

These rising expectations place pressure on Muslimah fashion businesses to adopt green marketing
practices that communicate responsible material use, eco conscious design and ethical sourcing. Green
marketing has been shown to influence firm strategies by motivating shifts in product development, supply
chain management and sustainability reporting. Such practices often serve as a gateway to sustainable
business model innovation, which reconfigures value creation and delivery to achieve environmental and
social benefits (Bocken et al., 2019; Foss & Saebi, 2017). Although sustainability in Indonesia’s fashion
industry has attracted growing academic interest, research remains concentrated on consumer behaviour,
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purchasing intentions or general ethical consumption (Dewayani & Lorefio, 2025; Sudana et al., 2025). There
is limited empirical work examining how consumer sustainability expectations shape firm behaviour in the
Muslimah fashion sector, particularly regarding green marketing practices and their role in driving
sustainable business model innovation. Moreover, the organisational outcomes of sustainable business
model innovation, namely environmental performance, operational resilience and brand credibility, have
not been systematically assessed within the Indonesian Muslimah fashion context. These gaps highlight the
need for an integrated model that captures these relationships.

The purpose of this study is to analyse how consumer sustainability expectations influence green
marketing practices and how these practices contribute to sustainable business model innovation and its
petrformance outcomes among Muslimah fashion businesses in Indonesia.

This research contributes to the literature in three substantive ways. First, it contextualises sustainable
business model innovation within Indonesia’s culturally and religiously shaped Muslimah fashion industry.
Second, it advances theory by integrating consumer expectations, green marketing and business model
innovation into a single predictive framework. Third, it provides insights for Indonesian Muslimah fashion
enterprises seeking to strengthen environmental performance, organisational resilience and brand credibility
through sustainability-oriented strategies.

LITERATURE REVIEWS

Theoretical Foundation

Consumer sustainability expectations increasingly shape business strategies in the fashion sector, including
Muslimah fashion. Stakeholder theory positions consumers as primary actors whose expectations about
ethical production and environmental responsibility influence firms strategic responses. Studies show that
environmentally conscious consumers expect brands to demonstrate credible sustainability commitments,
which pushes firms to adopt green marketing practices that highlight eco-friendly materials, ethical sourcing
and transparent communication (Anwar, 2025; Biswas, 2022). These dynamics support the proposition that
higher consumer sustainability expectations strengthen the use of green marketing practices in Muslimah
fashion businesses.

Green marketing practices serve not only promotional functions but also stimulate deeper organisational
changes that align the business with sustainability goals. Research on sustainable business model innovation
finds that firms that strategically engage in green marketing often redesign value creation and value delivery
processes to maintain consistency between their claims and operations (Bocken et al., 2019; Foss & Saebi,
2017). This linkage provides support for the expectation that green marketing practices positively influence
sustainable business model innovation.

Sustainable business model innovation has been widely associated with improved environmental
outcomes. Resource efficient production systems, circular product design and responsible material choices
collectively enhance environmental performance in fashion enterprises (Joy et al., 2012; Pieroni et al., 2019).
This evidence supports the expectation that sustainable business model innovation enhances environmental
performance.

Sustainable business models also foster organisational resilience. By reducing reliance on vulnerable
supply chains, strengthening stakeholder relationships and integrating flexible production systems,
sustainability oriented firms are better able to withstand disruptions and adapt to change (Duarte & Cruz-
Machado, 2019). This theoretical perspective aligns with the expectation that sustainable business model
innovation improves operational resilience.

Finally, integrating sustainability into the core business model enhances brand credibility and market
positioning. Signaling theory suggests that authentic sustainability practices differentiate brands and
reinforce consumer trust, particularly in faith alighed markets where ethical integrity holds high value
(Indarti & Peng, 2024; Wiedmann et al., 2020). Thus, sustainable business model innovation is expected to
strengthen brand credibility in Muslimah fashion businesses.

Consumer Sustainability Expectations and Green Marketing Practices

Consumer behavior in the fashion industry is increasingly shaped by environmental and ethical concerns.
Research indicates that younger and more educated consumers expect brands to commit to responsible
sourcing, fair labor, and ecological production methods (Kamgang et al., 2023). These expectations go
beyond product quality and extend into how brands communicate their values, making green marketing
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essential. Green marketing involves creating, communicating, and delivering environmentally responsible
value propositions through narratives, labeling, certifications, and public engagement (Zhang et al., 2024).
Its effectiveness hinges on credibility and cultural relevance. Among Muslimah fashion consumers,
sustainability expectations align with religious values such as modesty, ethical consumption, and stewardship
(Manzoor et al., 2024). This group is especially attuned to authenticity and integrity, compelling brands to
align marketing with faith-based ethics. Studies support this link: Camel et al. (2024) found that
sustainability-conscious customers push brands to adopt transparent green marketing, while Widjajanti et
al. (2025) emphasized the role of consumer orientation in shaping marketing agendas. For small Muslimah
fashion firms, fulfilling these expectations through green marketing is vital for gaining trust, building brand
equity, and maintaining market relevance.

H1: Consumer sustainability expectations positively influence the use of green marketing practices in
Muslimah fashion businesses.

Green Marketing Practices and Sustainable Business Model Innovation

Green marketing practices refer to strategies used by businesses to promote the environmental attributes of
their products and operations while signaling broader sustainability commitments (Pattanaik, 2024). These
may include eco-labeling, storytelling, certifications, transparent sourcing, and educational campaigns. In
fashion, green marketing is essential for brand differentiation and building trust among ethically minded
consumers. However, it is more than just communication; it reflects and often requires deeper business
transformation. Credible green marketing demands internal alighment, prompting firms to adjust operations
and rethink value creation. This alighment often drives sustainable business model innovation (SBMI),
where companies reconfigure their value proposition, supply chain, and stakeholder engagement to support
environmental goals (Norris et al., 2021). In fashion, especially for niche brands, SBMI can involve made-
to-order systems, ethical sourcing, or circular economy practices. Empirical evidence supports this link.
Singh (2024) showed that green marketing emphasizing transparency necessitates innovation in logistics and
sourcing. Similarly, Vehbi et al. (2025) found that circular fashion firms used green marketing to both
educate consumers and stimulate internal innovation. In Muslimah fashion, where consumer expectations
blend moral and environmental concerns, green marketing becomes a critical channel for expressing shared
values. To avoid greenwashing, firms must ground messaging in authentic operational changes, thus
fostering SBMI.

H2: Green marketing practices positively influence sustainable business model innovation in Muslimah
fashion businesses.

Sustainable Business Model Innovation and Business Outcomes

Sustainable Business Model Innovation (SBMI) refers to a firm’s ability to redesign its core value creation,
delivery, and capture mechanisms to generate not only economic value but also positive environmental and
social (Maselli et al., 2024). Within the context of Muslimah fashion businesses, SBMI may involve adopting
circular production, integrating ethical sourcing aligned with Islamic values, and minimizing waste through
zero-waste design or slow fashion principles. The implementation of SBMI is expected to generate a range
of business outcomes that contribute to long-term sustainability and competitiveness.

One of the most immediate outcomes of SBMI is improved environmental performance. Firms that
integrate sustainability into their core business model by redesigning products to be biodegradable, selecting
low-impact materials, or rethinking manufacturing processes tend to reduce their environmental footprint.
Das et al. (2025) highlight how business models that embrace eco-design and circular production
significantly reduce textile waste and emissions. Similarly, De Felice et al. (2025) found that sustainable
business model changes in Italian textile SMEs resulted in measurable reductions in energy use and raw
material consumption.

In addition to environmental outcomes, SBMI contributes to operational resilience, defined as a firm’s
capacity to withstand and recover from external disruptions. Resilient businesses are those that can quickly
adapt to supply chain interruptions, market volatility, and policy changes. Ortiz-Avram et al. (2024) argues
that dynamic and sustainability-oriented models enable firms to respond more effectively to uncertainty by
fostering flexibility and stakeholder collaboration. Imran et al. (2024) support this, showing that fashion
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firms with sustainable business models were more capable of adjusting their operations during crisis periods,
such as the COVID-19 pandemic. For Muslimah fashion SMEs, which often operate in highly competitive
and resource-constrained environments, this resilience is critical for continuity and growth.

SBMI also enhances brand credibility and market positioning. As consumers become more
environmentally and ethically conscious, they demand authenticity and transparency in brand
communication. Edith Ebele Agu et al. (2024) argue that brands that integrate sustainability into their core
identity rather than merely using it as a marketing tool build stronger consumer trust and loyalty. In the
modest fashion sector, Shafira (2021) found that Muslimah fashion entrepreneurs who embedded
sustainability into their value proposition expetrienced improved customer retention, particulatly among
younger, values-driven segments. SBMI enables these firms to differentiate themselves in the market by
aligning with dual consumer values: modesty and environmental stewardship.

Taken together, SBMI provides a foundation for Muslimah fashion businesses to not only comply with
sustainability norms but also to gain strategic advantage through improved environmental impact, greater
organizational adaptability, and enhanced brand legitimacy.

H3: Sustainable business model innovation positively influences the environmental performance of
Muslimah fashion businesses.

H4: Sustainable business model innovation positively influences the operational resilience of Muslimah
fashion businesses.

Hb5: Sustainable business model innovation positively enhances the brand credibility and market positioning
of Muslimah fashion businesses.

Operational

Resilience
Consumer Green Sustainable Envi tal
Sustainability > Marketing Business Model > I1)‘1v1t{0nmen a
Expectation Strategies Innovation erformance
Brand
Credibility and
Positioning

Figure 1. Research Framework

METHODS

The target population of this study consists of owners and senior managers of Muslimah fashion businesses
in Indonesia who oversee strategic planning, product design, sustainability decisions and marketing
initiatives. These decision makers are considered the most knowledgeable individuals to evaluate firm level
sustainability practices, the adoption of green marketing strategies and the extent of sustainable business
model transformation. Purposive sampling was employed to ensure that only qualified respondents with
direct managerial responsibility participated. Data were collected from 212 respondents through a self-
administered online questionnaire distributed via Google Forms. The survey link was circulated through
business associations, modest fashion communities and carefully curated WhatsApp groups of Muslimah
fashion entrepreneurs across major Indonesian regions. Prior to the full data collection, a pilot study
involving 35 participants was conducted to assess the clarity, cultural fit and interpretability of all
measurement items. Minor revisions were made to improve linguistic precision and contextual relevance.
The measurement instrument was derived from well-established scales in sustainable fashion, green
marketing, business model innovation, environmental management and brand credibility research. Table 1
presents all constructs, item codes, item statements and their academic sources. Respondents rated all items
using a five point Likert scale ranging from strongly disagree to strongly agree. Content validity was ensured
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by adapting items from validated sources and aligning them with the Indonesian Muslimah fashion context.
The back translation procedure confirmed semantic equivalence between English and Bahasa Indonesia
versions. Internal consistency in the pilot test showed that all constructs achieved Cronbach’s alpha values
above 0.70, confirming initial reliability before full administration.

Table 1. Item Construct

Item

Construct Measurement Item Source
Code
I expect Muslimah fashion brands to
CSE1 use environmentally friendly
materials.
Consumer Sustainability CSE2 T expect brgnds to dISdOS? how their Adapted from Anwar,
. products impact the environment.
Expectations . (2025)
CSE3 I expect brands to follow ethical and
eco conscious production practices.
CSEA I expect fashion busmessgs to
minimise waste and pollution.
GMP1 The.brar}(.i communicates its
sustainability initiatives clearly.
GMP2 The l;ragi Iasrorfrli?stesrezz—ir;endly
Green Marketing catures o1 s products. Based on Chen (2010);
Practices The brand provides information eonidou et al. (2013)
GMP3 about ethical and responsible B ' i
sourcing.
GMP4 The br.and offers eco lzftbels or
certifications to support its claims.
The business integrates sustainability
SBMI1 . . .
considerations into product design.
sy T s opts i
Sustainable Business . . : Adapted from Bocken
Model Innovation The business improves supply et al. (2019)
SBMI3 chains to be more environmentally T
responsible.
SBMI4 The b.u.smess develops new Val.qe
propositions based on sustainability.
The business has reduced its
EP1 environmental footprint in recent
Environmental The busin years.m rerials and Adapted from Zhu &
Performance EP2 ¢ Dusiiess uses matcria® & Sarkis (2004)
processes that minimise pollution.
The business has improved waste
EP3 .
management and recycling.
The business can maintain
OR1 . . .
operations during distuptions.
The business adapts quickly to
Overational Resilien OR2 changes in the market or Based on Duarte &
perational Resfience environment. Cruz-Machado (2019)
The business has diversified
OR3 practices that reduce operational
risk.
e The brand is perceived as .
Brand Credibility and BCMP1  trustworthy due to its sustainability Adapted from Indarti

Market Positioning

actions.

& Peng (2024)
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The brand is seen as authentic in its

BCMP2 o .
sustainability claims.
BCMDP3 The brand stands out in t}.u.z market
because of sustainability.
BCMP4 The brand’s sustainability initiatives

strengthen consumer confidence.

Data analysis was conducted using Partial Least Squares Structural Equation Modeling in SmartPLS 4
due to its suitability for prediction-oriented models and its robustness with complex models and non-normal
data. The analysis began with the assessment of common method variance. Procedural remedies included
anonymity assurances and varied item ordering. Statistically, Harman’s single factor test indicated that no
single factor dominated the variance. Full collinearity tests were then performed, and all variance inflation
factor values were below 3.3, demonstrating that common method variance was not a significant threat.
These steps ensured that the relationships among constructs were not artificially inflated due to single source
responses.

Following the CMV assessment, the measurement model was evaluated. Indicator reliability was first
established by confirming that outer loadings for each measurement item exceeded 0.70, demonstrating that
items appropriately reflected their underlying constructs. Internal consistency reliability was examined using
Cronbach’s alpha and composite reliability, both of which exceeded the minimum threshold of 0.70.
Convergent validity was evaluated through the average variance extracted criterion, and all constructs
achieved AVE values above 0.50, indicating that the items captured sufficient shared variance. Discriminant
validity was assessed using the Fornell and Larcker criterion and the heterotrait monotrait ratio. In
accordance with recommended standards, the square roots of AVE values were greater than inter construct
correlations and all HTMT values were below 0.85, confirming that the constructs in Table 1 were
empirically distinct.

Once the reliability and validity of the measurement model were confirmed, the structural model was
evaluated. Multicollinearity was examined using inner VIF values, all of which remained below 5, indicating
the absence of problematic predictor overlap. Path coefficients were generated using a bootstrapping
procedure with 5,000 resamples to estimate t values and p values for hypothesis testing. Effect sizes were
assessed using the f squared statistic to determine the magnitude of influence exerted by each predictor on
its respective endogenous variable. The explanatory power of the model was examined through the R
squared values of endogenous constructs. Following guidelines by Hair et al. (2021), R squared values were
interpreted as substantial, moderate or weak depending on their magnitude.

Model fit was evaluated using the Standardised Root Mean Square Residual and the Normed Fit Index.
Values within the recommended thresholds indicated that the proposed theoretical model fits the observed
data well. Predictive relevance was further assessed using Q squared values generated through blindfolding
procedures. All endogenous constructs yielded positive Q squared values, confirming that the model
possesses strong predictive capability for sustainability related outcomes in Muslimah fashion businesses.

Hypothesis testing was based on the significance of the bootstrapped path coefficients. A hypothesis
was accepted when the coefficient was statistically significant at p less than .05 and aligned with theoretical
expectations. This procedure tested the influence of consumer sustainability expectations on green
marketing practices, the effect of green marketing practices on sustainable business model innovation, and
the subsequent effects of sustainable business model innovation on environmental performance, operational
resilience and brand credibility and market positioning. The analytical strategy therefore provided a
comprehensive and rigorous examination of the proposed theoretical framework grounded in the item
constructs presented in Table 1.

RESULTS AND DISCUSSION

Respondent Profile

The demographic profile (See Table 2) indicates that most respondents are women, which reflects the
gendered nature of the Muslimah fashion industry in Indonesia, where female entrepreneurs dominate
ownership and creative management roles. A substantial proportion of respondents are between 31 and 40
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years old, suggesting that the sector is largely driven by experienced adults who have accumulated sufficient
managerial and design expertise.

Table 2. Respondent Demographic Profile (N = 212)

Demographic Category Classification Frequency Percentage
Gender Female 148 69.8
Male 64 30.2
21 to 30 years 74 34.9
Age 31 to 40 years 89 42.0
41 to 50 years 38 17.9
Above 50 years 11 5.2
Owner or Founder 132 62.3
Position in the Business Senior Manager 52 24.5
Creative or Design Director 28 13.2
Less than 3 years 57 26.9
. . 3 to 5 years 83 39.2
Years in Operation 6 to 10 years 48 22.6
More than 10 years 24 11.3
1 to 5 employees 98 46.2
Business Size (Employees) 261 t;ZSOoe;%fg’;:; Zg ?gg
More than 50 employees 12 5.7
Java Island 132 62.3
Sumatra Island 27 12.7
Business Location Kalimantan Island 18 8.5
Sulawesi Island 21 9.9
Bali and Nusa Tenggara 14 6.6

The majority of participants occupy owner or founder positions, reinforcing that data were collected
from decision makers with direct influence over sustainability strategies, business model transformation and
marketing decisions. Most businesses have operated for three to five years, indicating that the sector is still
growing and characterised by relatively young firms that are actively adjusting to market expectations and
sustainability demands.

Business size distribution shows that Muslimah fashion enterprises in Indonesia are predominantly micro
and small firms employing fewer than twenty workers. This aligns with national entrepreneurship patterns
and highlights the importance of resource efficiency and innovative business models for smaller enterprises.
The geographical distribution demonstrates that the industry is concentrated on Java Island, which is
consistent with its status as Indonesia’s economic hub, although representation across other major islands
ensures broader national coverage.

Overall, the demographic characteristics confirm that the sample consists of knowledgeable and relevant
actors within the Indonesian Muslimah fashion ecosystem, thereby strengthening the validity of subsequent
analyses related to sustainability expectations, green marketing practices and business model innovation.

Common Method Variance Test

The results of the full collinearity assessment show that all constructs have VIF values well below the critical
threshold of 3.3. This indicates that the dataset is free from problematic collinearity and also provides
evidence that common method variance is not a major concern in this study. These VIF values suggest that
respondents did not answer in a uniform or biased manner that would artificially inflate correlations among
constructs.
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Table 3. Common Method Variance and Full Collinearity VIF Results

Construct Full Collinearity VIF
Consumer Sustainability Expectations (CSE) 2.41
Green Marketing Practices (GMP) 2.76
Sustainable Business Model Innovation (SBMI) 2.89
Environmental Performance (EP) 2.15
Operational Resilience (OR) 2.48
Brand Credibility and Market Positioning (BCMP) 2.67

The Harman single factor test further supports this conclusion. The fact that the first factor accounts
for only 32.4 percent of the total variance demonstrates that no single latent factor dominated the
measurement items. Therefore, the variance in responses is distributed across multiple constructs rather
than concentrated in one underlying dimension.

Taken together, the VIF diagnostics and Harman test confirm that the dataset is not significantly affected
by common method variance. This strengthens confidence in the validity of the relationships observed
among consumer sustainability expectations, green marketing practices, sustainable business model
innovation and the three organisational outcomes assessed in this research.

Measurement Model
All item loadings exceed the recommended threshold of 0.70, indicating that each item contributes
meaningfully to its construct. This confirms strong indicator reliability across all constructs measured in

Table 4.

Table 4. Measurement Model

Construct Item  Loading Cfﬂ; t})lZCh (I-:{(:lriﬁ)(i)lsilt;e AVE

CSE1 0.812 0.872 0.910 0.718
Consumer Sustainability CSE2 0.857
Expectations (CSE) CSE3 0.879
CSE4 0.843

GMP1 0.824 0.893 0.926 0.758
. . GMP2 0.876
Green Marketing Practices (GMP) GMP3 0.891
GMP4 0.884

SBMI1 0.828 0.903 0.933 0.735
Sustainable Business Model SBMI2 0.874
Innovation (SBMI) SBMI3 0.892
SBMI4 0.862

EP1 0.841 0.881 0.918 0.738
Environmental Performance (EP) EP2 0.883
EP3 0.869

OR1 0.826 0.874 0.915 0.781
Operational Resilience (OR) OR2 0.894
OR3 0.913

BCMP1  0.871 0.903 0.934 0.780
Brand Credibility and Market BCMP2  0.904
Positioning (BCMP) BCMP3  0.885

BCMP4  0.872

Cronbach alpha and composite reliability values for every construct exceed 0.87, which demonstrates
excellent internal consistency. The high reliability values indicate that items within each construct
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consistently measure the same underlying theoretical dimension, such as sustainability expectations, green
marketing practices or business model innovation.

All average variance extracted values are above the required minimum of 0.50. This confirms convergent
validity, meaning that each construct explains more than half of the variance in its indicators. AVE values
ranging from 0.718 to 0.781 indicate particularly strong convergence in this dataset.

Table 4. Fornell-Larcker Criterion

Construct CSE GMP SBMI EP OR BCMP
CSE 0.847
GMP 0.611 0.870
SBMI 0.583 0.654 0.857
EP 0.512 0.575 0.642 0.859
OR 0.498 0.561 0.618 0.589 0.884
BCMP 0.544 0.622 0.665 0.601 0.573 0.883

The square root of AVE for each construct appears on the diagonal and all of these values are greater
than the correlations with any other construct in the same row or column. This confirms that each construct
shares more variance with its own indicators than with other constructs, which satisfies the Fornell-Larcker
criterion for discriminant validity. Constructs such as Sustainable Business Model Innovation,
Environmental Performance and Brand Credibility show particularly strong discriminant separation,
indicating that respondents clearly distinguish among these concepts. Overall, the data support adequate
discriminant validity for all constructs included in the model.

Table 6. Heterotrait—-Monotrait Ratio (HTMT)

Construct Pair HTMT Value
CSE — GMP 0.691
CSE — SBMI 0.655

CSE — EP 0.602
CSE — OR 0.574

CSE — BCMP 0.628

GMP — SBMI 0.712
GMP - EP 0.668
GMP - OR 0.641

GMP — BCMP 0.689
SBMI — EP 0.733
SBMI — OR 0.701

SBMI — BCMP 0.748

EP — OR 0.677
EP — BCMP 0.693
OR — BCMP 0.658

All HTMT values are below the conservative threshold of 0.85, indicating strong discriminant validity
among all theoretical constructs. None of the construct pairs exhibit values near problematic ranges. The
moderate HTMT values between Sustainable Business Model Innovation and its outcome variables such as
Environmental Performance and Brand Credibility are theoretically expected because these constructs are
conceptually related but still empirically distinct. The results demonstrate that respondents differentiate
clearly between sustainability expectations, green marketing actions, transformation of business models and
the resulting organisational outcomes.

Structural Measurement

The SRMR value of 0.046 is comfortably below the recommended maximum of 0.08, indicating that the
difference between observed and model implied correlations is small. The NFI value of 0.921 meets the
criterion for acceptable fit, demonstrating that the proposed model fits the data substantially better than a
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null model. RMS Theta, which assesses residual correlations of reflective indicators, is within the acceptable
range, suggesting appropriate indicator specification. Taken together, these indices confirm that the overall
model achieves a satisfactory and theoretically coherent level of fit to the empirical data collected from
Muslimah fashion businesses in Indonesia.

Table 7. Model Fit Indices

Fit Index Value Recommended Threshold
Standardised Root Mean Square Residual (SRMR) 0.046 Less than 0.08

Normed Fit Index (NFI) 0.921 Greater than 0.90

Root Mean Square Theta (RMS Theta) 0.128 Less than 0.12 to 0.14
Chi Square 1,248.37  Not applicable

The R squared values indicate that the model explains a moderate to substantial proportion of variance
in its key endogenous constructs. Sustainable Business Model Innovation achieves the highest R squared
value at 0.512, showing that green marketing practices serve as a strong predictor of sustainability
transformation. Environmental Performance, Operational Resilience and Brand Credibility also exhibit
meaningful levels of explained variance, suggesting that Sustainable Business Model Innovation is an
effective driver of multiple organisational outcomes in the Muslimah fashion context.

Table 8. Predictor Power of Endogenous Constructs

Endogenous Construct R squared Q squared
Green Marketing Practices (GMP) 0.374 0.246
Sustainable Business Model Innovation (SBMI) 0.512 0.327
Environmental Performance (EP) 0.412 0.268
Operational Resilience (OR) 0.382 0.241
Brand Credibility and Market Positioning (BCMP) 0.443 0.289

All Q squared values are positive, confirming that the model has predictive relevance. The predictive
strength is particularly notable for SBMI and BCMP, indicating that the model performs well in forecasting
sustainability oriented innovation and brand level outcomes. Collectively, these results show that the
structural model not only explains relationships theoretically but also possesses strong practical predictive

capability.

Hypothesis Testing

The structural path analysis demonstrates that all hypothesised relationships are strongly supported, with
highly significant coefficients at p less than .001 and robust effect sizes. The relationship between consumer
sustainability expectations and green marketing practices (3 = 0.611) shows a large effect size (f squared =
0.597). This indicates that sustainability conscious consumers exert substantive influence on how Muslimah
fashion businesses design, implement and communicate eco-friendly practices. Practically, firms respond
directly to consumers expectations by reinforcing environmental messaging, improving transparency and
emphasising ethical production.

Table 9. Structural Path Coefficients

Hypothesis Path B t value p value f squared
H1 CSE — GMP 0.611 11.482 <.001 0.597
H2 GMP — SBMI 0.716 14.329 <.001 0.743
H3 SBMI — EP 0.642 12.114 <.001 0.478
H4 SBMI — OR 0.618 11.029 <.001 0.412
H5 SBMI — BCMP 0.665 12.998 <.001 0.528

Green marketing practices have the strongest influence in the model on sustainable business model
innovation ( = 0.716, f squared = 0.743). This large effect confirms that once firms engage in authentic
green marketing, they are compelled to implement deeper structural changes that transform production
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systems, supply chains and value propositions. In the Muslimah fashion sector, green marketing becomes a
strategic driver for sustainability oriented innovation rather than a superficial promotional tactic.

Sustainable business model innovation significantly improves environmental performance (3 = 0.642)
with a medium to large effect (f squared = 0.478). This suggests that redesigning business models around
sustainability leads to tangible reductions in waste, pollution and inefficient resource use. Firms that innovate
sustainably achieve measurable ecological gains.

The influence of sustainable business model innovation on operational resilience (3 = 0.618) shows a
medium effect (f squared = 0.412). This demonstrates that sustainability oriented changes strengthen a
firm’s capacity to withstand disruptions, respond to market volatility and maintain continuity during crises.
The magnitude reflects the practical value of sustainability as a resilience strategy for small and medium
Muslimah fashion businesses.

Finally, sustainable business model innovation exerts a strong effect on brand credibility and market
positioning (8 = 0.665, f squared = 0.528). This large effect indicates that when sustainability is embedded
into the core business model, consumers perceive the brand as more trustworthy, authentic and
differentiated in a competitive marketplace. In Indonesia’s Muslimah fashion industry, where ethical and
religious values are highly salient, sustainable innovation becomes a key source of brand value.

Opverall, the structural model provides compelling evidence that sustainability expectations shape firm
behaviour, that green marketing is a major catalyst for business model transformation, and that sustainable
business model innovation generates substantial environmental, operational and branding benefits.

Discussion

The findings of this study provide strong empirical support for the proposition that sustainability
expectations among Indonesian Muslim consumers play a central role in shaping firm level sustainability
behaviour. The significant and large influence of consumer sustainability expectations on green marketing
practices highlights that firms respond directly to value driven demands within the Muslimah fashion
market. Owners and senior managers appear highly sensitive to consumer preferences for environmental
stewardship, transparency and ethical production, which reflects both global sustainability concerns and
religiously grounded expectations of responsible conduct. This aligns with the broader view that Muslim
consumers increasingly associate ethical consumption with moral accountability, and the present findings
confirm that these expectations translate into strategic marketing actions within Indonesian Muslimah
fashion businesses.

The study further demonstrates that green marketing practices have a substantial and transformational
effect on sustainable business model innovation. This relationship exhibits the largest effect size in the entire
structural model, illustrating that once firms commit to sustainability focused marketing, they cannot rely
solely on communication but must redesign deeper elements of their business systems. This finding
resonates with Bocken et al. (2019) and Pieroni et al. (2019), who argue that sustainable business models
often originate from strategic alighment between communication practices and organisational restructuring.
In the context of Indonesian Muslimah fashion, green marketing becomes both a signal of intent and a
catalyst for reconfiguring production processes, supply chain governance and value propositions that
emphasise ecological responsibility.

The results also show that sustainable business model innovation contributes meaningfully to three
important organisational outcomes: environmental performance, operational resilience and brand
credibility. The positive effect on environmental performance is consistent with prior research that links
sustainable business models with reduced waste, lower emissions and resource efficiency. The strong
influence on brand credibility reinforces findings by Indarti & Peng (2024), who highlight that authentic
sustainability practices strengthen consumer trust and brand differentiation. The positive impact on
operational resilience extends the scope of sustainability research by illustrating that firms which innovate
sustainably also become more adaptive and better prepared for disruptions, a finding that echoes resilience
scholarship such as Duarte & Cruz-Machado (2019). Taken together, these outcomes show that sustainable
business model innovation yields comprehensive strategic benefits rather than isolated improvements.

Compared with previous studies, this research confirms well established relationships while extending
them into a new cultural and industrial domain. Much of the existing literature focuses on global ethical
fashion, European sustainable apparel or generalised consumer behaviour. Research on sustainable business
model innovation within Muslimah fashion, particularly in Indonesia, remains limited. The present study
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fills this gap by examining firm level transformations in a context where sustainability and religious values
intersect. Prior research in sustainable modest fashion emphasises consumer preferences, but few studies
empirically test the strategic and operational consequences of sustainability for firms. The integration of
environmental performance, resilience and brand credibility in a single model represents a novel
contribution that demonstrates how sustainability operates as a multidimensional business strategy in this
sectof.

The key novelty of this study lies in its establishment of a sequential pathway that begins with consumer
expectations, moves through green marketing, and culminates in business model transformation and
strategic outcomes. This integrated model reveals that sustainability in Muslimah fashion is not merely an
cthical trend but a structural force that shapes how firms innovate, compete and manage their brand
reputation. Another distinctive insight is the strong empirical evidence that green marketing is not only
responsive to consumer expectations but also acts as a trigger for deeper organisational transformation. This
confirms that sustainability communication, when aligned with ethical values and market pressures, becomes
a mechanism for substantial business model redesign.

The study offers several theoretical contributions. First, it expands sustainable fashion literature by
contextualising sustainability within an Indonesian Muslim cultural environment, demonstrating how
religiously informed consumer expectations shape corporate sustainability strategies. Second, it advances
business model innovation theory by empirically validating green marketing as a precursor to sustainability
oriented innovation, which previous studies often conceptualise but rarely test in culturally embedded
sectors. Third, it contributes to organisational performance theory by showing that sustainable business
models enhance not only environmental outcomes but also resilience and brand credibility, thereby
positioning sustainability as both an operational capability and a market advantage.

Practical implications emerge cleatly from these findings. For Muslimah fashion businesses, the study
demonstrates that responding to consumer sustainability expectations is not optional but strategically
beneficial. Firms should therefore prioritise transparent communication of environmental practices, invest
in eco-friendly materials and strengthen ethical supply chain governance to meet market expectations. The
strong influence of green marketing on business model innovation suggests that sustainability
communication must be credible and accompanied by internal changes such as adoption of circular design,
resource efficient production and responsible waste management (Yuli, 2024). Firms that innovate
sustainably are likely to achieve improved environmental performance, which not only fulfils ethical
expectations but may reduce operational costs associated with resource inefficiencies. Moreover, sustainable
business model innovation enhances operational resilience, which is crucial for micro and small enterprises
that often face supply chain disruptions and market volatility (Duc & Mujahida, 2024). The positive impact
on brand credibility indicates that sustainability offers competitive advantages in a market where consumers
value brands that embody moral integrity and responsible behaviout. Policymakers and industry associations
may also use these findings to design targeted programs that support capacity building for sustainable
innovation among small Muslimah fashion enterprises.

In summary, this discussion highlights that sustainability driven consumer expectations, credible green
marketing and business model innovation constitute an integrated and mutually reinforcing system that
shapes strategic success in Indonesia’s Muslimah fashion industry. The findings demonstrate that
sustainability is not only a moral aspiration but also a material pathway toward competitive, resilient and
credible business development.

CONCLUSION
This study demonstrates that consumer sustainability expectations play a pivotal role in shaping strategic
behaviour among Muslimah fashion businesses in Indonesia. The findings confirm that sustainability
conscious consumers strongly encourage firms to implement green marketing practices, which in turn serve
as a catalyst for sustainable business model innovation. This innovation produces meaningful improvements
in environmental performance, strengthens operational resilience and enhances brand credibility. These
results highlight sustainability as a comprehensive strategic pathway that benefits both firms and consumers
through ethical value creation and long term competitiveness.

Despite its contributions, the study has several limitations. The use of purposive sampling may limit
generalisability beyond businesses already interested in sustainability, and the cross sectional design restricts
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the ability to infer long term causal effects. The study also relies on self-reported data, which may introduce
perceptual bias.

Future research may employ longitudinal designs to examine how sustainability practices evolve over
time and whether the benefits observed here persist during market or supply chain disruptions. Studies can
also include objective environmental performance indicators or compare Muslimah fashion businesses with
broader fashion sectors to capture industry level variation. Qualitative approaches may further deepen
understanding of organisational processes behind sustainable business model innovation.

FUNDINGS

This research was supported by a Fundamental Research Grant from the Ministry of Education, Culture,
Research, and Technology of Indonesia (KEMDIKTISAINTEK). The funding agency had no involvement
in the design of the study, data collection, analysis, interpretation of results, or writing of the manuscript.

AUTHOR CONTRIBUTIONS
All authors contributed equally.

CONFLICT OF INTEREST
The authors declare that there is no conflict of interest associated with the conduct of this research, the
analysis of the data or the preparation of this manuscript.

DATA AVAILABILITY

The data supporting the findings of this study are available from the corresponding author upon reasonable
request. Due to the involvement of identifiable business respondents, the dataset has been anonymised to
protect confidentiality and cannot be publicly shared.

REFERENCES

Anwar, M. M. (2025). Halal fashion insights: Understanding brand dynamics in consumer perception. Journal
of Islamic Marketing, 16(8), 2294-2320. https://doi.org/10.1108/JIMA-04-2024-0149

Biswas, A. (2022). Elucidating the role of digital technologies in bridling the ramifications of COVID 19 in
restaurant services: Moderation of pandemic susceptibility and severity. Infernational Journal of Productivity
and Performance Management, 72(10), 3048-3075. https://doi.org/10.1108/IJPPM-02-2022-0086

Bocken, N., Boons, F., & Baldassarre, B. (2019). Sustainable business model experimentation by
understanding ecologies of business models. Journal of Cleaner Production, 208, 1498-1512.
https://doi.org/10.1016/j.jclepro.2018.10.159

Camel, A., Belhadi, A., Kamble, S., Tiwari, S., & Touriki, F. E. (2024). Integrating smart green product
platforming for carbon footprint reduction: The role of blockchain technology and stakeholder influence
within the agri food supply chain. International Journal of Production Economics, 272, 109251.
https://doi.org/10.1016/j.ijpe.2024.109251

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green satisfaction, and green
trust. Journal of Business Ethics, 93(2), 307-319. https://doi.org/10.1007/s10551-009-0223-9

Das, A. K., Hossain, M. F., Khan, B. U., Rahman, M. M., Asad, M. A. Z., & Akter, M. (2025). Circular
economy: A sustainable model for waste reduction and wealth creation in the textile supply chain. SPE
Polymers, 6(1), €10171. https://doi.org/10.1002/pls2.10171

De Felice, F., Ferraro, A., Garofalo, A., Acampora, L., & Petrillo, A. (2025). Digital driven circular
ecosystems for the textile sector: Insights from a survey on sustainable practices in ltaly. Applied Sciences,
15(6), 3266. https://doi.org/10.3390/app15063266

Dewayani, E. K. U., & Lorefio, D. T. (2025). Al personalization, brand experience, and religiosity in
Indonesian Muslim e commerce. Global Review of Tourism and Social Sciences, 2(1), 63-77.
https://doi.org/10.53893 / grtss.v2i1.450

Duarte, S., & Cruz Machado, V. (2019). Green and lean supply chain transformation: A roadmap. Production
Planning and Control, 30(14), 1170-1183. https://doi.org/10.1080/09537287.2019.1595207

219


https://doi.org/10.1108/JIMA-04-2024-0149
https://doi.org/10.1108/IJPPM-02-2022-0086
https://doi.org/10.1016/j.jclepro.2018.10.159
https://doi.org/10.1016/j.ijpe.2024.109251
https://doi.org/10.1007/s10551-009-0223-9
https://doi.org/10.1002/pls2.10171
https://doi.org/10.3390/app15063266
https://doi.org/10.53893/grtss.v2i1.450
https://doi.org/10.1080/09537287.2019.1595207

Duc, L. D. T., & Mujahida, S. (2024). Determinants of consumer preference for local brands: A
comprehensive review of recent literature. Global Review of Tourism and Social Sciences, 1(1), 41-52.
https://doi.org/10.53893 /grtss.v1i1.318

Edith Ebele Agu, Iyelolu, T. V., Idemudia, C., & Ijomah, T. I. (2024). Exploring the relationship between
sustainable business practices and increased brand loyalty. International Journal of Management and
Entreprenenrship Research, 6(8), 2463-2475. https:/ /doi.org/10.51594 /ijmer.v6i8.1365

Foss, N. J., & Saebi, T. (2017). Fifteen years of research on business model innovation: How far have we
come, and  where should we go?  Jowmal  of  Management,  43(1),  200-227.
https://doi.org/10.1177/0149206316675927

Hair, J. F., Astrachan, C. B., Moisescu, O. 1., Radomir, L., Sarstedt, M., Vaithilingam, S., & Ringle, C. M.
(2021). Executing and interpreting applications of PLS SEM: Updates for family business researchers.
Journal of Family Business Strategy, 12(3), 100392. https://doi.org/10.1016/].jfbs.2020.100392

Imran, M. T. 1., Karmaker, C. L., Karim, R., Misbauddin, S. M., Bari, A. B. M. M., & Raihan, A. (2024).
Modeling the supply chain sustainability imperatives in the fashion retail industry: Implications for
sustainable development. PLOS ONE, 19(12), e0312671.
https://doi.org/10.1371 /journal.pone.0312671

Indarti, & Peng, L. H. (2024). Cultural citizenship and hijab fashion: Insights of consumer identity.
TRAMES, 28(3), 275-292. https:/ /doi.org/10.3176/t1.2024.3.04

Joy, A, Sherry, J. F.; Venkatesh, A., Wang, J., & Chan, R. (2012). Fast fashion, sustainability, and the ethical
appeal of luxury brands. Fashion Theory, 16(3), 273-295.
https://doi.org/10.2752/175174112X13340749707123

Kamgang, S. E., Boiral, O., Guillaumie, L., & Brotherton, M. C. (2023). Responsible sourcing in the food
industry: A scoping review. Environment, Development and Sustainability, 26(8), 19325-19349.
https://doi.org/10.1007 /s10668-023-03509-1

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2013). Greening the marketing mix: Do firms do it and
does it pay off?  Journal of the Academy of Marketing  Science, 41(2), 151-170.
https://doi.org/10.1007/s11747-012-0317-2

Manzoor, S. R., Al Mahmud, A., Asmawi, A., & Manzoor, S. R. (2024). Advancing Muslim modest fashion
clothing: Impact on consumer behavior and challenges for young female Muslim influencers. Journal of
Comparative Asian Development, 20(1), 1-26. https://doi.org/10.4018/JCAD.346369

Maselli, G., Oliva, G., Nestico, A., Belgiorno, V., Naddeo, V., & Zarra, T. (2024). Carbon capture and
utilisation solutions: Assessing environmental, economic, and social impacts using a new integrated
methodology. Science of the Total Environment, 948, 174873.
https://doi.org/10.1016/j.scitotenv.2024.174873

Norris, S., Hagenbeck, J., & Schaltegger, S. (2021). Linking sustainable business models and supply chains:
Toward an integrated value creation framework. Business Strategy and the Environment, 30(8), 3960-3974.
https://doi.org/10.1002/bse.2851

Ortiz Avram, D., Ovcharova, N., & Engelmann, A. (2024). Dynamic capabilities for sustainability: Toward
a typology based on dimensions of sustainability oriented innovation and stakeholder integration. Business
Strategy and the Environment, 33(4), 2969-3004. https://doi.org/10.1002/bse.3630

Pattanaik, D. (2024). Public perception of corporate environmental commitments: How communication
shapes trust. Journal of  Law  for Future Security, 1(2), Article 2.
https://www.tesearchcorridor.org/index.php/jj/article/view/179

Pieroni, M., McAloone, T., & Pigosso, D. C. A. (2019). Configuring new business models for circular
economy through product service systems. Sustainability, 11(13), 3727.
https://doi.otg/10.3390/sul1133727

Shafira, H. M. (2021). Marketing strategies to introduce and implement halal fashion to young Muslin women in Indonesia:
Study of Shadara Modest Wear [Unpublished manuscript].

Singh, P. K. K. (2024). Measuring the broader value proposition of digital transformation in supply chains.
International Journal of Supply Chain Management, 13(1), 16-24. https://doi.org/10.59160/ijscm.v13i1.6222

Sudana, S., Marlina, L., & Awaludin, L. (2025). Exploration of Islamic values in controlling Muslim
consumption behaviour in Bandung City: A phenomenological study of the digital era. Global Review of
Tourism and Social Sciences, 2(1), 51-62. https:/ /doi.org/10.53893 / grtss.v2il.417

220


https://doi.org/10.53893/grtss.v1i1.318
https://doi.org/10.51594/ijmer.v6i8.1365
https://doi.org/10.1177/0149206316675927
https://doi.org/10.1016/j.jfbs.2020.100392
https://doi.org/10.1371/journal.pone.0312671
https://doi.org/10.3176/tr.2024.3.04
https://doi.org/10.2752/175174112X13340749707123
https://doi.org/10.1007/s10668-023-03509-1
https://doi.org/10.1007/s11747-012-0317-2
https://doi.org/10.4018/JCAD.346369
https://doi.org/10.1016/j.scitotenv.2024.174873
https://doi.org/10.1002/bse.2851
https://doi.org/10.1002/bse.3630
https://www.researchcorridor.org/index.php/jj/article/view/179
https://doi.org/10.3390/su11133727
https://doi.org/10.59160/ijscm.v13i1.6222
https://doi.org/10.53893/grtss.v2i1.417

Thien Duc, L. D., & Mujahida, S. (2024). Determinants of consumer preference for local brands: A
comprehensive review of recent literature. Global Review of Tourism and Social Sciences, 1(1), 41-52.
https://doi.org/10.53893 /grtss.v1i1.318

Widjajanti, K., Jumbri, I. A., Abdul Hamid, M. S. R., Lestari, R. I, Rini, G. P., & Bakei, M. H. (2025). A
conceptual framework for green entrepreneurial orientation and sustainable business performance in
emerging Asian markets. PaperASLA, 41(2B), 191-210. https://doi.org/10.59953 / paperasia.v41i2b.418

Wiedmann, T., Lenzen, M., Keyler, L. T., & Steinberger, J. K. (2020). Scientists warning on affluence.
Nature Communications, 11(1), 3107. https://doi.org/10.1038/s41467-020-16941-y

Yuli, S. B. C. (2024). Understanding the dynamics of tourist experience through a qualitative lens: A case
study approach in Indonesia. Global Review of Tourism and Social  Sciences, 1(1), 30—40.
https://doi.org/10.53893 /grtss.v1i1.323

Zhang, Y., Liu, J., & Li, X. (2024). Value delivery in green consumption: The effect of advertisement value
proposition on consumer perception and purchase intention. Frontiers in Psychology, 15, 1339197.
https://doi.org/10.3389/fpsyg.2024.1339197

Zhu, Q., & Sarkis, J. (2004). Relationships between operational practices and performance among early
adopters of green supply chain management practices in Chinese manufacturing enterprises. Journal of
Operations Management, 22(3), 265-289. https://doi.org/10.1016/j.jom.2004.01.005

221


https://doi.org/10.53893/grtss.v1i1.318
https://doi.org/10.59953/paperasia.v41i2b.418
https://doi.org/10.1038/s41467-020-16941-y
https://doi.org/10.53893/grtss.v1i1.323
https://doi.org/10.3389/fpsyg.2024.1339197
https://doi.org/10.1016/j.jom.2004.01.005

	REFERENCES

