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Abstract 
The objective of the current study was to examine the direct and indirect im-
pacts of materialism on use innovativeness in case of fashion products among 
Indian consumers. An empirical study was conducted to test these relation-
ships with 282 respondents comprised of 59 percent males and 41 percent of 
females. Proposed conceptual study model was tested with the help of higher 
order structural equation modeling by using IBM AMOS 21.0. We confirmed 
full mediation of fashion involvement in the relationship between material-
ism and use innovativeness. Furthermore, our study results found full media-
tion of fashion innovativeness in the relationship between materialism and 
use innovativeness. On the other hand, materialism had a direct significant 
negative impact on use innovativeness in case of fashion products. We 
strongly recommend to the fashion product marketers to highlight the con-
cept of use innovativeness in the entire marketing mix for better business 
prospects. 
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1. Introduction 

Retail environment in the present scenario provides multiple options to the 
consumers across the globe for collecting information about various products 
from different sellers. This facility is adding to the shopping convenience and 
complete freedom in deciding what to purchase, where to purchase, and when to 
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purchase etc. The advent of internet has provided an additional retail channel to 
the customers. Retailers with multi-channel retaining strategies are adding into 
dimensions of consumer convenience and easy availability. This strategy is add-
ing to the competitive advantage for a retailer. Multi-channel retailers are more 
successful and generating higher revenues as compared to single-channel retail-
ers [1]. According to indiaretailing.com [2], the retail market of India is ex-
pected to reach USD 1576 billion by 2026, growing at a Compound Annual 
Growth Rate (CAGR) of 10%. It is predicted that the current Indian fashion re-
tail market will grow at a promising CAGR of 9.7 per cent to reach USD 115 bil-
lion by 2026.  

In 1990s, the internet broadened the horizon of retailing for customers with 
the help of making availability of non-physical stores. Moreover, globalization 
has played a vital in creating interest among consumers about fashion products. 
According to [3], globalization is bringing changes in societal aspects across 
countries. In addition, globalization is able to create awareness among consum-
ers across all regions. Fashion products of one country are quite popular among 
consumers from different countries. The branding has really gone out of geo-
graphical boundaries. Now there are multinational brands available in all mar-
kets. According to [4], consumers are very much aware about multinational 
brands of fashion products. In case of individuals, brands are replica of personal 
image and we all associate ourselves with the brands. In society, desire to pur-
chase specific brands is linked with self-image in societal context of individuals [5].  

Consumer researchers have common understanding that values shape con-
sumer behavior and consumption decision is derived out of it. A value that is 
catching up in India is materialism and it seems to be a very important factor of 
consumer behavior. Possession of high-end products like big houses, luxury 
cars, lavish lifestyles, branded clothes and accessories etc. is becoming a trend 
among Indian consumers. Humongous increase in credit card business and lib-
eral thoughts about personal loans, car loans, home loans etc. are evidence for 
materialistic consumerism.  

According to [6], an individual understands possession of materialistic prod-
ucts as a vehicle to communicate personal status to society. Materialism possibly 
will, therefore, symbolize a main indicator of a consumer’s association with 
goods and services that consent to the fulfillment of such values and support in 
depicting adequate illustrations.  

During the last few decades, India has witnessed considerable socio-political- 
economic changes. Indian consumers have developed strong aspirations for fa-
shion products to be at par with global trends. Low income Indian consumers 
purchase fashion products to satisfy social needs rather individual needs. With 
this background of huge potential of this market, the important reasons asso-
ciated with Indian consumers’ attitude towards buying fashion products need to 
be investigated in order to develop the general understanding of the upcoming 
market and formulate suitable marketing strategies that would augment success 
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of the sector. To fill the gap in the consumer behavior literature, this study in-
tends to assess the impact of materialism on fashion product purchase, fashion 
innovativeness and perceived use innovativeness. The contribution of this study 
will be twofold, firstly it will contribute to the body of literature for fashion 
product purchase process in developing country and how materialism impacts 
purchase and perceived use innovativeness. Secondly, marketers will get insights 
to anticipate Indian consumers’ requirements in terms of fashion products’ 
purchase and use innovativeness. They will be in better position to formulate 
marketing mix strategies to get better Return on Investments.  

The rest of the article is organized as Theoretical Framework followed by 
Conceptual Model of the Study, Hypotheses Development, Research Methodol-
ogy, Data Analysis, Findings, Conclusion, Implications, Limitations and Future 
Scope of Study.  

2. The Review of Literature 
2.1. Materialism 

Materialism can be related to possessions, social status and happiness of indi-
viduals [7]. [8] defined materialism as “The importance a consumer attaches to 
worldly possessions”. It can be understood as a bundle of interrelated traits, at-
titudes, and values that center on possessions [9]. [10] posited materialism as a 
value. Moreover, [11] defined materialism as “The importance a person places 
on possessions and their acquisition as a necessary or desirable form of conduct 
to reach desired end states, including happiness”. According to [12], materialism 
is “a set of attitudes which regard possessions as symbols of success, where pos-
sessions occupy a central part of life, which include holding the belief that more 
possessions lead to more happiness”. 

Past research found the materialistic consumers as; self-absorbed, self-gratifying, 
and purchase only branded goods and services [11] [13] [14]. For materialistic 
consumers, happiness lies in possessing premium articles. Authors found three 
aspects of materialism such as; 1) the role of acquisition in happiness, 2) the role 
of possessions in defining success, 3) acquisition centrality. Possession of visible 
wealth and product consumption in public are used by materialistic consumers 
to boost their status [13]. Authors further argued that demand for mon-
ey-oriented possessions leads to higher degree of materialism, which subse-
quently create more demand for fashion products. The materialistic consumers 
show big concerns about their possessions of fashion products and get involved 
to a large extent with them. 

2.2. Fashion Involvement 

Fashion products focus on increasing self-image of an individual in a social 
set-up [15]. These are considered as communicator of an individual in social 
space about his like and dislikes and also about personality and lifestyle. Cloth-
ing as a fashion product works as an aid to consumers in social adaptation and 
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expression in public [16]. Fashion is defined by [17] as “A form of collective be-
havior or a wave of social conformity”. Individuals put efforts to enhance social 
self-image by judiciously selecting fashion products.  

Fashion orientation defines the lifestyle statement of an individual [18]. [19] 
argued that materialistic individuals involve actively with products which com-
municate public meaning. According to [20], fashion product involvement in-
cludes 4 types of involvement namely; product, advertisement, purchase in-
volvement and purchase decision involvement. Author found that all these in-
volvement types are covering pre-purchase level to post-purchase level. Conse-
quently there is high level of involvement on the consumer side. Later in 2013, 
[21] found that more involved consumers search very actively for additional in-
formation in order to become opinion leaders and induce product innovative-
ness.  

Involvement is correlated with behavioral patterns of use in terms of volume 
and frequency [22]. Author further found that in case of products with mul-
ti-functionality, volume and frequency are related with involvement and use in-
novativeness. [23] found positive relationship among involvement, innovative-
ness and usage variety. Variety seeking behavior of consumers makes them sus-
ceptible for broad range of innovativeness [24]. Actually customers try to dis-
cover various ways of using fashion products in order to exhibit innovativeness. 
Hence fashion involvement is anticipated to be related to use innovativeness. 
According to [25], a more involved consumer makes better decision with full 
confidence. Moreover, high fashion involved consumer attaches high impor-
tance for selecting and purchasing fashionable products in order to get best fit 
the individual personality.  

2.3. Fashion Innovativeness  

According to [26], fashion innovativeness is defined as “the degree of innovative 
propensity of individuals that affects the adoption and acceptance of new fashion 
products and related services”. Fashion innovativeness is a basic characteristic of 
an individual, which is exhibited by actions of readiness towards new as well as 
uncommon products [27]. [28] identified two predictors of fashion innovative-
ness such as; trend involvement, clothing involvement. Therefore, fashion in-
volvement is expected to have relationship with fashion innovativeness.  

As per the diffusion of innovation theory, innovative consumers adopt the 
latest fashion trends at the very early stage and express their innovative behavior 
with the help of many actions in different situations [29]. These early fashion 
adopters develop innovativeness because of their psychological attributes. [30] 
developed the use innovativeness model and confirmed the influence of inherent 
innovativeness on fashion innovativeness as well as on use innovativeness. 
Hence, there are high chances of interrelationships between fashion innovative-
ness and use innovativeness. Fashion innovativeness is related with buying be-
haviors of consumers and use innovativeness comes into picture after a fashion 
product is bought. There exists a visible sequence between fashion and use in-
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novativeness. Therefore, fashion innovativeness is expected to pave the way to 
use innovativeness.  

2.4. Use Innovativeness 

According to [31], use innovativeness concept got its origin from the intuitive 
and progressive use propensity of an individual in order to keep it suitable for 
future consumption also. Use innovativeness doesn’t deal with misuse of prod-
uct, but it focuses on how innovatively and numerously a product is serving 
needs of the consumers [32]. Authors further argued that use innovativeness 
doesn’t deal with crises management, but it highlights the enjoyable behavior of 
users while using the existing products in a very fresh manner. Innovativeness 
adds a positive impact in case of a consumer groups who use products in a va-
riety of ways [24]. In the literature, it has been argued that in case of fashion 
products, use innovativeness takes care of variety in usage, whereas in case of 
consumable products, it deals with creative consumption. Creativity is unders-
tood in the literature as focusing on functional value of the product and honest 
consumption practice. Creativity in case of fashion products deals with using 
different fashion items and accessories in such a manner that it conveys style 
quotient and at the same time it maintains variety. Therefore, a high level of use 
innovativeness is also likely to persuade the increased use of available products 
in multiple ways and manners (Figure 1).  

2.5. Hypotheses of the Study 

H1: Materialism is positively related to Fashion Involvement 
H2: Materialism is positively related to Fashion Innovativeness 
H3: Materialism is negatively related to Use Innovativeness 
H4: Fashion Involvement is positively related to Use Innovativeness 
H5: Fashion Innovativeness is positively related to Use Innovativeness 

 

 
Figure 1. Conceptual study model. 
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2.6. Research Methodology 

In order to investigate the proposed relationships among study constructs such 
as; materialism, fashion involvement (product and purchase decision involve-
ment), fashion innovativeness, use innovativeness, primary data were collected 
by using field survey method with the help of a research instrument (structured 
questionnaire with close-ended questions). The major focus of the indicators or 
statements used in questionnaire was to understand perception of consumers 
about materialism, fashion involvement, fashion and use innovativeness.  

2.7. Sampling Design and Data Collection 

The population under study included consumers residing in National Capital 
Region (NCR) of India. NCR consists of Delhi (Capital of India), Gurugram, 
NOIDA, Faridabad, Ghaziabad, Meerut. This region attracts people from all over 
India. We can witness people from all corners of India staying here at NCR. 
Survey administration in such area provided us an added advantage as our sam-
ple got diverse set of respondents, representing various parts of India. We used 
purposive sampling method to collect primary data for the study.  

We have collected 303 duly filled questionnaires from the target respondents. 
After removal of incomplete questionnaires (21), wherein too much amounts of 
important data were missing, we were left with final 282 questionnaires. To as-
sess the direct and indirect relationships among the study constructs, namely; 
materialism, fashion involvement (product and purchase decision involvement), 
fashion innovativeness, use innovativeness, higher order Structural Equation 
Modeling (SEM) with IBM AMOS 21.0 (Covariance based SEM) with Maximum 
Likelihood Estimation (MLE) was used. This multivariate statistical analysis 
technique provides robust results in case the sample size of study is appropriate. 
As a rule of Thumb, in case of Structural Equation Modeling (SEM), any num-
ber above 200 (critical sample size) is understood to give adequate statistical 
power for analysis of the study data [33] [34]. In this study, a final sample size of 
282 (after removal of incomplete questionnaires) is found suitable for testing 
study model and proposed hypotheses.   

2.8. Research Instrument 

To measure study constructs, we have adopted scales from Materialism [11], 
Fashion Product Involvement [35], Fashion Product Purchase Involvement [36], 
Fashion Innovativeness [37], Use Innovativeness [38]. All the study variables 
were measured on seven point Likert’s scale (1 = Strongly Disagree, 2 = Disag-
ree, 3 = Somewhat Disagree, 4 = Neither Disagree Nor Agree, 5 = Somewhat 
Agree, 6 = Agree, 7 = Strongly Agree). In addition, the research instrument in-
cluded six socio-demographical variables such as; age, gender, marital status, 
educational qualification, employment status, monthly household income in 
INR. These all socio-demographical variables were measured on nominal scale.   
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2.9. Data Analysis 

After collection and preparation of study data, we analyzed it to meet the objec-
tives of the study and draw meaning insights. The analysis includes general sam-
ple description, Cronbach’s alpha to assess reliability of the research instrument, 
Confirmatory Factor Analysis (CFA) to test the model fit, Structural Equation 
Modeling (SEM) using IBM AMOS 21.0 to estimate structural model and hypo-
theses of the study. 

It can be seen from Table 1 that majority of the respondents were less than 25 
years of age followed by age group of 26 to 35 years. Sample had 58.90 percent of 
males and 41.10 percent females. Our sample had more number of unmarried 
respondents as compared to married ones. More than fifty percent of the res-
pondents were either graduate or post-graduate.  

In our survey of respondents, it was found that the respondents are from dif-
ferent income backgrounds; a major part of them belong to monthly household 
income of more than 71,000 INR.  
 
Table 1. General sample description. 

S.N. Variable Levels Number Percentage 

1 Age (in Years) 

Below 25 195 69.10 

26 - 35 48 17.00 

36 - 45 28 9.90 

46 - 55 6 2.10 

Above 55 5 1.80 

2 Gender 
Female 116 41.10 

Male 166 58.90 

3 Marital Status 
Unmarried 227 80.50 

Married 55 19.50 

4 Educational Qualification 

Intermediate 133 47.20 

Graduate 133 47.20 

Post Graduate 16 5.60 

5 Employment Status 

Salaried 84 29.80 

Student 184 65.20 

Business 184 0.70 

Professional 7 2.50 

Others 5 1.80 

6 Monthly Household Income (In Rs.) 

Below 50,000 11 3.90 

51,000 - 70,000 43 15.20 

71,000 - 90,000 56 19.90 

91,000 - 110,000 63 22.30 

Above 110,000 109 38.70 

Source: Author compilation. 
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2.10. Reliability Analysis 

According to [39], in order to pass the test of reliability for measurement scales, 
the reliability coefficient (Cronbach’s alpha) should be greater than 0.70. It can 
be seen from Table 2 that all Cronbach’s alpha values range from 0.763 to 0.972. 
Hence the measurement scales of the current study pass the test of reliability 
(Figure 2).  

This study had one second order construct namely fashion involvement and 
three other first order constructs. The Confirmatory Factor Analysis (CFA) 
model with these 4 constructs had a total of 110 distinct parameters and 630 dis-
tinct sample moments. During model estimation, a minimum was achieved with 
Chi-Square value 904.014 (DF = 520, p < 0.000). All the parameters of the given 
study were practicable and standard errors in acceptable limits. Statistical signi-
ficance of parameter estimates was established as test-statistic (t-value) in each 
case was greater than threshold limit of 2.58 (5 percent significance level).  

It can be seen from Table 3 that all absolute fit indices and comparative fit in-
dices are meeting their threshold levels [41] [42]. Hence measurement model of 
the study is confirmed.  

2.11. Convergent and Discriminant Validity 

In order to generalize sample results for entire population under study, it is very 
important to pass the test of construct validity. According to [40], construct va-
lidity can be tested through convergent and Discriminant validity. Construct va-
lidity can be achieved if Composite Reliability (CR) of all study constructs 
reaches or crosses the threshold of 0.70 and Average Variance Explained (AVE) 
should be a minimum of 0.50.  

In case of Discriminant validity, the AVE should be greater than Maximum 
Shared Variance (MSV) or AVE should be greater than Average Shared Va-
riance (ASV) or ASV should be greater than MSV, and the square root of AVE 
should be greater than correlation among the constructs under consideration 
[40] [43]. 

It is quite evident from Table 4 that Composite Reliability (CR) and Average 
Variance Explained (AVE) in case of all 4 study constructs met the desired criteria.  
 
Table 2. Reliability analysis results. 

S.N. Name of Construct Number of Items Cronbach’s Alpha 

1 Materialism 9 0.820 

2 Fashion Product Involvement 13 0.969 

3 Fashion Product Purchase Involvement 8 0.927 

4 Fashion Involvement 21 0.972 

5 Fashion Innovativeness 3 0.763 

6 Use Fashion Product Involvement 3 0.804 

Source: Author compilation. 
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Figure 2. Confirmatory factor analysis. 
 
Table 3. Model fit indices. 

S. N.* Goodness of Fit Index* Value* Acceptable Threshold Value# 

1 CMIN 904.014 - 

2 Df (Degrees of Freedom ) 520 - 

3 CMIN/DF 1.738 good if <3 

4 GFI (Goodness of Fit Index) 0.842 
Range 0 - 1, good if more  

towards 1 

5 IFI (Incremental Fit Index) 0.952 good if ≥0.90 

6 TLI (Tucker-Lewis Index) 0.944 good if ≥0.90 

7 CFI (Comparative fit Index) 0.951 good if ≥0.90 

8 
RMSEA (Root Mean Square  

Error of Approximation) 
0.051 good if <0.08 

9 P Close 0.349 good if close to or equal to 1 

10 
ECVI (Expected Cross  

Validation Index) 

Default Model = 4.000 
ECVI value for Saturated 

Model = 4.484 
ECVI value for  

Independence Model = 
30.418 

Default model should have  
least ECVI value 

*Source: Author compilation; #source: [40]. 

 
Table 4. Convergent and discriminant validity results. 

 
CR AVE MSV ASV USIN MATL FSIN FAIN 

USIN 0.801 0.574 0.431 0.489 0.758 
   

MATL 0.840 0.599 0.349 0.480 0.445 0.774 
  

FSIN 0.756 0.513 0.436 0.505 0.385 0.408 0.716 
 

FAIN 1.000 1.000 0.463 0.543 0.497 0.393 0.414 1.000 

Source: Author compilation. 
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Hence convergent validity is established. Moreover, AVE is greater than Maxi-
mum Shared Variance (MSV) or AVE is greater than Average Shared Variance 
(ASV) or ASV is greater than MSV, and the square root of AVE is greater than 
correlation among the study constructs. Therefore, following the criteria rec-
ommended by [42] [43], it can be concluded that Discriminant validity of the 
measurement scale is established.  

2.12. Structural Equation Modeling Results 

It is evident from Table 5 that the direct impact of materialism on use innova-
tiveness is negative and significant (β = −0.427, p = 0.007). Further, materialism 
positively impacts fashion involvement (β = 0.783, p < 0.000). We also found 
positive and significant impact of materialism on fashion innovativeness (β = 
0.744, p < 0.000). Study results confirmed significant positive impact of fashion 
involvement on use innovativeness (β = 0.297, p < 0.000). Additionally, we 
found significant positive impact of fashion innovativeness on use innovative-
ness (β = 0.9781, p < 0.000). 

[44] suggested the steps to conduct mediation analysis by using Structural 
Equation Modeling (SEM) with IBM AMOS.  

The following 4 steps were followed: 
1st Step: Firstly, path coefficient with p-value was calculated for direct rela-

tionship between Materialism (Predictor Variable) and Use Innovativeness (De-
pendent Variable) was calculated 

2nd Step: Secondly, path coefficient with p-value was calculated for direct re-
lationship between Materialism (Predictor Variable) and Use Innovativeness 
(Dependent Variable) with inclusion of fashion involvement as mediating va-
riable. 

3rd Step: Thirdly, path coefficient with p-value for indirect relationship was 
checked with the help of bootstrapping (standardized indirect path coefficient 
with confidence interval) to decide about no, partial or full mediation. 

4th Step: The same above 3 steps were followed for second mediating variable. 
It can be seen from Table 6 that fashion involvement fully mediates (β = 

0.158, p = 0.010) the path between materialism and use innovativeness. Further, 
it is also evident that fashion innovativeness mediates fully (β = 0.589, p = 0.010) 
the path between materialism and use innovativeness. 

It can be seen from Table 7 that all study hypotheses were supported at 5 per-
cent level of significance (H1: β = 0.783, p = 0.000; H2: β = 0.744, p = 0.000; H3: β 
= −0.427, p = 0.007; H4: β = 0.297, p = 0.000; H5: β = 0.781, p = 0.000). 

3. Conclusion and Implications of the Study 

The results of the current study revealed the direct and indirect relationships of 
materialism with use innovativeness. Specifically, the mediating role of fashion 
product involvement in explaining use innovativeness is strongly supported. The 
hypothesis test clearly indicated that materialistic consumers do not go for use  
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Table 5. Path coefficients. 

Relationship 
Unstandardized Path 

Coefficient 
Standardized Path 

Coefficient 
C. R. p-value R-Square 

USIN <--- MATL −0.421 −0.427 −2.701 0.007 

0.78 

FAIN <--- MATL 0.990 0.783 9.057 0.000 

FSIN <--- MATL 0.881 0.744 8.530 0.000 

USIN <--- FAIN 0.381 0.297 3.894 0.000 

USIN <--- FSIN 0.940 0.781 6.609 0.000 

Source: Author Compilation. 

 
Table 6. Path coefficients.  

Relationship 
Direct without  

Mediator 
Direct with Mediator Indirect Path 

USIN <--- MATL 0.437 (0.000) 
FAIN 

0.076 (0.383) 
0.158 (0.010) 

Full Mediation 

USIN <--- MATL 0.437 (0.000) 
FSIN 

−0.147 (0.075) 
0.589 (0.010) 

Full Mediation 

Source: Author Compilation. 

 
Table 7. Summary of hypotheses of the study. 

Path Hypothesis Path Coefficient p-value Result 

FAIN <--- MATL H1 0.783 0.000 Supported 

FSIN <--- MATL H2 0.744 0.000 Supported 

USIN <--- MATL H3 −0.427 0.007 Supported 

USIN <--- FAIN H4 0.297 0.000 Supported 

USIN <--- FSIN H5 0.781 0.000 Supported 

Source: Author Compilation. 

 
innovativeness. It is obvious that use innovators deal with the products and ac-
cessories in wide variety of ways. Our study results confirmed significant posi-
tive impacts of fashion involvement and fashion innovativeness on use innova-
tiveness. Interestingly we found full mediation of fashion involvement in the re-
lationship of materialism and use innovativeness. Moreover, fashion innova-
tiveness also confirmed full mediating impact on the relationship of materialism 
and use innovativeness.  

According to [45], innovativeness has a significant impact on how consumers 
purchase new products and brands. Earlier in 1992, [46] confirmed differences 
among high and less innovative consumers. Authors posited that more innova-
tive consumers differentiate themselves from low innovative consumers by pur-
chasing products more frequently and larger spending. Therefore, it can be con-
cluded that materialistic consumers are more fashion involved and exhibit fa-
shion innovativeness, but show inverse relationship with use innovativeness.  
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Further, we found significant positive impact of fashion involvement on use 
innovativeness. This indicates that consumers who are involved with reference 
to product and purchase decision express innovativeness in the use of the fa-
shion products. On the other hand, our study model confirmed significant posi-
tive impact of fashion innovativeness on use innovativeness. This tells that fa-
shion innovators devise various ways of innovativeness while using the fashion 
products. Similarly our model found positive significant impacts of materialism 
on fashion involvement and fashion innovativeness.  

Another very interesting relationship we found in our model was full mediat-
ing impacts of fashion involvement and fashion innovativeness in the relation-
ships between materialism and use innovativeness. This finding in our model is 
vital especially when path from materialism to use innovativeness through fa-
shion involvement and fashion innovativeness became insignificant. This high-
lights a very interesting aspect of consumer psychology that materialistic con-
sumers exhibit use innovativeness in case of involvement and innovativeness in 
fashion products.  

Based on findings of our research, a few academic implications can be pro-
posed. In consumer research literature, majority of the researchers focused on 
purchase intentions and purchase decision. The post-purchase phase has not 
been highlighted to that extent. These findings make significant academic con-
tribution in the area of post-purchase behavior of consumers. Taking cue from 
this research, scholars can think of using some new variables in their research 
works to get valuable insights about consumer characteristics. Other aspect our 
study highlighted that materialistic consumers exhibit different use innovative-
ness in case of fashion products with reference to involvement and purchase de-
cision. This research contributes to the empirical research on the theme of role 
of materialism on use innovativeness in case of fashion products directly and in-
directly through fashion involvement and innovativeness. 

4. Limitations and Future Scope of the Study 

Some boundaries may be appropriate when we generalize the results of this re-
search due to the cross-sectional data collected from one geographical area. Fu-
ture studies with broader samples with diverse demography and geography must 
be conducted to widen the generalizability and validation of the model with 
some additional constructs in order to better understand the purchase intentions 
of the consumers. Life cycle of the product has shortened in the current market 
conditions due to swift changes in tastes and preferences of consumers. This 
trend has convinced consumers to restrict usage of a fashion product for a short 
duration. As a result, innovativeness in use of different fashion products has 
come out a big research area for the scholars in the area of consumer psycholo-
gy. Short life cycle of products also contributes towards environmental and 
health hazards due to wastage creation during new product production process. 
Hence product involvement and also product purchase-process involvement are 
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of vital importance for further research in order to have sustainable environ-
ment.  

Summary Statement of Contribution 

This study confirmed significant positive impacts of fashion involvement and 
fashion innovativeness on use innovativeness. Further, we found full mediation 
of fashion involvement and fashion innovativeness among the proposed rela-
tionships in the study model. This finding in our model is vital especially when 
path from materialism to use innovativeness through fashion involvement and 
fashion innovativeness became insignificant. This highlights a very interesting 
aspect of consumer psychology that materialistic consumers exhibit use innova-
tiveness in case of involvement and innovativeness in fashion products. 
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