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ABSTRACT 

The trend of focusing on sustainable development in business and industry requires various 

companies in the apparel sector to gradually integrate and implement greener and more 

environmentally friendly manufacturing activities. It is important to consider what drives and 

hinders for green apparel manufacturing (GAM) implementation of firms, especially in the context 

of developing countries. This study was conducted using a quantitative method aimed at studying 

the factors influencing green apparel manufacturing implementation of fashion enterprises in 

Vietnam. Through a survey of 289 leaders at top management level representing for fashion 

enterprises, the study found important evidences for the positive impact of environmental 

awareness, environmental orientation and corporate stakeholders' engagement on GAM. However, 

a negative relationship between lack of R&D on technology and GAM is not proven. Since then, 

the research has provided a number of necessary management and policy implications such as 

setting common goals and targets for green production activities, training employees and building 

organizational culture and greener working environment, which is essential to promote 

environmental awareness and orientation of the whole companies. Enterprises also need to build 

close relationships with outside stakeholders and strictly comply with the enterprise's green 

manufacturing goals. From a macro management perspective, the government needs to be the focal 

point to issue general regulations on green manufacturing standards, and disseminate more 

propaganda to spread and raise awareness for the entire community about green apparel products 

and production practices. 

 

KEYWORDS: - Fashion enterprises, green apparel manufacturing, green apparel practices, and 

sustainable development.  
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1. INTRODUCTION 

Apparel is a continuously evolving and investment-driven business field that is closely associated 

with different trends, which is constantly improved and updated. Particularly in the current market 

trend, there is an increasing number of fashion brands entering the market with diverse designs, 

products, and materials. Additionally, consumers tend to engage more in the buying and usage of 

fast fashion products, leading to a growing production and replacement of old items. The fashion 

industry requires more complex production and refinement processes, from material production to 

the creation of a marketable product. According to Filho et al. (2019), apparel is considered an 

unsustainable industry and is among the most polluting industries worldwide, with the clearest 

environmental impacts, especially in terms of fashion waste generated by the fast fashion system. 

Qutab (2017) also stated that the fashion industry is ranked as the second-largest polluter after the 

oil industry. Fashion production activities contribute to 10% of carbon emissions and 20% of 

wastewater treatment, and the production system alone accounts for approximately 80% of the 

industry’s impact on climate change (Appolloni et al., 2023). Faced with such extreme impacts, the 

awareness of consumers, governments, and social organizations regarding the importance of 

sustainable fashion production and related social and environmental issues is increasingly 

emphasized (Abdul-Rashid et al., 2017; Waheed et al., 2020). 

 

In the current context, the trend of green, sustainable, and environmentally-friendly fashion is 

booming worldwide, including in developing countries like Vietnam (Nguyen et al., 2019; Sarker & 

Bartok, 2024). This is not just a trend but also a promising new approach in the fashion industry, 

which is closely linked to the implementation of the United Nations’ Sustainable Development 

Goals in various countries. Consumers are not only concerned about the aesthetics and quality of 

the products they purchase but also pay significant attention to the origin of the products and how 

they are produced. They desire to own eco-friendly fashion items made from sustainable materials 

that do not harm the environment during the production and transportation processes. With the 

growing demand for green fashion products from consumers (Abdulrazak & Quoquab, 2018), 

focusing on implementing the production of sustainable and environmentally-friendly products has 

become a top priority for businesses in the fashion industry. 

 

Regarding the topic of green apparel, there have been several studies primarily approaching the 

topic of green fashion from the perspective of consumer behaviors (Abdulrazak & Quoquab, 2018; 

Botwinick, 2023; Nguyen et al., 2019). However, research focusing on the practices of green 

fashion production from the perspective of businesses and organizations is still relatively scarce 

(Guo, 2023; Sarker, 2024). Guo’s study (2023) emphasized that alongside the driving factors for 

businesses to transition to greener production, there are also numerous barriers in this endeavor. 

According to Thorisdottir & Johannsdottir (2020), based on the theory of corporate social 

responsibility (CSR), the responsibility of fashion businesses extends beyond creating products to 

meet societal demand and generate economic profit. It also includes implementing processes to 

produce sustainable and environmentally-friendly products to meet environmental requirements. 

Consequently, leading companies in the industry are making commitments to use energy-efficient 

practices, sustainable materials, recycled resources, and environmentally-friendly production 

techniques. They are also striving to minimize production waste and seeking more sustainable 

supply chains. Implementing green fashion production not only benefits the environment but also 
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helps businesses build a positive image in the community and enhance consumer trust (Jain & 

Kalapurackal, 2023). Particularly in the context of developing countries, there is a need to conduct 

more research on the implementation of green fashion production, where the majority of fashion 

production activities take place. 

 

The objective of this study is to investigate the factors influencing the green apparel manufacturing 

implementation among fashion enterprises in Vietnam. Drawing on two foundational theories, 

which are Corporate Social Responsibility theory (CSR theory) and the Value-Belief-Norm theory 

(VBN theory), this research is conducted in the business perspective instead of focusing on 

consumers’ view, which are business entities, organizations, and enterprises involved in fashion 

production activities. In addition to the introduction part, the study will clarify the theoretical basis 

for identifying the factors that impact the implementation of green apparel production to develop 

hypotheses and a proposed research model. Next, the authors will describe the scale measurement 

of the variables in the model as well as the method of sampling and data collection. The survey data 

will then be analyzed through SPSS version 27 software to examine the research hypotheses and 

evaluate the impact level of these independent variables. This will be the basis for the authors to 

propose management and policy implications to promote businesses’ strategies and activities in 

deploying green apparel manufacturing implementation in the context of Vietnam. 

 

2. THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT 

2.1 Green apparel manufacturing 

In recent years, there has been a significant surge in both practical and academic interest 

surrounding the concept of green manufacturing. This growing attention can be attributed to its 

remarkable capacity to mitigate carbon emissions and mitigate environmental catastrophes (Bhatt et 

al., 2020; Pang & Zhang, 2019). Green manufacturing offers a powerful strategy to address the 

detrimental effects of the manufacturing industries on the environment. It encompasses a novel 

approach to manufacturing that fosters sustainable development through the efficient and effective 

utilization of materials, water, chemicals, and energy in the production process, while concurrently 

reducing CO2 emissions (D’Adamo & Lupi, 2021). By embracing and implementing green 

manufacturing practices, companies can enhance their sustainability and minimize adverse impacts 

on society, the environment, and the economy (Akter et al., 2022). In the context of the apparel 

industry, green apparel manufacturing (GAM) shows its growing importance today. According to 

Jain & Kalapurackal (2023), GAM refers to green practices in the apparel industry encompassing 

various stages such as product design, raw material procurement, fabric spreading, cutting, sewing 

and assembly, washing, printing and embroidery, finishing, and packing. Besides, there is a 

noticeable dearth of research pertaining to developing countries, which notably serve as the primary 

hub for apparel production (Jain & Kalapurackal, 2023; Oelze, 2017). And the diverse and intricate 

nature of green apparel practices adopted by fashion companies may demonstrate the 

comprehensiveness of the GAM term. A recent study by Guo (2021) clearly pointed out that the 

mechanisms for GAM can be separated into green design, green procurement, green production, 

green packing and distribution, green end of life management, and remanufacturing. Moreover, 

besides the factors that promote the implementation of green apparel manufacturing, there are also 

many factors that hinder fashion businesses from applying this activity, which requires more further 

research (Guo, 2021; 2023). 

 

2.2 Theoretical foundation 

The conceptual framework of this study is based on two foundational theories, which are Corporate 

Social Responsibility theory (CSR theory) and the Value-Belief-Norm theory (VBN theory) on the 

perspective of the enterprises. The concept of corporate social responsibility (CSR) is a relatively 

contemporary notion that has evolved over time, as evidenced by several influential studies. Many 
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scholars widely acknowledge Howard Bowen's Social Responsibilities of the Businessman (1953) 

as the pioneering effort to establish a theoretical framework regarding the interplay between 

corporations and society. Over the past two decades, there has been a gradual rationalization of 

CSR, aligning it with broader organizational objectives such as reputation and image management. 

Consequently, the environmental dimension of CSR has garnered substantial support. According to 

the European Commission (2001), CSR theory implies a concept in which businesses integrate 

social and environmental concerns into their business operations and interactions with stakeholders 

across the world. voluntary basis. In other words, CSR proves that business activities not only help 

bring profits to businesses, but also welfare to the whole society, and aim to protect the 

environment and natural resources. Accordingly, many scholars have explicitly highlighted the 

significance of GAM emphasizing its relevance not only in terms of environmental considerations 

but also regarding its social and economic dimensions (Kleindorfer, 2015). Venkatesh (2015) also 

concluded that GAM plays a critical role in fostering sustainable development and simultaneously 

offers apparel industries and fashion enterprises a competitive edge. That means based on the CSR 

theory, promoting green apparel manufacturing is considered one of the corporate responsibilities 

that firms need to fulfill.  

 

The second based theory to conduct the research is the Value-Belief-Norm theory (VBN theory) by 

Stern & Dietz (1994), which is a combination and also a further expansion of value theory 

(Schwartz, 1992) and norm activation theory (Schwartz, 1977). As Stern et al (1999) mentioned by 

focusing on values, beliefs, and personal norms, VBN theory sheds light on how these factors shape 

an individual’s ethical actions. In fact, the implementation of green manufacturing practices at 

fashion businesses stems from their long-term strategies and is decided by top leaders such as the 

director or chairman of the board of directors. Accordingly, in addition to producing conventional 

fashion products in the traditional way, business owners have to spend costs to invest in a number 

of activities in GAM if their norms and beliefs are about to reach various environmental values. 

Stern (2000) concluded that a key component of the VBN theory pertains to the notion that the 

relationship between values and environmentalism is influenced by specific beliefs. These beliefs 

encompass individuals’ perceptions regarding the groups or entities that are impacted by 

environmental conditions, as well as their beliefs regarding the efficacy of individual actions in 

mitigating threats to valued entities or causes. Consequently, the formation of personal norms 

associated with environmentalism and the inclination towards engaging in pro-environmental 

actions can be influenced by information that shapes these underlying beliefs.  

 

2.3 Factors influencing green apparel manufacturing implementation 

2.3.1. Environmental awareness 

Environmental awareness is not a new term but it is still investigated by many scholars. This term 

can be defined by Yeung (1998) as an individual's ability to comprehend the intricacies of 

environmental processes and issues, their level of concern for environmental well-being, and their 

commitment to engaging in environmentally responsible actions in their daily lives. This concept is 

seen as a mutually beneficial relationship between humans and their environment, encompassing 

three key dimensions: environmental attitude, knowledge, and behavior (Rannikko, 1996). 

Environmental awareness is widely recognized as a foundational element of environmental 

sustainability (Holt & Barkemeyer, 2012). In a recent research endeavor undertaken by Li et al. 

(2019), the primary objective was to aid organizations in augmenting their environmental 

awareness and adopting green manufacturing practices. The study unveiled that corporate 

stakeholders possess the potential to exert a favorable influence on practice performance through 

the adoption of GAM. Furthermore, it was suggested that organizations ought to enhance their 

green apparel manufacturing technology to ensure the seamless implementation of environmentally 

friendly manufacturing practices. Wu et al. (2015) further reinforced this notion by indicating that 
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the incorporation of green, lean, and CSR management systems as standalone practices can yield 

positive outcomes for sustainability performance of firms. Other quantitative studies also suggested 

that environmental awareness entails a comprehensive understanding of clean and sustainable green 

manufacturing practices, as well as proficiency in the concept of the Triple Bottom Line and an 

acute consciousness of the environmental footprint (Eijdenberg et al., 2018), which have a positive 

impact on green apparel manufacturing implementation of companies. Moreover, in the context of 

developing country like Bangladesh, Hossain et al. (2020) also concluded the positive association 

between environmental awareness and  firms’ green manufacturing practices. Based on above 

arguments, the study proposes the hypothesis as follows: 

 

H1: Environmental awareness has a positive influence on green apparel manufacturing 

implementation among fashion enterprises in Vietnam. 

 

2.3.2. Environmental orientation 

The concept of eenvironmental oorientation has been extensively discussed by researchers in the 

field of environmental management, which reflects the increasing concern among organizations 

regarding environmental issues raised by various stakeholders through CSR theory (Chan et al., 

2012). EO serves as a crucial mechanism for gathering information about stakeholders to pursue 

corporate environmentalism, which provides valuable insights into the perceptions of stakeholders 

who hold influential roles in organizational decision-making processes (Peng & Wei, 2015). 

According to Banerjee (2001), eenvironmental orientation refers to the extent to which 

organizations recognize the significance of the environmental challenges they are facing. Banerjee 

(2001) also proposed two main categories which are internal and external environmental orientation 

serving as vital inputs for strategic decision-making within organizations. Based on VBN theory, 

internal environmental orientation encompasses managerial perspectives on the firm's moral norms, 

efforts, and intrinsic values related to environmental protection (Feng et al., 2018). Environmental 

orientation also plays a vital role in fostering a shared awareness among companies regarding the 

significance of environmentally sustainable operations. This awareness, in turn, motivates firms to 

actively pursue strategies such as GAM aimed at minimizing the environmental impacts of their 

operations.The managerial recognition influences corporate values and beliefs regarding 

environmental practices, which can lead to GAM practices of firms. On the other hand, external 

environmental orientation refers to organizational efforts in response to the demands imposed by 

stakeholders. Some empirical studies, for instance, Chan et al. (2012) conducted a study involving 

194 foreign-invested companies operating in China and found that environmental orientation exerts 

a positive influence on green practices. Feng et el. (2018) discovered the positive correlation 

between environmental orientation and green product and process innovation practices. The impact 

of environmental orientation on GAM and green practices of firms is also concluded by the 

research of Bu et al. (2020). Based on above arguments, the study proposes the hypothesis as 

follows: 

 

H2: Environmental orientation has a positive influence on green apparel manufacturing 

implementation among fashion enterprises in Vietnam. 

 

2.3.3. Corporate stakeholders’ engagement 

In today’s society, there is a growing emphasis on sustainable development and environmental 

concerns, with a particular focus on the desirability of green manufacturing of fashion companies 

(Li et al., 2019). The CSR theory has emphasized the importance of corporate stakeholders on the 

application and implementation of green practices and green behaviors of firms. The positive stance 

of corporate stakeholders, encompassing internal staff, consumers, the government, and society at 

large, exerts a significant influence on the strategic decision-making process and adoption of green 
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practices within enterprises (Li et al., 2019). A study by Gualandris & Kalchschmidt (2014) 

conducted an investigation into the interrelationships between suppliers and customers’  pressure 

and innovativeness using a conceptual model. Their findings demonstrated a positive and 

significant association between customer pressure, innovativeness, and green supply chain 

practices. Li et al. (2019) then also assumed that stakeholders maintain a positive association with 

green manufacturing in the fashion business. Corporate stakeholders can be divided into internal 

and external parts. External stakeholders encompass a diverse range of individuals and entities, 

such as customers, suppliers, the government, and society at large. While internal stakeholders are 

individuals or groups directly engaged in the operational processes of the organization, 

predominantly including employees, managers, and owners. Stakeholder engagement as defined by 

Friedman & Miles (2006), pertains to the effective solicitation of stakeholders' perspectives 

regarding their relationships with the organization. In recent times, there has been a notable surge in 

the level of interest exhibited by both external and internal stakeholders in advocating for the 

integration of environmental considerations into the daily operations of apparel companies (Beh et 

al., 2016). Indeed, a series of previous quantitative studies have also demonstrated the positive 

impact of corporate stakeholders’ engagement on GAM and green practices in apparel businesses 

(Guoyou et al., 2011; Kozlowski et al., 2012; Liu et al., 2017; Zhou et al., 2017). Based on above 

arguments, the study proposes the hypothesis as follows: 

 

H3: Corporate stakeholders’ engagement has a positive influence on green apparel manufacturing 

implementation among fashion enterprises in Vietnam. 

 

2.3.4. Research and development on technology 

Besides some drivers which were found out having positive relationships with GAM, there still 

remain some barriers to the implementation of green practices within the companies, especiall in 

developing countries. According to Wang et al. (2016), the absence of effective environmental 

measures, challenges in translating positive environmental attitudes into practical actions, the 

intricacy of designing processes for reusing/recycling used products, the complexity of designing 

processes to minimize resource and energy consumption, and the insufficiency of technology, 

processes, and materials have been identified as barriers by scholars. Beh et al. (2016) emphasized 

that the GAM implementation nowadays requires the application of many advanced and modern 

technologies in all stages of production in comparison to the classic and less economical way of 

used apparel recycling methods. In many developing countries despite of the top garment 

production capacity in the world, many enterprises may encounter challenges in adopting GAM due 

to the lack of suitable technology or processes for implementation. Additionally, the materials 

utilized in the manufacturing process may not possess optimal eco-friendly characteristics (Wang et 

al., 2016). The investment on green technology is considered an important way to promote green 

innovation practices in Vietnamese manufacturing companies (Le et al., 2021). Quantitative 

findings from several studies concluded that insufficient focus on technology R&D hinders the 

identification and development of new manufacturing processes and GAM that have minimal 

adverse environmental impacts (Ghazilla et al., 2015; Wakeford et al., 2017; Luo et al., 2018). 

Based on above arguments, the study proposes the hypothesis as follows: 

 

H4: Lack of R&D on technology has a negative influence on green apparel manufacturing 

implementation among fashion enterprises in Vietnam. 
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Based on the above hypotheses, the authors proposes the following research model: 

 
Figure 1: Proposed research model 

Source: Authors’ analysis 

 

3. METHODOLOGY 

3.1 Measures 

The study is conducted by using the quantitative research method. The measurement scales for all 

variables within the above model are inherited and adjusted to fit the research context. Among 

those independent variables, environmental awareness was measured by Ozden (2008) with 8 

indicators. Environmental orientation scale was adopted from the study of Banerjee (2001) with 8 

items. The measurements for corporate stakeholders’ engagement and lack of R&D on technology 

were inherited from the study of Guo (2021) with 12 indicators and 3 indicators respectively. The 

scale for green apparel manufacturing implementation also came from Guo (2021) with 13 

indicators. The author used a 5-level Likert scale as the basis to conduct the survey and collect data 

for all the variables in this study from 1- ―Completely disagree‖ to 5 – ―Completely agree‖.  

 

3.2 Sample population and data collection 

The study collected research data from high-level executives including presidents, directors, and 

CEOs, who represents for fashion companies in three major cities in Vietnam (Hanoi, Ho Chi Minh 

City, and Binh Duong) in May 2024. These big cities were chosen due to their high population 

density and level of development, with a majority of fashion company headquarters located there. 

In accordance with Green's (1991) recommendations, a minimum sample size of 50 + 8m (m being 

the number of independent variables or predictors in the regression analysis) was adhered to ensure 

compliance with regulations. Similarly, Hair et al. (2014) suggest a minimum sample size of 5*n (n 

representing the number of items across all variables) to ensure compliance with regulations for 

exploratory factor analysis (EFA). To ensure reliability, a total of 289 valid responses from 

managers in Vietnam were collected through official surveys. The study employed the stratified 

random sampling method, considering respondents' demographics as criteria, to select suitable 

participants. 

 

3.3 Data analysis 

Based on the research data collected, the author used SPSS 27 software to conduct data analysis. 

First, the author analyzed the reliability of the scales using Cronbach's Alpha coefficient to 

eliminate unnecessary indicators. After ensuring the reliability of the scales, the author conducted 
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EFA exploratory factor analysis to test the value of the scale as well as consider the convergence of 

indicators forming components. Next, the author conducted Pearson correlation analysis to examine 

the correlation between independent and dependent variables and multicollinearity of the data if 

any. Independent variables that are correlated with the dependent variable would be retained for 

inclusion in multiple linear regression analysis after that. Based on the results of the regression 

analysis, the author will determine the significance of the model as well as the level of impact of the 

factors, thereby drawing conclusions for the research hypotheses. This will be the basis for 

providing necessary management and policy implications.  

 

4. Findings and discussion 

4.1 Descriptive statistics result 

The study was conducted through surveying 289 managers and administrators at top level such as 

CEOs, directors and presidents of firms, who presented for 289 fashion companies in Vietnam. 

Table 1 shows that, among those participants, there are 132 male and 157 female managers. In 

which, there are almost all CEOs and directors accounting for 41.9% and 53.6%. Regarding the age 

of companies, most of the fashion companies participating in the survey are from 5 to 10 years old 

(174 firms), which accounts for 60.2%. Companies operating smaller than 5 years and more than 10 

years account for 24.9% and 14.9% respectively. In these fashion companies, there are 135 and 111 

companies having smaller than 50 employees and from 50 to 100 employees respectively. 

Moreover, there are 172 companies located in Ho Chi Minh city and 91 companies in Hanoi, only 

26 firms are from Binh Duong province. 

 

Table 1: Sample descriptive statistics result 

Characteristics Frequency 
Proportion 

(%) 

Gender 
Male 132 45.7 

Female 157 54.3 

Position 

CEO 121 41.9 

Director 155 53.6 

President 13 4.5 

Company age 

Smaller than 5 years 72 24.9 

5 to 10 years 174 60.2 

More than 10 years 43 14.9 

Number of 

employees 

Smaller than 50 135 46.7 

50 to 100 111 38.4 

More than 100 43 14.9 

Location 
Binh Duong 26 9.0 

Hanoi 91 31.5 
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Ho Chi Minh city 172 59.5 

Source: Authors’ analysis 

 

4.2 Reliability and EFA analysis 

Table 2 presents Cronbach's Alpha coefficient of all variables within the model which is used to 

evaluate the reliability of the scales. The results show that all 44 indicators (EA, EO, CSE, LRT and 

GAM) have corrected item – total correlation greater than 0.3 and no item has the Cronbach’s 

Alpha if item deleted is greater than Cronbach’s Alpha of the scale. Cronbach's Alpha coefficients 

of independent and dependent variables are all in the range of 0.9 and above. These findings are 

extremely ideal showing that the questionnaire is designed to be intuitive and without bad samples. 

All observed variables are accepted to conduct the EFA method. 

 

Table 2: Reliability statistics 

Variables N of items Cronbach's Alpha 

Smallest corrected 

item – Total 

correlation 

Environmental awareness (EA) 8 0.927 0.690 (EA2) 

Environmental orientation (EO) 8 0.937 0.718 (EO6) 

Corporate stakeholders’ 

engagement (CSE) 
12 0.937 0.647 (CSE4) 

Lack of R&D on technology 

(LRT) 
3 0.950 0.879 (LRT1) 

Green apparel 

manufacturing implementation 

(GAM) 

13 0.950 0.683 (GAM1) 

Source: Authors’ analysis 

 

The first time of performing the EFA method with all independent variables shows that CSE4 

indicator of the corporate stakeholders’ engagement variable belonged to the component of EO in 

the rotated matrix, so that the authors will remove CSE4 and conduct the analysis again. The final 

EFA results of the independent variables (Table 3) show that the KMO value is equal to 0.931, 

which is in the range from 0.5 to 1 showing that the factor analysis is appropriate for the data. The 

sig value of Bartlett's test < 0.05 shows that the observed variables are meaningful and have a 

strong correlation with each other. The Eigenvalues is 1.426 with 4 components and total variance 

explained of 68.776% (>50%). Factor loadings of items are all valid and > 0.5. After that, the 

authors conduct EFA for dependent variable " Green apparel manufacturing implementation 

(GAM)‖, which also shows that all indicators converge to a single variable with the KMO = 0.960 

and total variance explained of 62.721%.  

 

Table 3: Exploratory factor analysis EFA for independent variables 

Environmental 

awareness (EA) 

Environmental 

orientation (EO) 

Corporate 

stakeholders’ 

engagement (CSE) 

Lack of R&D on 

technology (LRT) 

0.822 (EA7) 0.770 (EO1) 0.807 (CSE7) 0.912 (LRT3) 

0.807 (EA4) 0.750 (EO4) 0.721 (CSE8) 0.898 (LRT2) 
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0.677 (EA1) 0.738 (EO3) 0.719 (CSE1) 0.889 (LRT1) 

0.675 (EA5) 0.731 (EO5) 0.719 (CSE10)  

0.616 (EA8) 0.725 (EO2) 0.716 (CSE2)  

0.586 (EA6) 0.640 (EO6) 0.704 (CSE9)  

0.571 (EA2) 0.604 (EO8) 0.684 (CSE3)  

0.540 (EA3) 0.562 (EO7) 0.655 (CSE12)  

  0.655 (CSE11)  

  0.637 (CSE6)  

  0.600 (CSE5)  

KMO = 0.931; Sig of Bartlett's Test = 0.000; Eigenvalues = 1.426; Total Variance 

Explained = 68.776%           

Source: Authors’ analysis 

 

4.3 Regression analysis and hypothesis conclusion 

The findings show that all independent variables have a correlation with the dependent variable 

GAM, in which EA and LRT show a weak correlation with GAM due to the coefficients in range of 

0.1 to 0.2. Moreover, there is no violation of multicollinearity because pairs of independent 

variables are not strongly correlated. After that, the author performed multiple linear regression 

analysis to conclude the proposed hypotheses given above. Firstly, to determine the existence of the 

model, the author uses the ANOVA table in SPSS regression through the sig value of the F test. 

The results show that the F value is 122.231 with sig equal to 0.000 < 0.05, showing an statistical 

significance. This confirms the existence of the research model. Then, the authors evaluate the 

goodness of fit of the research model. The model summary shows that the Durbin-Watson value of 

2.294, which is in range of 1.5 to 2.5 showing no violation of order series autocorrelation. The R 

Square and Adjusted R Square values are 0.633 and 0.627 (>50%), respectively, showing that the 

model has a fairly high level of significance. This finding shows that 62.7% of the variation of 

GAM is explained by independent variables in the EA, EO, CSE and LRT within the research 

model, the remaining 37.3% belongs to variables outside the model as well as random errors.  

 

Table 4: Summary of multiple linear regression analysis results 

Independent 

variables 

Standardized 

Coefficients 

Beta 

Sig. VIF Hypotheses Decision 

 EA 0.182 .000 1.000 H1 Accepted 

EO 0.455 .000 1.000 H2 Accepted 

CSE 0.615 .000 1.000 H3 Accepted 

LRT 0.119 .001 1.000 H4 Rejected 

Dependent Variable: GAM 

Source: Authors’ analysis 

 

Along with that, there is no multicollinearity phenomenon because the VIF values of the 

independent variables are all smaller than 10. Table 4 also shows the impact level and direction of 
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the impact of the independent variables (EA, EO, CSE and LRT) to the dependent variable GAM. 

The results show that the independent variables EA, EO, CSE and LRT are all statistically 

significant and have a positive impact on GAM because the Standardized Coefficients Beta values 

are all positive while the sig value (p-value) are all less than 0.05. Thus, hypotheses H1, H2, H3 

given above are all accepted and show that environmental awareness, environmental orientation and 

corporate stakeholders' engagement significantly have positive influences on green apparel 

manufacturing implementation among fashion enterprises in Vietnam. However, the quantitative 

findings for the LRT variable and hypothesis H4 are contradictory. This assumes that, in the 

Vietnamese context, lack of R&D on technology does not have a negative impact on green apparel 

manufacturing implementation of fashion businesses, so hypothesis H4 is not accepted. Based on 

the Standardized Coefficients Beta, the authors also determined the level of impact of the factors. 

Accordingly, the impact levels from high to low are CSE (0.615), EO (0.455) and EA (0.182), 

respectively. The standardized regression equation can be expressed as follows: 

 

GAM = 0.615*CSE + 0.455*EO + 0.182*EA +  

 

The study provides important theoretical contributions through the quantitative findings found. 

There are many different theoretical approaches such as Nature Resource-Based View (NRBV) 

theory that are often used to study green fashion purchasing behavior of consumers and green 

fashion production at fashion businesses. in several countries around the world. However, this study 

was conducted from the perspective of Corporate Social Responsibility (CSR), which showed 

remarkable results when corporate stakeholders' engagement is an important factor representing 

responsibility activities of firms. This factor is also proven to have a positive influence on green 

apparel manufacturing implementation among fashion enterprises in Vietnam. The quantitative 

results of this study support a series of previous studies such as that of Beh et al. (2016); Guoyou et 

al. (2011); Kozlowski et al. (2012); Li et al. (2019); Liu et al. (2017); Zhou et al. (2017). In addition 

to many studies conducted in developed countries and from the perspective of business practices, 

our research shows the importance of the above influencing factors in the context of developing 

countries with fashion production in large quantities like Vietnam. Along with that, the impact of 

EO on GAM was also found in this study through CSR theory. This emphasizes the importance of 

pursuing corporate environmentalism from the perspective of stakeholders in order to better 

implement green manufacturing practices. This finding goes along with the results from Bu et al. 

(2020), Chan et al. (2012) and Feng et el. (2018). In addition, this study shows the importance of 

VBN theory to form and conclude the positive impact of environmental orientation and awareness 

on green apparel manufacturing implementation. Usually VBN theory is used based on an 

individual's perspective, but when that perspective is formed by stakeholders or top management of 

a company, it can be turned into action on behalf of the business to implement greener and more 

sustainable manufacturing activities. This positive effect from EA on GAM supports recent 

research by Eijdenberg et al. (2018) and Hossain et al. (2020). However, the results did not find out 

a negative effect of the lack of R&D on technology on GAM, which goes against the results of 

Ghazilla et al. (2015); Wakeford et al., (2017); Luo et al., (2018).  

 

5. IMPLICATIONS AND CONCLUSION 

This research used a quantitative method approached from the perspective of businesses. The 

authors’ aim is to investigate factors influencing the green apparel manufacturing implementation 

among fashion enterprises in Vietnam. The findings in this study may bring about some important 

management implications for business leaders and some related policy implications. For the most 

important impact of corporate stakeholders’ engagement on green apparel manufacturing 

implementation, businesses need to identify specific goals and commit to implementing green 

fashion production. This may include setting targets for the use of recycled materials, emissions 
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reduction, energy efficiency, and social equity that all individuals must consistently adhere to. 

Moreover, businesses need to work with suppliers, manufacturers and distributors to build a 

sustainable supply chain that ensures that fashion products are produced according to green and fair 

standards. Besides, it is also important to establish partnerships with government organizations, 

non-governmental organizations, non-profit organizations and consumer communities to jointly 

implement projects and campaigns to promote fashion production green. Some policy implications 

that can be considered are that the Government can issue clear regulations and standards on green 

fashion production. This includes defining standards for the use of recycled materials, emissions 

reduction, energy efficiency, social equity and other factors related to sustainability in the fashion 

industry. In addition, consider investing in training and education programs on green fashion, to 

raise awareness and capacity of workers in the industry, provide and disseminate detailed 

information about fashion products. Green page aims to raise awareness and create easier access for 

consumers. To promote the positive impact of environmental awareness and environmental 

orientation on the implementation of green apparel manufacturing practices, fashion companies 

need to develop specific strategies and action plans to realize their goals and commitments, which 

include evaluating and improving production processes, researching and applying advanced 

technology, identifying sustainable raw material sourcing and enhancing environmental risk 

management. It is also more important to build up a green organizational culture and educate 

employees about the importance of the environment and sustainability. When employees are trained 

in green production processes and methods, businesses can create a work environment that 

encourages creativity and input, promoting environmental awareness and social responsibility 

throughout the entire organization. 
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