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Abstract: The fashion industry has expanded at the expense of the environment. Consumption and
environmental pollution both serve as a wake-up call to the global endeavour to adopt more socially
and environmentally responsible behaviours. It implies, in particular, a paradigm shift in consumer
behaviour away from conventional to green products. Understanding the factors that influence con-
sumer purchasing decisions is critical in developing the demand for and commitment to sustainable
apparel consumption. In support of the United Nation’s efforts to promote sustainable consumption
in Malaysia, a study was conducted to determine the motivating factors that influence consumers’
purchase intentions for sustainable apparel. The moderating effect of fashion consciousness on the
outcome was also examined. An extended model of the Motivation-Opportunity-Ability (MOA)
Theory and Self-Determination Theory (SDT) was developed and tested using 324 responses collected
from the Malaysian millennial generation in six major urban locations. The results of the structural
equation modelling analysis indicated that the elements of motivation, opportunity, and ability were
all positively linked with the sustainable apparel purchase intention. Fashion consciousness had
a moderating effect on the relationships between the three drivers (motivation, opportunity, and
ability) and purchase intention. The research findings provide valuable insights for businesses to
formulate a sustainable and unified business model that incorporates environmental, social, and
consumer considerations into core business practices. These insights would also help designers to
advance the development of sustainable products as an area of innovation and support policymakers
in achieving the UN’s 17 Sustainable Development Goals (SDGs).

Keywords: purchase intention; sustainable apparel; motivation drivers; self-determination theory;
motivation-opportunity-ability theory; Malaysian consumers

1. Introduction

The prosperity of the apparel and textile industries was controversially built upon the
sacrifices of safety and the long-term health of the environment. The substantial amounts of
resources consumed in the production and manufacturing of apparel have had devastating
impacts on the environment, such as river pollution, toxic chemical releases, excessive
waste generation, and greenhouse gas emissions, all of which have exacerbated the problem
of environmental degradation. Indeed, the textile industry was ranked among the world’s
highest polluters of fresh air [1–3]. With mounting pressure and a worldwide focus on
socially responsible behaviour, sustainability is no longer an option but a key priority and
a central strategy. Besides, it is no longer an issue limited to large corporations; it now
affects all stakeholders, both individually and collectively [4]. Recent research indicates
that shifts away from conventional products to sustainable consumption have emerged
in tandem with the growing public concern about climate change [5–7]. In this regard,
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consumers who perceive an organisation as sustainable are optimistic about it and want to
reciprocate positively [8]. The time has come for the industry to commit to sustainability
targets while promoting sustainability comprehensively, from raw material processing to
clothing finishing [9–12].

Responsible consumption and production through efficient resource management and
better consumption patterns have been part of the Sustainable Development Goals (SDGs).
Given the scope of the textile industry and clothes being one of the universal necessities
for living, the industry has a large opportunity to rise and become a pioneer in preserving
the environment. To ensure the success of this strategic shift, wide acceptance and solid
support from consumers are crucial. A sustainable business plan in the fashion industry
not only involves the implementation of strategies designed for the theme of sustainability,
but also the development of new business models that fundamentally recognise consumer
engagement to drive more eco-friendly consumption and habits [13]. Therefore, incorporat-
ing the SDGs and fostering consumer confidence into the industry are both interrelated
and extremely important.

Sustainable consumption has spread beyond the Western markets to include Asian,
Latin American, and Eastern European markets [14]. Although Malaysia experiences slow
progress in the sustainable fashion trend, several viable initiatives have been proposed
over the last few years. Some of the notable movements include the 17th United Nations
Development Programme Plan, Shared Prosperity Vision 2030, sustainability campaigns of
Malaysia External Trade Development Corporation (MATRADE, Kuala Lumpur, Malaysia),
joint initiatives of non-governmental organisations such as Fashion Revolution, World
Wide Fund (WWF), the Council of ASEAN Fashion Designers (CAFD), as well as the
collaborations of fashion entrepreneurs. In particular, the Malaysian government has
expressed unwavering support for international green product standards. In 2015, along
with 193 United Nations member states, Malaysia joined the global alliance for sustainable,
resilient, and inclusive development by committing itself to the 17 Sustainable Development
Goals (SDGs). The SDGs, at their core, serve as a blueprint for countries seeking to ensure
a more sustainable future for their nation and people.

Souri et al. [15] emphasised the importance of conducting additional studies to elu-
cidate issues. According to the literature, the majority of past research on sustainable
fashion has been conducted in Western countries, with little attention paid to non-Western
countries. It was understood that the level of sustainable concern might differ according to
the country’s development status and cultural differences. On a similar line, the motivation
to spend on sustainable products such as organic food and cosmetics differs slightly from
the motivation to consume sustainable garments, as clothing influences the development of
appearance, self-confidence, style, and image. All product categories should not be treated
the same way, as this will result in people expressing their concern for the environment
without taking action.

Given the paucity of research on sustainable garment purchasing in non-Western con-
texts, a knowledge gap exists about the factors influencing customers’ purchase intentions
in developing nations. As such, this article examined Malaysian consumers’ motivations
for sustainable consumption and the psychological influence of these internal drives on
buying decisions. Using the Motivation-Opportunity-Ability (MOA) framework and Self-
Determination Theory (SDT), the researchers developed an extended model to investigate
the effect of motivational values, opportunity, and ability on consumers’ purchase intention.
The study also examined the moderating effect of fashion consciousness on the outcome.
This empirical study would lay the groundwork for practitioners and policymakers to
develop successful, long-term sustainability programmes and policies, thereby reaching
long-term sustainability targets in the garment industry.

The following is the structure of this paper: a literature review justifying the hypothe-
ses, the research method, results, and discussion prior to reaching the conclusions.
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2. Literature Review
2.1. Sustainable Fashion

Sustainable fashion is a growing concept that combines sustainable development and
fashion, but it has no universally acknowledged definition. The concept encompasses all
aspects of fashion and is used to refer to the slow fashion movement, eco-green or organic
fashion, ethical fashion, and recycled fashion [16,17]. Henninger et al. [18] attempted
to clarify the concept by categorising sustainable fashion into vintage, vegan, artisan,
second-hand, locally manufactured, custom-made, and fair-trade certified products. These
categories suggest fashion’s originality and rarity, which are commonly associated with
luxury brands. Besides purchasing actual sustainable fashion, consciously prolonging the
life of one’s clothing while reducing clothing purchases is also considered a sustainable
practice [16]. Nevertheless, a definition of sustainable fashion will be incomplete unless it
considers both environmental and socio-economic factors. Some scholars acknowledge that
luxury fashion and sustainable fashion share characteristics such as durability and rarity in
terms of the environmental dimension [19,20]. Thus, the perspective of luxury fashion has
been assimilated into the context of sustainable fashion after weighing the compatibility of
their natures and attributes. In this study, sustainable fashion refers to sustainable apparel,
which includes tops, pants, blouses, jackets, underwear, and other types of clothing.

Movement of Sustainable Fashion in Malaysia

Emerging countries can be described as those nations that are striving to become
developed countries and are generally in line with an economically disciplined track. Like-
wise, emerging countries have become significant change agents in the consumer market,
especially in helping to address and safeguard the environment by producing and selling
green products [21]. Specifically, the sustainable fashion scene in Malaysia is slow but
promising [22]. This has been demonstrated by the growing number of sustainable fashion
entrepreneurs that conjoin with the objectives carried out by government organisations.
It can be seen that when the Malaysia External Trade Development Corporation (MA-
TRADE), through its press release (Malaysia External Trade Development Corporation,
2017) [23], focuses more on promoting Malaysian companies to be involved in the sustain-
ability initiatives. Moreover, the clothing industry also fights for and applies sustainability
values, as demonstrated by several fashion companies such as Real-M, KANOE, Zibossa,
and Nukleus Wear. Simultaneously, non-profit organisations around the world, through
their fashion revolution campaigns, have begun to advocate for sustainable, ethical, and
fair fashion. The Fashion Revolution has spread to over 100 countries around the world,
including Malaysia [24].

2.2. Motivation-Opportunity-Ability (MOA) Model and Mini Theories of Self-Determination
Theory (SDT), Organismic Integration Theory (OIT)

Customers make their purchasing decisions based on their perceptions of an organi-
zation’s social and environmental commitments as well as their evaluation of a product
or service [25]. Numerous theories, such as the Theory of Planned Behavior (TPB) and
the Theory of Reasoned Action (TRA), have included perceptions as factors affecting
purchasing intentions, but they hardly explain the motivation for purchasing decisions.
Meanwhile, previous studies have utilised the MOA model to investigate how people
evaluate various types of information, such as advertising, marketing performance, or
brand recognition [26–28]. However, the model overlooks the antecedents of overall moti-
vation. The motivational component of the model merely focuses on an individual-oriented
strategy and ignores emerging ties with other people. This study introduced another
subset component of motivation to overcome the existing constraint in the model, while
the current subset can be reassigned to other factors.

To enhance the case for circumventing MOA limitation, this study adds a sub-theory
of Self-Determination Theory (SDT): Deci and Ryan’s (1985) Organismic Integration Theory
(OIT). OIT offers a more comprehensive account of motivation by including the internal-
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isation of external influences and their transformation into motivators or demotivators.
According to the theory, there are different levels of motivation (automotive, extrinsic, and
intrinsic). The extrinsic motivation has external, introjected, identified, and integrated
regulatory styles, and the intrinsic motivation has intrinsic regulation [27]. OIT continues
to make progress along this continuum of motivation types towards the internalisation of
higher-level motivation states.

2.2.1. Motivation

Motivation incorporates readiness, willingness, interest, and a desire to engage in a
determined behaviour [26]. Both intrinsic motivation and external regulation factors are
viewed as important drivers in fostering individual autonomy, enhancing their self-esteem,
and improving general well-being [28].

Numerous empirical studies examined consumer motivation and the behavioural in-
tention towards the sustainability of luxury fashion [29–35]. In the early studies of purchase
motivations, consumer motives for luxury consumption have been classified as intrinsic
and extrinsic orientations. The intrinsic orientation satisfied purchase through internal
self-fulfilment goals, while the extrinsic orientation satisfied purchase through a reflection
on others’ perceptions [29]. Extrinsic motivation is commonly associated with the theory
of conspicuous consumption, which alludes to customers purchasing luxury goods as a
symbol of wealth and status. Ki and Kim [33] asserted that both intrinsic and extrinsic
motivation play a critical role in and contribute to the purchase intentions of sustainable
fashion. In this regard, intrinsic motivation influences purchase intention through the envi-
ronmental elements, personal style, and social consciousness, whereas extrinsic motivation
accomplishes the goal through status consciousness, public self-consciousness, and the
pursuit of the latest fashion.

Consumer motivation for luxury brands has been growing. According to [33], the most
important factor leading to the extrinsic motivation for consumers who have a penchant
for luxury brands is their appealing appearance. Luxury brands engage consumers in the
identification process while also creating an unspoken meaning that has an influence on
the development of an individual self-concept. If the brand accurately depicts the con-
sumer’s social style, the collection will be included, and the purchase would be performed.
Meanwhile, Truong [36] discovered that intrinsic motivation was also positively associated
with the consumption of luxury goods for inconspicuous reasons such as self-directed
enjoyment and perceived product quality. This inconspicuous consumption is a growing
trend that represents a shift in customer attitudes toward luxury brands. Rather than being
associated with social class and rank, luxury good consumption has evolved into a highly
personalised experience [37]. Nwankwo [32] reported that the purchase of luxury products
has increased in popularity among wealthier and more educated consumers in recent years
due to their demand for quality, originality, and exclusivity. In other words, inconspicuous
consumption appeared to be more appealing to intrinsically motivated consumers with
high needs for distinctiveness. However, Shao et al. [34] asserted that consumers responded
favourably to luxury consumption when luxury products were subtly promoted rather
than explicitly promoted.

Simultaneously, fast fashion buyers are increasingly avoiding non-sustainable prod-
ucts in favour of sustainable ones [38]. Gazzola et al. [39] documented a growing consensus
among the younger generation to place a higher premium on environmental sustainability,
hence disfavouring non-sustainable apparel consumption. From the perspective of business
practitioners, consumers’ increased sensitivity and positive attitudes towards sustainability
are essential for enabling a shift in business focus towards sustainability while providing
more product options to satisfy consumers’ preferences and their eco-friendly values. In-
tegrating social responsibility into the value proposition could provide a new source of
competitive advantage in the fashion market and enhance the overall reputation of the
fashion industry.
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With a particular focus on sustainable fashion in other countries, some researchers have
examined the significance of personal motivations in the purchase of sustainable clothing.
They assert that this behaviour is the result of an individual cost-benefit analysis [8,12,26]
which includes positive beliefs about sustainable apparel, a sense of social approval for the
purchase of sustainable clothing, and a sense of control over this behaviour. An Indonesian
study [30] revealed that social norms and attitudes influenced the purchase of sustainable
fashion products. Similarly, Malaysians’ sustainable consumption is also motivated by the
psychological need for connectedness. Consumers perceive their sustainable consumption
practises as a means of meaningfully caring for and connecting with other members of their
community. Consumers who satisfy their need to communicate with others may experience
an elevated sense of well-being in the form of personal growth and self-improvement
that coincides with external motivation. The effects of social norms appear to be highly
context-dependent [38].

Drawing from the findings of previous research, this study infers that motivation posi-
tively affects consumers’ purchase intentions for sustainable apparel. Thus, the following
hypothesis is formulated:

Hypothesis 1 (H1). There is a positive relationship between motivation and sustainable apparel
purchase intention.

2.2.2. Opportunity

Opportunity refers to the circumstances that allow or facilitate a person to perform a
behaviour. It reflects the degree to which a situation is conducive to achieving the desired
outcome. Several situational factors, such as time availability, cost, attention paid, amount
of distractions, or repetitions, can all either contribute or impede the desired outcome.
Numerous studies have been conducted to examine the opportunity for sustainable fashion,
focusing on sustainability and green marketing themes. According to SDT, opportunity
can be explained by evaluating the restrictions on consumers’ decision-making processes
regarding environmental behaviour. Gazzola et al. [39] and Bos et al. [40] highlighted that
opportunity could be translated into availability, which denotes convenience and barriers to
acquiring sustainable products. Major barriers that stop consumers from purchasing green
products include structural conditions that impede sustainable behaviours and deeply
embedded social and cultural norms that implicitly dictate behaviour [41]. For example,
a study by Wang et al. [42] indicated that most Chinese consumers implicitly perceive
luxury brands with a mission of exemplarity and a duty to be socially and environmentally
sustainable based on their price and promised superior quality. This reassures the belief that
consumers are more likely to adopt sustainable consumption practices when the product
offerings are customised to maximise consumers’ utilities [43].

Previous studies have identified a number of variables that influence consumers’ per-
ceived opportunity for sustainable consumption. Despite the awareness of environmental
concerns, consumers tend to focus on price, value, and style in the decision to purchase
sustainable clothes [44,45]. Limited retail stores, green alternatives, style, and size options
often make purchasing the sustainable apparel challenging for consumers [46]. Acces-
sibility and affordability were also young consumers’ utility evaluations of purchasing
sustainable clothes [47]. Indeed, sustainable, or ethical, clothing is more expensive than
trendy clothing. As a result, low-income shoppers are deterred from purchasing the prod-
ucts. Price turned out to be a key determinant not only for the purchase of eco-friendly
commodities but also for bio-based products [48]. Besides, some consumers resisted the
idea of sustainable or green products largely because of inadequate alternatives to meet
their needs and expectations [49].

To achieve favourable market appraisal, fashion merchandisers and designers should
explore the potential of market demand and design environmentally friendly apparel that
meet consumers’ aspirations [42]. Aside from the quality requirements, eco-conscious
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designs and eco-friendly strategies are vital to maintaining momentum on the development
of sustainable clothing. Thus, the following is hypothesised:

Hypothesis 2 (H2). There is a positive relationship between opportunity and sustainable apparel
purchase intention.

2.2.3. Ability

Ability refers to an individual’s capacity to act. Even the most driven individual is
unlikely to engage in the designated behaviour without the appropriate abilities. Individual
consumers have varying levels of ability and may face a variety of financial and knowledge-
based constraints when making green purchases [50].

Numerous researchers have investigated ability via the lens of product experience,
consumer knowledge, environmental knowledge, product knowledge, and perceived
consumer effectiveness [51–53]. According to Paco and Gouveia’s [52] research findings,
despite the rise in environmental knowledge and heightened awareness of environmental
issues, the perception of individual responsibility for environmental protection remained
low. McNeill and Moore [51] asserted that a persistent threat to sustainable consumption
was a lack of understanding of sustainable or ethical fashion production. Without a doubt,
a lack of knowledge on the part of customers can function as a barrier to fostering a positive
attitude toward sustainable fashion consumption [51].

Recent research by Sandra and Alessandro [48] revealed that a large percentage of
consumers were driven to sustainable products primarily to mitigate negative impacts on
human health and, secondarily, on the environment. It demonstrated a greater willingness
on the part of the public to put their knowledge of sustainable consumption into action
and so avert aggravation of present problems. This is consistent with Munerah et al.’s [54]
findings in their sustainability study. The more knowledgeable an individual is about
the environmental damage caused by non-sustainable products, the more favourable the
proposition for purchasing sustainable products becomes. Similarly, Bong Ko and Jin [53]
demonstrated that environmental knowledge could significantly influence consumers’
behavioural intentions while simultaneously enhancing their level of perceived control and
attitudes towards sustainable fashion consumption.

The literature documents the extent to which consumers comprehend social and
environmental issues, as well as how this information shapes consumers’ knowledge and
abilities to engage in sustainable consumption. The reviews confirm that environmental
knowledge positively influences consumers’ green purchase intentions and behaviour.
Thus, the following hypothesis is proposed:

Hypothesis 3 (H3). There is a positive relationship between ability and sustainable apparel
purchase intention.

2.3. Fashion Consciousness

Fashion is classified as a high-involvement product. Fashion consciousness is a useful
consumer trait for apparel marketers since it measures a person’s involvement with fashion
styles or clothing. The majority of fashion consciousness research is targeted at young
consumers, such as students. Young consumers have various motivations and perspectives
when it comes to clothing consumption. Their fashion choices are more complicated as a
result of their great exposure to a variety of fashion ideas, ranging from minimalism to opu-
lence, eco-fashion to smart-fashion, or self-concept to social conformity [47]. Young fashion
consumers are more conscious of the environmental impacts of fashion. They expressed
strong concerns for environmental sustainability, prompting a call for clothing minimalism
by reducing, reusing, and recycling apparel [47]. In this sense, this consumer group is
highly involved in fashion, as clothing is an integral part of their lives and identities [55].

Consumer involvement in fashion indicates their preferences in fashion orientation, in
addition to highlighting one’s interest in physical appearance [56]. Aside from prioritising
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eco-friendly fabric or textile material, sustainable fashion should be market-sensitive by
conforming to the trending styles and designs [57,58]. Wagner et al. [59] posited that
environmentally friendly fashion products have great potential to exemplify a distinctive
style in terms of product appearance. Besides, sustainable fashion provides a vast frontier
for the fashion industry to experiment with new designs or innovations by harnessing
the power of creativity while simultaneously expanding the options available to fashion-
conscious consumers. In this aspect, the industry has a promising outlook, with significant
innovation opportunities and a commitment to environmental sustainability [60].

Fashion consciousness was generally used to assess an individual’s beliefs and atti-
tudes towards fashion, thereby affecting one’s decision to purchase sustainable apparel [61].
According to MacInnis et al. [26], knowledge plays an integral role as an antecedent to
the receiver’s capacity for processing information. Maclnnis, Jaworski [62] claimed that
knowledge modifies the reaction by affecting information processing and attentiveness to
the message. Furthermore, Petty et al.’s [63] Elaboration Likelihood Model (ELM) sheds
light on the relationship between environmental knowledge and attitude. As stipulated in
ELM, high involvement can lead to a high degree of cognitive elaboration of the stimulus,
which enables a high level of logical reasoning prior to decision-making. Therefore, it is
believed that when consumers become more involved in fashion, they are more inclined to
seek out new information on sustainable clothing products. As a result, they become more
cognizant of sustainability and, ultimately, willing to purchase sustainable gear.

Based on this insight, the following hypotheses have been developed:

H1a: Fashion consciousness moderates the relationship between motivation and sustainable apparel
purchase intention.

H2a: Fashion consciousness moderates the relationship between opportunity and sustainable apparel
purchase intention.

H3a: Fashion consciousness moderates the relationship between ability and sustainable apparel
purchase intention.

2.4. Extended Research Model

Drawing from the findings of the literature review, a conceptual framework repre-
senting an extended research model is proposed to investigate the purchase intention for
sustainable apparel, as shown in Figure 1. This framework incorporates the Motivation-
Opportunity-Ability Theory [26], a sub-theory of Self-Determination Theory (SDT): Organ-
ismic Integration Theory [28], and the Regulatory Focus Theory [64,65].
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3. Research Method
3.1. Questionnaire Design and Pre-Testing Study

The data were gathered via a survey questionnaire. The suggested model was vali-
dated using trustworthy metrics adapted from previously validated scales. The motivation
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measurement, which consists of twenty items, was derived from Pelletier et al. [66]. The
measurement of opportunity comprising five items was adapted from Tanner and Kast;
Barbarossa [67,68]. The five-item ability assessment was adapted from La Trobe and
Acott [69]. Meanwhile, a five-item measurement scale based on Kim and Karpova; Han
and Stoel [70,71] was used and modified to measure sustainable apparel purchase intention.
This study adopted a five-item measure derived from Sprotles et al. and Parker et al. [72,73]
to assess fashion consciousness. Seven-point and five-point Likert scales were utilised for
all measures, respectively (see Table 1 and Appendix A). Participants were asked to provide
information about their gender, age, occupation, level of education, income, and region.

Pre-testing was performed prior to data collection to determine the validity and reli-
ability of the questionnaire functions [74]. During the pre-testing, various questionnaire
components were thoroughly examined, taking into account all of the main components
of the items, language, sequence, type and layout, and the complexity of questions and
instructions. A panel of experts assessed the questionnaire, followed by a comprehen-
sive analysis of accuracies [75]. The inaccurate components were revised, restructured,
or removed based on the expert advice. To ensure the accuracy of the translation, the
questionnaire was first translated into Malay and validated before being back-translated
into English and validated. Both versions of the questionnaire were distributed to the
respondents, who could respond in any of their preferred languages. The survey items are
listed in Table 1.

Table 1. List of survey items.

Items Questions

Motivation Intrinsic

INTR1 I am glad to learn new ways to help in preserving the environment through the
practise of sustainable clothing concept.

INTR2 I am glad to help in improving the quality of the environment through the
practise of sustainable clothing concept.

INTR3 I love the feeling I get when I do some things for the environment through the
practise of sustainable clothing concept.

INTR4 I am glad to contribute to the environment through the practise of sustainable
clothing concept.

Motivation Integrated

INTEG1 Taking care of the environment through the practise of sustainable clothing
concept has been an essential part of my life.

INTEG2 In my opinion, self-care and environmental care through the practise of
sustainable clothing concept are attached together.

INTEG3 One of my ways in living my life is to practise the sustainable clothing concept.

INTEG4 My environmental awareness through the practise of sustainable clothing
concept has become a fundamental part of who I am.

Motivation Identified
IDEN1 It is a sensible thing to practice sustainable clothing concept.
IDEN2 It is the way that I have chosen to practice sustainable clothing concept.
IDEN3 It is a reasonable thing to practice sustainable clothing concept.
IDEN4 I think it is a good idea to practice sustainable clothing concept.

Motivation Introjected

INTRO1 I would regret it if I do not try hard in practising the sustainable clothing
concept.

INTRO2 I would feel guilty if I make no move to practise sustainable clothing concept.
INTRO3 I would feel bad if I make no move to practise sustainable clothing concept.
INTRO4 I would feel ashamed if I make no move to practise clothing apparel concept.
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Table 1. Cont.

Items Questions

Motivation External
EXTER1 Other people would be mad if I do not practise sustainable clothing concept.

EXTER2 I practise the sustainable clothing concept to receive recognition from other
people.

EXTER3 My friends encourage me to practise sustainable clothing concept.
EXTER4 To avoid being criticised, I practice sustainable clothing concept.

Opportunity
OPPO1 I could not afford to pay more to purchase sustainable clothing.

OPPO2 I would not like to spend my time going to specialised stores to purchase
sustainable clothing products.

OPPO3 I could not simply differentiate sustainable clothing from ordinary clothing
while shopping.

OPPO4 I need more time to find sustainable clothing products in the stores.

OPPO5 I am not confident about the credibility of sustainable clothing labels and
certification.

OPPO6 The recent activities of the fashion and textile industry have a negative effect
on the natural environment.

OPPO7 The present activities of the fashion and textile industry are excessive and have
to be reduced.

OPPO8 Everyone should adapt to use natural product/material rather than modifying
it to suit consumption.

Ability
ABIL1 It is necessary to change some basic attitudes to solve environmental problems.
ABIL2 Everyone should balance their lives with the natural environment.
ABIL3 The exploitation of nature often results in disastrous effects.

ABIL4 Nowadays, many people have taken excessive interventions towards the
natural environment.

ABIL5 Everyone should feel empathy and be more concerned about the environment.

Fashion
Consciousness

FC1 I am most probably to have more than one of the newest style clothes.
FC2 I always keep up-to-date with current fashion trends.
FC3 I really put attention on fashionable and attractive clothing styling.
FC4 I shop at different stores to get a variety of clothing selections.
FC5 I enjoy purchasing new and attractive clothing.

Purchase
Intention

SAPI1 I plan to buy sustainable clothes in the future.
SAPI2 I will try to buy sustainable clothes in the future.
SAPI3 I will make an effort in buying sustainable clothes in the future.

SAPI4 I plan to buy or consider buying sustainable clothes if I come across them in
the stores.

SAPI5 If I see a retail store selling/implementing sustainable apparel practice, I
intend to visit the store to purchase a product.

3.2. Sample Characteristics and Procedures

Millennials were chosen as respondents in this survey on the grounds that they would
likely account for the majority of future purchasing power and were more concerned with
environmental issues and sustainable lifestyles [76]. They have a greater understanding
of the environment than prior generations, having been nurtured on a regular diet of
environmental awareness [77]. Besides, companies preferred to target Millennials due to
the segment’s high spending power and peer pressure [78,79].

A purposive sampling method was used to select participants based on their readiness
and potential to contribute pertinent information about the phenomenon under investi-
gation. Knowledge of the research area and related literature is necessary to accomplish
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the study objective [80]. The study selected Malaysia’s top urban areas: Kuala Lumpur,
Putrajaya, Petaling Jaya, Johor Bahru, Timur Laut in Penang, and Melaka Tengah. The
questionnaire was distributed online from 13 August to 10 November 2020 via email and
Facebook (FB) groups that demonstrated strong support for the sustainable fashion move-
ment. The survey invitation on FB was reposted twice and was supported by sustainable
fashion practitioners in Malaysia, including Fashion Revolution, Icycle, CRC Group, and
numerous sustainable fashion practitioners.

Respondents must answer the screening questions before being selected as one of the
respondents. Only respondents from the millennial generation who lived in one of the top
six urban regions were eligible to participate in the study. Respondents were requested
to provide information on their purchase intention, as well as motivation, opportunity,
aptitude, and fashion consciousness. Finally, their demographic information was collected.

Out of 339 responses received, 324 responses were usable. Table 2 details the respon-
dents’ demographic information. The majority of the respondents were females (61.73 per
cent) and of Malay ethnicity (78.4 per cent). The percentage of Malay respondents is fairly
similar to data on the Malaysian population, which is dominated by the Millennial Malay
ethnic group, with nearly 67 per cent of them using the internet and social media [81]. Half
of the respondents were between 27 and 32 years old (53.4 per cent); 41.67 per cent held
a bachelor’s degree; and 38.58 per cent were public servants. Most respondents earned
between RM 2501 and RM 5000 (USD 600 to USD 1200) a month (40.43 per cent).

Table 2. Demographics of respondents.

Demographic Variables Frequency Percentage (%)

Gender
Male 124 38.27

Female 200 61.73

Ethnicity

Malay 254 78.4
Chinese 25 7.72
Indian 27 8.33
Others 18 5.56

Age
21–26 years old 109 33.64
27–32 years old 173 53.4
33–38 years old 42 12.96

Occupation

Government Sector Employee 125 38.58
Private Sector Employee 105 32.41

Self-Employed 68 20.99
Student 17 5.25

Not working 9 2.8

Education Level

Certificate 9 2.8
SPM 35 10.8

Diploma 57 17.59
Bachelor’s degree 135 41.67
Master’s degree 74 22.84

PhD 14 4.32

Income

Below RM 1001(USD 240) 19 5.86
RM 1001–RM 2500

(USD 240–USD 600) 125 38.58

RM 2501–RM 5000
(USD 600–USD1200) 131 40.43

RM 5001–RM 7500
(USD 1200–USD 1800) 20 6.17

RM 7501–RM 9500
(USD 1800–USD 2400) 25 7.71

RM 9501 and above
(USD 2400) 4 1.23
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3.3. Statistical Techniques

The data was analysed using the statistical software SEM-PLS (3.2.8), which is com-
monly used in the social sciences [75,82]. SEM-PLS was employed to extract the multivariate
qualities of the data to ease the analysis of the measurement and structural models.

4. Results
4.1. Measurement Model

The assessment of the measurement model quantifies the individual loading of each
measurement item [83]. As this study involved the evaluation of the reflective measurement
model, several metrics were used to assess the intervention, including reliability, convergent
validity, and discriminant validity [84]. It is critical to assess the composite reliability in
order to weigh individual indicators according to their loadings and preferred reliability
approach [84]. The assessment for discriminant validity considers the Fornell-Larcker
criterion, cross-loadings, and heterotrait-monotrait (HTMT).

Table 3 summarises the results of the confirmatory factor analysis performed on the
measurement model, as well as standardised factor loadings of the construct items. In order
to establish the convergent validity of the data, three conditions must be met [85]. The factor
loading of each construct item must be at least 0.60; the average variance extracted (AVE)
of each construct should be greater than 0.50; the composite reliability of each construct
should be greater than 0.70 [82]. Table 3 shows all standardised factor loadings ranged
from 0.606 to 0.933, which were acceptable. However, due to the low value of AVE for the
“Ability” construct (0.478), one of its items (ABIL1) was removed. As a result, the AVE
value for “Ability” increased to 0.504, which was greater than the cut-off point of 0.50. With
that, the AVE values of each construct exceeded the threshold value. Meanwhile, with
the exception of the values of fashion consciousness and buy intention, every composite
reliability ranged between 0.748 and 0.876, exceeding 0.70. Thus, the Cronbach’s alpha
coefficients greater than 0.7 was used as the threshold.

Table 3. Fitness of the measurement model.

Constructs Items Factor
Loadings

Number of
Items Deleted AVE CR

Intrinsic

INTR1 0.933

0.939 0.795
INTR2 0.829
INTR3 0.885
INTR4 0.917

External

EXTER1 0.911

0.950 0.825
EXTER2 0.906
EXTER3 0.911
EXTER4 0.904

Introjected

INTRO1 0.893

0.937 0.789
INTRO2 0.876
INTRO3 0.890
INTRO4 0.894

Identified

IDEN1 0.901

0.935 0.783
IDEN2 0.885
IDEN3 0.892
IDEN4 0.860

Integrated

INTEG1 0.909

0.949 0.824
INTEG2 0.914
INTEG3 0.905
INTEG4 0.903

Opportunity

OPPO1 0.851

0.937 0.748
OPPO2 0.858
OPPO3 0.836
OPPO4 0.869
OPPO5 0.909
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Table 3. Cont.

Constructs Items Factor
Loadings

Number of
Items Deleted AVE CR

Ability

ABIL1 0.606

0.504 0.876

ABIL2 0.687
ABIL3 0.650
ABIL4 0.742
ABIL5 0.739
ABIL6 0.759
ABIL7 0.634
ABIL8 0.700

Fashion
Consciousness

FC1 0.816

0.888 0.615
FC2 0.766
FC3 0.807
FC4 0.718
FC5 0.808

Purchase
Intention

SAPI1 0.816

0.883 0.601
SAPI2 0.757
SAPI3 0.791
SAPI4 0.715
SAPI5 0.794

Based on the criteria prescribed by Fornell et al. [86], the model appears to demonstrate
discriminant validity. The diagonals of the Fornell-Larcker of each of the variables are
the square root of the AVE with the latent variable correlations. The square root of the
AVE for each construct was greater than the correlation with the other constructs [83].
Meanwhile, Henseler et al. [87] suggested that the heterotrait-monotrait (HTMT) ratio can
further identify the lack of discriminant validity and is as superior as the Fornell-Larker
criteria, considering it “offers the best balance between high detection and low arbitrary
violation” [88]. Based on Table 4, none of the confidence intervals captured one. Moreover,
the bias associated with the bootstrapping estimates is unlikely as the confidence intervals
for the HTMT values provide additional evidence of discriminant validity. Thus, it is
confirmed that all constructs were distinctively different from one another, which also
confirmed the discriminant validity [87]. Alternatively, the measures of reliability and
validity of the variables are latent constructs. This approach has to be established before
assessing the structural model [84].

Table 4. The Fornell-Larcker of each of the variables.

Variables
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Ability 0.710
External 0.172 0.908
Fashion

Consciousness 0.272 0.223 0.784

Identified 0.217 0.553 0.259 0.885
Integrated 0.220 0.498 0.182 0.532 0.908
Intrinsic 0.172 0.468 0.176 0.581 0.628 0.892

Introjected 0.146 0.655 0.162 0.539 0.493 0.382 0.888
Opportunity 0.354 0.359 0.215 0.395 0.453 0.329 0.326 0.865

Purchase Intention 0.495 0.425 0.384 0.469 0.431 0.383 0.348 0.594 0.775

4.2. Higher-Order Construct

Prior to assessing the structural model, it is pertinent to note that the purchase intention
(outcome variable) in this study is specified as a second-order reflective construct that is
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partly determined by the construct of “Motivation” from the following five first-order
reflective factors: intrinsic, external, introjected, identified, and integrated motivation.
The second-order construct is measured using the two-stages approach [89], which was
recommended by Hair et al.; Henseler et al. [84,87] as the ideal approach to analyse the
reflective-formative type of higher-order model (HOM). Based on the results of convergent
validity and reliability demonstrated in Table 5, all values exceeded the recommended
threshold (outer loadings > 0.4, AVE > 0.5, and CR > 0.7). Importantly, this revealed the
goodness of measure for the reflected second-order construct within the scope of this
research.

Table 5. Convergent validity: loadings, average variance extracted, and composite reliability of
second-order construct.

Variables Type AVE CR

Motivation Reflective-
formative

High-Order
Construct

0.801
0.823
0.800
0.771
0.759

0.7912 0.8933

4.3. Structural Model

After obtaining the adequacy of the measurement model, the structural model was
evaluated. As proposed in the Structural Equation Model (SEM) framework, five crite-
ria were examined to explain the impacts of exogenous latent variables on endogenous
latent variables. In the succeeding steps, coefficient of determination (R2), effect size (f2),
blindfolding, and predictive relevance (Q2) were performed [74].

Using R2 as a goodness-of-fit metric from regression, a measure from discriminant
analysis (classification matrix) can be utilised in conjunction with the chi-square-based
measure of fit to assess overall prediction accuracy [82]. A higher R2 value indicates
that the structural model’s predictive ability has improved. The R2 in Table 6 was 0.536,
indicating that 53.6 per cent of the model explained the sustainable apparel purchase
intention among millennials in Malaysia, while 46.4 per cent was attributed to other factors.
Statistically, an R2 value above 0.50 is considered moderate in marketing research and
consumer behaviour [83].

Table 6. Fitness of the structural model.

Hypothesis Direct Effect β
Std.

Error t-Value p-Value R2 Q2 f2

H1 Motivation → Purchase Intention 0.255 0.048 5.959 ** 0.000
0.536 0.229

0.129
H2 Opportunity → Purchase Intention 0.343 0.053 6.706 ** 0.000 0.181
H3 Ability → Purchase Intention 0.267 0.056 5.397 ** 0.000 0.163

Note: ** p < 0.05.

A blindfolding technique was used to conduct the predictive relevance (Q2) analysis.
Blindfolding employs a cross-validation technique and reports construct and indicator cross-
validated communality and cross-validated redundancy [90]. When the Q2 value surpasses
zero, the model is regarded as well-constructed and has predictive relevance [83,84,87].
The Q2 value (0.229) has been in line with the standard and is deemed to possess medium
predictive relevance as suggested by Cohen [91].

Understanding the impact of effect size prior to examining the role of sample size
has been crucial. Effect size (f2) represents a standardised measure used to measure
differences between group means. It has often been presented as the difference between
group means divided by the standard deviation [82]. While the sample size is usually the
most controllable factor for researchers, it can significantly affect power in many instances,
especially when the alpha level is specified and the effect size is identified. Likewise,
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increased sample size can reduce sampling error and increase the sensitivity (power) of the
test [84]. In this study, f2 was assessed using a rule of thumb, whereby f2 values of 0.02,
0.15, and 0.35 represent small, medium, and large effects, respectively [91]. A complete
analysis of the structural model is summarised in Table 6, indicating medium effect sizes of
each independent variable on purchase intention.

4.4. Moderating Effect of Fashion Consciousness

The product indicator approach, a typical approach for creating the interaction term in
regression-based analyses [74] of PLS-SEM, was used to investigate the moderating effect of
fashion consciousness. This approach involves multiplying each indicator of the exogenous
latent variable with each indicator of the moderator variable [92]. This is a promising tool
to determine the moderating effects when the moderator variable is reflective [83]; thus, it
was used in this study.

The findings of this research revealed that fashion consciousness moderated all the
relationships between all the independent variables (motivation, opportunity, ability)
and sustainable apparel purchase intention Table 7 shows all values exceeded the rec-
ommended threshold (p-value < 0.05, t-value > 1.645) with a small effect size of 0.021,
0.021, and 0.028 for H1a, H2a, and H3a, respectively. Meanwhile, as seen in Appendix A
portrayed Tables A1–A3 and Figures A1–A4, all hypotheses exhibited an increase in R2

when the moderator was included. Dawson [93] suggested that the interaction plot may
be applied to analyse the moderating effect (potrayed in Figure 2). On the line of reason-
ing, interaction can be meaningful even with a small interaction effect if the beta result
changes significantly [92].

Table 7. Hypotheses of indirect effects.

Hypothesis Indirect Effect β Std. Error t-Value p-Value f2 Effect Size

H1a Motivation * Fashion Consciousness →
Purchase Intention 0.105 0.045 2.342 ** 0.010 0.021 Small

H2a Opportunity * Fashion Consciousness
→ Purchase Intention 0.074 0.032 2.323 ** 0.010 0.021 Small

H3a Ability * Fashion Consciousness →
Purchase Intention 0.133 0.041 3.273 ** 0.001 0.028 Small

Note: ** p < 0.05, * p < 0.01.
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5. Discussion

As shown in Table 8, the results of all the hypotheses testing revealed positive influ-
ences of all variables on sustainable apparel purchase intention. The findings are consistent
with [93–95], whereby these earlier studies highlighted the positive relationship of the
MOA function on purchase intention.
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Table 8. Hypothesis testing results.

Hypothesis Path β p-Value Hypothesis

H1 Motivation → Purchase Intention 0.255 0.000 Supported
H2 Opportunity → Purchase Intention 0.343 0.000 Supported
H3 Ability → Purchase Intention 0.267 0.000 Supported
H1a Motivation * fashion consciousness → Purchase Intention 0.105 0.010 Supported
H2a Opportunity * Fashion Consciousness → Purchase Intention 0.074 0.010 Supported
H3a Ability * fashion consciousness → Purchase Intention 0.133 0.001 Supported

Sustainable fashion appears to be appealing among Millennials with a higher edu-
cation since the majority of respondents in this study held a bachelor’s degree or higher
qualifications (86.42 per cent). This finding is in line with Mohd Suki and Mohd Suki’s [96]
and Kumar et al.’s [97] assertions that people with a higher education background gener-
ally have more knowledge and understanding of ecological concerns and, thus, are more
capable of comprehending sustainable consumption. Apart from that, the findings in [98]
on sustainable apparel also suggested that consumer knowledge and awareness of the
environment and perception of green clothing could be used to predict green clothing pur-
chase intention. High fashion-conscious customers would be able to identify themselves
with sustainable consumption if they are satisfied with their interactions with sustainable
products. The satisfaction would drive them to be loyal green consumers.

The present study also highlighted the barriers of availability, accessibility, and af-
fordability related to sustainable fashion. These barriers could be overcome by using
the opportunity and ability constructs of the MOA model. Given that the sustainable
fashion trend in Malaysia was still in its infancy, there were few options and products on
the market [99,100]. In light of this barrier, the slow adoption of consumers in sustainable
apparel can be attributed in part to a lack of market supply. Many practitioners failed to cap-
italise on green consumers because they were unsure of the characteristics and behaviours
of eco-friendly customers [18]. Therefore, a more thorough and detailed market analysis
on consumers’ needs and preferences for sustainable products is required to address the
concern. Meanwhile, more sustainable certifications have been introduced to advocate
customers’ purchase of sustainable products [92]. Environmental education and strict
quality assurance through certifications are essential for increasing consumer confidence in
sustainable products and, as a result, promoting green consumption among buyers [101].
These are some examples of notable labels and certifications include the following: Global
Organic Textile Standard (GOTS), SCS (Standard Apparel Coalition Standard), and Cradle
to Cradle. Such certifications or labels would enable consumers to act on the intention of
purchasing sustainable clothing.

Nonetheless, the above findings would have been influenced by a sustainable pat-
tern of consumption, which can vary depending on consumer demography, geography,
economic stability, and new products [47,102,103]. As previously mentioned, the national
cultural orientation has a significant impact on the value of sustainable consumption. Since
Malaysia upholds collectivism and low individualism [104], it is necessary to further elabo-
rate the results with consideration to the context of Malaysia. While some consumption
is based on personality and personal preference [105], Halder et al. [106] found that con-
sumers with a collective and long-term development orientation were more disposed to
green consumption than those who valued individualism and a short-term development
orientation. Under the influence of a multicultural society with shared values and com-
monalities, collectivism allows consumers to make decisions based on a sense of harmony
and concern for others [107]. This interdependence mentality may trigger consumer mo-
tivation for green purchases and has a profound impact on the perceived value of green
consumption. Culture impacts one’s values and ethical ideologies [108]. Culture plays an
important role in influencing consumer behaviour of sustainable products, both directly
and indirectly [27,109,110].
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6. Conclusions

This empirical study was carried out to replicate the former studies in identifying
the fashion industry as one of the most polluting industries [1–3]. This study examined
the hypotheses in relation to motivation, opportunity, ability, and the moderating effect of
fashion consciousness on purchase intentions for sustainable apparel. In response to the
deterioration of the environment and the growing urgency of sustainability, the fashion
industry has the utmost responsibility to become more sustainable. Similarly, consumers
have to shift from conventional products to green products in their consumption to continue
the momentum for sustainable fashion. For consumers, the post-pandemic period denotes
a “green” wake-up call [98]. Consumers demand assurances that all aspects of a production
process, from the procurement of raw materials to the finished products, are conducted
in a manner that respects human and environmental health. In line with this notion,
marketers, producers, manufacturers, and policymakers should take the leadership role
and incorporate sustainability strategy into their core business practices so that the SDGs
can become a reality.

The study presents a contribution to the knowledge and practice of sustainable con-
sumption. For marketing and consumer behaviour research, the study provides an ex-
tended model, incorporating the MOA theory and SDT theory. Besides, the importance of
equipping customers with more sustainable knowledge and acknowledging the national
culture would shed light on consumer sustainable consumption in a non-Western country.
The findings may help to create a more comprehensive picture of the antecedents and
outcomes of sustainable apparel purchase intentions. Developing countries can protect the
environment and foster sustainability by selling green products across emerging countries
to accelerate sustainable consumption [21]. In terms of practice, Wai et al. [111] postulated
that Malaysia is considered a “pioneer” in Asia regarding promoting sustainable consump-
tion. Given that the majority of consumers are looking for high-quality and long-lasting
products, strong correlations can be established between style, value, and the environment
to influence the consumers’ perception towards sustainable consumption across different
brands, not just in the fashion category [112]. Thus, for practitioners (companies, merchants,
and marketers), evaluating motivation, the capacity to learn environmental knowledge,
and the opportunities available in the current marketplaces should aid them in achiev-
ing the SDGs. Sustainable garments will not be widely accepted if product design is not
improved, access to fashion remains difficult, customers are sceptical of environmental
promises, and consumers lack “green” knowledge. Despite Malaysia’s modest growth,
an increasing number of apparel companies are entering the sustainable apparel market.
This has been demonstrated by several viable start-ups such as KANOE, Nukleus Wear,
Zibossa, and Real-M [100]. Simultaneously, the addition of new clothing collection points,
such as recycling bins and home collection services, has resulted in an increase in clothes-
recycling rates [111]. These positive changes support the research findings that the current
element of fashion consciousness can strengthen the relationship between opportunity
and the purchase of sustainable apparel. Apart from that, governments should continue
cultivating and promoting environmental consciousness through education. Research has
indicated that consumers generally have limited information and little product knowledge
about sustainable apparel when they have the intention of purchasing it. Therefore, deliv-
ering the right information to consumers is hugely vital to increasing their environmental
knowledge and enhancing their purchase intentions.

7. Limitations and Further Research

However, the findings of this study are subjected to some limitations. Since the
data collection focused on the top six urban areas in Malaysia, Kuala Lumpur, Putrajaya,
Petaling Jaya in Selangor, Johor Bahru, Timur Laut in Penang, and Melaka Tengah in
Malacca, the results may represent the whole Millennial generation of Malaysia. The area
of survey distribution is crucial to gaining quality responses [113]. Thus, future studies
should broaden the area to include all urban regions in Malaysia and other countries with
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comparable urban areas and national cultures to enhance the understanding of sustainable
consumption. Furthermore, although much of this research work may be replicated in
other developing countries, future studies should include other theories or dimensions
that cover internal, external, and social dimensions [114–116]. In addition, future research
may want to explore other types of sustainable fashion products, such as jewellery and
high-end items. Due to the fact that sustainability in the fashion industry is still in its
infancy, numerous other topics have remained unexplored to date [15].
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Appendix A. The Path Coefficient Value for Moderating Variables

H1a: Beta Path Coefficient Value for Moderating Variable (Motivation * Fashion
consciousness → Purchase Intention).

Table A1. Beta Path Coefficient of Moderating Variables (Motivation * Fashion consciousness →
Purchase Intention).

Included Excluded f-Squared Effect Size

R-squared 0.360 0.347 0.021 Small
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