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Abstract 
The outbreak of 2019 Coronavirus Disease (COVID-19) has not only adversely affected the human 
health, but it has also put a halt to all trades and economy activities. The sustainable fashion business 
has also been experiencing a similar problem with worldwide quarantine and self-isolation bringing 
a pause to its production. Nevertheless, COVID-19 is not an excuse to back off from sustainability. On 
the contrary, this pandemic may add the fuel to the fire and cause the change amongst companies, 
apart from highlighting the core values both these companies and the products they place before the 
world. Having that said, this study examined the antecedent of perceived value that is bound to give 
impact on sustainable fashion consumption. Theoretically, researchers have applied the theory of 
consumption value to shed light on this positive product after the COVID-19 pandemic has subsided. 
This theory is composed of five consumption values which include social value, functional value, 
epistemic value, emotional value and conditional value. Data will be collected from 200 millennial 
consumers in Malaysia via online survey technique and analysed by using IBM SPSS and SEM PLS. 
As far as the authors are concerned, this present study is one of the early attempts to incorporate 
the antecedent of perceived value that will give impact on sustainable fashion consumption within 
the Malaysian context in surviving after COVID-19. The expected findings of this present study could 
help marketers and businesses in parts of targeting, segmenting and positioning sustainable fashion 
products. 
Keywords: COVID-19, Sustainable Fashion Consumption, Theory of Consumption Value, 
Consumption Value, Millennial. 
 
Introduction 

Due to the worsening COVID-19 pandemic plaguing many countries, implementation of 
lockdown and restricted of movement order is vastly imposed. This movement is carried out 
purposely for the safety of everyone. One consequence of this current pandemic refers to the 
deteriorating global economy that leads to the great depression (IMF, 2020). Most industries are 
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affected due to the halt of nearly all economic activities and trade (Hakovirta and Denuwara, 2020). 
One significant industry that has joined the fight again this pandemic is the fashion and textile 
industry (Razvi, 2020). The initial COVID-19 outbreak has created delays, closures, and disruption in 
both the manufacturing facilities and supply chains within the fashion industry.  
Despite the struggles of the moment, the slow change-embracing fashion industry is witnessing a 
new paradigm of conscious consumerism in other areas(Fashion Transparency Index, 2020). It seems 
that COVID-19 has shed light on sustainability issues, which is were further amplified by the ongoing 
crisis. Sustainability of fashion depends heavily on customer perception as well as on brands to 
further assert their impact on consumption (Amed et al., 2018). With quarantine and self-isolation, 
we are no longer being as harmful to the environment, thus inflicting far less harm to Mother Earth 
and reducing our use of her natural resources (Hakovirta and Denuwara, 2020). We are slowly 
balancing humanly and ecologically. In this sense, customers across all over the world significantly 
raise their perceptions of clothing brands during the COVID-19 pandemic, apart from having a positive 
response when brands have demonstrated social responsibility; returning to communities in need 
and giving priority to environmental sustainability (La et al., 2020). As the market remains volatile 
due to COVID-19 and brands struggle to stay committed to these greener and more ethical values, 
this period calls for greater transparency than ever (Fashion Transparency Index, 2020). With 
consumers currently unable to interact with brands in person, having in-depth information on supply 
chain or sustainable practices plays a larger role in the customer’s journey, thus the significance of 
conveying the brand’s wider values (Razvi, 2020). After COVID-19, fashion leaders will reshape what 
it implies to be a sustainable business, together with a unified approach that integrates 
environmental, social and purchasing considerations into fundamental business practices. With this 
in mind, sustainable product development can be classified as a one way of innovation. 

Literally, surviving this COVID-19 pandemic means sustaining and supporting each other; 
upholding our values and beliefs while doing the same for others (Zhao et al., 2020). As Malaysia’s 
sustainable fashion development practice is minimal, revisiting core values and link antidote appears 
to be a challenge (Wai Yee, Hassan and Ramayah, 2016) . Besides, there is still lack of theoretical and 
conceptual work in explaining the core value required for sustainable fashion consumption (Ki and 
Kim, 2016; De Angelis, Adıgüzel and Amatulli, 2017).  In light of the aforementioned discussion, this 
study builds upon on the theory of consumption value by (Sheth, Newman and Gross, 1991). This 
theoretical framework is designed purposely to improve the dimension of core values within the 
context of sustainable fashion consumption, apart from providing several suggestions on how such 
product can survive post COVID-19 pandemic. 
 
Objectives of the Study 
This present of study is one of the early attempts to incorporate the antecedent of perceived values 
(social value, functional value, epistemic value, emotional value and conditional value) that will give 
impact on sustainable fashion consumption within the Malaysian context in surviving after COVID-
19. The objectives of this study are as follows: 

• To investigate the direct significance effect of functional value on sustainable fashion 
consumption. 

• To investigate the direct significance effect of social value on sustainable fashion consumption. 

• To investigate the direct significance effect of emotional value on sustainable fashion 
consumption. 
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• To investigate the direct significance effect of conditional value on sustainable fashion 
consumption. 

•  To investigate the direct significance effect of epistemic value on sustainable fashion 
consumption. 

 
Literature Review 
Sustainable Fashion 

It is best to describe sustainable fashion as all facets that consist of a variety of labels, 
including fair-trade certified, custom-made, locally-made, artisan, vegan, vintage, organic, and 
recycled (Thomas, 2008 ; Henninger et al., 2016; Brismar, 2019). This notion is also known as 
‘sustainable’ if the business is able to adopt certain measures, such as stocking products that are 
durable, non-toxic, are of sound quality, safe at workplace, consume less resources, and help to lower 
pollution (Shen et al., 2017). Lundblad and Davies (2016) added this sense of fashion centres on the 
aspect of alleged health benefits, natural materials, special cuts, and timeless cuts.  

 
Consumption Value Theory 

Consumption values theory advocates that perceived value influences consumers’ decision 
making related to the choice of product type and brand (Sheth et al., 1991). An overall value 
assessment reflects one’s consumption experience and represents a consumer’s value assessment 
(Zeithaml, 1988).This value assessment is an important criterion that must be considered for those 
making preference judgments towards guiding their consumption choices. The COVID-19 pandemic 
will in fact ignite the fire to spark improvements in businesses and how they regard both their goods 
and themselves. 

 
In explaining the aspect of value, this theory is composed of five consumption values for 

selecting behaviour (Yoo, Divita and Kim, 2013). Such values include functional, social, emotional, 
epistemic and conditional value (Lin and Huang, 2012). When selecting a product, every value has its 
own expected result (Gonçalves, Lourenço and Silva 2016). Each value has a different performance 
while choosing a product (Gonçalves et al., 2016). As for functional value, sustainable fashion product 
will be evaluated based on key product priorities including quality and durability.  Along the same 
lines, Post-COVID customers will make decisions in part based on confidence and intent, whereby 
businesses will be judged on how they behaved during the crisis and how they prioritize sustainability 
and accountability after the situation is under control (including emotional value). 

 
Next, social value will be assessed based on the suggestions made by peer, friends, and family 

– part of culture amidst consumers. Meanwhile, the epistemic value touches on environmental 
knowledge in general and environmental knowledge in light of the fashion industry in precise. Lastly, 
conditional value is evaluated based on the availability and the offering of sustainable fashion 
through digital, as well as brick and mortar, medium. 

 
The use of the consumption value theory in the study of consumer behavior is common. 

Nevertheless, this consumption value theory asserts that the significance of value components is 
likely to be different from one context to another (Sheth et al., 1991; Sweeney and Soutar, 2001; 
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Teng, 2018).The next subsection explains the survivability of this positive fashion trend amidst the 
COVID-19 pandemic by probing into the perceived value elements. 
 
Hypotheses Development 
Functional Value and Sustainable Fashion Consumption 

Functional value influences customers’ choice. Sheth et al., (1991) believed this interest was 
the primary factor of product and service selection. Selection of products is synchronised with the 
perceived utility developed from several choices by evaluating it based on the capability of the 
product to function and perform well. It is established in the literature that functional value is indeed 
a driver of sustainable consumption behaviour (Biswas and Roy, 2015; Mohd Suki, 2016; Singh and 
Pandey, 2018). In practical, people frequently have to consider self-interest against social benefits 
(Steg, 2015; Campbell and Winterich, 2018). For instance, products with elements of socio-ecological 
standards are mostly more expensive than those with lower socio-ecological standards (Steg, 2015). 
Similarly, Ritter et al. (2015)  reflected that consumers take their consumption into account both the 
quality and price. Despite the higher price charged for eco products, customers do not hesitate to 
purchase because the value offered is worth it. Drawing on the literature of sustainable consumption, 
customers in Malaysia are unaffected by high price from the stance of functional value and quality 
(Mohd Suki, 2016). After this COVID-19 pandemic, the crucial factors that demand consideration are 
quality and durability. In precise, the deteriorating economy and the rising unemployment rate lead 
consumers to purchase more quality product. Hence, this research proposes a positive relationship 
between functional value and sustainable fashion consumption. 
H1: Functional value is positively related to sustainable fashion consumption. 
 
Social Value and Sustainable Fashion Consumption 

Social value relates to the perceived utility arising from the relation between a product or  
service and one or more social groups, such as demographic, socioeconomic, and cultural aspects 
(Sheth et al., 1991). This value is associated with recognition and self-image enhancement (Sweeney 
and Soutar, 2001), affecting the final actions of green consumers (Finch, 2006) .The literature shows 
that the desire of the Chinese consumers to buy sustainable fashion items has been related to face-
saving values (Wei and Jung, 2017). Face replicates one’s position in the social structure and network, 
which functions as value in the Confucian culture. Customers who are more concerned about sense 
of belonging were more equipped to comply with the norm of their circle and focus more on 
environmental protection ( Chi and Zheng, 2016). China practices collectivism orientation and 
effectively shapes the Chinese consumers’ subjective norm. These customers are concerned about 
the products that their close associates recommend (Chi and Zheng, 2016). In line with this finding, 
consumers in Malaysia are also affected by social value, which has the greatest impact on consumer 
environmental concerns, as reflected in their purchase of green products (Biswas and Roy, 2015). 
They were motivated to engage with sustainable consumption, as their psychological need for 
relatedness affected them. In this fashion, consumers view sustainable consumption in a meaningful 
way in close relation with other members of their group (Abdulrazak and Quoquab, 2017). 
Significantly, peer opinion has a vast impact on one’s acceptance of eco products and one’s 
impression when acquiring this kind of products (Mohd Suki, 2016). Following this serious COVID-19 
pandemic, the execution of social distance has led more businesses to adopt the digital platform. 
Companies need to be more transparent in promoting their products. Simultaneously, the practice 
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of user-generated content can build a long-term relationship between consumers and organisations. 
Hence, companies need to create more creative contents and activities in order to attract more 
consumers (Hasbullah, Sulaiman and Mas’od, 2020b). Thus, this study hypothesises that social value 
can promote sustainable fashion consumption after the COVID-19 pandemic. 

 
H2: Social value is positively related to sustainable fashion consumption. 
 
Emotional value and Sustainable Fashion Consumption 

Emotional value is the perceived utility derived from the capacity of an alternative to induce 
emotions or affective states (Sheth et al., 1991). Emotions are commonly believed to arise from a 
close interaction between customers and brands (Akgün, Koçoğlu and İmamoğlu, 2013). 
Environmental concern has been hypothesised to positively influence environmental attitude in light 
of clothing consumption and purchase intention of clothing products made of sustainable fabrics. 
Based on the findings, it is essential for fast-fashion retailers to be environmentally concerned for the 
sake of fashion-conscious consumers, as a way to increase their environmental attitude towards 
clothing consumption and to increase the sales of clothing products made of sustainable fabrics ( Yoo, 
Divita and Kim, 2018). Notably, marketers should accentuate both emotional and experiential aspects 
during interaction of customer with the brand (Choi, Pos and Magnusson, 2016). The findings indicate 
that promotional goods can have epistemic, economic and emotional values, while denying 
significant social and functional values (Yoo et al., 2013). However, within the context of Malaysia, 
there are regulations practised in light of sustainable consumption. As a result, consumers disregard 
sustainable choices since only a few communities across the country adopt them. Malaysian 
consumers are free to practice sustainable consumption and need more external regulations 
enforcement (Abdulrazak and Quoquab, 2017) . Besides, the philanthropic factor among young 
consumers in Malaysia is a huge contributor to clothing disposal choices. Pre-loved clothing is often 
donated to orphanage homes or non-government organisations (NGOs) that offer drop-off recycling 
bins and doorstep collection service (Wai Yee et al., 2016). Thus, the authorities should therefore 
encourage successful methods of clothing disposal by concentrating on philanthropic awareness 
while informing more customers about the benefits of clothing donation. On the basis of this topic, 
the following is assumed: 

 
H3: Emotional value is positively related to sustainable fashion consumption. 
 
Conditional value and Sustainable Fashion Consumption 

The conditional value relates to the perceived utility of a product or service as a result of a 
situation or a set of circumstances. This value is gained by the product or service due to physical or 
social contingencies that can maximize functional or social value (Sheth et al., 1991). Once the value 
is strongly linked to the use of a good or service, then the conditional value emerges (Wang, Liao and 
Yang, 2013). Culture and socio-economic factors play a crucial role in shaping the use of green 
products and services upon on community (Ritter et al., 2015). Since the significantly positive effect 
of conditional value on the purpose of green buying has been discovered, it will be mandatory to 
recognize the status attributes green goods have when developing communication messages aimed 
at young adolescents in major cities. Accordingly, promotional messages must therefore seek to 
connect sustainable goods mostly with social needs of young consumers ( Awuni and Du, 2016). As 
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noted, Malaysia is a developing country rich in ethnic and cultural diversity that exercises an open 
market through sharing the same green practices specification with the rest of the globe. Malaysia is 
Southeast Asia's third largest newly industrialized market economy, and ranks 29th in the global. 
Therefore, similarities or discrepancies between counties to the same construct may substantiate for 
the renewable market or business management style (Chekima, 2016). Consistent with conditional 
value, which could be affected by physical or social precedents ( Hur, Yoo and Chung,  2012); more 
sustainable fashion entrepreneurs have begun joining this emerging trend, inclusive of Kanoe, 
Nukleur Wear, Zibossa, and Real-M (Hasbullah, Zuraidah and Mas'od, 2020a). At the same time, the 
new collection points for clothes, such as recycle box and home collection services, have encouraged 
the rising in clothes-recycling rates (Wai Yee et al., 2016). Accordingly, the hypothesis is therefore 
suggested as follows: 
 
H4: Conditional value is positively related to sustainable fashion consumption. 
 
Epistemic value and Sustainable Fashion Consumption 

The epistemic value represents the benefit perceived by a good or service that stimulates a 
passion for knowledge and creates novelty (Sheth et al., 1991). Knowledge is known in the consumer 
research domain and encourages all levels of decision process. To further describe, the decisions of 
environmentally friendly users are affected by epistemological value. (Lin and Huang, 2012). The 
inclusion of elements about a consumer’s previous ecological knowledge and use of information can 
increase the predictive power (Cerri et al., 2018). Consumers’ environmental preferences play an 
important role in environmental protection. In fact, the understanding by customers about CSR 
activities drives their behavioral intentions (Moraes et al., 2017). Even more importantly, it is 
essential to include all product-related information on the product labels. The label should be 
entailed with additional information and benefits of using sustainable fashion that may enhance 
consumers’ knowledge (Oh and Abraham, 2016). The current finding in the sense of Malaysia 
suggests a relatively positive support for attitudes as a key determinant of the purpose of green 
purchasing depends on the specific sample sizes and history, time span or geographical location. In 
general, consumers develop this beneficial environmental disposition subconsciously or instinctively, 
where they feel morally compelled to protect the ecosystem and avoid further degradation. Another 
reason for this relationship stems from the exposure of individuals to information about 
environmental issues, and when confronted with green behavior such as green procurement, would 
demonstrate a favorable attitude to communicate and apply their experience in these matters 
(Chekima, 2016). Consequently, the following is hypothesised: 
 
H5: Epistemic value is positively related to sustainable fashion consumption. 
 
Theoretical Framework 

Drawing from the consumption value theory (CVT) (Sheth et al.,1991), this study proposes a 
theoretical model that analyzes the relationships between perceived values  which includes social, 
function, emotional, epistemic and conditional value with sustainable fashion.  This study predicts 
that all variables would display a positive effect and ultimately generate continuity of sustainable 
fashion consumption after the COVID-19 outbreak. Figure 1 illustrates the proposed relationships. 
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Figure 1: Theoretical Framework of Sustainable Fashion Consumption to strive for post COVID-19. 
 
Methodology 

This study will conduct an online survey to assess the impact of perceived values of consumers 
on their sustainable fashion consumption, which will help to promote this fashion following the 
COVID-19 pandemic. The convenience sampling will be executed to select 200 participants in order 
to complete the survey. The respondents will comprise of the Malaysian Millennial generation aged 
21-38 residing in urban areas. Millennials are chosen as respondents because they are described as 
“agents of change”, as well as future users ( Bentley, Fien and Neil, 2004; Tellis and Yin, 2010; Joshi 
and Rahman, 2017). Two tools, namely IBM SPSS 23.0 and SEM PLS 19.0, will be used to perform the 
analysis. IBM SPSS will be used to filter data, while SEM PLS will be used as an analytical tool mainly 
due to its advantage in explaining models with multiple interrelated based relationships (Hair et al., 
2017). 
 
Expected Findings 

The expected findings of this study may help marketers and businesses to target, segment 
and position their sustainable fashion products. All the perceived values are expected to exert a 
positive impact to sustainable fashion consumption. At present, businesses should be looking at the 
final value offered, if it is profitable or has an impactful value within the community. Embracing core 
values has been proven to be a challenge.   
 
Conclusion 

This study seeks to illustrate perceived values by focusing on sustainable fashion consumption 
among the millennial generation. Drawing on the theory of consumption value (Sheth et al., 1991), 
entrepreneurs and businesses may gain a clear picture to devise effective strategies and plans to 
survive after the COVID-19 pandemic. This additional marketing strategy will able to perform well as 
it shows the value that needs to be highlighted in order to attract customers to purchase sustainable 
fashion. As a result from this pandemic, not only the fashion industry needs to come together, but 
the cooperation and support from customers are also essentially needed. Customers are advised to 
play their roles by treating fashion items as an asset by purchasing sustainable and organic fashion, 
while buying fewer. It can be manifested that sustainable fashion consumption is a great challenge. 
In fact, this pandemic obliges us to recognize the interconnections between business, economy, 
environment and human health. Therefore, effective solution would only be achievable through 
integration; cooperation and openness are at the forefront of a new paradigm for industry. 
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Theoretical and Contextual Contribution 
The theoretical focus of this study based on theory of consumption value (TCV) (Sheth et al., 

1991) which covered five perceived values which includes social, function, emotional, epistemic and 
conditional value with sustainable fashion. This theory implies an interaction between a customer 
and product which is essential to be practice especially to survive after COVID-19 pandemic. When 
customer feels that sustainable fashion practitioner’s offering has more value than the non-green 
product, they will think that their investment is valuable and they will not reluctant to pay more. 
Significantly, consumers are a smart bunch, so the industry needs to know the customers and find an 
influencer that’s closest to their heart. Landrum (2018) stated that about 70 percent of customers 
were willingness to pay extra for brands that invest in sustainability. The market share of sustainable 
product is still lagging as not all customers put their talk into their final action (Jacobs et al., 2018). 
On top of that, this theory can became a surface or guideline for the companies to devise a viable 
marketing plan to promote sustainable fashion consumption and to stimuli the development of this 
fashion. In the long run, the implementation of perceived value will be able to improve the design, 
develop branding as well as create a competitive advantage. 

 
In part of contextual contribution for this study, it can be seen that, although Malaysia is still 

in infancy stages, the level of awareness has been increasing and is at a promising level (MATRADE, 
2017) . Simultaneously, the global non-profitable organisations, namely fashion revolution 
campaigns, have already made their move to advocate sustainable, ethical, and fair fashion. The 
Fashion Revolution movement has already spread across over 100 countries worldwide, including 
Malaysia. At the same time, some local designers and entrepreneurs also have already jump into this 
positive movement which includes Real.M; Kanoe; Zibossa; Biji-biji and Kloth Lifestyle (Hasbullah et 
al., 2020a). 
 

Taken together, this study gives a significant contribution to both theoretical and contextual 
contribution. The viability of sustainable fashion designs and effective communication strategies 
from both business and marketing perspectives can ascertain the success of sustainable fashion in 
Malaysia after this serious pandemic. In fact, sustainability is more than just a current trend; it is all 
about the future of the next generation. 
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