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ABSTRACT

The coronavirus disease (COVID-19) pandemic has impacted the pursuit of sustainable development in
various ways. Current consumer trends suggest an increased awareness of sustainable consumption or fashion
consumption. Past studies have focused more on general concepts of sustainable fashion consumption (SFC),
including environmental, ethical, second-hand, and recycling while neglecting upcycling fashion. Therefore,
the study investigated the Malaysian iGeneration purchase intention of upcycled fashion products post-
COVID-19. The study extended the moderating role of parasocial relationship based on the Theory Planned
Behaviour (TPB). A quantitative online survey was conducted among 230 respondents from IGeneration
between 10 to 25 years old in Malaysia. The hypotheses were tested using Partial Least Squares Structural
Equation Modelling (PLS-SEM). The study outcomes exhibited empirical support for the proposed research
model. Two out of six hypothesized relationships were accepted. Specifically, subjective norm was positively
linked to the purchase intention of upcycled fashion products. Meanwhile, parasocial relationship moderated
subjective norm and purchase intention. The study provided insights into the application of TPB-based
framework and enhanced knowledge of fashion industry players, educators and communities.

Keywords: Post Covid-19; Upcycling Fashion; Sustainable Fashion; Theory Planned Behaviour;

Parasocial Relationship; iGeneration
1. INTRODUCTION emerging sustainable fashion constructs includes
upcycling fashion, which is a relatively new concept.

In a global context, the fashion industry is one of
the most polluting, with global textile consumption
expected to exceed 102 million tonnes per year by
2030, resulting in serious environmental and social
consequence (1). Despite the challenges and post-
COVID-19, the fashion industry experienced a slow
transformation by embracing a new paradigm of
conscious consumerism in other areas (2). The
pandemic has also shifted consumer values towards
anti-waste business productions, hence emphasising
sustainable and ethical fashion (3). One of the

Upcycling fashion involves a creative method to
convert a valueless item into something valuable. For
instance, upcycling discarded denim is a physical
and chemical process of reusing discarded denim by
renovating, re-strengthening, and re-designing the
unfashionable denim into a material with greater
value to follow the latest fashion trend with various
construction,  designing, and embellishment
techniques to extend the denim lifespan. Therefore,
utilising denim waste to its fullest capacity is vital
for environmental and economic purposes. Pre- and
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post-consumer denim waste provides a tremendous
opportunity to produce a broad range of denim
articles.

Upcycling fashion can overcome multiple issues:
saving natural resources, environmental pollutants
and consumers’ demand for trendy clothes (4). The
strategies to reduce the 1.2 billion tonnes of
greenhouse gas emissions and 92 million tonnes of
waste associated with the fashion sector in 2017
include substituting virgin materials with bio-
derived alternatives, extending the lifecycle of
garments through resale and rental services, and
garment recycling or upcycling [5]. [6] stated that
upcycling businesses used to encounter many
economic challenges where demand-based redesign
activities can profit the organisation.

With a growth of Industry 4.0, it provides
potential solutions to address low consumer
engagement (CE), which revolutionises traditional
manufacturing and industrial practices through
modern smart technology. Digitisation also catalyses
innovation in various sectors with digital
technologies paving new ways to exchange and share
goods and services, thus enabling companies to
match the supply and demand for under-used assets
and products. Specifically, online platforms have
played a crucial role in the development of used
goods and resale in other consumer goods markets,
such as consumer technology [5]. Moreover, the rise
of social media and influencers has become an
integral part of marketing agency strategies.
Advertisers seek to leverage influencers’ large
community of followers who trust influencer
recommendations, hence rendering them a powerful
marketing tool for advertisers. The increasing
consumer interest has expanded the sustainable
fashion industry and social media influencers are
being leveraged to transform consumer perspectives
and purchasing behaviour [7].

1.1 The Landscape of Upcycling Fashion in
Malaysia

In Malaysia, two million kilogrammes of textile
waste were produced daily in 2013 and the number
continues to grow [9]. [1] say that when brand
retailers use the fast fashion business model,
consumers are more likely to throw away clothes that
are still in good shape and buy the newest fashion
trends on the market. Fast fashion companies release
new clothing weekly, or in some cases daily, instead
of seasonally [10]. Fast fashion focuses on speed to
satisfy ever-changing trends [11]. This business

approach is unsustainable due to its short product
lifecycle and negative environmental impacts. A
piece of clothing goes through a long, complex, and
geographically complex supply chain, resulting in
cost- and time-consuming process factors [10]. It
entails a wide range of supply chain activities such
as raw material acquisition, production, processing,
manufacturing, shipping, selling, and clothing use
and disposal. These activities frequently have an
impact on the environment and social issues, such as
the use of chemical products, pesticides, excessive
water consumption, textile waste, exploitation of
human rights, which includes wunequal pay,
hazardous working conditions, and a lack of
education and training support for workers [11]. This
cultural phenomenon is ultimately defined by
consumers purchasing large quantities of cheap and
trendy clothing, wearing it only a few times before it
falls apart or becomes out of style, and then
purchasing more new items [9].

To solve this problem, a upcycle movement has
been introduced in order to preserves the
environment. It is possible to create brand-new items
from previously used materials through the
upcycling and recycling processes. Since businesses
typically spend a lot of money developing new
products' designs, the upcycle and recycle approach
has the potential to lower R&D costs as well. As a
result, they can save money on manufacturing by
incorporating recycled materials into the design of
new products [12]. This notion grows well with the
involvement of significant players and professionals
in the Malaysia fashion industry. They have begun
promoting the upcycling fashion trend and introduce
their sustainable brands. Consequently, the brands
are raising sustainability awareness and providing
eco-friendlier and cruelty-free alternative clothing to
the market. Various vintage shops have emerged on
Instagram, including Upsygals, Revive,
Uncledanaunty, Finders Keepers, Uglypretty,
Mittens750, and Hanya Upcycle. For example, Hatta
Dolmat is a prestige designer who collaborated with
Malaysia Green Technology and Climate Change
Centre (MGTC) to create an upcycling collection
called MGTC X Hatta Dolmat [13].

Therefore, numerous additional studies could be
conducted to study about the society’s perceptions
and acceptance towards the product’s design from
recycled products. Multiple studies have explored
the consumer behaviour intention towards
sustainable fashion concepts in Malaysia, such as
sustainable fashion [14], sustainable apparel
[15;16;17;18], second-hand apparel [19;20],
environmental fashion [21], ethical fashion [22], and
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clothing disposal behaviour [23]. Nevertheless, few
studies examined the influential factors affecting the
purchase intention of upcycling fashion in a
developing economy.

Although consumers demonstrated increasing
interest in making sustainable choices when
purchasing clothes, few customers reflect an actual
interest in its practice [8]. The gap between
consumers’ concerns and intentions on sustainability
and their purchasing behaviour has highlighted
studies on sustainable fashion that outline an
attitude-behaviour gap due to several barriers
constraining the adoption of sustainable fashion [7].

In the light of consideration, the current study
addressed the literature gap by examining three main
predictors of the purchase intention of upcycled
fashion products among iGeneration using the
proposed framework based on the TPB model.
Furthermore, the study extended the model by
adding one moderator, which is parasocial
relationship, hence enhancing the existing literature
on the subject. The study provided insights into
professionals and policymakers to formulate
sustainable marketing strategies and policies to
overcome indigenous market conditions.

The remainder of the study is structured as
follows: Section 2 reviews relevant SFC literature,
discusses the constructs from prior findings, and
corresponding hypotheses. Section 3 discusses data
collection and items utilised in the questionnaire.
Section 4 outlines the measurement and structural
model evaluation, while Section 5 discusses the
contributions to current literature, managerial
implications, limitations, and guidance for future
research.

2. LITERATURE REVIEW
2.1 The Theory of Planned Behaviour

Studies usually refer to the TPB to explain
behaviours, such as sustainable consumption [24].
The theory explains the relationship between
barriers and cognitions regarding upcycling fashion
consumption. The TPB is popular as an extension or
modification of the theory of reasoned action [25],
which analysed voluntary behaviours. The TPB is a
social-psychological model of customer behaviour,
which outlines several cognitions: attitude towards
behaviour, subjective norm, and perceived
behavioural control (PBC) as the main predictors of
an individual’s behavioural intentions and behaviour
[26].

The first cognition is the attitude towards
SFC behaviour, which refers to the individual’s
beliefs and evaluation of behavioural outcomes or
the extent to which a person provides a favourable or
unfavourable evaluation of the behaviour [24;26].
Subjective norm denotes the individual’s perception
of social pressure (family, friends, or colleagues) to
conduct SFC behaviour and the motivation to
comply with such pressure [24]. Finally, PBC refers
to the individual’s perception of ease or difficulty in
holding SFC behaviour [24; 27]. The TPB is a
relevant theory for environmental behaviour [28;29]
and has been used and extended in several studies,
specifically in sustainable clothing consumption [30;
31; 32] Various research has demonstrated the three
TPB cognitions as the best predictors for sustainable
consumption behavioural intention [24;27].

2.2 Sustainable Fashion

Although valuable research contributions
provide an understanding of consumer demands and
behaviour, the term sustainable clothing is unclear:
denominations involving green [33], organic [34]
and eco-conscious [35] are often treated as
synonyms [36]. The fundamental quality of
sustainable  clothing includes pro-ecological
activities across all phases of the product lifespan
[37;38]. Given the mixed interpretations of
sustainable clothing in existing literature, [39;40]
defined sustainable fashion as incorporating fairness
aspects, such as social fairness and the fair and
ethical use of materials, including sustainable
consumption and design and production techniques
[41]. Consumers’ purchase intention of sustainable
clothing involves the selection of garments made
from ecologically favourable materials, such as
recycled, upcycled, or biodegradable fibre used in a
production process for fair working conditions [42;
43].

2.3 Upcycling Fashion

Upcycling fashion is a sustainable fashion
concept. The strategy minimises environmental
impacts by combining circular product and material
flows with slower consumption cycles [44].
Upcycling is also known as ‘re-manufacturing’ [44]
distinguished through context and size [44;45]. Most
studies compare fashion brands upcycling initiatives
[46;47] or use them as design briefs in fashion
education. A study examined the differences
between normal and upcycled design and production
processes in the industry [44] and related upcycling
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to creating higher value or ‘conceptual fashion
products’ [47].

2.4 Sustainable Influencer

Spending on digital marketing (online
videos and influencer marketing) have increased
sharply in recent years, which is predicted to be
higher than other marketing types by 2022 [48]. The
type of digital advertising relies on popular social
media users who have gained many engaged
followers by consistently posting texts, pictures, or
videos. The users promote products and brands by
providing web links on their pages. Many followers
regard a sponsored post as a genuine
recommendation from an influencer, thus boosting
the credibility of a message and positively
influencing followers’ attitudes towards the brand
endorsed in the post [48;49].

Followers of social media influencers
receive regular updates and can communicate with
them online and offline. The communication
platform suggests a personal bond with the
influencer despite the relationship being imbalanced
and more unidirectional than bidirectional, thus
indicating a parasocial relationship instead of true
friendship [49]. [48] who examined the role of
popularity (in terms of the number of followers) and
product fit on message efficacy discovered that a
high number of followers increased the efficacy of a
sponsored post endorsed by a health and fitness
influencer provided that the product fits the
influencer’s self-image. Influencers with a high
number of followers promoting a product that fits
their image are considered more credible and
inspiring.

2.5 Attitude

Attitude refers to an individual view and
assessment of a particular behaviour. Attitude is a
subjective response to a certain positive or negative
situation [45]. Specifically, the attitude towards the
purchase intention of eco-friendly products differs
from conventional products to benefit environmental
sustainability [46]. A positive attitude towards a
behaviour can impact the purchase intention towards
purchasing environmentally-sustainable products
[47; 48]. Furthermore, consumers could be further
influenced by the level of beliefs about the possible
outcome. Based on the mixed findings, the study
proposed that sustainability positively affects
consumers’ purchase intentions as follows:

Hypothesis 1 (H1): There is a positive relationship
between attitude and upcycled fashion product
purchase intention.

2.6 Subjective Norm

The concept reflects a person’s feelings of
social pressure on whether to conduct a specific
behaviour or otherwise [18]. Subjective norm
involves an individual’s views, opinions, emotions,
and judgments are affected by the prospects of a
reference group or system, such as relatives, peers,
friends, and community in general. [49] highlighted
individuals’ willingness to meet the expectations of
a reference group in adopting a new system as a
powerful predictor of their intention to adopt the
system.

In terms of social pressure, the people in
your life, such as your family and friends can
influence your behaviour. People tend to behave in a
way that is favoured by close ones. Following past
research, subjective norm significantly affects pro-
environmental intention [22; 50; 51] Chinese
consumers on their purchasing intention of
sustainable clothing.

[52;53] discovered similar outcomes in
developing nations. Social influence plays a role in
decision-making across different cultural settings,
thus confirming its universally-applicable role
ascribed in TPB. Studies demonstrated mixed
findings with insignificant effects [54; 30]. The
current study included the concept to provide more
insights into its role in upcycled fashion apparel
purchase intention, thus proposing the following
hypothesis:

Hypothesis 2 (H2): There is a positive relationship
between subjective norm and upcycled fashion
product purchase intention.

2.7 Perceived Behavioural Control

The PBC is defined as “people’s
perceptions of their ability to perform a particular
behaviour” [18]. The PBC measures an individual’s
conviction and control over a specific activity, which
reinforces their commitment to adopt the behaviour.
Numerous studies have investigated PBC as a
predictor of behavioural intention [55; 56]. The PBC
occurs when consumers own sufficient money, time,
knowledge, and ability to purchase eco-friendly
products. Consumers who can control these factors
tend to display positive behavioural intention
[57;58].
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Numerous studies demonstrated that PBC
is a significant human predictor with a positive
connection to the intention to purchase organic
products or foods [59; 60] and visit green hotels
[61;62]. The PBC is used to assess consumer
purchasing intentions and behaviour towards green
products and services [63;64]. Therefore, the study
proposed the following hypothesis:

Hypothesis 3 (H3): There is a positive relationship
between perceived behavioural control and upcycled
fashion product purchase intention.

2.8 The Moderating Role
Relationship

of Parasocial

The social platform enables companies to
establish a parasocial relationship with customers.
Parasocial interaction is a one-way and non-
reciprocal relationship formed between publicly-
renowned persons or brands. Maintaining parasocial
interaction is suitable for consumer emotional
connection. Many brands have attempted to form
excellent parasocial relationships and even establish
brand love by maintaining long-term parasocial
interactions [65]. Participating in social issues is a
way to construct customer-brand and parasocial
relationships on the Internet.

When customers establish parasocial
interactions online, the public status of a brand will
impact the customer-brand relationship [65]. The
accumulated positive word-of-mouth may raise
brand equity. Conversely, the accumulated negative
word-of-mouth online gradually builds consumers’
aversion to the company or brand [66]. [67]
described parasocial relationships as the virtual
online relationship formed between online digital
celebrities and followers. Such relationships can
make virtual reality more realistic while enabling the

formation of pseudo-friendships [68]. To date, the
emergence of social network sites (SNS) has led
organisations to use social media as an advertising
platform [69].

Social influencer and celebrity involvement
in Malaysia enable the spread of the sustainable
fashion movement. Meanwhile, sustainable fashion
players need to prepare a special platform to allow
consumers to participate in sharing sessions and
discussions to provide real feedback from previous
product usage. Collaboration from all parties will
enhance future sustainable fashion [70]. Thus, the
following hypotheses are presented:

Hypothesis 1la (Hla): Parasocial relationship
moderates the relationship between attitude and
upcycled fashion product purchase intention.

Hypothesis 2a (H2a): Parasocial relationship
moderates the relationship between subjective norm
and upcycled fashion product purchase intention.

Hypothesis 3a (H3a): Parasocial relationship
moderates the relationship between perceived
behavioural control and upcycled fashion product
purchase intention.

3. EXTENDED FRAMEWORK

Figure 1 illustrates the conceptual
framework that extends the research model based on
the literature review to investigate sustainable
apparel purchase intention. The framework
incorporated the extended TPB ([18] with parasocial
relationship as a moderator.
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Perceived Behavioural
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Purchase Intention

Figure 1: Theoretical Framework for this Study
4. SAMPLE CHARACTERISTICS AND
PROCEDURES

The study used a multiple-item latent
construct-based  questionnaire as a survey
instrument. The respondents were iGeneration or
Generation Z ranging from 10 to 25 years old. The
primary reason for selecting iGeneration was their

Malay ethnicity (58.7%). The percentage of Malay
respondents reflects the data on the Malaysian
population, which is dominated by the iGeneration
Malay ethnic group. Most respondents were in the
age group of 10 to 25 years (44.78%). Meanwhile,
38.26% of the respondents were students with no
income.

Table 1: Demographic Profile

greater awareness of the United Nations Sustainable
Development Goals (UNSDG) [72]. Approximately
50% of the 513 respondents stated their willingness
to pay a premium price for sustainable products or

services [73]. The Malaysian iGeneration is anG
electronically engaged generation and that depends
heavily on their smartphones and social media. Theg
habit influences the decision-making of Malaysian
iGeneration, thus suitable for the study as it involves
the convergence of upcycled fashion product
purchase intention and parasocial relationship. Data
were distributed by implementing purposive
sampling and spreading the self-administered
questionnaire online across multiple social media
channels. The participants were exposed to several
information and question filters to test their
understanding of upcycling fashion.

The data were collected from 300 responses

Demographic Freque Pencentage
Variables ncy (%)
Gender Male 90 39.13
Female 140 60.86
Ethnicity Malay 135 58.70
Chinese 59 25.65
India 30 13.04
Others 6 2.61
Age 10-15 88 38.26
years old
16-20 39 16.96
years old
21-25 103 44.78
years old
Educational No 72 313
Level certificate
Certificate 9 391

with only 230 usable responses. Table 1 displays the
respondents’ demographic information. Observably,
most respondents were females (60.86%) and of
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Table 1: Demographic Profile (Continued)

Demographic Variables Frequency Pencentage
(%)

SPM 30 13.04
Diploma 29 12.61
Bachelor’s 88 38.26
Degree
Master’s 2 0.88
Degree
PhD 0 0

Occupation Governme 31 13.48
nt Sector
Employee
Private 39 16.96
Sector
Employee
Self- 18 7.83
Employed
Student 127 55.21
Unemploy 15 6.52
ed

5. QUESTION DESIGN AND PRE-TESTING

A cross-sectional quantitative study was
used to examine Malaysian iGeneration upcycled
fashion product purchase intention. The survey
instrument was constructed in English and pre-
tested. Content validity and scale validation were
established through expert reviews of two
academicians in consumer behaviour and two
industry experts experienced in selling sustainable
fashion. Several changes were made to the
instrument based on experts’ suggestions.
Respondents were interviewed in mid-March 2022
and assured that their data would be utilised for
academic research, not commercial purposes.

First, the respondents were briefed on the
upcycling fashion concept. Second, the respondents
were presented with a questionnaire measuring the
intention to purchase upcycled fashion products,
which includes demographic profile details (gender,
age, race, income, education level, and employment
status). The respondents answered several items
measuring the constructs: subjective norm (SN)
which adapted the items from [58; 59], attitude
towards upcycling fashion (ATT) [74], Perceived
Behavioural Control (PBC) [58; 59], parasocial

relationship [75], and the intention to purchase
upcycled fashion goods [76].

6. DATA ANALYSIS AND RESULTS

The study employed model assessment
using Smart Partial Least Squares (SmartPLS)
Version 3.2.8. Moreover, the study applied
component-based structural equation modelling
(SEM) to investigate the predictive capacity of the
moderating variable (parasocial relationship) and
other TPB antecedents (attitude, subjective norm,
and PBC) using prediction-oriented PLS-SEM [77].

The data were analysed in two stages based
on [78] which include measurement model
assessment and structural model assessment.
Essentially, the measurement model was evaluated
to satisfy the condition of a linear relationship
between an explicit variable and the latent construct.
Subsequently, the structural model of the construct
was assessed for constructing path relationships. The
PLS-SEM is a statistical technique that permits
simultaneous equation modelling with a large
number of paths in a conceptual model comprising
more than one dependent variable. According to
[79], covariance-based  structural  equation
modelling (CB-SEM) is the dominant method for
analysing complex interrelationships between
observed variables and latent variables. The PLS-
SEM has long been employed successfully in social
science research and is currently widely applied in
social science and business [79].

5.1 Fitness of the Measurement Model

The measurement model describes the
relationships between observed (measurable) and
unobserved (latent) variables [77]. Convergent and
discriminant validity were primarily evaluated at the
analysis stage. The convergent validity, factor
loadings, composite reliability (CR), and average
variance extracted (AVE) of each construct were
examined. The CR and AVE values were extracted
and presented in Table 2, which confirmed that the
reliability and convergent wvalidity are valid
following [79] criteria. The significant cut-off value
for composite reliability is 0.708 [77] and items with
factor loadings under 0.5 were considered for
removal [77], whereas AVE is adequate at 0.5 and
above [77]. The current findings revealed that the
AVE value for the parasocial relationship construct
was under 0.5 (0.383), hence several items (Para_5;
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Para 6; Para 7; Para 8; Para 9; Para 10) were measure of internal consistency compared to
removed. Cronbach'’s alpha reliability as it considers the actual

The AVE value of 0.585 for parasocial loadings while measuring indicators. Observably, all
relationship was achieved after removing the items, the factor loadings ranged from 0.595 to 0.843,
thus exceeding the cut-off point of 0.50. In the  which were satisfactory.
current model estimation, CR is a more suitable

Table 2: Fitness of Measurement Model

Constructs Items Factor Number of Number of AVE CR
Loadings Items Deleted Items after
Deleted
Attitude Att 1 0.797 0.797
Att 2 0.767 0.767
Att 3 0.547 0.547
Att 4 0.797 0.797
Att 5 0.719 0.719
Att 6 0.741 0.742 0.538  0.873
Subjective Norm Sn_1 0.793 0.793
Sn 2 0.718 0.719
Sn 3 0.843 0.843
Sn 4 0.812 0.812 0.629  0.871
Perceived
Behavioural Pbc 1 0.736 0.736
Control
Pbc 2 0.752 0.752
Pbc 3 0.677 0.677
Pbc 4 0.741 0.742
Pbc 5 0.816 0.816
Pbc 6 0.768 0.768
Pbc 7 0.774 0.774 0.567  0.901
Parasocial Para 1 0.682 0.835
Relationship
Para 2 0.690 0.780
Para 3 0.735 0.819
Para 4 0.595 0.512
Para 5 0.661 Para 5
Para 6 0.570 Para 6
Para 7 0.573 Para 7
Para 8 0.572 Para 8
Para 9 0.577 Para 9
Para 10 0.494 Para 10 0.585  0.875
Upcycled Fashion PI 1 0.764 0.761
Product Purchase P12 0.811 0.811
Intention P13 0.837 0.834
P1 4 0.763 0.765
P 0.635 0.639 0.560  0.831
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The Fornell-Larcker criterion and HTMT
ratio of the constructs were tested to assess the
discriminant validity [77]. This criterion method
compares the square root of the AVE with the
correlation of latent constructs [79]. A latent
construct should explain its variance indicator better
than the variance of other latent constructs [77].
Thus, the square root of the AVE value of each
construct in the study demonstrates a greater value
than the correlations with other latent constructs (see
Table 3).

The Heterotrait-monotrait (HTMT) ratio of
correlation is another approach to measure
discriminant validity. The HTMT value close to 1
indicates a lack of discriminant validity. Using the

HTMT as a criterion involves comparison against a
predefined threshold. The HTMT value higher than
the threshold indicates a lack of discriminant
validity.

In Table 4, all confidence intervals were
under 1. Furthermore, the bias associated with the
bootstrapping estimates was unlikely as the
confidence intervals for the HTMT values provided
additional evidence of discriminant validity. Thus,
all the constructs were distinctive, which also
confirmed the discriminant validity [77].

Table 3: The Fornell-Larcker of Each Variable

Construct Attitude Subjective Perceived Parasocial Purchase

Norm Behavioural Relationship Intention
Control

Attitude 0.733

Subjective 0.645 0.793

Norm

Perceived 0.621 0.719 0.753

Behavioural

Control

Parasocial 0.473 0.548 0.739 0.765

relationship

Purchase 0.328 0.376 0.465 0.650 0.748

Intention

Table 4: The HTMT Value of Each Variable

Construct Attitude Subjective Perceived Parasocial Purchase

Norm Behavioural Relationship Intention
Control

Attitude

Subjective 0.770

Norm

Perceived 0.696 0.839

Behavioural

Control

Parasocial 0.529 0.649 0.851

relationship

Purchase 0.388 0.465 0.564 0.832

Intention
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5.2 Fitness of the Structural Model

The structural model coefficients test the
relationship between constructs by estimating a
series of regression equations [77]. A bootstrapping
process with re-sampling techniques was executed
before examining the hypothesised relationships and
their relevance [77]. A 5,000 re-sampling tests were
conducted to estimate standard errors and the
significance of parameter estimates in the study
based on [77;82].

Collinearity should be assessed to ensure
unbiased regression in the results [79]. The process
is similar to assessing the formative measurement
model but the latent variable score of the predictor
constructs in partial regression is used to calculate
the VIF value. The VIF values above 5 indicate
possible collinearity issues in predictor constructs
[81; 82]. Significantly, all the VIF values of the
study were close and under 5 (1.881, 2.395, 2.464,
1.283). The absence of collinearity problems allows
for the subsequent step to examine the R2 value of
the endogenous construct [77].

The R2 is defined as the sum of variance
[79]. The R2 is demonstrated by explaining
independent variables in the dependent variable.
Thus, a better R2 value increases the predictive
capability of the structural model. The R2 values in
the current study were calculated by the PLS
algorithm as demonstrated in Table 7. The R2 value
for the dependent variable (the intention to purchase
upcycled fashion products) was 0.659, hence
indicating that the latent exogenous variable
(attitude, subjective norm, PBC, and parasocial
relationship) explained 65.9% of the dependent
variable. According to Chin (1998) the R2 value of
65.9% signifies the substantial influence of (attitude,
subjective norm, PBC, and parasocial relationship).

Table 5 displays the endogenous construct
tested for the standardised path coefficients (), p-
values, t-values, effect size (f2), coefficient of
determinants (R2), and predictive relevance (Q2).
Notably, only subjective norm statistically and
significantly affected upcycled fashion product
purchase intention. The subjective norm value
exceeded the recommended threshold (B = 0.557, p
<0.000, t-value > 7.599) with a moderate effect size.

Hypothesis ~ Direct Effect B Std.

Error

t-Value p- R2 2 Effect size

Value

H1 Attitude —
Purchase
Intention

H2 Subjective Norm
— Purchase
Intention

H3 Perceived
Behavioural
Control —
Purchase
Intention

-0.003  0.059

0.557 0.073

0.002  0.073

0.052 0.958 0.000 No effect

7.599 0.000 0.378

0.659

Moderate

0.030 0.976 0.000  No effect

Table 5: Fitness of the Structural Model
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5.3 The Moderating Effects of Parasocial
Relationship

The product indicator approaches were
applied in the analysis. The product indicator
approach refers to the standard approach for creating
analyses and features prominently in PLS-SEM [77].
The findings potrayed that parasocial relationship
moderated the relationship between subjective norm
and the intention to purchase upcycled fashion
products as depicted in Table 6 (p-value < 0.023, t-
value > 2.270) with a small effect size of 0.026,
respectively.

Table 6: Hypotheses of Indirect Effects

6. DISCUSSION

The study is an extension of the TPB. Measurement
validity and reliability were tested using the PLS
approach by investigating 230 respondents
comprising iGeneration. The study assessed the
hypotheses using PLS and path coefficients and
tested the significance based on all the valid and
reliable measurements.

Table 7 demonstrates that two of the six hypotheses
were significantly supported. In terms of direct
effects, subjective norm displayed the most
significant impact on the intention to purchase
upcycled fashion products. Meanwhile, parasocial
relationship significantly affected the relationship
between subjective norm and the intention to
purchase upcycled fashion products.

Hypothesis Direct Effect Std. t-Value p- 2 Effect
error Value size
Hla Attitude —Parasocial
Relationship—Purchase -0.056  0.031 1.847 0.065 0.021  Small
Intention
H2a Subjective Norm — Parasocial
Relationship —Purchase -0.053  0.023 2.270 0.023 0.026  Small
Intention
H3a Perceived Behavioural Control
— Parasocial Relationship — -0.028  0.026 1.103 0.270 0.007 No
Purchase Intention effect
Meanwhile, parasocial relationship  meaningfully caring for and connecting with other

significantly affected the relationship between
subjective norm and the intention to purchase
upcycled fashion products. Interestingly, customers’
PBC is not influenced by positive clothing attributes,
such as style, fashionable, good quality, fit, and
various options. The results align with [50; 51] who
discovered that subjective norm is a significant
factor in influencing an individual’s decision to
adopt and consume sustainable products based on
the recommendations of significant people.

Malaysians’ sustainable consumption has
always been motivated by the psychological need for
connectedness. ~ Consumers  perceive  their
sustainable consumption practices as a means of

community members. This finding is consistent
with the findings of [86] who proposed that key
barriers to consumer purchase intentions for
sustainable apparel were social, financial, and
performance risks. Nonetheless, the findings of [87]
[88] contradict the present study. They excluded
social risk (anxiety about being judged by others
about the design and appearance of recycled
clothing) because it overlapped with the explanation
of aesthetic risk and because several studies have
shown that it is not associated with WOM intention
or purchase intention.
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Table 7: Hypotheses Testing Results
Hypothesis Path B p-Value Hypothesis Result
H1 Attitude — Purchase Intention -0.003 0.958 Unsupported
H2 Subjective Norm — Purchase 0.557 0.000 Supported
Intention
H3 Perceived Behavioural Control — 0.002 0.976 Unsupported
Purchase Intention
Hla Attitude —Parasocial
Relationship—Purchase Intention -0.056 0.065 Unsupported
H2a Subjective Norm — Parasocial
Relationship —Purchase Intention -0.053 0.023 Supported
H3a Perceived Behavioural Control —
Parasocial Relationship — Purchase -0.028 0.270 Unsupported

Intention

Consumers who satisfy their need to
communicate with others may experience an
increased sense of well-being in the form of personal
growth and self-improvement that aligns with
external motivation. The effects of social norms are
highly context-dependent [84]. Additionally,
subjective norms contribute to learning as external
opinions raise the amount of information for
consumers when making decisions, hence
influencing their attitude towards a specific object
and their consumption intention [85].

8. IMPLICATIONS
CONTRIBUTIONS

AND RESEARCH

The findings provided several practical and
theoretical ~ contributions to the literature.
Theoretically, the present study adopted the TPB
[24] to provide a more holistic picture of explaining
the intention to purchase upcycled apparel among
iGeneration. Meanwhile, parasocial relationship is
the moderating variable that addresses past
inconsistent results.

The recent emergence of upcycled fashion
and its scarce exploration of the topic in Malaysian
academia has inspired the current study. Past studies
have only focused on emerging market products and
not specifically on sustainable fashion through
upcycling. Thus, the study addressed the literature
gap and is the first to investigate the determinants of
the purchase intention of upcycled products among
iGeneration in Malaysia.

It is noteworthy to highlight that this
unexpected outcome may be due to lack of
motivation and understanding among individuals

regarding upcycled products and their benefits
portrayed [89]. For practitioner’s perspective, this is
true as companies seem to face challenges when
communicating their sustainability-related actions
due to several factors, including consumer
scepticism, inattention to company messages, and
lack of concern [90]. Pointing to the fact that many
fashion companies are still heeding consumer
demands for sustainability [91].

Ultimately, it is anticipated that this
upcycled theme will give a brand a positive
corporate image as an ethical business able to
increase profits. Through upcycling, material
efficiency is improved, and both solid waste and
industrial energy consumption are reduced [92].
With the upcycle and recycle method, used materials
can be repurposed into new products. The upcycle
and recycle method could also reduce the amount of
money spent on research and development, as the
industry would otherwise need to invest a great deal
in the creation of a new product. Therefore, when
they utilise used products in the design of new
products, production costs will be reduced [93].

Result from this study hope to give an
inputs to upcycled fashion brands to modify their
positioning strategies for the high actual behavioural
control among target consumers in terms of rejecting
upcycled fashion brands. The strategy could form a
positive attitude towards upcycled fashion brands to
improve customers’ interest in positive fashion
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practices. Therefore, the consumers can make
informed decisions. The brands can utilise the study
findings to build their retailing strategy for in-store
sales. Store managers and salespersons should
comprehensively explain the relevance of upcycling
fashion to the consumers. The practice could aid
upcycle fashion companies in building a strong
competitive strategy against unsustainable brands in
the Malaysian market. In terms of marketing, sales
promotions and digital media campaigns such as
consumer blogs can advertise the advantages of
purchasing green apparel. Concurrently,
endorsements by famous personalities would instill
confidence in sustainable clothing while focusing on
conformity, respect, and self-esteem through pro-
environment behaviour.

Government actions encourage
consumption from small local companies that
display  superior social and environmental

responsibility in their production processes.
Furthermore, public awareness policies can push
local upcycling producers to improve their
production practices to meet the growing demand
from increasingly conscious consumers. Summarily,
sustainable fashion practices generate higher added
value, more intensive knowledge, and newer product
innovation, thus increasing sustainability that all
companies should practice in the near future.

9. LIMITATIONS AND FUTURE RESEARCH

The limitations in the study pave avenues
for future research. First, the study used non-
probability sampling, which is a purposive sampling
technique. Future studies should adopt stratified and
probability sampling techniques by collaborating
with upcycling fashion practitioners and acquiring a
list of real customers from the brands. The approach
reflects more positive and strong relationships due to
results from real customers. Secondly, studies
demonstrate an intention—behaviour gap where
purchase intention is a proven precursor to actual
purchase behaviour. Future research should
emphasise actual purchase behaviour using a
longitudinal research design to identify influential
determinants of ethical purchase. As the current
study investigated iGeneration, future studies should
examine other generations, such as Babyboomers or
generation Y, which could project different
knowledge levels and interests in sustainability.
Moreover, future studies should examine how the
model works differently or similarly for theorists’
and practitioners’ benefit.
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