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Abstract

Purpose: The purpose of this research is to see the level of customer loyalty among eco-fashion
consumers and contribute insights that have the potential to encourage the use of ecologically
beneficial materials in the fashion industry, thereby promoting environmental protection and
sustainability.

Design/Methodology/Approach: An online study will be carried out within eco-fashion
consumers, specifically millennials.

Findings: The expected outcome of this research will be conditional, emotional, social,
functional, epistemic, environmental, economic, fashion, store-related, altruistic, and egoistic
value and customer satisfaction will influence customer loyalty towards eco-fashion products.
Anticipated implications: This study aims to provide an overview of the elements that
determine consumer attitudes and behavior toward sustainable fashion by investigating the
value of customer perception and its influence on purchasing behavior toward eco-fashion
items. Additionally, it can help organizations in the fashion industry better understand their
customers' needs by creating more successful marketing strategies. Furthermore, this study
contributes to the broader discussion about environmental sustainability and ethical clothing
practices, emphasizing the need to use ecologically friendly materials and reduce the
environmental impact of the fashion industry.

Practical implications: This research will benefit researchers, practitioners, and fashion
company to further understand about level of customer loyalty in eco-fashion.
Originality/value: This study identifies the relationship between independent variables and
customer satisfaction towards customer loyalty. Due to that, it crucial to include together both
of independent variables and customer satisfaction when examine customer loyalty among
respondents.

Keywords: Eco-Fashion and Customer Loyalty.

Introduction
In both the domestic and foreign markets, a significant number of products have been
developed and put on sale. This good has emerged as both the driver and the catalyst for
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expansion in the economy of a particular nation. Nevertheless, not all users or buyers know
that some products are constructed of environmentally friendly materials. At this moment, the
only option for maintaining the longevity of the ecosystem is to employ environmentally
friendly products. The preservation of our surroundings has grown into a top priority for both
developed economies and emerging ones. This is obvious in research related to Gu et al. (2018)
and Patel et al. (2017), which emphasize challenges such as water scarcity, industrial pollution,
climate change, and global warming. Therefore, there are a variety of issues concerning the
environment that need to be addressed immediately to prevent further damage. Therefore, the
goal of this research is to establish the degree of loyalty of customers regarding
environmentally friendly clothing items.

In the rapidly developing world of the fashion industry, concerns about environmental
sustainability and ethical clothing practices are increasing occasionally. This has made
consumers more aware of the impact on the environment and there is an awareness to use eco-
fashion products that benefit the environment from materials to the production process. Many
organisations have begun incorporating environmentally friendly practices into their business
plans due to increased concern about ecological issues and harsh competitiveness. According
to studies by Duffett et al. (2018), Papadas et al. (2019), and Testa et al. (2013), this method
tries to differentiate their offers and obtain an edge over their competitors on a worldwide scale.
Many aspects of the eco-fashion concept are recognized, including the use of organic and
recycled materials, waste reduction, and carbon footprint reduction by the consumers and
organisations.

Despite the widespread availability of environmentally friendly clothing in the market, a large
number of suppliers and traders face obstacles and difficulties in establishing and maintaining
customer loyalty by consumer, even though consumers are aware of the environmental
implications of their choices. Various efforts are conducted by the company to build customer
loyalty, to maintain customer loyalty, to increase the company’s financial performance, and to
make the company able to maintain the sustainability of fashion products (Khairawati, 2020).
Several approaches have been taken by several clothing brands towards sustainability care by
looking for opportunities to actively embed it into their business practices and focus on
marketing and advertising activities with limited edition offers of their products to customers.

Previous research shows that this transformation towards the complete abandonment of fast
fashion can be done by making international coordination and involving a change of mindset
at the business and consumer level (Niinimaiki et al. 2020). Furthermore, some customers claim
ethical apparel is significantly more expensive than normal or rapid fashion since it
incorporates green elements (Mandaric et al., 2022). Things like this make it quite difficult for
customers to buy and remain loyal to eco-fashion products even if they want or don’t want to
but due to the higher price consumer have to pay, they might not be able to afford it. Therefore,
customers’ perceived values, such as conditional, emotional, social, functional, epistemic,
environmental, economic, fashion, store-related, altruistic, and egoistic values, will determine
consumer purchasing behavior toward eco-fashion products.

This study was conducted to find out whether consumers who have bought and used eco-
fashion clothing are still loyal to the brand. In addition, some researchers such as Gallarza et
al., (2016), and Mohd Suki, (2016), set the value of use as the main precursor to customer
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satisfaction in previous studies that focused on the theory and practice of buying products
ecologically friendly while using quantitative research strategies.

Literature Review

Theory of Consumption Value

Sheth and his two friends, Newman and Barbara, developed the Consumption Value Theory in
entitle 'Why We Buy What We Buy: Consumption Value Theory' in 1991. The theory
concentrates on consumption value (conditional, emotional, epistemic, functional, and social
values), describing why customers purchase or refrain from purchasing a specific brand and
why they favor one brand over another brand. The five values of use established by the theory
contribute differently to setting certain decisions. The theoretical use value is independent,
additively related, and contributes progressively to choice. While maximising the value of all
five utility elements is the ideal scenario, it is not always feasible. Customers are frequently
prepared to sacrifice a particular characteristic in order to prioritize another. Sheth et al. (1991)
discuss this notion in the theory of customer value approach.

[ Conditional Value ‘

[ Functional Value ] [ Social Value ‘

. v }/

[ Consumer Choice Behaviour

[ Emotional Value } [ Epistemic Value }

Figure 1: Theory of Consumption Value Framework

The article 'Why We Buy What We Buy: Consumption Value Theory' has been cited 6548
times. According to Zhang and Dong (2020), the Theory of Consumption Value's usefulness in
environmentally friendly buying behaviour has become broadly recognised. Sheth et al. (1991)
undertook a thorough investigation of the impact of value on customer behaviour, which
resulted in the formulation of the Theory of Consumption Value. This approach explores the
subject of why buyers purchase particular things. Furthermore, Kushwabh et al. (2019) used the
Theory of Consumption Value in their study of food that is organic intake. This concept is still
used in a variety of sectors to acquire a greater awareness of the real reasons underlying buying
particular goods, brands, or services.

In addition, (Amin & Tarun, 2020) using theory of consumption value to determine the impact
of consumption values such as functional value, emotional value, and social worth on
customers' purchase intentions for green products. This study discovered that emotional value
has the greatest influence on green buying intention, while the other two aspects of
consumption value have little impact on customers' green purchase intention. The theory of
consumption value can help to provide a smooth and accurate motive for the researcher to
identify the customer's intention to continue buying sustainable items, especially eco-fashion.

The Consumption Value theory can assist this research in exploring, understanding, and
explaining a consumer's genuine behaviour toward commodities created by traders, particularly
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in their decision to purchase the goods. Simultaneously, this theory contains a conceptual
framework with five factors that define client behaviour. These five factors will further enhance
this hypothesis by incorporating numerous variables linked to customer behaviour. Some
examples are environmental, economic, fashion, store-related, altruistic, egoistic, customer
satisfaction, and customer loyalty. As a result, the theory is applied in this study.

Past studies on sustainable product and service

The changes and regulations of eco-fashion emphasize customer loyalty. A list of user values
used included conditional, emotional, social, functional, epistemic, environmental, economic,
fashion, store-related, altruistic, and egoistic values. These values are essential in shaping
consumer attitudes and behaviors.

This research focuses on consumers' perceived value of sustainable fashion/eco-fashion. Other
researchers have also identified other values in their studies, in addition to concentrating on 5
perceived values. Furthermore, other factors could also encourage consumers to choose green
products over other products (refer to Table 1).

Table 1: Summary of Articles

Authors Variables Countries Context
Kessous, A., Boncori, _ Sustainable
A.-L., & Paché, G. - Egoistic Value France transport
(2016).

Yadav, R. (2016). i é\ét(;?sltﬁgc\/\;? ulge India - Organic Food
- Functional Value
- Social Value
Khan, S. N., & - Conditional Value :
Mohsin, M. (2017). | - Epistemic Value Pakistan | - Green Product
- Emotional Value
- Environmental Value
Papista, E., - Economic Value
Chrysochou, P., - Social Value Greek - Green detergent
Krystallis, A., & - Hedonic Value brands
Dimitriadis, S. (2017). | - Altruistic Value
Verma, V. K., - Biospheric Value
Chandra, B., & - Altruistic Value India - Green hotel
Kumar, S. (2019). - Egoistic Value

Hypothesis Development

Conditional Value

Conditional value is described as a circumstance in which a consumer chooses a good or service
depending on the presence of previous physical or cultural factors that enhance its operational
or value to society (Sheth et al., 1991). This is because the numerous items in the market have
purposed the of usage and the results that the user requires. However, it must be observed by
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the circumstances now. Belk (1974) describes an example of this as one that occurs when all
components are tied to an exact moment and location and do not rely on personal knowledge
(intra-individual) and the type of inputs (choices), which possess a demonstrated and
predictable impact on present behaviour. Some instances will be determined not by the
customer's high degree of understanding and attraction to the items, but rather by the conditions
at the time.

The item chosen by the buyer is determined by their surroundings, which include their
requirements and desires. According to Nicholls et al. (1996), conditioned factors are the
conditions that accompany people in order to react to impulses relevant to their demands and
desires. When the personal situation or consumer's situational variable changes, the consumer's
purchasing behaviour may be affected (Laaksonen, 1993). This is due to conditions such as
consumer demand and desire which are very important in the role of buying products,
especially eco-fashion products.

According to Miller et al. (2017), previous research has shown that conditional value has a
stronger influence on customer satisfaction with green product usage. Emphasizing the
importance of knowing how consumers perceive the value proposition of eco-friendly design
in increasing happiness and loyalty to sustainable apparel purchases. Conditional value is
defined as confronting a scenario and then deciding whether to modify behavior based on the
new situation (Bakhtawar & Piri, 2021). The notion of eco-fashion highlights the dynamic
nature of consumer choice, as well as how crucial it is to consider situational elements in
influencing individual preferences for sustainable and ecologically conscious clothes.

H1: Conditional value has a positive relationship on customer satisfaction towards eco-fashion
products.

Emotional Value

According to Sheth et al. (1991), emotional value can be defined as the value raised from the
alternative ability to feelings or affective states. Emotional value is measured through the
profile of feelings associated with alternatives. With that description, we can understand that
emotional value is derived from the ability of a consumer to experience a positive feeling or
affective state, such as joy, when buying a certain brand. This is measured by the consumer's
emotional response and related feeling profile. Meanwhile, Kato and Tsuda (2017) explain that
emotional value refers to the value that customers find additional meaning in the product
beyond the functions described. Based on their emotional response and subjective impression,
emotional value is related to the customer's interest in the product and beyond its fundamental
functional features specified in the product catalogue.

Customers who prefer environmentally friendly goods have a variety of reasons which include
personal values, environmental awareness, and the notion that environmentally friendly
products are of higher quality than other products. Ecologically aware customers, likewise, are
ready to spend extra for environmentally responsible or sustainable goods (Khan and Mohsin
2017). Bagozzi et al. (1999) assessed the specific types of personal emotions that arise in
consumption representing reactive feelings as a direct result of the service experience. If the
experience exceeds expectations, positive emotions will appear, and vice versa if the
experience does not match the expected level of service.
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Several research has discovered that emotional value is one of the values that influence
consumer behaviour toward the adoption of environmentally friendly products (Ganak et al.,
2020). This demonstrates that emotions have a significant impact on consumer choices and
decisions toward sustainable and environmentally friendly options, emphasizing the necessity
of understanding and utilizing emotional connections in promoting environmentally conscious
consumerism. According to Bielawska and Grebosz-Krawczyk (2021), emotional value
influences both the intention to buy green and the use of green clothing products. This
demonstrates that to be effective, eco-fashion must connect with customers on an emotional
level and elicit a positive affective reaction, in addition to functional or practical reasons.

H2: Emotional value has a positive relationship on customer satisfaction towards eco-fashion
products.

Social Value

Sheth et al. (1991) interpret social value as the perceived utility gained from diverse
connections with different categories of individuals. An individual's affiliation with various
organizations can influence the social value bestowed upon them, impacting purchasing
decisions and personal identities. Ajzen (1991) stated that perceived societal encouragement to
adopt and adhere to a specific behaviour pattern. In the framework of strengthening the
ecological system, actions must be explicitly associated with beneficial outcomes. Retailers
must therefore demonstrate how ecologically conscious customers support the safeguarding of
the ecosystems.

Since various individuals place varying values on kindness, firms must clearly illustrate how
their initiatives to promote sustainability result in beneficial results. Furthermore, they should
emphasize the benefits that extend beyond the corporation to persons in society at large
(Straughan and Roberts, 1999). Consumers who want to prevent unpleasant consequences
when confronted with public dangers are keen to collect additional information. Therefore,
consumers who seek social value are more likely to be satisfied with eco-fashion. As such,
social value has a positive influence on satisfaction.

According to Abdulrazak and Quoquab (2017), increasing the social value of fashion allows
buyers to see the use of sustainable things in a very important way in close interaction with
other members of their group. Framing sustainable fashion choices as socially valuable and
aligned with group identity can positively influence consumer purchasing decisions, as the
social importance of fashion choices can encourage consumers to adopt more sustainable
practices and improve their social standing or relationships within their social circle.
Consumers will be motivated to engage in sustainable use by the psychological needs of the
surrounding community (Hasbullah et al., 2020). Individual attitudes and behaviours towards
sustainable fashion are heavily influenced by intrinsic drives for social relationships and
community well-being, emphasizing the importance of balancing psychological needs with
environmental concerns and social values to develop effective strategies that foster a sense of
collective responsibility and increase participation in the use of sustainable fashion.

H3: Social value has a positive relationship on customer satisfaction towards eco-fashion
products.
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Functional Value

Functional value can be described as the potential for practical, utilitarian, or physical
performance. Functional value was recognized as a crucial factor affecting customer decisions
(Sheth et al., 1991). Consumers evaluate utility based on practical and valuable factors such as
dependability, durability, and cost. Buyers frequently evaluate other factors in their product
purchase, causing them to look for alternatives if the price appears too high. Surprisingly,
studies indicate that customers are reluctant to pay higher prices for environmentally friendly
goods (D'Souza et al., 2007).

Consumers consider the price and functionality of reused items equally (Bei and Simpson,
1995). The cost impact is caused by the perceived cost distinction between recyclable and non-
recycled goods. Since the precise cost is set in Bei and Simpson's (1995) study, this perceived
but not real difference affects consumers' propensity to buy items that have been recycled.
Quality is another factor that purchasers of recycled products evaluate. Low-cost commodities
such as baby wipes and recycled toilet paper are examples of low-cost items that consumers
shun due to their presumed inferior craftsmanship. Certain consumers have worries about
environmental damage and will pay more for green products.

According to Ganak et al. (2020), the study discovered that functional value has a substantial
impact on customers' willingness to buy and use recycled goods. This demonstrates that the
functional value of recycled items, such as quality, performance, and convenience, has a
significant impact on customers' desire to acquire and use these products, highlighting the
importance of emphasizing practical benefits in marketing and design to encourage usage and
consumption. Consumers prioritize functional value when making decisions about recycled
apparel (Chi, 2021). When making purchasing decisions, purchasers prioritize the functional
value of recycled clothing, such as quality, durability, and performance, underlining the
importance of these practical qualities in influencing their behaviour towards environmentally
friendly fashion purchasing.

H4: Functional value has a positive relationship on customer satisfaction towards eco-fashion
products.

Epistemic Value

Sheth et al. (1991) define epistemic value as the emergence of a feeling of interest in
innovation, and the fulfilment of the desire for innovation towards knowledge characterize
epistemic value. Customers' interest in sustainable fashion innovation might be piqued by eco-
fashion products, as can their need for in-depth knowledge of such products. When customers
discover an innovative item and accept it, they assess it based on an amalgamation of
experience with the current item in the type and emerging knowledge (Lai, 1991). When
customers discover a new product, they will evaluate an important component by comparing
the present product to the new product and then considering the features and benefits they will
receive. Epistemic value acts as a form of protecting oneself, and someone may benefit by
creating a repository that contains potentially essential information (Hirschman, 1981).
Intelligent buyers may decide to investigate factors that are not immediately "helpful" but could
become crucial in the future.

According to Cerri et al. (2018), including a component based on the user's prior environmental
understanding and the use of details can increase predictive power. Combining information
about the user's prior ecological knowledge and information use can increase the reliability of
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future actions or decision predictions. Epistemic value refers to environmental knowledge in
general as well as environmental information in the context of fashion business (Hasbullah et
al., 2020). The epistemic value framework enables a comprehensive assessment of
environmental knowledge, considering the broad viewpoint and unique dynamics of the
fashion industry, to achieve a holistic understanding and promote the effective use of
sustainable fashion.

H5: Epistemic value has a positive relationship on customer satisfaction towards eco-fashion
products.

Environmental Value

Environmental values are personal and communal or societal convictions about the relevance
and state of the surroundings, as well as how individuals should regard and handle them (Reser
and Bentrupperbdumer, 2005). By doing its sustainable goods, the organisation aims to create
a market and establish an image. Because of environmental concerns, customers strongly prefer
ecologically friendly items (Chen and Chang 2013). As consumers become increasingly aware
of concerns regarding the environment, the "going green" movement is growing. Customers
will seek out products that do not harm the environment. The company's effectiveness in
preserving environmental sustainability has improved due to customers' continual evaluation
and demand for environmentally friendly products (Nagaraju and Thejaswini 2014).

Organisations' marketing strategies have shifted in response to consumers' environmentally
conscious behaviour (Chen and Chang 2013). Organisations must alter their marketing
strategies to meet consumer demand for environmentally conscious goods. Several research
studies have focused on consumer demographic variables that can influence sustainable
product choices (Testa et al., 2013). As a result, environmentally conscious consumers will
develop a favourable mindset about sustainable items which is satisfactory.

According to Yoo, Divita, and Kim (2018), designing clothing with environmental value is one
way to increase consumers' environmental attitudes toward the use of clothing and increase the
sale of clothing items produced from sustainable materials. The shift to sustainability in fashion
requires redefining industry norms to align with ethical and environmentally responsible
practices, resulting in a more sustainable landscape where fast fashion brands can attract
environmentally conscious consumers while also improving the industry's environmental
footprint. Environmental concerns are expected to have a favourable effect on environmental
attitudes based on the use of clothing and the intention to purchase clothing products made
from sustainable fibres (Hasbullah et al., 2020). Consumers who care about the environment
and value sustainability are more likely to develop positive attitudes towards eco-friendly
fashion, aligning their purchasing behaviour with personal beliefs, which, when combined with
environmental awareness campaigns, can drive a shift towards a more sustainable fashion
industry.

H6: Environmental value has a positive relationship on customer satisfaction towards eco-
fashion products.

Economic Value

Sweeney and Soutar (2001) define economic value as the advantage obtained from buying a
commodity or service. It assesses how satisfying an item is in relation to the monetary or non-
monetary costs (time and effort) spent to obtain it (Gordon et al., 2018; Walsh et al., 2014).
Consumers feel more pleasure when they use their resources, like money, to purchase a certain
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product, resulting in a higher level of happiness with the product. Since ecologically friendly
things are typically more expensive than standard items, economic value significantly impacts
consumer purchases of ecologically friendly goods (Khan and Mohsin, 2017; Mohd Suki,
2016). The choices consumers make to purchase sustainable items are influenced by the cost
factor because they are often higher in price than regular goods, making it vital for customers
to consider finances while purchasing sustainable goods. Consumers who care less about their
surroundings are more inclined to have a low-price opinion of environmentally friendly goods
and a high-price sensitivity to environmental repercussions (Papista et al., 2017). Some
customers buy environmentally unfavourable products because they are unaware of their
existence, so they are willing to spend more without considering the environment.

H7: Economic value has a positive relationship on customer satisfaction towards eco-fashion
products.

Fashion Value

Fernie and Sparks (1998) characterize fashion value as a concept that has gained broad
popularity within a particular group of individuals. Several marketing elements impact this
idea, especially the limited dependability of fashion patterns, numerous impulsive buying of
fashion products, shorter lifecycles of fashion items, and popularity swings in the luxurious
marketplace. Consumers more interested in fashion have greater purchase intentions toward
new products (Thompson & Tong, 2016, Mukendi et al., 2019). The level of interest shown by
fashion enthusiasts can positively affect new products, such as eco-fashion products in the
market. Diversity in eco-fashion style and design creates fashion value (Chan & Wong, 2012).
Various eco-fashion product designs can create high fashion value and will be viewed by many
people.

According to Joy et al. (2015), they have placed the involvement of fashion about sustainability
in their previous study, but the current study will highlight that one's fashion awareness creates
an urgent desire in the consumer's mind to buy clothes according to sustainability standards.
The best and in-depth research related to fashion that meets sustainability standards should be
intensified so that fashion value can be a link to change the mind of consumers. Apparel firms,
both producers and sellers, are investing in creating and promoting eco-fashion as an approach
to encouraging environmentally conscious buying (Wong et al., 2012). The intensified efforts
can help attract the interest of many consumers due to the popularity of a fashion company that
encourages the marketing of eco-fashion products.

Several studies (Maria et al., 2019) have measured the fashion value of products created from
sustainable materials based on the customer experience. Exploring how customers interact with
sustainable fashion influences their purchase decisions and overall interaction with eco-
friendly items, providing vital insights into the variables affecting consumer preferences and
the growing acceptance of sustainable practices in the fashion sector. Consumers prioritize
fashion value while participating in shared value-creation activities for places, therefore
tourism destination managers and operators must emphasize the importance of increasing
internal brand value (Xu et al., 2020). Destination managers may boost the fashion value of
tourism locations by emphasizing fashion in shared value creation. This not only boosts the
overall appeal of locations but also helps to establish a strong fashion identity that connects
with consumers, leading to enhanced tourist satisfaction and loyalty.

HS8: Fashion value has a positive relationship on customer satisfaction towards eco-fashion
products.
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Store-related Value

According to Jacobs et al., (2018), store-related value means that the value that exists in a retail
store will increase the appeal of style to people who are less interested in a product or service
when shopping online and physically. Having the apparel available can strengthen consumers'
attitudes and values toward environmental sustainability at a retail store. Furthermore, stores
that sell products physically need to provide physical customer engagement to add to their more
effective shopping experience and enable consumers to make better decisions (Zhang et al.,
2021). Physical customer interaction in the store can contribute to a great and memorable
buying experience by allowing customers to explore the product and decide whether to
purchase it.

In addition, the store-related value concept that focuses more on experience aims to create and
providing a unique and holistic experience (Sachdeva & Goel, 2015). By focuses on the user
experience, an environment that goes beyond the standard retail store will involve the senses
of touch and emotion and leave a lasting impact. Retailers can use shop-related value to create
a retail experience that encourages customer pleasure and loyalty to their store (Nair 2017).
Retailers can create a compelling shopping experience by focusing on product assortment, store
ambiance, customer service, and convenience, resulting in repeat visits, increased spending,
positive recommendations, and brand loyalty for long-term business success. Consumers are
more interested in store layout and atmosphere, product durability, and general employee help,
thus store managers should prioritize these variables to boost store-related value, as well as
consumer happiness and loyalty (Daultani et al., 2020). The importance of creating a pleasant
shopping environment, selling durable merchandise, and providing excellent customer service
to not only exceed consumer expectations but also foster long-term loyalty and positive brand
perception among customers.

HO: Store-related value has a positive relationship on customer satisfaction towards eco-fashion
products.

Altruistic Value

Altruistic value is a theory of behaviour that considers the good of others as the end of moral
action (Price, 1960). In line with previous studies such as Schwartz (2010), stated that altruistic
values increase positive attitudes and behaviours towards the purchase of sustainable clothing.
Through a sustainable balance, clothing consumers naturally balance the changes between
competing values, wisely choosing products that align with their personality traits seamlessly
towards eco-fashion products. Despite the behavioural inconsistencies identified, the study
(Jacobs et al., 2018) has emphasized the need for ecologically friendly fashion customers to
have an overwhelmingly favourable mindset regarding social-ecological apparel requirements,
along with humanitarian principles. Based on the statement, it is explained that in the
contemporary landscape of sustainable clothing, there is a desperate demand to increase
durability and replace the appeal of fleeting fashion.

According to Jacobs et al. (2018), positive attitudes toward social and ethical clothing standards
have been supported by altruistic concepts among environmentally conscious clothing buyers
and consumers. Individuals with strong altruistic views are more likely to wear socially and
ethically conscious clothing, which increases the demand for sustainable fashion choices and
fosters a change-driven society. People with high altruistic values make decisions about
whether to be pro-environmental or not based on perceived costs and benefits to others
(Achabou et al., 2020). Individuals with strong altruistic values prioritize society and the
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environment, prompting them to engage in long-term activities for the greater good, even with
their sacrifices, resulting in effective sustainability solutions.

H10: Altruistic value has a positive relationship on customer satisfaction towards eco-fashion
products.

Egoistic Value

Persons are motivated to operate in their own personal best interests by egoistic values (Groot
et al., 2013). Ideally, apparel companies must provide goods that meet clients' particular
preferences, leading to ego purchases, in order to shift customers' thoughts towards eco-
fashion. Egoistic values are the most important predictors of ethical behaviour (Yadav, 2016).
When considering the complexities, egoistic principles might play a significant role, and the
client will eventually behave sustainably towards eco-fashion products. Furthermore, research
suggests that such principles have a fairly strong influence on how consumers feel about ethical
purchases (Kessous et al., 2016). The impact of egoistic ideals on customer perceptions of eco-
fashion offers consumers the ability to transcend self-interest while being far more aware of
their fashion decisions.

Individuals may be motivated to engage in environmentally friendly conduct by benefits to
themselves (egoistic value), such as greater health and a higher quality of life (Verma et al.,
2019). By combating climate change and cutting pollution, ecologically conscious activity
brings various advantages to oneself, including improved health and quality of life. McNeill
and Moor (2019) emphasize the importance of incorporating ego values in analysing attitudes
toward sustainable fashion consumption, as consumers tend to make purchase decisions based
on their perceptions, highlighting the role of personal motivations such as social status and self-
image. This, combined with the desire to project an environmentally conscious image,
emphasizes the need to integrate ego values for a comprehensive understanding. Egoistic
values are defined as behaviour that maximizes individual outcomes for self-interest, such as
social power, wealth, authority, and influence while taking personal costs and benefits into
account while making decisions (Carfora et al., 2021). Individuals who choose sustainable
fashion based on ego values highlight personal benefits such as social status and self-image,
strive to express ethical ideas and emphasize the importance of considering ego motivations
while understanding and promoting sustainable fashion.

H11: Egoistic value has a positive relationship on customer satisfaction towards eco-fashion
products.

Customer Satisfaction

Customer satisfaction is commonly defined as the achievement of a user's purchasing
objectives as perceived and defined by the end user (Oliver, 2006). Westbrook (1987) argues
that satisfaction is generally considered a mediating variable in consumer repurchase
intentions. This is because the continuous purchase intention of a user depends on the level of
satisfaction they experience after they use the company's product or service. This matter has
been applied in various areas including green products and services currently on the market.
The better the firm's service, the greater the customer's satisfaction, affecting their behavioural
choices, resulting in positive developments (Zeithaml et al., 1996). Only if organizations
recognize consumers' ethical intents, attempt to meet their product or service demands, and
elicit favourable reactions from consumers are going to be a long-term and durable desire to
conduct business.
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It is also recognized as one of the more significant management approaches for enhancing
satisfaction (Su and Teng, 2018). The method of customer satisfaction needs to be taken
seriously by the company to improve its reputation and be known by many people who
ultimately receive many customers and build loyalty in themselves towards the products or
services provided. Global economic changes have pushed businesses to prioritize different
services, especially customer/provider relationships, to improve customer satisfaction, which
is important for the sustainability of fashion products and is directly related to higher customer
equity and fewer complaints (Wang et al., 2019). Customer satisfaction shows the need to align
corporate strategy with sustainable practices to meet changing customer demands and improve
overall performance in the fashion sector.

H12: Customer satisfaction influences the customer loyalty company product in long-term and
sustainable willingness.

Customer Loyalty

Oliver (1999) has defined customer loyalty as a deeply held commitment to consistently rebuy
or re-patronize a preferred product or service in the future, despite situational influences and
marketing efforts having the potential to cause switching behaviour. High customer loyalty
towards sustainable fashion products is associated with a strong commitment to environmental
care, even in the face of fast fashion products that do not prioritize the environment. According
to Bose and Rao (2011), loyalty is the customer’s commitment to do business with a particular
organization, affecting repeat purchases of goods and services. Customer loyalty is something
that consumers may exhibit to brands, services, stores, product categories, and activities. Here
we use the term customer loyalty as opposed to brand loyalty to emphasize that loyalty is a
feature of people rather than something inherent in brands (Uncles et al., 2002). Eco-fashion
should be acknowledged for the positive effect of green aspects on customer loyalty because
green management is a strategic instrument to attract customers (Sukhu & Scharft, 2018). This
emphasizes the need to incorporate sustainable methods into fashion to not only meet consumer
demand but also create long-term relationships based on environmental awareness and ethical
ideals.

H13: A positive relationship is shown by customer loyalty from customer satisfaction with
products such as eco-fashion.

Methods

The hypotheses outlined in the conceptual model will be systematically evaluated using
quantitative research steps in the next phase of this study. The use of this measure is based on
the results of a study conducted by Huda et al. (2012), which confirmed its natural compatibility
with research instruments consisting of questionnaires and ordinal scales as measuring tools.
Respondents will be given a self-administered paper-based questionnaire written in English.
To extend the reach, the questionnaire will be distributed using Google Forms and distributed
through other social media platforms such as WhatsApp, Telegram, Facebook, and Instagram.
This research will focus on those who have purchased environmentally friendly clothing. Due
to the environmental awareness and knowledge recognized with the concept of sustainable
architecture (Ruppert-Stroescu et al., 2015), the millennial generation, born between 1981 and
2000, is specifically targeted (Bento et al., 2018). This research will use the Statistical Package
for Social Sciences (SPSS) and Smart PLS version 4.0 to carefully investigate the data obtained
after the completion of the collection of the set number of respondents.
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Findings

This study uses the theory of consumption value, there are five independent variables in this
theory. This has given the idea to do research and at the same time, contribute to the addition
of several variables that are closely related between theory and the field of sustainable fashion.
Based on previous studies conducted related to sustainable products and services such as Khan
& Mohsin (2017), this researcher included environmental variables along with all the variables
in the theory of consumption value. In that study, environmental values were found to have a
strong and positive effect on consumer choice behaviour of green products. In addition, in a
previous study by Papista et al., (2017), the altruistic value was added as an independent
variable, alongside economic, social, and hedonic values. The use of all these values is to
measure the motivational level of customer loyalty towards green detergent brands and
altruistic values have shown significant or positive values. In addition, Stern & Dietz (1994),
conducted research related to environmental products and has included the egoistic value and
found that this value has a significant positive association with the product. Therefore, based
on past research, several variables can be analysed that can be brought and added to this theory
of consumption value, especially eco-friendly products that are eco-fashion.

Discussion and Conclusion

Theoretical Implications

In terms of theoretical implications, all the independent variables and customer satisfaction will
contribute to support and understanding the theory of consumption value. The suggested
methodology will discover which independent variables, as well as customer satisfaction, will
affect the customer loyalty of eco-fashion items.
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Practical and Social Implications
For practical implications, this research could help to raise community awareness and
understanding to act more sustainably and responsibly, thereby balancing the environment.

Anticipated Implications

This study aims to provide an overview of the elements that determine consumer attitudes and
behaviour toward sustainable fashion by investigating the value of customer perception and its
influence on purchasing behaviour toward eco-fashion items. Additionally, it can help
organizations in the fashion industry better understand their customers' needs by creating more
successful marketing strategies. Furthermore, this study contributes to the broader discussion
about environmental sustainability and ethical clothing practices, emphasizing the need to use
ecologically friendly materials and reduce the environmental impact of the fashion industry.
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