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Abstract

As fast fashion contributes to environmental degradation, sustainable fashion has
become the counter mechanism for retailers that become contributors to the
garment waste promoting slow fashion to the people for a better environment. As
for the different intentions the consumers have, purchasing sustainable fashion
products means consuming less and only what is needed. Studies explained that in
today’s society consumers have shown an increasing level of ethical concerns in
the context of fashion purchase. This includes millennials. As the most influential
generation to date, millennials are actively voicing out their concern on social
media and are able to drive conversation for example but not limited to sustainable
fashion. Therefore, to understand the reason behind millennials’ intention of
purchasing sustainable fashion products, research on millennials' perceived value
on one of the leading sustainable fashion products in Indonesia “Sejauh Mata
Memandang” needs to be done. This research will be conducted with a quantitative
methodology through purposive sampling. The quantitative method will be
conducted by sending a set of questionnaires towards relevant respondents about
their perceived value on a sustainable fashion brand. The research shows that
sustainable fashion subtypes have a significant impact on the millennial’s perceived
value of sustainable fashion products.
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Introduction

The last 30 years of this century humankind can be judged to be developing
positively. Nevertheless, problems such as ecological depletion and climate change
emerge as a challenge for humankind (Belz, F.-M., & Peattie, 2013). Today topics such
as climate change, pollution, and healthy living have become a substantial issue for
society. One of the integral elements in the issues of the environment is sustainability.
Margaret Robertson describes sustainability as a system and an operation that is able to
persevere independently for a significant amount of time (Robertson, 2021).

The UN describes sustainability as fulfilling the present and future’s needs
without hindering its opportunities to gain prosperity. In response to sustainability and
to achieve the UN's agenda on Sustainable Development Goals by 2030, many
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companies have adopted a more conscious and responsible approach to their business.
One of them is the Sustainable Fashion line.

Within the fashion industry, the term ‘sustainable fashion’ is also used as an
antithesis to fast-fashion, which is fast changing, mass-produced, cheap, and often
connected to ‘throw away’ behavior (Barnes, Lea-Greenwood, Zarley Watson, & Yan,
2013). It has become the counter mechanism for big retailers’' names in the fashion
industry which contributed to the garment waste such as H&M or the recently facing
bankruptcy Forever 21, where they would change their display within a fortnight.

As of today, there are several sustainable fashion businesses that have emerged
and are gaining popularity in Indonesia, one of the examples is Sejauh Mata
Memandang. It is an Indonesian fashion brand that does not use any leather or fur
products, and they also utilize waste and recycled materials which then are processed
into new materials to create the products (Sejauh Mata Memandang, 2016).

Past research on the field of sustainable fashion was majority focused on the
consumer attitudes and awareness of sustainable fashion, lacking to explore new
apprehension towards this type garment and their association, and expectations with the
sustainable fashion. This study aims to analyze the perceived value that Indonesians
have towards sustainable fashion products and if they are willing to purchase them or
not.

This study will be directed towards millennials who are the followers of
sustainable fashion brand Sejauh Mata Memandang. The reasoning behind this is
because there are some characteristics distinct to the millennials that makes them more
suitable for this study. Firstly, millennials are the one who are most likely to adjust their
habits for the sake of the good of the environment (Nielsen, 2014). Secondly, millenials
are found to have the highest amount of shopping enjoyment and are the least price
conscious in purchasing a fashion product (Moore & Carpenter, 2008). Finally,
Millennials in Indonesia are already shown to be more inclined to spend more for a
product that is sustainable.

A. Sustainable Fashion and Perceived Value

This sustainable fashion concept is aligned with the SDG 13, as the
manifestation of the climate action, SDG 14, as an action to save the life below
water from dangerous chemical substance as partial production of the garment, and
SDG 15, which aim to save the biodiversity and life on land that could potentially
damage by the waste of unused garment.

With the SDGs taken into account and the different intentions the consumers
have, for purchasing sustainable fashion products, we differentiate the subtypes of
sustainable fashion developed by (Orminski, Tandoc Jr, & Detenber, 2021) into two
frameworks which are fashion production and fashion consumption.

To measure the perceived value that Indonesians place on products that are
marketed to adhere to the principles of sustainability, this study conducted the
research according to the perceived value (PERVAL) scale. The PERVAL scale has
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19 items and four dimensions which measures how consumers assess products in
both functional value, emotional value, and social value.

Functional value has two aspects within it, which is price/value and
performance/quality. The former assesses the utility of the product in relation to its
price while the latter assesses the quality and performance of the product. Emotional
value explores the feelings and emotions that a product could generate for its
consumers. Social value is the ability of a product to enhance the consumers’ social
concept. The four dimensions that will be measured with the PERVAL scale are
quality, emotional, price, and social (Sweeney & Soutar, 2001).

B. Indonesian Perceived Value on Sustainable Fashion

Studies explained that in today’s society consumers have shown an increasing
level of ethical concerns in the context of fashion purchase (Niiniméki, 2010). In
Indonesia a study conducted by Nielsen finds that more than six in ten people in
Indonesia (64%) are willing to pay a premium, to purchase products from a
company that has committed to contribute positively towards the environment or the
social issues (Nielsen, 2014).

Another research also suggested that consumers are mostly concerned about
the social and environmental consequences of their buying behavior, especially
when the production is violating the human right of its workers, or creating an
environmental degradation. Responsible production, be it in the form of using
organic material, and eco-friendly treatment in particular has been identified as one
of the most important ethical concerns when making purchase decisions (Shaw &
Tomolillo, 2004); (Freestone & McGoldrick, 2008).

It is also found that Millennials in Indonesia are also willing to pay for
premium products that are believed to have a positive impact on the environment
(Natakoesoemah & Adiarsi, 2020). Despite the progressive level of awareness for a
new form of fashion trend and consumption, especially the eco-friendly fashion
items, there is still a behavior gap among the consumer (Henninger, Burklin, &
Niinimaki, 2019); (McNeill & Venter, 2019); (Park & Lin, 2020). This is due to the
thin line between using sustainable fashion items as an emotional attachment to
fashion and their way of expressing it but, at the same time the narrative of
sustainable fashion businesses to always put communal interest over individual
interest and identities (McNeill & Venter, 2019).

Method

This research seeks to understand how much value Indonesian Millennials place
towards a sustainable fashion product, and to observe whether the placement of
sustainable development principles in the marketing efforts of a fashion brand will
affect the purchase decision of a consumer. Furthermore, this study will learn what are
the Indonesian consumers associations to a sustainable fashion product.

The method used in this research is quantitative research, namely by the survey.
The survey was conducted by distributing questionnaires to predetermined research
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samples. The population of this study were millennials comprising boys and girls aged
18-25 years. The survey was spread through social media platforms, instagram directly
targeted the followers of Sejauh Mata Memandang.

Primary data collection used a questionnaire distributed online during the months
of July-August 2021. The sample selection was carried out using a non-probability
sampling method, and the sampling was determined using purposive sampling. The
number of samples in the study was 100 respondents.

HO: pl = 0, explains that there is no correlation between perceived value and the
millennials attitude towards sustainable fashion products Sejauh Mata Memandang.

HI1: pl # 0, there is correlation between perceived value and the millennials attitude
towards sustainable fashion products Sejauh Mata Memandang.

HO: p2 = 0, perceived value has no influence on the millennials attitude towards
sustainable fashion products Sejauh Mata Memandang.

Results and Discussions

Respondents' profile based on the amount of income explains that from 100
respondents studied, 44 people (44%) are from middle-low profile individuals with 1-5
million incomes per month, 27 of them (27%) are from middle up, comprising 5-10
million income per month. 12 people (12%) are from the income category of 10-15
million income per month, 9 people (9%) from the income category of 15 million
above, and lastly 8 people (8%) from the respondents are from the income category of
below 1 million per month. Respondents' profile based on their fashion spending
explains that the respondents have diverse characteristics when it comes to yearly
fashion spending. 29 people or (29%) of the respondents spent at least IDR 500.000 -
1.000.000 million per year, 26 people (26%) of the respondents spent IDR 2.000.000 -
5.000.000 million per year, 18 people (18%) spent IDR 1.000.000 - 2.000.000 per year,
14 people (14%) of the respondents spent below IDR 500.000, 10 people (10%) of the
respondents spent IDR 5.000.000 - 15.000.000 per year, and lastly 3 people (3%) of
them spent above IDR 15.000.000 per year.

Respondents' profile based on where they purchase their fashion products reveals
that the majority of respondents purchase their fashion products from either online
shops or malls. 49 people (49%) of respondents buy their fashion products at online
shops (toko online) while 45 others (45%) of respondents purchase their fashion
products at shopping centers or malls. Meanwhile, 6 people (6%) of respondents
purchase their fashion products at factory outlets, traditional stores (pasar tradisional),
and have their clothes custom from the tailors (penjahit).
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Table 1
Correlation between Sustainable Fashion Subtypes to Perceived Value
Aspects Items Strongly Disagree Doubtful Agree Strongly
Disagree Agree
Environmental- Familiarity with - 22 - 40 38
Friendly environmental-friendly
Fashion fashion.

1
ol
1

Need for fashion products to 31 64
have a positive impact on the

environment.

Willing to purchase - 6 - 52 42
environmental-friendly
fashion products.

Wears environmental-friendly 3 47 - 38 12
fashion products more often
than regular fashion products.

Organic Believes that fashion products 1 5 - 62 32
Fashion from organic materials are
beneficial to the environment.

Likes organic fashion - 21 - 55 24
products.

Prefers to purchase or wear - 28 - 55 17
organic fashion products.

Recycled Believes that recycled fashion 13 - 49 38
Fashion products have a positive

impact on the environment.

Willing to purchase recycled 25 - 58 17

fashion products.

Prefers to recycle used fashion 30 - 51 19

products rather than discard it.

(BN

Upcycled Believes that upcycling used 18 - 47 34
fashion fashion products is better than

purchasing a new one because

of its impact on the

environment.

Willing to upcycle used 1 28 - 46 25
fashion products.

Likes to purchase upcycled 2 39 - 50 9
fashion products.
Second-hand  Believes that second-hand - 16 - 59 25
fashion fashion businesses have a

positive impact on the
environment.

Likes to purchase and wear - 48 - 39 13
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second-hand fashion products.

Likes to sell used fashion 4 55 - 28 13
items.
Collaborative  Believes that collaborative - 23 - 58 19

Consumption  fashion businesses have a
positive impact on the
environment.

Willing to rent fashion 2 27 - 52 19
products for use in special
events.

Willing to rent fashion items 7 55 - 26 12
to others.

Price Believes that sustainable 2 29 - 49 20
fashion products are
affordable.

Willing to pay more for a 1 26 - 57 16
sustainable fashion product.

Quality Believes that sustainable 1 31 - 50 18
fashion products have a higher
quality.

Believes that sustainable 1 23 - 57 19
fashion products are more
well-made.

Emotional Believes that purchasing or - 30 - 54 16
wearing fashion products will
make them a better person.

Feels satisfied to purchase or 19 - 65 16

wear fashion products.

Believes that by wearing - 42 - 47 11
fashion products others will
see them as a better person.

Social Believes that purchasing or - 55 - 34 11
wearing fashion products will
increase their acceptance in
society.

Purchases fashion productsto 4 56 - 27 13
increase prestige.

Source: Own research

Based on the table above, it can be seen that the responses are mostly positive
across the board, with the exception of the social aspect of the perceived value of
sustainable fashion products which have negative responses. From this data, it can be
inferred that sustainable fashion products have minimal impact on the social aspect.
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Table 2
Descriptive Analysis

N Min Max Mean Std. Deviation

X.1 100 2 5 394 1.127
X.2 100 2 5 454 744
X.3 100 2 5 430 .759
X.4 100 1 5 3.09 1.207
X.5 100 1 5 419 761
X.6 100 2 5 382 1.029
X.7 100 2 5 361 1.072
X.8 100 2 5 412 946
X.9 100 2 5 3.67 1.035
X.10 100 2 5 359 1.111
X11 100 1 5 395 1.077
X.12 100 1 5 3.66 1.165
X.13 100 1 5 325 1.132
X.14 100 2 5 393 .946
X.15 100 2 5 317 1.173
X.16 100 1 5 291 1.232
X.17 100 2 5 373 1.024
X.18 100 1 5 359 1.138
X.19 100 1 5 281 1.245

Valid N (listwise) 100
Source: SPSS data processing

According to the table it is found that on average the lowest indicating answer is
on indicator “Willing to rent fashion items to others” with a value of 2.81, while the
highest indicating answer is on indicator “Feels satisfied to purchase or wear fashion
products” with a value of 4.54.
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Table 3
Descriptive Statistics

N Min Max Mean Std. Deviation

Y.1 100 2 5 330 1.210
Y.2 100 1 5 3.56 1.166
Y.3 100 1 5 361 1.072
Y.4 100 1 5 3.3 1.141
Y.5 100 1 5 370 1.059
Y.6 100 2 5 3.56 1.085
Y.7 100 2 5 3.78 .938
Y.8 100 2 5 327 1.127
Y.9 100 2 5 301 1.159
Y.10 100 1 5 289 1.230

Valid N (listwise) 100
Source: SPSS data processing

According to the table it is found that on average the lowest indicating answer is
on indicator “Purchases fashion products to increase prestige” with a value of 2.89,
while the highest indicating answer is on indicator “Need for fashion products to have a
positive impact on the environment” with a value of 3.78.

Table 4
Simple Regression Analysis

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -.290 T4 -078 936

X 494 052 689 9.408 000

Source: SPSS data processing

According to the table, the resulting corresponding multiple linear regression are as
follows:
A. Perceived Value (Y) =-0,290 + 0,494 Sustainable Fashion Subtype (X) + e
The correspondence above are explained as follows:
1. According to the regression above, a constant of 0,290 is achieved. This means
that if the Sustainable Fashion Subtype (X) variable is assumed to be constant,
then the Perceived Value () variable will generate a value of -0,290
2. The value 0,494 on the variable of Sustainable Fashion Subtype (X) has a
positive value so it can be said that the variable of Sustainable Fashion Subtype
(X) has a positive relationship with the Perceived Value (Y) variable. If there is
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an increase of the Sustainable Fashion Subtype (X) variable by one, it will
increase the Perceived Value () variable by 0,494.
B. Coefficient Determination
The value that is utilized in this research is the Adjusted R Square value, and
the value can be seen in the following table.

Table 5
Model Summary

Std.

Adjusted | Error of
R R the Durbin-
Model R Square | Square | Estimate | Watson

1 689" A75 469 5.906 1.723

Source: SPSS data processing

a. Predictors: (Constant), X
b. Dependent Variable: Y

According to the table it can be assessed that the Adjusted R Square value is
0,469 or 46.9%. This can indicate that the independent variable Sustainable
Fashion Subtype (X) can affect the dependent variable of Perceived Value (Y) as
much as 46.9%, and the remaining 53.1% is affected by a different factor that is not
researched.

C. Linear Regression Hypothesis Test

The t test on this research is utilized to test the validity of the correlation
between the independent variable of Sustainable Fashion Subtype (X) and the
dependent variable Perceived Value (Y). The t test on this research can be seen in
the following table:

Table 6
Coefficients (a) of dependent variable Perceived Value
Standardize
Unstandardized d
Coefficients Coefficients
Maodel B Std. Error Beta t Sig.
1 (Constant) -.200 3.714 -078 Rk
X 494 052 680 0408 000

Source: SPSS data processing

According to the table the hypothesis of the t test on the Sustainable Fashion
Subtype (X) variable are as follows:
e HO: pl = 0, Sustainable Fashion Subtype (X) variable does not have a
significant partial determination on the Perceived Value (Y) variable.
e HI: pl # 0, Sustainable Fashion Subtype (X) variable does have a significant
partial determination on the Perceived Value (Y) variable.
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On the Sustainable Fashion Subtype (X) variable with significance level of
90% (a =0,1). The significance level (P Value) is 0.000 < 0,1. According to that,
then H, is rejected which inferred that the Sustainable Fashion Subtype (X) variable
has On the Sustainable Fashion Subtype (X) variable with a significant influence on
the Perceived Value (YY) variable.

Table 7
Anova Test

Sum of Mean
Model Squares ar Square F Sig.

1 Regression 3087.894 1 3087.89 BE.517 000
4 b
Residual 3418.696 o8 34 885

Total 6506.590 o9

Source: SPSS data processing

According to the table from the F-test in this research we get an F count of
88.517 and a significance value (P value) of 0.000. With a significance level of 90%
(a0 =0,01). The significance value (P value) of 0.000<0.01). According to the
comparison, then HO is rejected and the Sustainable Fashion Subtype (X) variable
has a significant simultaneous effect on the Perceived Value () variable.

Conclusion

The participants indicated that they were motivated to purchase sustainable
fashion products for the following perceived values: prize and affordability, quality,
emotional value, and social value. Overall, quality was found to be positively and
significantly important because it considers the product performance and how well the
product is made. As sustainable fashion products promote slow fashion, the respondents
believe that quality is an essential aspect of ensuring that they don't need to change or
buy new clothes in the long run. It is followed by price, and consumers are willing to
pay more for an added value to this type of product. The respondents also considered
emotional value important as it made them feel better and satisfied for contributing to
the environmental causes. The social value was found to have a low influence on
purchase intention toward sustainable fashion products due to less purpose of making
themselves accepted and fit in the society.
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