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Abstract 
 

Muslim women are huge target market that fashion industry just cannot afford to ignore. As 

fashion evolves, the industry had witnessed an evolution in the way of how Muslim women 

dressed. Donning modern apparel but at the same time still adhering to the strict requirement 

of covering ones ‘aurat’ had created modest apparel segment that could not to be ignored by 

fashion industry players due to the increasing demand from that growing niche market. The 

purpose of this study is to find out the factors that influence Muslim women to purchase 

modest apparel and whether social media has any influence towards their purchase decision. 

Fashion Innovativeness and Opinion Leadership are elements that represent the consumer 

Perceived Value while Fashion Consciousness and Fashion Motivation are elements 

representing the consumer’s Personal Value are the factors that this study is looking at. The 

finding from this study will benefit marketers and industry players to understand more about 

this newly emerging segment and how to attract them. This study was carried out via 

convenience sampling of Muslim women in Kuala Lumpur, Malaysia as Malaysia has more 

than 60 percent Muslim population. Data was analyzed using SPSS version 22 and Smart PLS 

3. Fashion innovativeness was found not to have significant effect towards modest apparel 

purchase intention and social media does not moderate these factors to influence Malaysian 

Muslim women purchase attention at the moment. 

 

Keywords 
 

Modest Fashion, Purchase Intention, Perceived Value, Personal Value, Social Media 

Marketing. 
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Introduction 

 

Modest apparel is becoming an emerging fashion trend and a fast-growing industry in 

many parts of the world. Modest fashion is sometimes addressed as faith-based fashion. 

Islam requires Muslim women to cover parts of their body and to dress modestly when 

they appear in public. This, however, does not make Muslim millennial women to limit 

themselves in the way they dress and still be very fashionable. The development of 

modest fashion as a subsection in the fashion industry and the vast evolution of online 

communication through internet is providing a promising environment for the growth of 

modest fashion industry. 

 

The emerging trend of combining modest fashion with mainstream fashion apparel is 

creating a new platform in fashion business. Thomson Reuter and Dinar Standard (2015) 

projected that Muslim consumers are to spend USD327 billion on clothing by 2020, hence 

making Muslims as the next potential big market of fashion industry. This has made 

modest fashion trend able to catch the attention of big name designers and fashion labels 

where of late, fashion designers such as Versace, Burberry, MNG, DKNY and D&G had 

introduced Ramadhan Collection for the past 3 years. Uniqlo had introduced modest 

fashion line and collaborates with Hana Tajima, a Muslim social media influencer to 

promote it. 

 

Fortune Magazine addresses Muslim women as “the next untapped market” and previous 

study shown that e-retail is making it possible for companies and brands to meet the needs 

of this niche market through social media as the medium to reach the right target audience 

across the global market (Tarlo, 2010). Spreading a new trend, such as the modest fashion 

trend has becoming easier through social media as Facebook, Instagram, Blogs and other 

social network are becoming the platforms for designers to show to public their fashion 

ideas through ‘outfit-of-the-day’ (hashtag OOTD or #OOTD), featuring modest style that 

combines faith with cutting-edge fashion. 

 

To realize the economic value of modest fashion industry, it is crucial to understand the 

values that support the purchase of modest apparel. A person’s self-identity can be 

communicated through fashion and can be the means of telling the society of who they are 

and what is important to them (Nam et al, 2006). It is also important for them to ensure 

that the way they dress up is accepted by a culture or society in which they want to be part 

of (Cash, 1990). Therefore, being fashionable to Muslim women means keeping up with 

the fashion and yet still adhering to the Syariah requirement. 
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Research Problem and Objectives 
 

The trend of modest apparel in Malaysia is a relatively new phenomenon. Although more 

than 50 percent of Malaysian populations are Muslims, the modest apparel industry in 

Malaysia is still relatively small especially in the high fashion segment. Compared to the 

neighboring country, Indonesia, with the largest Muslim community in the world, 

Indonesia is targeting to become The World Centre of Islamic fashion by the year 2020 as 

its national branding (Antaranews.com, 2019). 

 

Malaysia also shows a positive environment for the trend of modest fashion to be widely 

spread through internet especially using social media as marketing platform. An internet 

user survey done by Malaysian Communication and Multimedia Commission, MCMC in 

2018 shows that social engagement topped the internet users’ activities in Malaysia as 

shown in Figure 1. 

 

Due to the current development of modest or faith-based fashion and the economic value 

it carries, it is important for the designers, brands and marketers to understand what it 

takes to meet the consumers’ needs, and how to create those needs, in this case, the 

Muslim women needs to don fashionable and modern yet modest apparel. Therefore, this 

study aims to identify the factors that could influence Muslim women to purchase modest 

fashion apparel from the perspective of how dressing modestly will make these women 

feel about themselves and what does being ‘modestly dressed’ will do to them. This study 

also looking into whether social media plays any role in moderating the behavior. 

 

Source: MCMC 

 
Figure 1 Malaysian Internet Users’ Activity 2018 
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Literature 

 

There were many studies done recently focusing on the elements that related to 

consumerism in the Muslim market such as halal products ranging from food, beverages 

to cosmetics, modest fashion, Islamic banking and financing, halal travel and so much 

more. This was due to the growing Muslim market as indicated by Global Islamic 

Economy Report 2018-19 that in 2017, global spending by Muslims was at USD2.1 

trillion, and it is expected to rise to USD3 trillion in 2023. However, to capture this 

emerging market requires special attention as these consumers’ behavior and values are 

bound by certain requirements outlined by the Syariah law. 

 

Saleem, S. et al (2014) studied the role of innovativeness, customer involvement, and 

social values towards adoption of new fashion apparel and found out that unlike 

involvement and social values, innovativeness has no significant influence towards 

adoption of new fashion apparel among consumers in Pakistan. Hassan, S.H & Harun, H 

(2016) found that dressing style, fashion motive, unique fashion and fashion knowledge 

have positive influence towards fashion consciousness and have significant impact on the 

consumption of Hijab. 

 

Modest Apparel 

 

Modest apparel can be interpreted as a way of dressing that is unpretentious and decent in 

color and style as well as not revealing or emphasizing the figure of the wearer. Islam 

gives clear provision in the Al-Quran as guides for all Muslims women for their choice of 

apparels, such as covering the whole body except face and palms, not showing body 

curves and body silhouette. It is equally important to note that Muslim women has 

varying degrees of knowledge about Al-Quran and other text resources relating to 

injunctions of apparel. A wide range of factors including cultural background, social 

context and individual situations contribute to the degree of Muslim woman 

understanding and applying modest apparel (Tarlo, 2010). 

 

Inspired by Western countries, fashion magazines had influenced Muslim women to look 

great in their outfit at the same time still covering their body according to their religion 

(Latiff & Fatin, 2013). Bloul and Fuller (2016) found out how modest fashion bloggers in 

Australia reconnecting relations between traditional conceptions of Muslim identity and 

Western notions of fashion, as they serve as cultural bridge to mediate between 

populations with varying levels of cultural awareness and knowledge of Islam. 
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Social Media 

 

As social media is growing at an explosive rate, with millions of people all over the world 

generating and sharing content on a scale barely imaginable a few years ago (Latif, 2013, 

(Aisyah & Binark, n.d.)) has made social media to become the new tool for marketing 

communication, replacing the conventional word of mouth strategy (Mahera, 2013, 

(Aisyah & Binark, n.d.)). Miller, R. & Lammas, N. (2010) indicate that social network 

enables people to share their interest, opinion and lifestyle through their own voice and 

becoming active members of brand communities. 

 

Besides information sharing, Sukoco and Wu (2010) identify two motives customers join 

a virtual brand community; as self-related motivation which refers to experiencing 

enjoyment of getting knowledge about a brand or trend and maintaining self-esteem and 

the second motive is for social-related motivation which refers to having some affiliation 

with other members and acquiring social status to maintain self-esteem. 

 

Theoretical Framework 

 

In order to understand how Muslim women decide to purchase modern, faith-based 

apparel, it is crucial to understand the values that will influent their purchase decision. 

Two underpinning theories will be used as the basis for this study: Theory of Planned 

Behavior, TPB and Schwartz Theory of Basic Human Values. 

 

i. Theory of Planned Behavior (TPB) 

 

This study will adopt TPB by Ajzen, 2006, as the underpinning theory to investigate 

influence of consumer perceived value. TPB stated that every consumers’ decision based 

on some reasons which can be predicted by attitude, subjective norm, and perceived 

behavioral control (Ajzen 2006, Bray, J. 2008). Consumer perceived value has been 

examined as the antecedent of consumers’ behavioral intention to purchase a product or 

use a certain service in previous research (e.g., Sweeny & Soutar, 2001; Parasuraman & 

Grewal 2000). 

 

ii. Schwartz Theory of Basic Human Values 

 

The role of personal values in consumer purchase decision has been explored in many 

consumer-based research and this study is using Schwartz Theory of Basic Value 

(Schwartz, 1992, 2006). This theory outlined 10 values which are power, achievement, 

hedonism, stimulation, self-direction, security, conformity, tradition, universalism, and 

benevolence and are divided into four clusters of self-enhancement, openness to change, 
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conservation and self-transcendence. Values that influence personal focus regulate how 

one expresses personal interest and characteristics, where values serve as internalized 

guides for individuals. Values that influence social focus regulates how ones relates 

socially to others and affects their interests. Values are used to define behaviors as 

socially appropriate. 

 

Hypothesis Development 

 

Perceived Value and Purchase Intention 

 

Zeithmal, 1988 defined consumer perceived value as the consumers’ overall assessment 

of the utility of a product or service based on the perception of what is received and what 

is given. It is about the consumers’ belief of the consequences of donning modest apparel 

will lead to the behavior purchasing such fashion items, therefore, for this study, two 

dimensions of Perceived Values are chosen: Fashion Innovativeness and Opinion 

Leadership. 

 

i. Fashion Innovativeness 

 

The fashion innovativeness as a dimension in perceived value in the context of this study 

is the consumers’ intention to adopt a new fashion (Goldsmith and Hofacker, 1991). 

According to Park and Jun (2003), fashion innovativeness plays important role in new 

fashion adoption process, hence helps to increase shopping behavior for new fashion 

products. Innovative consumers will be positively influenced by the adoption intention 

and will feel the pleasure when buying a new product compared to less innovative 

consumers (Workman & Cho, 2013). 

 

H1: There is a significant influence of fashion innovativeness towards consumer purchase 

decision of modest apparel. 

 

ii. Opinion Leadership 

 

When a new innovative fashion is introduced, it needs to be diffused into the market to be 

accepted by consumers. Therefore, a fashion market needs a change agent among the 

consumers who will adopt the new fashion first and then communicate it to other 

consumers who are the fashion followers (Workman & Kidd, 2000). Fashion change 

agent are also known as fashion opinion leaders and are known as key persons to spread 

new fashion they adopt. According to King, Ring and Tigret (1979), opinion leaders will 

keep themselves up to date with the latest fashion and are involve with the fashion trends. 

They also have great influence towards fashion followers purchase decision. According to 
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Belleau et al (2001), fashion leaders are more involve in shopping behavior as they are 

less socially conscious and less risk averse as they need to be the first to use new fashion. 

 

H2: There is a significant influence of opinion leadership towards consumer purchase 

decision of modest apparel. 

 

Personal Value and Purchase Intention 

 

Personal characteristics like age, occupation, economic conditions, lifestyle, personality 

and self-concept have influence on the buying behavior of consumers (Rani, 2014). 

Therefore, two dimensions of Personal Value; Fashion Consciousness and Fashion 

Motivation have been chosen to test their relationships with the customer decision making 

in purchasing modest fashion apparels. 

 

i. Fashion Consciousness 

 

Fashion consciousness describes a person’s awareness to fashion and the ability to pick, 

dress similarly or imitate, and be responsive to fashion (Milewski, 2005). Hence, in 

purchasing modest fashion apparels, the same concept applies. Therefore, fashion 

consciousness is chosen as a dimension to be tested in ascertaining the purchase decision 

making on modest fashion apparels as it seems to have influence on the intention to 

purchase of modest fashion apparels. 

 

H3: There is a significant influence of fashion consciousness towards consumer purchase 

decision of modest apparel. 

 

ii. Fashion Motivation 
 

Motivation is action or behaviour that are related to psychological process a person has 

that drives or direct a person towards achieving the goal or not. Motivation includes 

strongly connected beliefs, perceptions, values, interests, and actions (Lai, 2011). In terms 

of this study, the motive of a Muslim woman wearing modest apparel is believed to have 

influence on the purchase decision of modest fashion apparels. 

 

H4: There is a significant influence of fashion motivation towards consumer purchase 

decision of modest apparel. 

 

Social Media 
 

The dramatic evolution of online communication has changed the buying mode and 

shopping appetite among consumers. Balakrishnan, B. et al (2014) indicates that online 
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communities have significant impact towards consumer purchase intention as social 

media is providing platforms for these virtual communities to share and exchange ideas. 

 

H5: Social media moderates perceived value and personal value towards customer 

purchase intention of modest apparel. 

 

Hence, this study will investigate the influence of Perceived Values and Personal Values 

of Muslim women towards their purchase decision and does social media moderate these 

values. 

 

 
Figure 2 Proposed conceptual model 

 

Methodology 

 

This research used descriptive survey designed to measure the influence of perceived 

value and personal value towards purchase intention of modest apparel with social media 

as the mediator. The instrument is developed through modification of items from previous 

studies such as construct for purchase intention and personal values from Hassan and 

Harun (2016), construct for perceived values were adapted from Park et al. (2007), Flynn 

et al. (1996) and Goldsmith and Clark (2008) and construct for social media were adapted 

from Agag and El Masry (2016). 

 

This research used convenience sampling through purposive sampling technique as the 

respondents are expected to have same set of characteristics and perceptions towards the 
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phenomenon. Questionnaires were constructed using Google Form and were distributed 

via email, WhatsApp and Facebook messenger to the targeted groups and individuals. 

Females individuals were targeted in the age range of 20 to 40 years old and were 

identified as those interested at and are wearing modest apparel through their participation 

as members in selected WhatsApp group and Facebook page related to modest fashion. 

170 questionnaires were sent and 161were usable for data analysis. 

 

The Statistical Package for Social Sciences, SPSS (Version 22) was used to run 

descriptive analysis and Smart PLS 3 is used to run hypothesis analysis. 

 

Data Analysis 

 

Demographic profile of the 161 usable respondents is shown in Table 1 below. Majority 

of the respondents are from the age group of 31 years old and above consist of 60 percent 

of total respondents of the study. 

 

Table 1 Demographic Profile Analysis 

Demographic Profile Frequency Percentage (%) 

Age   

20-25 years 28 17.39 

26-30 years 36 22.36 

31-35 years 56 34.78 

36-40 years 41 25.47 

Total 161 100 

Education or Qualification   

Secondary School 4 2.48 

Diploma / Certificate 41 25.47 

Bachelor 89 55.28 

Master & above 27 16.77 

Total 161 100 

Annual Household Income   

RM 0 – RM12000 89 55.28 

RM12001 – RM24000 9 5.59 

RM24001 – RM36000 14 8.7 

RM36001 – RM48000 7 4.35 

RM48001 – RM60000 14 8.7 

RM60001 and above 28 17.39 

Total 161 100 
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Reliability Analysis 

 

Table 2 Reliability of Construct 

Items Loadings Cronbach Alpha CR AVE VIF 

Fashion Conscinouness  0.877 0.917 0.735  

FC01 Newest Style 0.892    4.092 

FC02 Wardobe update 0.910    4.539 

FC03 Important Fash Attractive 0.873    2.291 

FC04 Diff Shop Brand 0.744    1.521 

Fashion Innovativeness  0.792 0.878 0.706  

FI03 Know Designer 0.811    1.55 

FI04 Buy New Fashion 0.887    1.985 

FI05 Buy Unseen Fashion 0.821    1.693 

Fashion Motivation  0.859 0.90 0.646  

FM01 Personality 0.867    3.029 

FM02 Early Socialize 0.847    2.993 

FM03 Change Seasonally 0.641    1.336 

FM04 Suitable Special Occassn 0.766    1.896 

FM05 Comfortable 0.872    2.728 

Opinion Leadership  0.940 0.955 0.808  

OL01 Pursuade ppl buy clothes 0.873    2.782 

OL02 Advise choose fashion 0.871    3.125 

OL03 Pick based on advise 0.927    4.707 

OL04 Count on fashion opinion 0.895    3.442 

OL05 Influence ppl fashion 0.927    4.49 

Purchase Intention  0.899 0.926 0.717  

PI01 Trendy 0.868    2.821 

PI02 Interested trendy modest fashion 0.916    4.133 

PI03 New Modest Fashion 0.883    2.959 

PI04 Valuable Fashion Appeal 0.861    2.605 

PI05 Similar Friends 0.689    1.505 

 

Table 2 above shows the Cronbach Alpha for each variable is >0.7. The recommended 

value of the Cronbach Alpha for the measurement should be >0.7 to be considered as 

reliable (Nunally, 1978). Hence, all variable above are considered reliable. 

 

The measurement model was evaluated by running the reliability test on the construct 

which are construct reliability, average variance extracted analysis (AVE), discriminant 

validity. Multicollinearity problem were tested using VIF. 

 

Table 2 listed the entire construct measurement, the loading score for convergent validity 

must be more than 0.5 in order to determine the validity and acceptability of the data. All 
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items in each construct show the score of more than 0.5. Therefore, all the items are 

considered valid and acceptable for the model and meets the requirement of convergent 

validity test. From this, it is recommended that all measurement contributes to its 

individual construct. 

 

The composite reliability (CR) of the construct ranged from 0.878 to 0.915. This represent 

that the threshold of 0.7 for internal consistency reliability are met. Therefore, the result 

indicates that the items used in the measurement model to represent the construct have a 

satisfactory internal consistency reliability. 

 

Hypothesis Testing 

 

In order to assess the structural model (inner model), Ringle et al. suggested that Pearson 

Coefficients (R2) be evaluated first. According to Cohen, Ringle et al 2014, R2 score of 

2% is considered as having small effect, R2 =13% is medium effect and R2=26% has 

large effect on the structure model. 

 

In this structure model, R2 value of Purchase intention is 0.614 as stated in Table 3 below. 

This means, the variance of the endogenous variable which is explained by structural 

model is largely affected by Purchase Intention (61.4%) far greater than the suggested 

having substantial effect score suggested that is 26%. Next, as most of the time is related 

to correlations and linear regression, the significance of the construct should be evaluated. 

P value < 0.05 is considered significant and the t value should be > 1.96 in order to be 

considered significant. From Figure 4.6, it is clearly stated that there are significant 

relationships between purchase intention with Opinion Leadership (H1), Fashion 

Consciousness (H2) and Fashion Motivation (H3). Respectively, Opinion leadership 

scored 2.047 T Value, Fashion Consciousness scored 3.610 T Value and the highest score 

for T-Value is Fashion Motivation against Purchase Intention. Fashion innovativeness 

scored 1.388 which shows it has an insignificant relationship towards purchase intention 

of Modest Apparel Fashion. P value shows that there is significant relationship between 

fashion consciousness (H3), fashion motivation (H4) and opinion leadership (H2) with 

purchase intention. Those 3 dimensions has p value <0.05. Fashion innovativeness (H1) 

has insignificant relationship with purchase intention of modest apparel. 

 

Beta shows that the largest predictor (0.362) for the purchase intention, followed by 

Fashion consciousness (0.331), Opinion leadership (0.172) and finally Fashion 

innovativeness (0.113). H1, H2, H3 and H4 has a positive lower limit (LL) and upper 

limit (UL) shows that all the 4 dimensions are significant. 
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Table 3 Hypothesis Testing 

Path B SE T P R2 F2 Q2 Decision 

Fashion Innovativeness→ 

Purchase Intention (H1) 
0.113 0.08 1.41 0.159 0.614 0.015 0.382 

Not 

Supported 

Opinion Leadership→ 

Purchase Intention (H2) 
0.172 0.085 2.03 0.042  0.028  Supported 

Conciousness → Purchase 

Intention (H3) 
0.331 0.09 3.68 0.000  0.082  Supported 

Fashion Motivation → 

Purchase Intention 
0.362 0.064 5.65 0.000  0.261  Supported 

 

Moderation Model 

 

According to (Baron & Kenny, 1986) moderator is the variable that will affect the 

direction or strength of the relationship of independent variable and a dependent variable. 

It acts as amplifier or reducer effect to the said variables. In this model, social media is 

tested as the moderator between independent variables that is Fashion Innovativeness, 

Opinion Leadership, Fashion Consciousness and Fashion Motivation to Purchase 

intention of modest apparel. The following diagrams represent test of social media as 

moderator between each independent variables and purchase intention of modest apparel. 

 

Table 4 Model Testing of Social Media Moderation 

Path B SE t-value P-value Decision 

SS*FI → Purchase Intention -0.041 0.043 0.954 0.34 Not Supported 

SS*OL → Purchase Intention 0.004 0.054 0.076 0.939 Not Supported 

SS*FC → Purchase Intention 0.051 0.051 1.014 0.311 Not Supported 

SS*FM → Purchase Intention 0.017 0.038 0.435 0.663 Not Supported 

 

The T Values in Table 4 shows an outcome of 0.954 which indicates that the relationship 

is insignificant. Hence, social media is not a moderator of fashion innovativeness and 

purchase intention of modest apparel. This is supported by P values outcome of 0.34 

which is greater than 0.05. This shows the relationship is insignificant. 

 

Discussion 

 

The study shows that both dimensions of personal values; fashion consciousness (FC) and 

fashion motivation (FM), have significant influence towards purchase intention of modest 

apparel. On the other hand, for perceive value dimensions; opinion leadership (OL) has 

significant relationships with purchase intention but fashion innovativeness (FI) does not 

have significant relationship with purchase intention. It also reveals from this study that 

social media does not moderate these values to enhance purchase intention of modest 

apparel. 
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Fashion Consciousness (FC) is the drive to conform with how others dress and to be 

acknowledge in the social circle. For a practising Muslim woman living in a Muslim 

society, wearing sexy and revealing apparel will not be acceptable by the community. 

Wearing clothing which covers the ‘aurat’ and being modest defines Muslim women in 

the society, thus, to be conformed and to be acknowledged in the society, a Muslim 

woman must dress modestly. Hence, fashion consciousness does have significant 

relationship with purchase intention of modest fashion. 

 

Fashion Motivation (FM) is the motive for someone to dress in a certain way to fulfil the 

personal value of that person, for example wearing a pair of pants for easier mobility. The 

motive for a Muslim woman to dress modestly would be for example to look modest and 

to adhere to the Islamic requirement. This will influence the consumer’s purchase 

intention of modest apparel. 

 

Opinion leadership (OL) is a dimension in the perceived value which has significant 

influence towards purchase intension. Being an OL for modest apparel is becoming the 

change agent to influence others who are the followers to dress modestly as well. It is 

important for a change agent to be aware of any new look or fashion trend in the market, 

thus being a change agent will influence purchase intention. 

 

Fashion innovativeness (FI) is a dimension in perceived value. FI is about being 

innovative and bold enough to either try a new item in the market or innovative to adopt a 

new way to dress up. The recent trend in modest apparel market, has seen many 

innovations done by Muslim women in the way they dress. For example, the continuous 

new ideas of wearing hijab or the recent trend of wearing knee high skirts with long pants. 

This study however, had found that FI does not have significant influence towards 

purchase intention of modest apparel. This can be discussed through two different angles. 

First, this study may not be accurate due to normally, fashion innovators will have higher 

purchasing habit compared to non-innovators, and fashion innovators are normally the 

younger generation. The respondents for this study are majority from middle age segment 

of 31 to 40 years old (60%). Secondly, this study maybe correct due to the dependent 

variable of this study is purchase intention of ‘modest fashion’. For a Fashion Innovator, 

they may turn a non-modest dress to become a modest dress, such as wearing a skirt 

(exposing aurat) with pants. 

 

The moderation model shows that social media does not moderate all the dimensions 

towards purchase intention. This may again due to inaccurate demography of respondents 
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used for this study as it skewed to the right which majority is the middle age customers 

who are not into social media as much as the younger generations. 

 

From the demographic analysis there are factors that contributes to the purchase of 

modest apparel online. The top 3 factors that influence the purchase of modest apparel 

online are price (72.7%), design of apparel (70.8%) and promotion (68.9%). Price being 

the biggest factor is supported by most of the respondents’ annual income fall under the 

bracket RM0 to RM12,000 (55.8% of total respondents). Therefore, they are more price 

conscious. Design of apparel is the next main drive for purchase of modest apparel. Since 

this what the consumers are looking for, producers of modest apparel must really study 

what fashion design consumers are looking for being from perspective of personal values 

as well as perceived values. 

 

Limitation of Study 

 

In this study, the age range chosen to answer the instrument is 20 to 40 years old. 

According to study done by Statista in 2018, the main age group of online shoppers are 

those aged 20 to 29 years old which contribute to 44.5% of the study population. Online 

shoppers ages 30 to 39 years old contribute 28.2% of their study population. However, in 

our study on modest apparel fashion the major respondents are those aged 30 to 40 years 

old which represents 60% of the study population. Only 40% represents those aged 20 to 

29 years old. This may be the reason why the study shows that social media is not a 

moderator to the purchase intention and fashion innovativeness has insignificant 

relationship with purchase intention. 

 

Recommendation for Future Research 

 

For future research it would be interesting if a study on what actually drive consumers to 

purchase modest apparel via social media. The age range of the samples should be 

specified to the millennials. The outcome of the result may vary from this research which 

may help the social media modest apparel trader’s decision in offering the customers of 

the modest apparel that is saleable in social media. 
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