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Abstract  The increasingly severe environmental problems such as resource depletion and ecological 
damage, and consumers' concern for sustainable fashion, make the fashion industry chain develop 
towards green energy saving. The purpose of this study is to explore the attitude and consumption 
psychology of specific groups towards sustainable fashion consumption, as well as their specific views
and attitudes towards recycled textiles or fabrics for re-manufacturing clothing. This paper attempts to
understand how the characteristics of recycled clothing affect consumer. Based on the review of 
relevant literature, a series of determinants affecting consumer behavior is determined, and the 
characteristics of recycled products, such as expression value and social value, are determined. An 
online questionnaire was designed based on this conceptual framework, and 226 valid, complete 
answers were received. The results show that the emphasis on social value and environmental 
protection consciousness can effectively affect consumers' decision-making. These findings were helpful
to the research of whole green environmental protection and ecological clothing recycling industry 
system, promote the sustainable development of the clothing industry.

Key Words : sustainable fashion, recycled clothes, consumer behavior, sustainable design, green 
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요  약  자원 고갈, 생태 파괴 등 날로 심각해지는 환경문제와 지속가능한 패션에 대한 소비자들의 관심은 패션 산업 사슬
을 녹색 에너지 절약 방향으로 발전하게 하였다. 본 연구는 특정 집단의 지속가능한 패션 소비에 대한 태도와 심리를 탐
구하고 재생 방직품 또는 재제조 의류 원단에 대한 그들의 구체적 인식과 태도를 탐구하는데 취지를 두었다. 본문은 구제
 의류의 특성이 소비자에 미치는 영향에 대해 알아보았다. 관련 문헌자료를 찾아본 기초에서 소비자에 영향을 주는 일련
의 결정적 요소와 재생품의 표현 가치, 사회적 가치 등 특징을 확정했다. 이 이론적 배경에 근거해 온라인 설문조사를 설
계했으며 총 226개의 유효 응답을 받았다. 조사 결과에 따르면 사회적 가치와 환경보호에 대한 중시가 소비자의 결정에 
영향을 미치는 것으로 나타났다. 이상 연구 결과는 전체 녹색 환경보호와 생태 의류 회수 산업 체계의 연구에 도움이 되
며 의류 산업의 지속가능한 발전을 추진한다.

주제어 : 지속 가능한 패션, 재활용 의류, 소비자 행동, 지속 가능한 디자인, 그린 구매 의도 
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1. Introduction

Increased energy consumption and environmental 
pollution are two of the most critical challenges 
in the 21st century. One way to overcome these 
challenges is to increase recycled materials and 
adopt environmentally friendly manufacturing 
methods. Over-consumption of clothing has led 
to a dramatic increase in the number of textile 
wastes. The state of the economy and consumer 
behavior is the leading cause of the textile waste 
issue[1]. Textile consumption has significantly 
increased, which in turn encompasses about 5% 
of landfills. Pollution caused by the clothing 
industry has become the second-largest pollution 
source, following the oil industry, posing a 
significant threat to the global environment. 
Clothing production has led to higher processing 
problems, resulting in huge waste, which also 
exacerbated the scarcity of natural resources. 
The clothing industry has become the 
second-largest pollution industry in the world. 
One of the important reasons behind this is that 
no one wants to use the waste fashion materials. 
Once used, 75% of the clothing materials will not 
be reused or recycled[2]. In addition to 
environmental issues, it may also pose potential 
risks to social, moral， and health factors. 
Sustainable fashion is increasingly concerned， 
and the fashion industry is accepting changes, 
although it is inevitable[3]. Therefore, building a 
green fashion industry and adhere to sustainable 
development are advocated and respected. At the 
same time, many brands have been looking for 
more effective ways to recycle waste textiles or 
clothing. Many fast fashion brands also provide 
many related recycling projects and put forward 
some recycling schemes[4]. The formation of a 
green circular economy needs balanced 
development and coordination in many aspects. 
In the clothing industry, recycling and reusing 
waste materials as much as possible, such as 
recyclable clothing, fabrics, and textiles, for 

secondary design or treatment, may be a 
relatively simple and effective way to achieve 
sustainable development[5]. 

Utilizing a circular economy model is of 
utmost importance in ensuring sustainability and 
reducing environmental impacts in the textile 
and apparel sector. Recycling textile waste is a 
requirement for the implementation of a circular 
model[6]. Many solutions and measures have 
been put forward, such as ‘zero waste’ clothing 
design, organic fabric design, waste textile 
recycling, and textile recycling. The third stage 
of the waste disposal method is to design for 
reuse and realization of ‘zero waste’. ‘Zero waste’ 
means waste reduction, reusing products, and 
recycling resources[7]. The recycling system is a 
sign of sustainable environmental protection, 
such as the improvement of urban recycling 
system, designers' exploration of secondary 
design methods, the development of recycling 
artificial intelligence technology, the research of 
new materials.

Researchers tend to focused on sustainable 
materials, and sustainable development or designer 
should also consider how fashion products have 
been manufacturing or consuming[8]. Logically 
speaking, there are three units involved in the 
recycling of clothing products: the supplier 
(brand side), the demander (consumer), and the 
regulator (government and industrial 
organization). As one of the most important 
links, consumers' cognition and attitude towards 
the sustainable development of green fashion, 
such as the recycling and reuse of clothing, are 
few. In addition to the indispensable role of the 
supplier, consumer-related factors, such as lack 
of consumer awareness, inappropriate retail 
environment, and social norms, are crucial for 
green consumption. Consumers' adoption of 
environmental fashion products depends on 
consumers' educational understanding of 
reducing waste and environmental impact. So it 
is essential to understand how consumers' moral 
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values are shaped by different factors and 
provide informative guidelines for developing 
recycled clothing products[9]. This study focuses 
on consumers' perspectives and aims to outline a 
clear and up-to-date picture of how consumers 
make decisions under different degrees of 
consciousness, such as the factors that affect 
consumers' decision-making. This paper reviews 
the relevant literature to establish a unified 
conceptual framework to analyze the components 
and aspects of attitudes towards recycled 
clothing. On the other hand, we this study 
carefully designed a structured questionnaire to 
understand consumers' choices and behaviors. 
For example, whether environmental protection 
and resource recycling awareness will change 
with variables or related to the price, gender, 
and education level of recycled clothing 
products.

2. Literature Review

2.1 Recycling and reuse of waste clothing 
    and textile

Clothing waste mainly comes from three 
aspects. Textile waste refers to the industrial 
waste generated in the supply chain of clothing 
and textile product design, supply, production, 
distribution, and sales. It also includes the use of 
waste generated by consumers, and the process 
of buying, damaging, wearing, and discarding 
fashion and textiles. Specifically, the generation 
of textile waste divides into the following three 
stages. The first is the production of textile waste 
in factories; Second, the damaged, defective, or 
unsold clothing products in sales. Third, 
post-consumer textile waste can be defined as 
clothing and textiles that consumers no longer 
want to use after purchase[10]. These clothing 
and garments may be worn out, damaged, 
outdated, or no longer favored by consumers for 
various reasons. Given the exponential growth of 

garment waste, researchers, manufacturers, and 
consumers pay more and more attention to the 
management and disposal of textile waste. For 
example, the recycling system and sustainable 
development of the clothing industry are 
proposing. First of all, a green recycling system 
symbolizes sustainable environmental protection, 
such as improving the urban recycling system, 
designers' exploration of the secondary design 
method, recycling artificial intelligence technology, 
or researching new materials. "Circular fashion"[11] 
is a relatively new concept that combines 
circular economy and sustainable fashion. A 
circular economy is not a linear economy based 
on the production model of "take manufacture 
disposal." Still, a closed-loop economy minimizes 
environmental pollution by recycling waste and 
reducing resource consumption [12]. Both 
"circular fashion" and sustainable fashion design 
belong to the category of "slow fashion." They 
are products after a long period of "treatment." 
In other words, they refer to a kind of 
regeneration system, which considers resource 
efficiency, non-toxicity, biodegradability, life 
span, and recyclability from the design of 
clothing products to the treatment of clothing 
products. Their mission is not to cause social 
and economic losses or environmental damage. 

2.2 Commodity characteristics and value of 
    recycled clothes

In the scope of this paper, recycled clothing 
always appears as the definition of a commodity. 
Therefore, it must conform to the definition and 
related attributes of a commodity in economic 
activities. Customer demand determines product 
value. Customer needs determine product value. 
In analyzing product value, we should pay 
attention to different requirements of customers 
for products in different periods of economic 
development. The factors that constitute product 
value and the relative importance of various 
elements will also be different. For example, in a 
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time of economic depression, due to the 
long-term shortage of products, people regard 
obtaining products as more important than the 
characteristics of products; Therefore, in today's 
increasingly rich market commodities and the 
general improvement of people's living 
standards, customers tend to pay more attention 
to the characteristic quality of products, such as 
complete functions, high quality, novel style and 
so on. As citizens become more and more 
affluent, many consumers' purchase choices are 
no longer limited to the functionality and cost 
performance of products, no longer focus on 
materialism or practicality of products, but also 
look for products based on altruism of products, 
especially in the aesthetic value and ecological 
value of products [13,14]. The production and 
use of clothing are related to severe 
environmental problems. Unlike other products, 
clothing products have an ecological impact and 
involve many other aspects of sustainable 
development. The consumption of recycled clothing 
is of great significance for environmental 
protection and sustainable development.

2.3 consumers' environmental awareness 
    and green consumption view

As mentioned earlier, unlike other clothing 
products, as a commodity, the essential value 
of recycled clothes is reflected in the ecological 
value and social value. Consumers' environmental 
awareness and green consumption view play a 
decisive role. Their essential attitude towards 
social and ecological problems and their 
understanding of clothing-related problems may 
affect their consumption and use. Consumers' 
environmental awareness and green consumption 
views are often related to social and cultural 
background, personal social responsibility, 
government and enterprise guidance. There are 
many types of research on the influencing 
factors of green consumption behavior from 
three aspects of attitude, perception, and sense 

of responsibility. There is also a lot of research 
literature from the attitude, perception, and 
sense of responsibility, and other psychological 
factors to explore the impact of green 
consumption behavior [15]. From the perspective 
of psychology, human needs arrange by potential 
forces. In other words, the emergence of a 
person's needs usually depends on the prior 
satisfaction of another potential need [16]. When 
it meets the needs of the essential functions of 
clothing, consumers will turn to a higher level of 
demand. Wealthy individuals no longer focus on 
basic needs or survival, so they have more 
opportunities and freedom to look for the added 
value of products, such as sustainable or 
recyclable products [17]. Partial research shows 
that consumers' green consumption concept is 
related to age, gender, income level, education 
level, and other factors, such as teenagers, women 
and high-income groups' green consumption 
behavior tendency is more apparent [18,19].

3. Methodology

This paper has reviewed the references and 
has combined a self-administered online 
questionnaire. In the survey, offline interviews 
conduct for the participants who were willing to 
describe more. The self-administered online 
questionnaire fills involuntarily online, and the 
authority is open. The final participants in the 
questionnaire are from China and South 
Korea. The whole questionnaire divides into 
three parts. The first part of the questionnaire 
revolves around the basic information of the 
participants, involving the gender, age, and 
education level of the participants, which is also 
the first statistical object to be considered when 
studying consumer decision-making. 

The second part focuses on the participants' 
basic and original understanding and views on 
recycled clothing. As a premise, the 
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questionnaire explained to the participants the 
setting of hypothetical product objects. They are 
products A: Clothing made from recycled waste 
fabrics and textiles through cleaning and other 
processes; Product B: Garments made of 
non-recyclable fabrics. The first c question is as 
following: "now you are ready to buy a certain 
garment. When you know that its material 
sources are different (appearance, texture, and 
price are entirely the same), you will choose A or 
B?”. In the specific question setting, several 
factors and assumptions are adjusted, such as 
product price, the meaning of environmental 
awareness， to explore the choice of participants 
and the impact on the final research data. 
Specific questions include some assumptions, 
such as asking participants whether they will 
change their choices after adjusting the 
percentage of product price. In the part of the 
literature review, as mentioned that, consumers' 
environmental awareness and social responsibility 
may be related to their relevant background, 
which will also affect consumers' attitudes towards 
recycled clothing. Then, the questionnaire 
further emphasizes that "A "may be more 
conducive to environmental protection, in line 
with sustainable economic development, while 
"B" may aggravate industrial pollution, excess 
clothing production will cause more serious 
environmental problems, to get answers from 
participants.

The third part of the questionnaire sets up 
questions about comprehensive factors, like 
consumers' attitudes towards environmental and 
ecological protection or price modifications. In 
order to verify the relationship between the 
participants' background and their environmental 
awareness and social responsibility, and whether 
the correct concept of green consumption can 
affect consumers' attitude towards recycled 
clothing, and how the characteristics and 
characteristics of recycled clothing affect 
consumers' behavior, we conducted single item 

analysis and cross analysis on the data obtained 
from the questionnaire.

4. Results

A sum of 226 valid questionnaires has been 
collected in the analysis. All the participants 
completed all the questions in the questionnaire 
without omission. Though the first part of the 
questionnaire, which is about the essential 
background of participants, we know that among 
the participants as shown in Table 1: 120 were 
female, accounting for 53.10%; 106 were male, 
accounting for 46.90%. The number of men and 
women participating in the survey was similar 
and balanced. 67 people under 25 years old, 
accounting for 29.65%; 69 people aged 26-35, 
accounting for 30.53%; 18 people aged 36-45, 
accounting for 7.96%; Over 45 years old 72, 
accounting for 31.86%. 53 (23.45%) graduated 
from high school / technical secondary school or 
below; 38 (16.81%) had a higher-vocational- 
college degree; 98 (43.36%) had undergraduate 
(Bachelor) education; 37 people with master's 
degree or above, accounting for 16.37.

After explaining product A (clothing made of 
recycled waste fabrics and textiles) and product 
B (clothing not made of recycled waste fabrics 
and textiles)to participants, participants made 
the first round of choices, as shown in Table 1. A 
total of 125 people (55.31%) chose A and 101 
(44.69%) chose B. It can be seen that most 
participants are more inclined to 
environment-friendly clothing products without 
any other factors. The environmental protection 
and social welfare of product materials will also 
significantly affect consumers' decision-making. 
Consumers begin to pay attention to or support 
green producers and manufacturers. They are 
not affected by the price or other factors and are 
even willing to spend more money on green 
goods. The results of a survey with Cohn & Wolfe 
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have been [20], more than 60 percent of 
consumers want to buy from companies 
responsible for the environment, and more than 
30 percent plan to spend more on green 
products, the survey said.

From the table 1, it can be found that more 
than 50% of participants over the age of 45 
choose option B. From the proportion of the 
"age" group, it can be seen that the proportion of 
B selection (37.31%, 40.58%, 50% and 54.17%) 
increases with age, and it can be concluded that 
young people are more likely to buy clothes 
made from recycled materials than older people. 

Total N=226 N/Percent (%) A recycled
(N=125/55.31%)

B not recycled
(N=101/44.69%)

Gender female 120 53.10 65/54.17 55/45.83

male 106 46.90 60/56.60 46/43.40

Age 25 or under 67 29.65 42/62.69 25/37.31

26-35 69 30.53 41/59.42 28/40.58

36--45 18 7.96 9/50 9/50

45 or above 72 31.86 33/45.83 39/54.17

Level of 
Education
High school or 
below

53 23.45 26/49.06 27/50.94

Higher Vocational
College 38 16.81 19/50.00 19/50.00

Undergraduate 
(bachelor) 98 43.36 54/55.10 44/44.8

Graduate 
(master & PhD) 37 16.37 26/70.27 11/29.73

Table 1. Demographic profile of participants.

The proportion of women who choose a is 
54.17%, and that of men is 56.60%. There is little 
difference between men and women in the 
choice of recycled clothing. 

From the perspective of education level, 26 
graduate students chose A, accounting for 70.27%, 
while the other three groups were "undergraduate 
(Bachelor)" 55.1% 、 "Higher Vocational College" 
50%、and "high school or below" 49.06%. The data 
can support the point that consumers with 
higher education are more likely to purchase 
clothes made from recycled materials. 

The next survey mainly focuses on the balance 

and exploration of comprehensive factors. One 
of the crucial factors is environmental protection 
and ecological problems, which also involves the 
attitude and ideas of the participants when 
environmental problems are involved in clothing 
products. Combined with offline interviews, we 
summarize the ideas and awareness into four 
levels. A: A suitable living environment is 
essential, willing to protect the environment and 
resolutely eliminate harmful clothing products, 
unconditional support for environmental protection, 
and public welfare projects. B:  Will consider 
environmental protection and ecological issues, 
tend to purchase environment-friendly clothing 
products, and will feel proud and happy because 
of the actions. C: There is a certain distance 
between environmental pollution and real life. In 
clothing consumption, this aspect is rarely being 
considered. D: Only consider the aesthetic and 
cost performance of clothing, do not care 
whether it will damage the environment, always 
choose "new" clothing. The degree of 
environmental friendliness decreases from A to 
D. The total number shows: A.45(19.91%); 
B.140(61.95%);C. 23(10.18%); D.18(7.96%). Based 
on the total number, the relevant data are 
obtained through cross-analysis, shows in the 
following Figures.

Fig. 1.  The display of different gender at four levels

As can be seen from Fig. 1, the results are 
close to the average in different genders. It can 
conclude that there is no significant difference in 
attitude and consciousness between the two 
genders.
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Fig. 2.  The display of different ages at four levels

As can be seen from Fig. 2, among the groups 
over 45 years old, up to 40.28% of the 
participants hold idea A, the proportion of 
participants holding C (5.56%) / D (5.56%) ideas 
accounted for 11.12%, which is significantly 
lower in the same level of data. It indicates that 
this group has a strong desire for "a good 
ecological environment" and has a very high 
degree of concern and responsibility for 
environmental issues. 

Fig. 3.  The display of different education experience at 
four levels

It can be seen from Fig. 3 that the group with 
high school or higher vocational education has 
more participants with A view, which are 
respectively 39.62% and 36.84%. It can conclude 
that this group has a very optimistic attitude 
towards an excellent ecological environment and 
a firm belief in environmental protection and 
efforts. Among the same group data, it is 
particularly prominent that only 2.7% of the 
participants with C view and 5.41% of 
participants with D view are the lowest in the 
whole rent data. Therefore, it is difficult for this 
group to accept the clothing products that will 
pollute the environment and prefer 
environmentally friendly clothing products.

N=
226

First 
choice Second choice when reducing price (%)

1%-20% 21%-40% ≈50%

A n=125,
55.31%

n=33,
26.4% A→B n=17,

13.6%
n=32,
25.6%

n=43,
34.4%

B n=101,
44.69% 

n=37,
36.63% B→A n=10,

9.9%
n=28,

27.72%
n=26,

25.74%

Table 2. The questionnaire survey on the effect of price
reduction on the choice of participants.

For further research, in the third part of the 
questionnaire, the price adjustment is also 
assumed. The choice of participants (for A/B 
clothing products) has changed. When the price 
of B is reduced by 1% - 50%, 73.6% of 
participants (who have chosen A the first time) 
will alter their choice, and 26.4%  will stick to 
their ideas.  When the price of A is lowered by 
1% - 50%, 63.37% of the participants (who have 
chosen B the first time)  will alter their choice, 
and 36.63% of them still choose B. With the 
gradual reduction of prices, some participants 
(9% - 34.4%) have changed their choices, whether 
they initially chose a or B. It shows the 
importance of price in consumer decision-making, 
and consumers are more likely to choose 
products with price advantages than products 
with more environmentally friendly materials.

At the end of the questionnaire, when the 
participants were informed that "A 'recycled 
clothing' may be more conducive to environmental 
protection, in line with sustainable economic 
development, B 'non-renewable clothing' may 
aggravate the environmental problems caused by 
industrial pollution, clothing production surplus, 
"most of the participants (190, 84.07%) chose A. 
It can be seen that the implication of 
environmental awareness will have a further 
profound impact on consumer decision-making.

5. Conclusion

Environmental pollution is becoming more and 
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more serious. Fortunately, more and more 
consumers begin to pay attention to this topic. 
As far as clothing industry is concerned, 
increasingly researchers are committed to the 
sustainable development of the clothing industry. 
This paper reviewed the literature and conducted 
online questionnaire surveys and individual 
in-depth interviews starting from characteristics 
of recycled clothes. This paper attempts to 
understand how the commodity value of recycled 
clothes reflecting consumers' cognition, attitude, 
and decision-making about recycled clothes. The 
study contributes to the literature on recycled 
clothes by enhancing the understanding of the 
effects of consumers' perceived value. In 
particular, it is meaningful that this study 
focused on recycled clothes made from textile 
waste generated in the clothing industry. It is 
also meaningful that this empirical study 
compared differences in consumer perceptions, 
attitudes, and behaviors by type. It is also 
meaningful that this empirical study compared 
differences in consumer perceptions, attitudes, 
and behaviors by type.

According to the research results, in the 
premise of not affected by other factors, most 
consumers are more inclined to green clothing 
products. For example, young people are more 
likely to purchase recycled clothing products 
than older people; The gender difference is not 
apparent in the choice of recycled clothing. The 
background of participants impacts the choice of 
recycled clothing products, and it is not a simple 
linear proportional relationship. For recycled 
clothing, emotional value, social value, cognitive 
value, and environmental value are important 
factors, but they all positively impact product 
attitude. However, generally speaking, the improvement 
of people's cognition and emotional awareness 
of sustainability can not automatically transform 
into purchasing behavior, and people's yearning 
for a better environment can not directly reflect 
in the purchase of clothing products. For 

example, high-level participants and elderly 
people have a strong desire for "a good 
environment", but they will not choose more 
social and ecological values that are beneficial to 
the environment, which will affect the attitude 
and behavior of consumers to a certain extent, 
and can play a regulatory role in a certain sense. 
However, there is no inevitability and causal 
relationship.

This study provides a new perspective on the 
regulatory role of the characteristics of recycled 
clothes in consumer behavior. However, 
consumer behavior is a complex and broad field, 
and further research is needed to explain how 
the characteristics of recycled clothes exert their 
influence. This study also faces some limitations 
and challenges, such as geographical limitations 
and the type of investigators. In future, the 
research can promote the questionnaire in more 
regions (countries, provinces, and districts) 
according to different population characteristics; 
Besides questionnaire survey and literature 
review, more research methods should explore. 
Finally, the future research can also consider 
other factors related to recycled clothing 
consumption or other areas conducive to the 
development of green clothing products, such as 
the research on the whole green environmental 
protection and ecological clothing recycling 
industry system, such as recycled fabrics and 
material reuse, for sustainable development of 
clothing industry.
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