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Abstract

Vegans, known for their stringent ethical standards concerning animal welfare and environmental concerns,
exhibit a profound commitment to ethical practices. This study delves into the multifaceted motivational fac-
tors driving the practices of vegans, while concurrently scrutinizing the distinctive clothing behaviors specific
to veganism across various phases of the clothing life cycle. These behaviors encompass the domains of cloth-
ing acquisition and utilization, laundering and maintenance, as well as disposal and discard. This research re-
veals the pervasive integration of vegan principles throughout these stages, underscored by discernible shifts in
clothing-related behaviors subsequent to individuals adopting a vegan lifestyle. The core motivations under-
pinning these practices are rooted in a collective aspiration to safeguard animal welfare, mitigate environmental
pollution, and curtail the generation of waste. In contrast to previous research, this study concentrates its focus
on discrete facets of clothing behaviors within the context of veganism, providing nuanced insights into the in-
tricacies of vegan practices. By elucidating the intricate interplay between motivations and clothing life cycle
practices within the realm of veganism, this research augments our comprehension of the underlying motiva-

tions that drive vegan lifestyles.
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I. Introduction

In 2018, Vogue Australia featured Emma Watson
for their March issue’s cover. The distinguished actor
and activist wore a design by Stella McCartney, a
known vegan fashion designer. In her article, Watson
discussed her views on sustainable fashion and voiced
her opinion calling for more “thoughtful fashion”
(Watson, 2018). Veganism has entered the public con-
sciousness in recent years as a cultural phenomenon
along with the rising awareness of climate change and
the popularity of sustainable living (Cherry, 2006).
Veganism can be narrowly defined as voluntarily giv-
ing up consuming animal products, as well refusing
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to treat animals as products rather than a living being
(Suddath, 2008). Vegans abstain from consuming
goods that have resulted in animals being mistreated,
whether via slaughter or forced labor (Radnitz et al.,
2015). In broader understanding, veganism condemns
and rejects all sorts of animal abuse for the benefit of
human convenience, opting instead to utilize a cru-
elty-free lifestyle (Bastian & Loughnan, 2017; Visak,
2007).

Veganism is motivated by a variety of factors, most
commonly for health benefits, animal rights, environ-
mental benefits as well as religious beliefs (Greene-
baum, 2012). Vegan diet is widely considered healthy
for its exclusion of animal products (Dyett et al., 2013;
Key et al., 2006; Lindbloom, 2009; Sabaté & Wien,
2010). When properly continued, vegan diet can help
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treat both type 1 and type 2 diabetes (Craig, 2009;
Jenkins et al., 2003). It is also harmless to pregnancy
and completely able to provide sufficient nutrients
(Sebastiani et al., 2019). In his book, Marcus (2000)
discussed the pros and cons of eating meat with ex-
perts from a variety of fields, including cardiologists,
nutritionists, population analysis specialists, as well as
farm owners. He gathered data and research on the det-
rimental effects of eating animals on human health, the
ecological environment, and the survival of animals
that share our planet with humans and came to the con-
clusion that veganism should indeed be practiced to
enhance human health and the survival of the natural
environment. Additionally, he said that maintaining a
plant-based diet is not just a healthy eating habit but al-
so an ethical and practical way of life.

Vegan consumers aim to eliminate further con-
tributions to the growth of the factory farming industry
(Beck & Ladwig, 2021). Partaking in Veganism is also
motivated by the goal of reducing the number of ani-
mals being born to make goods in the first place
(Gruen & Jones, 2015). This has to do with vegans’
aversion to farming systems that pollute the environ-
ment (Cooper, 2018). Growing crops to feed livestock,
cleaning up the waste on farms, and watering the live-
stock all consumes a large amount of clean water
(Marlow et al., 2009). Producing 113 grams of beef re-
quires around 1,750 liters of water (Mekonnen &
Hoekstra, 2012). According to the United Nations
Convention on the Fight Against Desertification, only
136 kilograms of grain are eaten directly per human,
including bread and cereal, with the remainder being
used into feeding livestock.

Vegans condemn the maltreatment of farm animals
and encourage non-vegans to sympathize with them in
the same way they do with their domestic pets (Janssen
et al., 2016; Katz & McPherson, 2020). The moral
concerns have many times been proven to be the moti-
vating force for not only to start a plant-based diet, but
also for a long-term lifestyle shift to veganism. A sur-
vey found that simply expressing the moral questions
of meat consumption to meat eaters is “sufficient to
initiate behavioral changes in meat consumption”
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(Berndsen & van der Pligt, 2005). Furthermore, vege-
tarians with strong ethical motives were more likely to
become vegans (Jabs et al., 1998). The “single most
important motive” for being vegan is a “moral concern
for the treatment of animals” (Cole & Morgan, 2011;
McDonald et al., 1999). It is also notable that motiva-
tions for practicing veganism have shown to expand
and strengthen overtime. Fox and Ward (2008) studied
the motivations of 18 plant-based individuals and dis-
covered that although their plant-based diet began pri-
marily as a means of caring for animals and to improve
their own health, respondents revealed that as they
continued their diet, their motivations and values start-
ed to diversify, with an increasing amount of attention
being paid to environmental concerns. In a similar
vein, Rozin et al. (1997) undertook an investigation in-
to the transformative journey individuals undergo
when transitioning from omnivorous diets to vegeta-
rianism. The study revealed a diverse array of motiva-
tions among vegetarians, with some attributing their
choices to health considerations, while others articu-
lated a moral and religious underpinning for their
aversion to meat consumption. The study further dis-
cerned a progressive shift in dietary preferences,
where a simple initial aversion to meat evolved into a
broader avoidance encompassing a spectrum of ani-
mal-derived products including fish, dairy, and eggs.

Current studies on veganism tend to be focused on
food, health benefits, and animal welfare (Micheletti
et al., 2016; Wright, 2021). The latest representation
on veganism is characterized by cultural lifestyle and
political consumerism that reflects one’s ethical choi-
ces (Espinosa & Treich, 2021). Nevertheless, there is
an apparent research gap in how veganism affects dif-
ferent areas of life other than diet, especially on what
vegans wear to follow their strict lifestyle. Why this
study seeks to recognize veganism lifestyle and its re-
lation to clothing behavior, primarily relates to the
possibility of understanding the motivation of vegans.
Veganism, being a practice of abstaining and restrict-
ing, demands high levels of self-discipline and self-
control (Dean, 2014), all of which requires a continu-
ous reinforcement of motivation that serves as an in-
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ternal compass that affects an individual’s actions
(Francione, 2012). With this background, this study
defined “vegan practices” as “the similar acts that ve-
gans take in reflections to their values and beliefs on
veganism.” This study examined various clothing ha-
bits according to vegan’s daily practices, such as how
vegans buy clothes, what they wear, how they wash
and store their clothes, and how they dispose of their
clothes, in order to determine the connections between
clothing behavior and veganism.

The goal of this study was to examine the elements
that prompted the initial trigger for practicing vegan-
ism in the first place, as well as the numerous motives
that drive vegans to sustain their lifestyle. In addition,
this study aimed to fill the gap in the literature on cor-
relation between clothing behavior and motivated be-
havior of veganism. From this, we generated two main
research questions. What is the vegan-specific cloth-
ing behavior that appears in each stage of the clothing
cycle? Which factors work as motivations for vegans’
clothing behavior? This study suggests that the inves-
tigation of vegans’ clothing behavior is an act of rec-
ognizing veganism as a motivating, multi-dimensional
lifestyle, thus helping to broaden the understanding of
veganism as a conscious way of living.

I1. Literature Review
1. Vegan in Fashion

Vegan fashion has been characterized in several
research. Vegan fashion regularly include textiles such
as acrylic, bamboo, cotton, hemp, linen, modal, nylon,
rayon, spandex; and exclude any animal materials
such as angora, cashmere, suede, leather, shearling,
silk, and wool (Minh & Ngan, 2021).

The term “vegan fashion” can also refer to clothing
that supports environmental protection by using sus-
tainable or recyclable materials (Jeong & Chun, 2022).
However, not all vegan materials are eco-friendly.
Some non-animal materials have the potential to seri-
ously harm the ecosystem. This is demonstrated well
in the manufacturing of rayon, also known as viscose.
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Because it is composed of cellulose, which is a vegan
material, the rising usage of this fabric — largely due
to fast fashion — has a negative impact on the environ-
ment, including deforestation and the release of haz-
ardous chemicals into the soil, air, and water (Ting &
Stanger, 2021). Approximately 60% of today’s clothes
are plastic (Resnick, 2019). Fur is frequently fake,
genuine leather and “pleather” (a combination of “pla-
stic” and “leather”) belong to the same group, and pol-
yester is often used instead of natural silk. Although
necessary, alternatives to raw materials with animal
origins might provide difficulties. This is true of plas-
tic-based alternatives used often to make vegan leath-
er, such as polyvinyl chloride (PVC) and polyurethane
(PU). They are not biodegradable and are created from
oil, a non-renewable resource, which contributes to
the increase of plastic in the seas. Aside from PVC and
PU, other plastic-based products such synthetic leath-
ers, polyester, polyamide, and nylon, as well as textiles
derived from recycled plastic, also contribute to the is-
sue (Slater, 2003). The operations of coating, drying,
curing, bleaching, dyeing, finishing, and operating en-
ergy-guzzling machinery all contribute to the pro-
duction of several harmful greenhouse gas emissions
in textile mills (Meenaxi & Sudha, 2013).

The switch to synthetics is excellent for animals
that have long been used as fashion props, but since
these materials are frequently derived from crude oil,
it may be much worse for the environment. Because
synthetic textiles can be made considerably more
quickly and inexpensively than natural ones, the fast
fashion industry increasingly prefers them (Gupta &
Gentry, 2018). A fifth of the world’s wastewater is now
produced as a result of the chemicals used in the pro-
duction of these textiles, many of which are generated
from fossil fuels (Niiniméki et al., 2020). While these
materials indeed align with vegan principles, it is im-
perative to acknowledge that their environmental
footprint over their lifecycle can engender persistent
ecological harm. To attain a comprehensive under-
standing of the multifaceted nuances inherent to vegan
fashion, it becomes indispensable to consult the defin-
itive elucidations of vegan fashion proffered by pre-
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eminent vegan organizations.

PETA and Farm Sanctuary, despite their ques-
tionable methods at times, are undoubtedly two of the
most influential pro-vegan animal rights organ-
izations with a reputable history that have continued to
work for environmental movements since its incep-
tion. On each of their official websites, both organ-
izations are providing various information on vegan-
ism as well as guidance for vegan fashion. They each
compiled a list of vegan fashion brands they deemed
credible, by closely researching the brands, their de-
signers, materials, manufacturing methods, fair-trade
and labor among other aspects. Farm Sanctuary is a
non-profit group that rescues and takes care of animals
from factory farms and slaughterhouses. On their offi-
cial website, vegan fashion is described as “clothing
and accessories made without the use of animal-de-
rived materials”. They described animal-derived fab-
rics as animal skin and hair, then suggested vegan al-
ternatives such as cotton, linen, hemp, as well as syn-
thetic fabrics including polyester and rayon. In addi-
tion, they created a ‘Vegan Fashion Shopping List’
page, certifying a wide variety of vegan fashion prod-
ucts, from clothes to accessories providing links to
their shopping websites. PETA described veganism as
“not eating, using, purchasing, or using anything that
is made of animals”. They created a web page called
“How to Dress Vegan” to break down facts about ve-
gan fashion into different steps as: “what to wear”,
“where to buy”, and “what to avoid”. PETA have also
created a “PETA Approved vegan” certification mark
on their own accord to classify vegan apparels. The
main criteria for earning a certification label for vegan
fashion products is that they must not contain materi-
als derived from dead animals or animal by-products,
as well as refrain from participating in animal ex-
perimentation during the manufacturing process (Yoh,
2018).

According to the interpretations given above, ve-
gan fashion can be simply described as the fashion that
is ethical and honors all living beings. Therefore, in
this study we define vegan fashion as ethical and sus-
tainable products that are free from animal-based ma-
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terials, possibly manufactured with plant-based or al-
ternative textiles, and are also free from cruelty, which
eliminates products made with unfair labor and
trading. More specifically, this study’s own definition
of vegan fashion items is those that have been manu-
factured without the use of animal parts nor have af-
fected animals during the manufacturing process,
items that were made without exploiting humans or
animal labor, as well as being environmentally con-
scious. ‘Clothing items, which reflect the values of ve-
ganism’ is a succinct summary of this analysis.

2. Clothing Life Cycle and Veganism Practice

This study divided the clothing life cycle into three
phases: buying and wearing clothes-washing, taking
care of clothes-disposing and discarding clothes.
Although the production phase marks the beginning of
the consumption life cycle, this research has chosen to
start with the buying phase because the subject at hand
is entirely related to vegans’ perspective as a fashion
consumer. The objective of this chapter is to establish
the clothing behavioral patterns in detail. This may en-
tail purchasing clothes, taking care of clothes, as well
as various efforts to dispose of clothes. This part is cru-
cial for examining how vegan’s daily practices con-
tinue to span during the entire clothing life cycle.

Buying clothes is not only a consumption activity,
but from the consumer’s viewpoint, it is also the start
of the clothing life cycle (Kwon & Choo, 2014).
Clothing can be purchased for a variety of reasons: to
satisfy needs or wants, to meet cultural expectations
such as gift-exchanging, to achieve or maintain a cer-
tain social image, for emotional enjoyment, or simply
to cure boredom (Lee, 1992; Tigert et al., 1976).
Choosing and buying clothes is the critical step in the
clothing life cycle, for it is the very first stage, as well
as the prerequisite stage (Yoo & Rhee, 1998). The right
choice will lead to a more productive and cost-effec-
tive clothing life cycle (Kim, 2007), while unreason-
able clothing purchases, such as impulse buys, is an
unethical consumer behavior that may lead to clothing
waste (Cha & Kim, 2014; Han, 2009). Clothes are also
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a high-involvement product since it is used almost ev-
ery moment of every day, thus requiring a significant
amount of decision-making prior to purchase (O’Cass,
2004). With all these factors in mind, this study exam-
ined the buying and wearing habits of vegans during
the first phase of the clothing cycle. We predict a sig-
nificant behavioral pattern due to clothing’s high level
of involvement in lifestyle.

The next phase of the clothing life cycle includes
washing and taking care of clothes. This includes
washing clothes according to their color and material,
repairing them by sewing back fallen buttons or torn
hem, and storing the clothes properly (Laitala et al.,
2020). Taking good care of clothes can make the clo-
thes last longer and is a cost-effective, environmen-
tally sustainable behavior (Harris et al., 2016). Inade-
quate laundry methods have a significant detrimental
impact on the environment. About 5% of a house-
hold’s energy use goes into washing clothing, which
also uses tons of detergent and hundreds of millions of
cubic meters of water annually (Kruschwitz et al.,
2014). In general, increasing the volume of detergent
improves washability, but above a certain dosage lim-
it, the washability does not greatly improve, which is
both economically and environmentally burdensome,
since it consumes more water and energy during rins-
ing (WRAP, 2012). This stage of the life cycle is like-
wise associated with the most significant environ-
mental repercussions (Fletcher, 2008). Using suitable
detergents and washing at lower temperatures not only
prolongs the life of the clothes (Claudio, 2007), but is
also an environmentally friendly behavior.

This study will look at vegans’ washing and caring
habits of clothes in order to better understand their ap-
proach toward veganism practices. As established by
previous literature, vegans are highly motivated by an-
imal-friendly, ethical, and environmental lifestyle.
Therefore, understanding how vegans handle clothing
items on a daily basis will help to see a behavioral pat-
tern related to those motivations.

Clothing disposal is described as permanently dis-
carding clothes when one chooses to relinquish pos-
session of the garment, by abandoning, recycling, re-
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using, selling, and trading clothes (Bianchi & Birtwis-
tle, 2012). Dispositional behavior was described as a
combination of economic and altruistic behavior and
can be divided into three categories: temporary dis-
posal, permanent disposal, and recycling disposal
(Harrell & McConocha, 1992). A temporary disposal
method includes borrowing out, renting out or leasing
the clothes, while a permanent disposal method is dis-
posing, giving away, exchanging, or selling the clothes,
along with recycling method which provides environ-
mental benefits, effectively minimizing waste emis-
sions, but also saving resources and energy in the proc-
ess (Jacoby et al., 1977). This viewpoint in particular,
which considers ethics, environmental sensitivity, and
animal welfare is similar with the core values of
veganism. Therefore, this study predicts a correspond-
ing behavioral pattern to be found from vegans during
the disposal phase, especially on the disposal of ani-
mal-derived clothes purchased before starting vega-

nism.

II1. Research Method

In phenomenological research, sampling should al-
low participants to have the same experience as the
study issue and communicate their experiences well
based on it. Purposive sampling is to choose a specific
demographic that is knowledgeable about the research
topic. “Who can offer the most comprehensive and de-
tailed answer to the subject?’ is the most important cri-
terion for selecting final participants (Merriam, 2009).
Larsson et al. (2003) studied the motivation for prac-
ticing veganism and the conversion process to a vegan
lifestyle for Swedish youth vegans. The above study
conducted a preliminary survey of 30 vegans who
have practiced veganism for more than 6 months and
are willing to continue to practice in the future and
conducted a qualitative research method of focus
group interviews for 3 of them. In addition, Moreira
and Acevedo (2015), who conducted a study that ap-
proached the relationship between veganism and re-
sistance consumption in terms of values, motivation,
and emotion, conducted a semi-structured question-
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naire at a local vegan event in Brazil, and conducted
two qualitative studies using a half-open question-
naire.

Participants for this study were drawn from active
online vegan communities. We gathered participants
(18 years of age or older) from all over the world who
had been vegan for more than a year. By focusing on
individuals who had maintained a vegan lifestyle for at
least a year, we were able to select those with a deep
understanding and commitment to veganism, re-
flected in their behaviors and insights.

The research was conducted in three distinct phases
to ensure a comprehensive understanding of the par-
ticipants’ experiences. In the first phase, participants
completed an online survey designed to assess their
experiences with veganism and their perspectives on
the subject. This survey, adapted from Rozin et al.
(1997)’s research on vegetarians, was tailored to focus
on clothing behavior instead of eating habits. <Table
1> provides the survey prompts that were adjusted
accordingly. The survey used a 5-point Likert scale to
gauge participants’ attitudes, with higher scores in-
dicating a stronger motivation for veganism and a
more positive attitude toward its practice. (1 point =

“definitely no”, 2 points = “usually no”, 3 points = “I
don't know”, 4 points = “generally yes”, 5 points =
“definitely yes”). Higher total score indicates higher
active motivation for veganism and positive attitude
towards their practice. This step was crucial for select-
ing participants with the most insightful perspectives
on practicing veganism, as it allowed us to identify
those who scored above the mean and were thus likely
to contribute significantly to the study. These partic-
ipants were then invited to the next phase. <Table 2>
shows the nationality characteristics and survey anal-
ysis results of final participant samples. Appropriate
institutional review board (IRB) reviewed and ap-
proved the process. This works as a validation phase to
select the candidates for the second phase.

The second step of the study involved conducting
hour-long, in-depth interviews with a carefully se-
lected group of participants who were identified in the
first phase. To ensure that the insights gathered were
rich and meaningful, we limited participation to adults
aged 18 and over who had been practicing veganism
for more than a year. This criterion was crucial, as it al-
lowed us to focus on individuals who had already fully
integrated veganism into their lives and could provide

Table 1. Survey items average scores and standard deviations

Category Survey items Average score ::?:t?(r)i
pursuing an Veganism reduces the suffering of animals. 4.760
animal-protective 4.640 700
lifestyle Veganism saves animal lives. 4.520
It is against my belief to hurt animals. 4.720
pursui?fisa;;llzthlcal I feel responsible for protecting animals and the environment. 4.660 4.666 499
Treating animals as clothes and apparel is unethical. 4.620
. Wearing animal-derived clothing is bad for your skin than 2640
pursull.I;g a Illealthy plant-derived clothing. ’ 2.620 1.184
ifestyle
v Wearing animal-derived clothing is harmful to your skin. 2.600
Growing animals to make clothes is a waste of resources. 4.280
pursuing an Producing animal-derived clothing products is harmful to the
. . 4.640
environmentally environment. 4.533 .683
friendly lifestyle Consumption of animal-derived clothing products is harmful to 4680
the environment. ’
satisfaction of I encourage my friends and families to try being a vegan. 3.460 3910 -
a vegan lifestyle I enjoy being a vegan. 4.360 ’ '
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valuable firsthand knowledge of vegan practices. The
interviews were designed to explore two primary com-
ponents: the motivations behind the participants' ve-
ganism practices and their clothing behaviors throu-
ghout the different stages of a clothing item’s life cy-
cle, including buying, washing, and disposing. The in-
terview process was semi-structured, allowing for
flexibility in conversation while ensuring that key top-
ics were covered. Each interview began with demo-
graphic questions such as age, occupation, gender, and
educational background to contextualize the partic-
ipants’ experiences. Following this, participants were
asked to share their personal experiences and motiva-
tions regarding veganism. We probed into what ini-
tially inspired them to adopt a vegan lifestyle and the
reasons they continued to maintain it. This part of the
interview was designed to uncover the deeper, person-
al values and beliefs that sustained their commitment
to veganism. After discussing their motivations, the
interview shifted focus to the participants' daily practi-
ces, particularly those reflected in their clothing
behaviors. This included questions about their choices
when purchasing clothing, their habits related to the

care and maintenance of their garments, and their
methods of disposing of clothing. These discussions
provided insight into how their vegan beliefs influ-
enced their decisions and actions in the context of
clothing. With the consent of the participants, all inter-
views were recorded to ensure an accurate capture of
their insights. The recordings were then transcribed,
with nonverbal cues separately noted by the researcher
to preserve the full context of the conversations.

The third step of the study involved an in-depth
analysis of the qualitative data obtained from the inter-
views using the content analysis method. Content
analysis is a systematic approach that involves deriv-
ing categories and themes from text through a process
of reduction and inductive reasoning (Budd et al.,
1967). This method was chosen because it allows for
the identification of patterns and relationships within
the data that are critical for answering the research
questions. The initial stage of content analysis in-
volved open coding, where the data most relevant to
the research questions was identified and labeled
(Hahn, 2008). This was followed by a second level of
coding, where significant texts were categorized, and

Table 2. Demographic characteristics of the sample and survey analysis results

Participants Gender Age Nationality Years of practicing veganism
1 A M 23 South Korea 7 years
2 B F 26 South Korea 4 years
3 C F 26 South Korea 2 years
4 D Non-binary 30 South Korea S years
5 E F 20 South Korea 3 years
6 F F 24 United States 2 years
7 G F 23 United States 3 years
8 H F 24 United States 7 years
9 I F 24 Australia 3 years
10 J F 24 South Korea 3 years
11 K M 25 United States 2 years
12 L F 27 United States S years
13 M F 25 South Korea 1 years
14 N F 30 South Korea 2 years
15 (6] F 27 South Korea 3 years
The minimum required average score is 2.5
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the relationships between these categories were an-
alyzed. The goal was to identify and group the data in-
to meaningful categories that reflected the underlying
phenomena being studied. During the category devel-
opment stage, participants' motivations for practicing
veganism were the first to be sorted into four primary
groups: health benefits, animal protection, eco-friend-
ly lifestyle, and ethical practices. These categories
provided a framework for understanding the different
reasons individuals were drawn to and maintained a
vegan lifestyle.

At the thematic coding stage, the researchers fo-
cused on responses related to veganism practices at
each stage of the clothing life cycle. These responses
were extracted and categorized into a single dataset.
Common themes within these categories were then
grouped into subcategories based on similarities and
differences in meanings (Gunawardena et al., 2001).
This process resulted in the identification of three
main categories corresponding to the three stages of
clothing behavior (buying, washing, disposing), each
with two subcategories representing different themes
of veganism practices at each stage. In total, six sub-
categories were developed, providing a nuanced un-
derstanding of how vegan beliefs influence cloth-
ing-related behaviors. The final stage of the analysis
involved a peer review process. This step was crucial
to validate the relevance of the categories and the ac-
curacy of the derived themes. In the data analysis phase,
a rigorous peer review process was implemented to
ensure the reliability and validity of the findings. Their
feedback was crucial in verifying the consistency of
themes and categories derived from the interviews.
Peer review method ensures that the interpretations of
the data were sound and that the findings were robust,
contributing to the overall reliability and credibility of
the study (Giorgi, 2009; Rourke & Anderson, 2004;
Van Manen, 2016). This process involved multiple
rounds of review, during which the reviewers critically
assessed the coding and categorization to ensure co-
herence and relevance to the research questions. The
iterative nature of this feedback strengthened the cred-
ibility of the results, ensuring that the conclusions ac-
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curately reflect the participants’ lived experiences and
motivations regarding their vegan practices and cloth-
ing behaviors.

IV. Results
1. Buying and Wearing Clothes

Many respondents said they often thought about the
fabrics used in clothing and disputed whether certain
fabrics could be considered suitable for vegans. Most
of the respondents prioritized the absence of animal
fabrics when looking for vegan clothing and men-
tioned it as their top priority, however this was not the
only criterion.

“It would be nice if the clothes were also eco-friendly,
but there aren’t many like that, so I consider it vegan if it

didn’t directly use animal materials.” (B, age 26, 4-year ve

gan)

Vegans responded that the lack of animal-derived
material was just a basic requirement, and they also
seek for clothes that were not created in a way that
harms animals or had a detrimental impact on the
environment.

“No animals involved in the production process, did the
clothes use animal-derived material? or experimented on
animals? If so, I don’t consider them vegan.” (A, age 23,

7-year vegan)

Although the degree of buying vegan fashion goods
varied from vegan to vegan, the overall consensus
among vegans was that valuing animal lives should al-
ways come first.

When it came to the buying and wearing stage of the
clothing life cycle, respondents were quite prone to in-
trospection, continually assessing and self-checking
for both the matter of their purchase behaviors and the
product itself. In terms of specific behaviors, partic-
ipants had two opposing views on whether buying and
wearing clothes that mimics the appearance of animal
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skin-such as synthetic leather and faux fur-is an appro-
priate for vegans. Several were more optimistic and
thought that by making high-quality vegan leather and
vegan fur more widely available, thus making vegan-
ism seem more approachable to non-vegans. They ar-
gued that creating more lifelike synthetic animal skin
products will help veganism in the long run since they
may eventually replace the market's actual ani-
mal-derived goods.

“Some people have asked me like, ‘what kind of leather
is that?’, and I tell them, ’cause they don't realize I'm a veg
an, and I tell them it's vegan leather. And they were convinc
ed like, ‘Oh, I couldn’t tell’. The longer different companie
s work at it, the more convincing it is, and more options for

vegan products there will be.” (K, age 25, 2-year vegan)

On the other hand, even though the product was
seemingly vegan, several respondents indicated they
did not wear any clothing that resembled animal skin
because they were worried about furthering the ob-
jectification of animals. They were against the act of
dead animal’s skin being perceived as a merchandis-
able object and responded that they “strongly dislike
and altogether stopped buying” clothes that even look
like animal skin regardless of what they are made
from. Additionally, they were concerned with convey-
ing the wrong kind of vegan message by wearing prod-
ucts that looked like animals.

“When Iwas a baby vegan, I used to have this bag made
out of faux-fur, and one day someone asked me if it was gen
uine fur. At that moment I felt like, honestly, I didn’t know
what to say. It’s fake (fur), but it was embarrassing to feel
like I contributed to the objectification of animals. Ever sin
ce that incident I stopped buying clothes that looks like ani

mal skin, even if it’s vegan.” (E, age 20, 3-year vegan)

The majority of respondents reported they started to
buy less clothes after going vegan. Most participants
claimed that they only thrift for clothes instead of buy-
ing new items. Those respondents claimed they are
against the relentless manufacture of new fashion
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products thus avoiding further contribution.

“I don’t buy new clothes. I usually go to thrift stores. Th
ere’s a lot in the area that I'm in. I primarily go to thrift stor
es, I'll trade clothes with friends, or I make them myself.”
(H, age 24, 7-year vegan)

Some even expressed that personally they feel
“buying new clothes is against the values of vegan-
ism” because they viewed it as “creating unnecessary
waste” which harms the environment, thus the natural
habitat of the animals. These respondents claimed that
they consider thrifting a veganism practice.

“lLusually thrift for my fashion. I think it’s just overall
better for the environment. It’s better for human rights als
0. And the amount of fashion waste on the planet is harmin
g the environment with animals. I think it’s all related.” (F,

age 24, 2-year vegan)

Participants were split on whether thrifting ani-
mal-derived clothes should be considered appropriate
for vegans, although all of them agreed that it is still
better than buying a brand-new item. Some stated that
thrifting animal-derived clothes or wearing hand-me-
downs of such clothes is a valid veganism practice
since it does not directly contribute to the killing of
new animals. Furthermore, they considered thrifting
and wearing hand-me-downs of animal-derived appa-
rel a sustainable behavior.

“I know I personally would choose not to, just because
1 think there’s other non-vegans that would choose to buy
it, however I wouldn 't judge another vegan for doing it, be
cause they 're not creating a demand requiring more anima
Is to be killed, since it has already existed.” (K, age 25, 2-ye

ar vegan)

Those who opposed thrifting animal products,
however, were divided into three different reasonings.
Some believed that buying animal-derived clothes, re-
gardless of the impact, is fundamentally against vega-
nism.
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“Ifyou're vegan, you don’t buy animal products. It’s as
simple as that. It doesn’t matter if it s second-hand. Other
wise, it’s like you are saying it’s fine to wear animal skin.
You bought it second-hand because you still like it (animal-
derived clothing). I don’t think it 's right to buy them even
if it’s thrifted. If you bought it second-hand, you have to ad
mit that you were wrong. Or just say you are not a real vega

n.” (C, age 26, 2-year vegan)

Others emphasized the consequential aspect of pur-
chasing second-hand leather and fur, claiming that the
act still contributes to factory farming. They claimed
that thrifting leather will end up creating a demand for
second-hand animal materials, which eventually leads
to the manufacturing of new animal apparel.

“My personal view is that it does influence the environ
ment. Because things like real leather jackets are still in ve
ry high demand and they 're very expensive, so a lot of peop
le go to thrift stores to buy leather jacket. So if I take that
and buy that, that makes one more person who's looking
Jfor areal leather jacket, and that me and that my action did,
down the road and directly, contributed to a new product

being made.” (H, age 24, 7-year vegan)

Finally, several vegans stated that they refrain from
buying second-hand leather and fur because they
found wearing and touching dead animal skin to be
physically uncomfortable and emotionally disturbing.

“My parents have a couch at their house that’s leather
and I had them my entire life, and when I first went vegan
that grossed me out so bad. Once [ realized what it truly is
and the process of how it got there. So I only sat on the floor,
Iwouldn't sit on the couch and I couldn’t touch it. I just refu
sed to sit on the couch because it was leather, and it was

so gross.” (G, age 23, 3-year vegan)
2. Washing and Taking Care of Clothes
Taking care of garments and washing them regu-

larly allows the clothes to last longer, thus providing
environmental and economic benefits. The partic-
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ipants were questioned about how they maintain their
clothing. Concerns regarding choosing the correct de-
tergents were voiced by the majority of respondents.

“The detergents I use is all vegan. It’s called Almacabi
o, and as far as I know it’s all plant-based. It washes good
too.” (D, age 30, 5-year vegan)

Most were using detergents with vegetable
surfactants. The vast majority of respondents specifi-
cally mentioned that they have looked for detergents
that weren’t manufactured with animal testing. All re-
spondents revealed they only started to care about
their detergent usage after going vegan.

“l use vegan laundry detergent. It’s called Dr. Bronner’
s and [ use that for laundry detergent. You can use it for dish
es and stuff.” (F, age 24, 2-year vegan)

Concerns about environmental impact on laundry
were common throughout all respondents. Some re-
spondents stated that they use detergents with organic
certification labels, while others were more deter-
mined on using eco-friendly products. In addition,
some respondents were highly concerned about using
surfactant detergents and were using soap alternatives.

“For laundry detergent I don 't really use any animal pr
oducts, and I consider the environmental impact, and espe
cially the marine eco-system. So I started looking for what’
s the best eco-friendly way to wash my clothes, and I went
out and bought a big sack of soap nuts. Which is like this
berry that’s grown in India, that has saponin in their skin,
so when they are dried and put into hot water, they actually
can be lathered up into a soap.” (1, age 24, 3-year vegan)

For several respondents, even the impact of laundry
on the environment was a consideration. Many claim
that the impact of laundry detergent usage on the envi-
ronment, as well as the durability of clothing has led to
a decline in the frequency of doing laundry.

“I'realized I don't have to wash my clothes after one sing
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le use if it’s still clean. And that goes towards more eco-con
scious aspect of my life that I adopted since going vegan.
Because laundry waste so much water, so if I could do less

laundry as less often, why not.” (K, age 25, 2-year vegan)

Another behavioral change was found in the degree
of managing their clothes. Respondents found vegan
clothes easier to maintain.

“lused to love Dr. Martens, so [ used to buy a lot of shoe
brushes and leather polishes. But now I have thrown them
all away. Now it’s really easy to take care of my clothes and
shoes. Animal-derived clothes take a lot of work. But I don’
t have to care about all that now that I'm vegan, you know.
1 used to buy maintenance supplies for animal-derived clot
hing, but now it’s just so much more convenient.” (E, age

20, 3-year vegan)

3. Disposing and Discarding Clothes

From the consumer’s perspective, getting rid of
clothes is the final stage. Reasons for disposing of
clothes may vary, from no longer being able to be
worn, no longer needed, or simply to decrease the
number of belongings. Regarding specific methods of
disposal, it was clearly stated that several respondents
went to great lengths to recycle and reuse their cloth-
ing rather than just throwing it away. Each and every
participant stated they now aim to limit the amount of
clothing waste they discard since going vegan. The
majority of respondents either donated, sold, or traded
garments with friends while getting rid of them. Res-
pondents said that they would still not throw away the
clothing if it couldn’t be reused, but rather would up-
cycle it into things like washcloths, dishrags, mops,
and even hair ties.

“My main method is donating it. When I dispose clothe
s, I don’t just throw it away either, I'll recycle it, I'll donate
it, I'll find other ways to use it, like maybe I'll cut up like
an old shirt and use it as a cleaning rag.” (K, age 25, 2-year

vegan)

A predominant theme among the participants per-
tained to the complex emotions associated with the act
of relinquishing their clothing items. A significant
portion of respondents articulated a profound sense of
regret and disappointment, perceiving their actions as
a squandering of valuable resources. These indivi-
duals manifested a deep-seated remorse for their per-
ceived contribution to environmental pollution and a
conviction that they had not fully maximized the utili-
ty of their garments.

“I feel like I'm just taking the lazier, easier way out. Like
1 haven't thought enough and I haven 't researched enough
to find a better place to send this, or ways to upcycle. It’s
not a good feeling at all.” (1, age 24, 3-year vegan)

However, other respondents experienced positive
emotions when discarding clothes. They confessed
they were previously obsessed with shopping but ex-
perienced a shift in their relationship with clothes after
going vegan, resulting in having a minimalistic ap-
proach on buying clothes. Specifically, they respon-
ded that owning more clothes have stopped making
them feel happy, thus feeling liberated when discard-
ing old clothes.

“I feel freer. I feel like I 've got less going on. I definitely
want to be a more organized, minimalist person one day.
So when I donate something, I'm like, this is good work. Ge
tting rid of things you don’t want. It’s good.” (G, age 23,

3-year vegan)

Some participants said they got rid of the ani-
mal-derived clothes after they went vegan, even dis-
posing of not only animal-derived products, but also
synthetic garments that resemble animal skin as well.
Some even expressed feeling emotionally distraught,
revealing they felt guilty whenever they saw the
clothes they used to wear.

“I slowly cleared them out. I think it took me a year to
clear them out. I used to love leather skirts, or fur baguette

bags, but I got rid of them after going vegan. I just felt so
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guilty about owning those unethical stuffs.” (E, age 20, 3-y

ear vegan)

However, more than half of respondents revealed
they did not dispose of the animal-based garments
they had previously purchased. Some also stated that
they were still wearing the clothes because they are
still wearable. These participants believed that throw-
ing away a functional item would be wasteful and ob-
jected to creating extra waste by purchasing replace-
ments. They claimed that since animals had already
sacrificed their lives for the items to be manufactured,
it would be better to keep using them for as long as
possible.

“I didn’t get rid of anything. It’s basically from then on
1 always tried to be more conscious while shopping. It was
n't like I went through and got rid of stuff. I kept it because
Iwas like, I already have it. What do I have to gain by gettin
g rid of this, or who am I helping by getting rid of this.” (L,
age 27, S5-year vegan)

Contradictorily, some of the participants who kept
their animal-derived clothes said they kept the clothes,
but still refrain from wearing them, in concern of being
mistaken as a non-vegan.

4. Veganism Practices and Motivations in
Clothing Behaviors

Purchasing products devoid of animal ingredients
seems to have been a basic requirement for vegans’
daily practices during the buying stage. Another dis-
tinct purchasing pattern was a preference for used
clothing. In which, some respondents expressed inter-
est in reducing not only the number of animals killed
but also the entire industrial system of breeding ani-
mals for use as commodities, which is similar to the
conclusions of prior research (Bastian & Loughnan,
2017) on motivations for practicing veganism. Some
vegans also showed distaste on items that resembled
animal skin out of fear of appearing a non-vegan. This
behavior has been demonstrated in the avoidance of
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fake leather and fur items, as well as the avoidance of
second-hand animal goods. This is consistent with
previous findings that vegans view their values as
identities (Braunsberger & Flamm, 2019; Larsson et
al., 2003; McPherson, 2018), in that they are con-
cerned about conveying the appropriate form of vegan
message.

Within the laundering phase of the clothing life cy-
cle, the predominant practice observed among partic-
ipants was the adoption of vegan-specific laundry
detergents. Rather than resorting to detergents featur-
ing animal-derived ingredients, a substantial majority
of respondents opted for formulations enriched with
vegetable-based surfactants. Furthermore, participants
reported a noteworthy shift in their laundering habits
since embracing a vegan lifestyle. This transformation
encompassed a reduction in both the frequency and
quantity of laundry undertaken, alongside a con-
comitant decrease in detergent usage. This is in line
with the results of previous study which found that ve-
gans aim to minimize pollution on a daily basis (Allen
et al., 2000; Cooper, 2018). Laundry detergents come
in a variety of forms, including powder, liquid, bleach,
fabric softener, soap, and others. Surfactants in de-
tergents, which are the principal cleaning ingredients,
are released into sewage systems or directly into sur-
face waterways after usage, and the majority of them
end up in various environmental compartments such
as soil, water, and sediment (Ivankovi¢ & Hrenovic,
2010). All participants were concerned about the envi-
ronmental consequences of washing clothes, but to
varying degrees. Some participants claimed they sim-
ply use detergents with organic certification labels,
while others stated that they were employing more
radical alternative methods such as using soapberries.
Some respondents stated that they always conduct ad-
ditional internet research to confirm if a certain de-
tergent product was produced without using animal
testing before making a purchase. It was also shown
that these habits were new lifestyle decisions that were
made after becoming vegan.

Following their transition to a vegan lifestyle, a sub-
set of respondents reported a heightened proclivity to-
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ward meticulous clothing maintenance, accompanied
by an amplified inclination to perpetuate such
practices. Notably, the magnitude of these behavioral
shifts exhibited a positive correlation with the duration
of respondents’ engagement with veganism. This ob-
served behavioral trend aligns with the longitudinal
investigation conducted by Fox and Ward’s (2008)
study, wherein motivations for sustaining vegeta-
rianism exhibited an expansion over time. Further-
more, these findings bear resemblance to the insights
gleaned from the research conducted by Rozin et al.
(1997) wherein a positive correlation was identified
between the duration of adherence to veganism and
the intensification of motivational factors under-
pinning this dietary choice.

Some respondents actively used alternate strategies
like recycling, reusing, and repurposing throughout
the disposal phase to minimize disposal. Vegans’
views on how to dispose of previously owned clothing
made from animals, however, varied. Some were ea-
ger to dispose them, admitting feelings of guilt and
disgust from previously owning such products, while
others preferred to keep them. The latter highlights the
paradoxical element by still owning and wearing ani-
mal goods despite practicing veganism. The behav-
ioral elements were motivated by the environmental
implications of garment waste. These findings support
earlier studies’ discoveries about veganism not being
a diet-specific behavior (Ploll & Stern, 2020), but rath-
er an eco-friendly lifestyle that is intentionally adopt-
ed by one’s decision. Vegans’ hesitation to discard
clothes, on the other hand, is in accordance with pre-
vious literature which found people in specific social
settings which deems disposing useful objects to be ir-
responsible (Harrell & McConocha, 1992), tend to se-
lect more responsible disposal methods, such as do-
nating and re-selling.

V. Conclusion

Veganism is a rapidly growing paradigm, with an
increasing number of vegans across the world. The
enormous increase in the demand for vegetarian and
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vegan meals over the last decade emphasizes the ne-
cessity of offering these items, making them an essen-
tial element of the gourmet sector and attracting a wid-
er segment of people who follow this lifestyle (Aleixo
etal., 2021). For veganism to be recognized as a valid
lifestyle rather than just a diet trend, it is critical to un-
cover the practices and motivations of veganism in
multiple areas of life. Although there is much liter-
ature on what vegans eat-or rather do not eat-there are
yet not enough studies on vegans’ clothing behavior
with regards to veganism practices. This research was
primarily conducted in South Korea, which naturally
led to the majority of participants being from this
region. While this provided valuable insights into ve-
gan practices within the specific cultural context of
South Korea, it also represents a limitation. The find-
ings of this study may not be entirely generalizable to
other cultural contexts where veganism may be prac-
ticed differently. Future research could benefit from
including participants from a broader range of cultural
backgrounds to explore how vegan practices may vary
internationally.

Regarding the gender distribution of participants,
the higher number of female participants in this study
is in line with global statistics, which consistently
show that women are more likely to adopt a vegan life-
style than men. This result is not indicative of any re-
cruitment bias but rather reflects the actual demo-
graphic trends within the global vegan community
(Vegan Statistics 2023, n.d.). The data collected in this
study corroborates these global trends, further validat-
ing the representativeness of our sample. Nonetheless,
future studies could explore potential differences in
motivations and practices between male and female
vegans to provide a more nuanced understanding.
Also, the study predominantly involved participants
from specific regions, limiting the generalizability of
the findings. In particular, the inclusion of more partic-
ipants with extensive vegan experience from diverse
cultural backgrounds would offer a broader under-
standing of how vegan practices influence clothing be-
haviors globally. Future studies should aim to in-
corporate experienced vegan consumers from various



Vegan's Practices and Motivations in Clothing Behavior

countries, allowing for comparative analyses of how
cultural and social differences shape vegan clothing
choices. Expanding the cultural scope of research will
deepen our understanding of veganism as a global
phenomenon and its intersection with sustainable
fashion.

Despite these limitations, this study makes a sig-
nificant contribution to the growing body of literature
on veganism by examining the specific practices and
motivations related to clothing behavior. It highlights
the distinct ways in which vegan principles influence
daily practices beyond diet, providing a compre-
hensive understanding of veganism as a lifestyle. For
future research, it is recommended to explore the im-
pact of veganism on other areas of life, such as self-ex-
pression through fashion and personal identity. Addi-
tionally, investigating how veganism interacts with
other ethical or sustainable practices across different
cultures could offer deeper insights into the global ve-
gan movement.

This research endeavor was undertaken with the
principal objective of elucidating the practices of in-
dividuals adhering to a vegan lifestyle within the con-
text of clothing life cycles. The investigation was me-
ticulously structured to discern and categorize distinct
clothing-related behaviors exhibited by vegans across
various phases of the clothing cycles: buying and
wearing clothes, washing, and taking care of clothes,
disposing and discarding clothes.

Despite the apparent commonality in clothing con-
sumption patterns among the study’s vegan partic-
ipants, it became evident that each individual vegan
espoused a nuanced and personalized conception of
what constituted “vegan fashion.” Within the procure-
ment phase, a notable reduction in the frequency and
aggregate volume of apparel acquisitions was ob-
served following the adoption of a vegan lifestyle.
Predominantly, respondents directed their attention
toward the provenance of clothing materials and the
ethical underpinnings of manufacturing procedures.
Furthermore, notable disparities emerged in per-
spectives regarding the acquisition and utilization of
pre-owned clothing items that were previously

sourced from animal-derived materials. Concurrently,
participants exhibited a heightened sensitivity toward
the semiotic implications of their clothing choices, ex-
pressing concern about the potential transmission of
non-vegan messages through their garments. In the
realm of laundering practices, participants displayed
an overarching apprehension regarding the impacts of
detergent compounds on both animal welfare and en-
vironmental sustainability. This apprehension exten-
ded to considerations of the collateral consequences of
garment laundering on animal life and ecological
systems.

In summary, this study endeavors to contribute to
the comprehensive understanding of vegan lifestyles,
elucidating the intricacies of clothing-related practi-
ces and the multifaceted ethical and environmental
considerations therein. Consequently, it emerged as
a prevalent practice among participants to actively
incorporate organic products, vegetable-based deter-
gents, and natural alternatives within their laundry
routines, reflecting a pronounced commitment to sus-
tainability and environmentally conscious laundering
practices. In the context of clothing disposal, re-
spondents predominantly exhibited a proclivity for al-
truistic actions, including donations, giveaways, and
sales of used garments, as opposed to mere disposal
via conventional waste channels. These actions were
underpinned by a collective commitment to mitigate
the accumulation of clothing waste within the broader
societal context. However, a noteworthy discord sur-
faced with regard to the disposition of pre-existing an-
imal-derived clothing items within the vegan commu-
nity. This discord manifested as a dilemma concerning
whether to retain or discard such garments upon em-
bracing a vegan lifestyle. A subset of individuals chose
to dispose of these items, citing feelings of shame and
discomfort associated with their continued posses-
sion, while others elected to retain them, guided by a
desire to minimize waste, thereby reflecting an in-
tricate interplay of ethical and pragmatic considera-
tions.

In general, they mostly remained a positive outlook
on maintaining their practices and were constantly be-
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ing inspired by the conviction that their practices are
allowing them to live an ethical lifestyle. This study al-
so identified three primary reasons for adopting vegan
clothing behaviors: a desire to lessen environmental
pollution, wanting to effectively reduce clothing waste,
and a desire to not contribute to the suffering of ani-
mals. Furthermore, the vegan motivations have been
demonstrated to impact certain habitual behaviors.

Veganism is a more demanding lifestyle than vege-
tarianism, thus making it more challenging to follow
depending on individual circumstances. Given how
frequently animals are used today for industrial pur-
poses, veganism may be harder to uphold within the
situation. Veganism may also be more challenging to
maintain due to public misconceptions associated
with it and subsequent unfavorable perceptions. For
future studies, this article proposes examining how
practicing veganism affects one’s fashion style and
self-expressions. This research aims to be a resource
that reflects vegan’s daily practices in clothing life-
cycle by empathizing with the lifestyle of vegans who
continue to embrace and sustain their practices despite
many challenges. This research also aims to aid the ve-
gan fashion industry’s growth by providing key ele-
ments of vegan consumers’ clothing behavior.
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