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Abstract 

Clothes are important elements of our everyday lives and human clothing is worn for safety, 

practical and social purposes. A large amount of clothing is produced, purchased and 

disposed on a daily basis, and consumers tend to purchase clothing because it is inexpensive 

and not because it is what they need at the moment. Most of the clothes purchased are used 

for one season mainly because fashion is changing constantly and customers like to keep up 

with the trends and another explanation is many of these clothes are made of weak and 

inexpensive materials that result in a short lifespan.  
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1  Introduction 

The global economy's continued development has created major environmental issues forthe 

world and the eco-system, the natural forest has been destroyed or damaged, manyanimals 

are at risk, and the natural resources are overused [1]. The clothing andtextiles industry is one 

of the major contributors to negative environmental impacts [2].The growing demand for fast 

fashion has resulted in factories using environmentallyharmful practices in their 

manufacturing cycle as a means of trying to keep up with these demands [3]. By using cheap 

labour in Asian countries such as India, Bangladesh, China and Vietnam, the global market 

has made it easy for companies to sellclothing products at low prices. This has resulted in 

more frequent purchases ofclothing by consumers. Fast fashion business model is popular 

among retailers across the globe, and the South African retail industry is no exception to 

this.Most of the clothing manufactured and worn today are made of a mixture of cotton (a 

naturalfibre) and polyester (a synthetic fibre). Both natural and synthetic fibres contribute 

toenvironmental degradation from the development stage of the apparel life cycle to the 

disposal stage [4,5].The care phase of theclothing lifecycle has the greatest overall negative 

effect on the environment [6,7].For example, polyester fibre shedding during the laundry 

process will release approximately700,000 micro plastics and, as they cannot be fully filtered 

out by wastewater treatmentplants, end up infiltrating and accumulating in marine ecosystems 

[8]. In orderto achieve a sustainable and cohesive relationship between the economy and 

theenvironment, it is the duty of all consumers and organizations to use natural 

resourceseffectively, minimize emissions and protect the global environment and the 

ecosystem forfuture generations (Wang 2010).According to The True Cost Film (2015), 

sustainable fashion considers the social, naturaland economic "price" paid in fashion 

manufacturing [9]. Sustainability in fashion can only becompletely accomplished if all levels 

and stages of the product life cycle are thoroughlyinvestigated to ensure that more 

environmentally and socially sustainable practices areimplemented during the manufacturing 

and consumption process. Once viewed as a trendsustainable fashion today is widely 

perceived as an influential part of the environmentalmovement [10]. In their study, Joy and 

Pena (2017) states that, asconsumers become more aware of the processes involved in the 

production of clothing theirconnection with nature will set off a new viewpoint on apparel, 

one that actively seekssustainably produced fabrics and manufacturing processes, and that 

sees slow fashion,given higher costs, as much more attractive when compared to fast fashion  

[11]. Globally anumber of research has been conducted on the topic however, there seems to 

be a lack ofin-depth research within the South Africa context, particularly on the issue of 

behaviour andmotivating factors for consumers towards sustainable fashion.  

 

Fast fashion 

Fashion is a representation of the social, political, economic and artistic forces at any given 

time [12].The word “fast” in fast fashion refers not only to the speed of production,but also to 

the speed with which consumers want continuous novelty. A fast fashion network enables 

companies to quickly respond to rising market demand byreplenishing inventories and adding 

more fashion styles. Fast fashion has emerged as a predominant business model by selling 

massive amounts ofgarments at inexpensive prices, causing skyrocketing of fabric 
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consumption. The global health costs associated with producing cheap clothes are huge. 

Because of the rapid pace of the fashion industry, companies hiremanufacturers who hire 

subcontractors in turn to produce their products. This cycle transfers the risk of unsafe 

conditions and unethical treatment down the supply chain to low-paid employees who are the 

ones who actually produce the garments. The fastfashion work ethic has resulted in 

devastating social and environmental implications for theworkers at the garment factory and 

the society in which the factories are located. These social and environmental costs have been 

highlighted as below 

The Social cost 

The Environmental cost 

Sustainable fashion 

Textile and clothing life cycle 

Raw materials phase 

Manufacturing phase 

Distribution and Transportation phase 

Consumption phase 

Post consumption phase 

 

Consumer Behaviour and Attitudes  
When it comes to sustainable growth, consumer preferences and the role of 

environmentalconsiderations in the everyday buying decisions of consumers should be the 

focus of attention [13]. In developed countries, consumers have a fair amount ofknowledge 

about the environmental impacts of new industrial production and the effects ofcurrent 

consumption behaviour. Despite the fact that consumers areconcerned and knowledgeable 

about the ethical behaviour of companies, this does notalways translate into consumer 

choices that favour ethical companies, as consumers do notwant to make ethical choices that 

will inconvenience them [14].  

 

The imbalance between consumer attitudes towards the environment and their behaviour 

inbuying clothing can be clarified by the fact that consumers focus their purchasing 

decisionson factors other than the environment, such as price, fit and style [15].Attitude is 

defined as a mental state of enthusiasm which affects the response to allpurposes and 

conditions, and reinforces the intent to act [16]. Thebehaviour of consumers in relation to 

green products is linked to the values and emotions ofconsumers, and each person has a 

different value structure based on their experience and education. Behaviour is said to be 

about the same as behavioural intent, whichcan be extracted from a combination of the 

consumer's attitude towards purchasing theproduct and the subjective behavioural norms 

[17].To successfully navigate current environmental issues, eco-fashion companies need 

toconsider what factors impact consumer purchasing habits and figure out what they can do 

toeffectively steer them toward more sustainable patterns of consumption. Marketers need to 

be aware of the gap between the level of concern claimed by theconsumer for sustainability 

and the actual purchase behaviour. The gap in attitude-behaviourcan be seen as the biggest 

obstacle to sustainable fashion growth, requiring in-depthresearch and realistic approaches to 

resolve the issue. There are severalfactors that influence the consumer's desire to participate 

in sustainable consumptionbehaviour such as the overall positive effects it will have on the 

environment, however thereare also barriers that stops consumers from purchasing these 

products. 

 

Influencing factors in consumer buying behaviour  
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Consumers may have some attitudes about how and where they purchase their clothes, 

andwhat they think is the best way to dispose of their clothing or recycle it. Actual behaviour 

isoften affected by factors that are not known to the consumer, and there are factors that 

canchange the behaviour of their clothing consumption. Consumer's buyingbehaviour refers 

to the selection, purchase and use of goods and services to the fulfilment ofones’ needs and 

wants [18]. Consumer behaviour requires differentprocesses, as the consumer will first try to 

figure out what commodities he wants to buy, andthen choose only those commodities that 

offer greater benefit. Consumerbehaviour is affected by many factors, and while some of 

these factors cannot be controlledby marketers, it is still important to understand all of them 

[20]. With regards tosustainable clothing, consumer buyer behaviour can be influenced by 

four major factorswhich are cultural, social, personal and psychological. 

 

Consumer barriers on sustainable fashion 

Although clothing has been recognized as a basic human need, clothing choices areinfluenced 

by many people's need for identity and esteem [21].One of the many challenges for marketers 

is to differentiate their sustainable products from competitiveproducts, and to convey this to 

consumers; and to understand what makes a brand more sustainable. While the demand for 

sustainable production is growing andis the only way to preserve the environment, marketers 

find it difficult for their organizationsto move completely from conventional ways of doing 

things to become a fully sustainable organization. The challenge is that when it comes to 

sustainabilityproblems, most consumers are uninformed, and if two retail brands were to sell 

virtuallyidentical clothing items at different price points, most consumers will go for the 

cheapestitem. Another difficulty retail businesses face is obtaining and exchanging 

knowledge from the early production process [22]. Traditionally the retail buyers’ task was 

tofind to right manufacturer, the right fabric and the right design. These days, the company 

hasto weigh other aspects of corporate social responsibility and sustainability, such 

asunderstanding the origin of the fabric and the processes used to produce the fabric 

beforethey can agree to integrate it into their product line.Consumers are alsofaced with their 

own challenges when it comes to consumption of sustainable clothing.  

Lack of information 

Cost 

Lack of concern 

Time consuming 

Lack of variety 

Choice of frame work 

The gap in attitude-behaviour can be seen as the biggest obstacleto sustainable fashion 

growth, requiring in-depth research and realistic approaches to 

resolve the issue. The Theory of Planned Behaviour (TPB) was chosen asa framework for 

this study to investigate the various factors influencing a consumer'spurchasing behaviour 

and commitment for sustainable fashion. The theory has been appliedin several studies that 

investigate environmental behaviour, as well as research directlyrelated to fashion and 

clothing. The Theory is applicable toactions that are not completely influenced by will, such 

as buying behaviours where otherinfluences play a role in decision making. The Theory of 

Planned Behaviour (refer to figure1), has four components that inform the end behaviour: 
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attitude, subjective norm, perceivedbehavioural control and intention [23]. In TPB, 

behavioural intent isinfluenced by a complex combination of variables of attitude, subjective 

norm, and perceivedbehavioural control. Actual behaviour is again primarily derived from 

behavioural intent, but is mediated to some degree by perceived behavioural control. 

Figure  

 
Figure 1 The theory of planned behaviour  

Attitude, attitude has been defined as an individual’s favourable or unfavourable evaluationof 

an attitude object. The type of behaviour influences the degree of intention-behaviour 

consistency [38] Subjective norm is the influence of the normative beliefs of an individual 

(beliefs thatemerge from social pressure) that others support or disapprove of a specific 

action [39,40].  

Subjective norm, Perceived behavioural control and intention have been considered.  

Addressing the crux of the problem 

Despite its affordability and accessibility, it has become clear that fast fashion is doing 

moreharm to the world than its perceived benefits. Although some manufacturers and 

retailers are increasingly moving towards a more sustainable method of production, this 

change alsoposes challenges [41]. As far as the research problem isconcerned, customers 

seem to have the dominant position, as their attitude and behaviour towards sustainable 

clothing is what will motivate most manufacturers and retailers toprovide only sustainable 

products [42]. It is therefore important to understand themotivation behind consumer 

purchases of clothing and their attitude towards sustainableclothing. If consumers can 

understand that even though sustainability comes with its ownchallenges, they are certainly 

not as costly as fast fashion is to the environment and sweatshops workers [43]. This might 

persuade consumers to invest inbetter quality clothes and to wear, care and keep them longer 

and balance out the perceivedfinancial, social and psychological risks of clothing purchase 

[44].The identified issues and gaps from this review will be used as the motivation for 

conductingthis research. Some of the outcomes from this literature study shows that most 

consumersare not aware of the environmental and social effects of the apparel industry; 

consciouscustomers find it hard to trust retailers about their sustainable goods because of the 

lack oftransparency during the manufacturing process; many consumers don't know how to 

locatethe stores that sell ethical products with just a few that indicate they know where to 

buyenvironmentally friendly clothing; cost is a huge factor on sustainable clothing 

purchasedecision; educating consumers on sustainable clothing might have an overall 

positiveoutcome on purchasing behaviours ; and attitude-behaviour gap plays a huge role in 

thestudy of consumers’ purchase intentions on sustainable clothing. The review also 

revealedthat while previous studies have been conducted on clothing consumption in the 
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SouthAfrican market, there is limited research that focuses on the sustainability issue of 

clothingconsumption. 

 

Design methodology 

The following aspects have been considered 

Research Design 

Sampling 

Data Collection 

Questionnaire format 

Statistical Data Analysis 

Reliability and validity 

Ethical Implications 

Consent 

Anonymity, Privacy and Confidentiality of Respondents 

 

The findings 

The following aspects have been considered in the study 

Demographics of the sample 

Consumer awareness on sustainable fashion 

Motivation behind consumer’s purchasing behaviour. 

Consumer clothing disposal behaviour 

Clothing sustainability is very complex and while consumers might have knowledge of 

whatsustainable clothing is, it is the lack of understanding why its is important to support it 

thatseems to be the main challenge. People can only know what they’re exposed to on a 

regularbasis which is linked to what is common knowledge. Sustainable fashion is still a 

niche topicand other measures needs to be put in place to ensure that more information is 

readilyavailable for all consumers of clothing. While the overall results seem to agree with 

previous research that consumers have someknowledge about sustainability in clothing, it is 

important to note that consumers are diversein their concerns and due to the small sample 

size, these results cannot be generalised asthey might vary widely if the sample size was 

larger. Findings have shown that style andquality are the main motivation for buying 

clothing. One of the key goals of sustainability is tocreate goods that can last longer and 

thereby avoid fast fashion and mass manufacturing. 

 

This puts sustainable clothing in a desirable position, since it is known to provide 

qualitygoods, as this will result in consumers buying these products, because quality is one of 

the key motives of consumers. On the topic of clothing disposal behaviour, customers seem 

to be on the right track, as themajority have said they know how to recycle clothing and are 

familiar with the recyclingoptions available. They also seem to know the benefits of proper 

clothing disposal, andunderstanding the benefits means that every consumer's decision-

making is motivated. Thismay be why the clothing disposal questions scored high, as there is 

a motive behind thebehaviour. 

 

Problems and prospects 

The analysis faced several limitations that must be considered when examining the results. 

The first limitations were time and funding. Although e-mail was thought to be the most cost-

saving and time-consuming way of delivering the questionnaire, most potential 

respondentslost interest in completing the survey due to the need to open the e-mail 

attachment, complete the survey, save and send back the e-mail. As they consider online 

surveys to beeasier, most of them would prefer a link to the survey. Also, on the subject of 
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signing theconsent form, not everybody has a digital signature, so some of it meant copying, 

signing, scanning, and email, which seemed to them time consuming. Another limitation was 

the poor response that resulted in a limited sample size. While bothmales and females were 

included, a comparison between the genders could not beobserved due to the limited 

proportion of male respondents. Although findings have beenaddressed through support from 

other research, due to limited studies on the subject inSouth Africa, most of the previous 

studies that support these findings are not based in SouthAfrica and therefore make it a 

challenge to use them as consumer behaviour varies acrossthe globe due to various factors of 

influence.It is important to note that, despite these limitations, the results of this research can 

still beuse used as secondary data on future research on the subject, and more in-depth 

researchwith wider participation can be carried out on the basis of the results obtained. 

 

Conclusion and future perspectives 

The focus has been to study consumers’ behaviour regardinggreen/sustainable clothing. The 

following research objectives were formulated in order toachieve the objective of this 

research study: (1) to explore consumer awareness onsustainable fashion, (2) to determine the 

motivation behind consumers’ purchasingbehaviour on sustainable clothing and (3) to 

determine the consumers’ motivation behind their clothing disposal behaviour. The study 

concludes with three key points, one being thatmotive plays a huge role in the purchasing 

decision making of sustainable clothes. Thesecond one is that information on sustainable 

clothing should be readily available toconsumers so they can make more informed decisions. 

Lastly, clothing disposal optionsshould be available for all consumers of clothing. Future 

research derived from these results may focus on informing consumers aboutsustainable 

clothing and assessing consumption patterns before and after lessons learned. Another 

emphasis could be on clothing retailers where they can be interviewed on theirposition on 

sustainability, which could push retailers to make their position on sustainabilityaccessible to 

customers. The availability of information could lead to more informed choicesby consumers. 

Finally, on the subject of clothing disposal, future research could concentrateon the 

availability of recycle bins, clothing retailers providing recycle bins in stores andeducating 

customers of both recycling and up-cycle choices.  

 

References 

1. WANG, C. (2010). Consumer Attitudes towards Sustainable & Environmental Strategies 

inFashion Clothing.  

2. BURGOS, M. E. (2019). Sustainable Fashion: An Ethical Future Ahead. 

3. LONG, X. and J. NASIRY. (2019). Sustainability in the Fast Fashion Industry 

4. BACK, J. (2017). Sustainable and Ethical Practices for the Fast Fashion Industry. UEP 

Student Scholarship. 

5. THORISDOTTIR, T.S. and L. JOHANNSDOTTI. (2019). Sustainability within Fashion 

Business Models: A Systematic Literature Review. 

6. BICK, R., E. HALSEY and C.C. EKENGA. (2018). The global environmental injustice of 

fast fashion. Environ Health, vol. 17, no. 92, pp. 02-04. 

7. FLETCHER, K. (2008). Sustainable Fashion and Textiles: Design Journeys. London:  

Routledge. 

8. WU, X.J. and L. LI. (2019). Sustainability Initiatives in the Fashion Industry. Intech Open, 

pp. 06-18. 

9. THE TRUE COST. (2015). Video recording. Untold Creative, Sherman Oakes, CA. 

Directed by Andrew Morgan. 

10.GORDON, J.F. and C. HILL. (2015). Sustainable Fashion, Past, Present and Future. New 

York: Bloomsbury Academic. GWILT, A. 

Journal For Basic Sciences ISSN NO : 1006-8341

Volume 25, Issue 10, 2025 PAGE NO: 88



11. JOY, A. and C. PENA. (2017). Sustainability and the Fashion Industry: Conceptualizing 

Nature and Traceability. Sustainability in Fashion: A Cradle to Upcycle Approach, pp. 31-54. 

12. FRINGS, G.S. (2008). Fashion from Concept to Consumer. 9th edition. Ohio: Pearson 

Prentice Hall. 

13. NIINIMAKI, K., (2010). Eco‐clothing, consumer identity and ideology. Sustainable 

Development, vol.18, no. 03, pp.150-162.  

14. POLIANSKAIA, A. (2018). Bridging the attitude-behaviour gap in sustainable fashion 

consumption: Eco fashion company perspective. 

15. JALIL, M.H. and S.S. SHAHARUDDIN. (2019). Consumer Purchase Behaviour of Eco-

Fashion Clothes as a Trend to Reduce Clothing Waste. International Journal of Innovative 

Technology and Exploring Engineering, vol. 08, no.12, pp.4224-4233. 

16. BRAY, J.P. (2008). Consumer behaviour theory: approaches and models. 

17. RAMYA, N. and S.M. ALI. (2016). Factors affecting consumer buying behaviour. 

International Journal of Applied Research, vol. 02, no. 10, pp. 76-80. 

18. MADAAN, K.V.S. (2009). Fundamentals of retailing. India: Tata McGraw-Hill 

Education. MAREE, K. (2010). First steps in research. Pretoria: Van Schaik. 

19. HARRIS, F., H. ROBY and S. DIBB. (2016). Sustainable clothing: challenges, barriers 

and interventions for encouraging more sustainable consumer behaviour. International 

Journal of Consumer Studies, vol. 40, no. 03, pp. 309-318. 

20. EMRAN, S., J. KYRIECOU and S. ROGAN. (2019). Made in poverty, the true price of 

fashion.  

21. PREUIT, R. and R. YAN. (2017). Fashion and Sustainability: Increasing Knowledge 

about Slow Fashion through an Educational Module. International Journal of Environmental 

and Science Education, vol. 12, no. 05, pp. 1139-1154. 

22. SOMMER, L. (2011). The theory of planned behaviour and the impact of past 

behaviour.International Business and Economics Research Journal, vol. 10, no 01, pp. 91-

110. 

23. ABRAR, M., S.A. BAIG, M. BASHIR, R. SHABBIR and M. AYUB. (2018). Consumer 

attitude and purchase intention towards organic textile products. Amazonia Investiga. vol. 07, 

no 17,pp 472-485. 

24. BERNARDES, J.P., F. FERREIRA, A.D. MARQUES and M. NOGUEIRA. 

(2020).Consumers’ clothing disposal behaviour: Where should we go. Textiles, Identity and  

Innovation: In Touch: Proceedings of the 2nd International Textile Design Conference. 

pp.198. 

25. BRIJBALL PARUMASUR, S. and M. ROBERTS-LOMBARD. (2012). Consumer 

behaviour. Cape Town: Juta. BUBNA, J.M. (2016). 

26. HENNINGER, C.E., P. ALEVIZOU and C. OATES (2016). What is sustainable fashion?  

Journal of Fashion Marketing and Management, vol. 20, no. 04, pp. 400-416. 

27. DRIESSNACK, M., V.D. SOUSA and I.A.C. MENDES. (2007). An overview of 

research designs relevant to nursing: part 2: qualitative research designs. Revistalatino-

americanadeenfermagem, vol.15, no. 04, pp.684-688. 

28. ZIAEI-BIDEH, A. and M. NAMAKSHENAS-JAHROMI. (2019). Profiling Green 

Consumers with Data Mining. Intech Open, pp. 01-17. 

29. WHELAN, T.J. (2007). Anonymity and confidentiality: Do survey respondents know the 

difference. 

30. DAVIES, I. (2015). The values and motivations behind sustainable fashion consumption.  

Journal of consumer behaviour, vol. 15, no. pp 1-39. 

31. SHARMA, G. (2017). Pros and cons of different sampling techniques. International 

Journalof Applied Research, vol. 03, no.07, pp.749-752. 

Journal For Basic Sciences ISSN NO : 1006-8341

Volume 25, Issue 10, 2025 PAGE NO: 89



32. CRESWELL, J. W. (2014). Research design: qualitative, quantitative, and mixed methods 

approaches. 4th ed. California. SAGE Publications, Inc. 

33. AJZEN, I. (1991). Theory of planned behaviour.  

34. PATWARY, S. and M. LEHEW. (2018). Consumers' knowledge gain of environmental  

sustainability issue pertaining to textile and apparel industry through social networking site 

engagement. International Textile and Apparel Association, Inc. pp. 01-04. 

35. MOOLENSCHOT, J. (2019). Support Sustainable Fashion, Buy Local. 

36. MOSER, C.A. and G. KALTON. (1989). Survey Methods in Social Investigation. 2nd 

edition. London: Aldershot, Gower. 

37. SHOWKAT, N. and H. PARVEEN. (2017). Non-Probability and Probability Sampling. 

38. TORRES, E. (2020). 5 Barriers to Shopping Responsibly and How to Overcome Them. 

39. SCOTT, C. R. (2005). Anonymity in applied communication research: Tension 

betweenIRBs, researchers, and human subjects. Journal of Applied Communication 

Research, vol.33, pp. 242-257. 

40. MATTILA. (2016). Understanding fashion consumers’ attitude and behavioural intention 

toward sustainable fashion products: Focus on sustainable knowledge sources and knowledge 

types. Journal of Global Fashion Marketing, vol. 07, no.02, pp. 103-119. 

41. PASHKEVICH. (2017). Analysis of sustainability and environmental friendliness 

concepts in the modern fashion industry. Theory and Practice of Design, vol.11, pp.18-31. 

42. ZDESAR, V. (2016). 4 eco-friendly alternatives for commonly used textiles. 

43. MORRISON, J. (2020). Assessing questionnaire reliability. 

44. HENZEN, R. and S. PABIAN. (2019).Increasing Consumer Participation in Textile 

Disposal Practices: Implications Derived from an Extended Theory of Planned Behaviour on 

Four Types of Post-Consumer Textile Disposal. Journal of Textile Science & Fashion 

Technology, vol. 04, no.02, pp. 1-10. 

 

Journal For Basic Sciences ISSN NO : 1006-8341

Volume 25, Issue 10, 2025 PAGE NO: 90




