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 Recycled clothing has emerged as a critical component of circular 

economy initiatives, offering a pathway to reduce ecological impacts by 

decreasing reliance on virgin resources and minimising waste. However, 

a notable gap persists between consumers' intentions to purchase 

sustainable fashion and their actual purchasing behaviour, posing a 

significant barrier to widespread adoption. This study aims to develop a 

comprehensive conceptual framework to examine the key factors 

influencing consumer intention and behaviour towards recycled 

clothing. Drawing on established behavioural theories, including the 

Theory of Planned Behaviour (TPB) and the Value-Belief-Norm (VBN) 

theory, the framework integrates environmental consciousness, 

perceived benefits, and social norms as critical determinants of 

consumer intention. Furthermore, the study explores the moderating 

roles of socio-demographic factors, such as age, income, and education, 

and situational factors, including the availability of recycled clothing, 

which influence the translation of intention into behaviour. By providing 

insights into the dynamics of sustainable consumer behaviour, this 

research highlights opportunities for targeted interventions that align 

consumer values with accessible and appealing sustainable fashion 

options. The proposed framework aims to guide stakeholders in 

designing effective strategies to bridge the intention–behaviour gap, 

thereby fostering the adoption of recycled clothing and advancing 

sustainability within the fashion industry. This study underscores the 

importance of integrating theoretical and practical approaches to 

promote environmentally responsible consumer practices. 
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1. Introduction 

The fashion industry has faced increasing pressure to adopt sustainable practices due to its substantial 

environmental impact, which includes resource depletion, waste generation, and carbon emissions. This 

sector is responsible for approximately 8% to 10% of global carbon emissions and significantly contributes 

to industrial effluent and marine microplastic pollution (Kim et al., 2021). In response, recycled clothing 
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has emerged as a critical strategy to mitigate the sector's ecological footprint. This transition towards 

sustainability is driven not only by industry initiatives but also by rising consumer demand for eco-friendly 

products and heightened environmental awareness (Ney et al., 2022). Consumers are increasingly selective, 

preferring brands that align with their principles of environmental and social responsibility. 

Despite this shift, a significant gap remains between consumers' favourable intentions to purchase 

recycled clothing and their actual purchasing behaviour (Sedej & Toroš, 2023). Understanding this 

discrepancy is crucial for promoting sustainable consumption within the fashion industry, as it offers 

insights into the factors that motivate consumers to align actions with their stated intentions. Thus, it is vital 

to examine the factors influencing consumer behaviour and intention towards purchasing recycled clothing 

to foster a more sustainable fashion ecosystem. 

Although research on sustainable fashion consumption is growing, there remains a significant gap in 

understanding how consumer intentions translate into actual behaviour, particularly regarding recycled 

clothing. Previous studies have explored perceived barriers such as higher costs, limited availability, and a 

lack of awareness of the benefits associated with recycled clothing (Sun et al., 2024). Social norms and 

societal pressures often inhibit consumers from acting on their sustainable intentions, as people tend to 

conform to dominant buying behaviours (Lu, 2022). Moreover, consumers’ decision-making processes are 

influenced by factors such as convenience, marketing messages, personal identity (Semba et al., 2020; 

Bukhari et al., 2018), consumer attitudes (Sun et al., 2024), perceived values and quality (Bukhari et al., 

2018), as well as environmental consciousness and knowledge (Cavender, 2018). However, the transition 

from intention to actual behaviour remains insufficiently explored. 

Integrating these factors into a comprehensive framework that connects intention and behaviour in 

recycled clothing consumption remains limited. This is crucial, as multiple studies have consistently 

highlighted the gap between positive intentions and actual behaviour concerning sustainable products 

(Juanga-Labayen et al., 2022). Furthermore, current literature lacks clarity regarding the factors that may 

moderate or mediate this relationship. These include socio-demographic characteristics such as age, gender, 

income, and education (Arangdad et al., 2019); perceived behavioural control, referring to an individual's 

confidence in executing a behaviour (Fatih Sudin et al., 2023); situational constraints like the availability 

of recycled clothing and ease of access (Park & Ha, 2014); and environmental awareness and knowledge 

(Rotimi et al., 2023). Additionally, personal norms—internalised beliefs about right and wrong—and social 

influences—unwritten societal rules—may also moderate the intention–behaviour link (Hassan et al., 

2022). Thus, developing a comprehensive framework is essential for a deeper understanding of consumer 

dynamics and offering practical insights to promote sustainable consumption within the fashion sector. 

Existing research shows that strong intentions towards sustainable fashion do not always translate into 

actual purchases, leading to what is known as the intention–behaviour gap (Park & Lin, 2020). This study 

proposes a conceptual model that identifies the key determinants of consumer intention and explores the 

moderating and mediating factors influencing the transition from intention to behaviour. Drawing insights 

from behavioural theories such as the Theory of Planned Behaviour (Ajzen, 1991) and the Value-Belief-

Norm Theory (Stern, 2000), this study seeks to fill a critical void in the literature by providing a 

comprehensive understanding of the drivers and barriers to recycled clothing adoption, ultimately assisting 

stakeholders in developing targeted strategies to promote sustainable consumer behaviour. 

Specifically, this study aims to develop a comprehensive conceptual framework linking consumer 

intention and behaviour regarding recycled clothing. It examines critical factors affecting consumers' 

intention to purchase recycled clothing—including environmental awareness, perceived benefits, and social 

norms—while also considering the moderating roles of recycled clothing availability and socio-

demographic factors. 

By addressing the significant research gap in sustainable fashion literature, this study contributes a 

distinct framework that moves beyond traditional models. While previous studies acknowledged the 

intention–behaviour gap (Wiederhold & Martinez, 2018; Rausch & Kopplin, 2021), they often treated 
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intention and behaviour separately or relied heavily on established models like TPB without integrating 

broader contextual influences. This study synthesises elements from TPB, VBN, and Norm Activation 

Theory (Schwartz, 1977), incorporating both internal factors (e.g., environmental consciousness, perceived 

behavioural control) and external factors (e.g., social norms, product availability, affordability) to explain 

consumer behaviour in recycled fashion. By doing so, it reflects the complex, multidimensional nature of 

consumer decision-making in sustainable fashion (Song & Ko, 2017), advancing theoretical understanding 

while offering actionable insights. 

This article is organised into five major sections. Following the introduction, the literature review 

explores existing research on consumer intentions, behaviours, and recycled clothing, providing the 

theoretical foundation for the proposed framework. The Conceptual Framework Development section 

outlines the framework components and hypothesised relationships. The discussion interprets the findings, 

focuses on theoretical and practical implications, and offers insights for stakeholders promoting recycled 

apparel. Finally, the conclusion summarises the study's findings, acknowledges limitations, and suggests 

future research directions. This systematic structure ensures a clear narrative flow, guiding readers through 

the study's conceptualisation, framework development, and implications. 

2. Literature review 

1.1 The recycled clothing concept 

Recycled clothing refers to garments created from pre- and post-consumer materials, worn clothing, or 

reused textile waste and fibres regenerated from these sources. This practice extends the life cycle of textiles 

by turning used items into new products, thus reducing the need for virgin resources (Khan et al., 2025). 

Within the framework of sustainable fashion, recycled clothing forms a pillar of the circular economy, 

which seeks to minimise waste and maximise resource efficiency through recycling, upcycling, and 

responsible consumption (Global Fashion Agenda, 2021). 

Recycled clothing addresses environmental issues caused by fast fashion, such as greenhouse gas 

emissions, overconsumption of raw materials, and the generation of massive textile waste (Niinimäki, 

2018). Beyond environmental benefits, recycled clothing appeals to the growing consumer demand for 

ethically produced and sustainable fashion goods (ThredUp, 2021). 

As both companies and consumers increasingly recognise their roles in advancing corporate social 

responsibility and sustainability, recycled clothing continues to gain prominence (Vătămănescu et al., 

2021). However, realising its full potential requires strategic efforts by fashion brands to ensure product 

quality, style, and availability, as well as a deep understanding of consumer attitudes and behaviours 

(Moorhouse, 2020). Consequently, recycled clothing represents a key strategy for steering the fashion 

industry toward more environmentally responsible practices. 

1.1 Consumer intentions and behaviours 

Understanding consumer intentions and behaviours toward recycled clothing is essential for promoting 

sustainable consumption. The Theory of Planned Behaviour (TPB) by Ajzen (1991) is a widely applied 

framework positing that intention is the primary predictor of behaviour, influenced by attitudes, subjective 

norms, and perceived behavioural control. According to Kumar et al. (2022), attitudes, subjective norms, 

and perceived behavioural control positively influence educated youth’s intention to purchase recycled 

clothing. The Value-Belief-Norm (VBN) theory offers another important perspective, suggesting that 

personal values and environmental beliefs create a moral obligation that drives pro-environmental 

behaviour (Stern, 2000). The VBN theory highlights how values such as environmental concern and 

altruism shape consumer intentions to engage in sustainable consumption. 
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Research shows that while both TPB and VBN theories provide valuable insights into consumer 

behaviour, positive intentions do not always result in actual purchases. Barriers such as high costs, limited 

availability, and misconceptions about product quality often deter sustainable choices (Rotimi et al., 2023). 

Integration of these theories suggests that interventions focused on improving attitudes, enhancing 

perceived control, and reinforcing social norms could effectively bridge the intention–behaviour gap 

(Grimmer & Miles, 2014). For stakeholders aiming to promote sustainability in fashion, a thorough 

understanding of how attitudes, perceived control, and personal values interact is vital to fostering 

behavioural change. 

1.1 The gap in intent-behaviour 

The intention–behaviour gap—the disconnect between consumers’ stated intentions to purchase 

sustainable products and their actual purchasing behaviour—is particularly evident in recycled clothing. 

Studies have consistently shown that although consumers express strong interest in sustainable fashion due 

to environmental awareness and ethical considerations, this often fails to translate into actual purchases 

(Zhang et al., 2021; Joy et al., 2012; Niinimäki & Hassi, 2011). 

Several barriers contribute to this gap, including perceived high costs (Rausch & Kopplin, 2021), limited 

availability (Diddi et al., 2019), and doubts about the quality and style of recycled clothing (Wagner & 

Heinzel, 2020). Moreover, factors like convenience, habitual behaviours, and social pressures significantly 

influence consumer actions (Joseph, 2019). Lee et al. (2017) found that when consumers experience a 

misalignment between their values and their purchasing decisions, they may rationalise their behaviour 

through cognitive dissonance, thus justifying not purchasing sustainable products. This underscores the 

complexity of bridging the gap and the need for interventions that target both structural and psychological 

barriers. 

1.2 Elements affecting intention and behaviour 

A complex interplay of internal and external elements influences both intention and behaviour when 

consumers choose recycled clothing. Perceived behavioural control, as proposed by the Theory of Planned 

Behaviour, primarily determines whether consumers feel competent about buying sustainable items; greater 

perceived control corresponds with stronger intentions to purchase recycled clothing (Liu, 2024). Customer 

attitudes toward recycled clothing, shaped by personal values, beliefs about environmental sustainability, 

and past experiences (Busalim et al., 2022), significantly influence their purchasing behaviour (Nurzaman, 

2023). Societal norms, understood as perceived social pressure to perform or not perform a particular 

behaviour, encompass both injunctive norms (what others think one should do) and descriptive norms (what 

others are actually doing) (Cialdini et al., 1990). These norms exert significant influence, as individuals 

often align their actions with those of their peers, creating a social impact that can either encourage or 

discourage the purchase of sustainable fashion (Gonçalves et al., 2022). 

Environmental consciousness is defined as an individual’s awareness of environmental issues and their 

concern for the consequences of their actions on the natural environment (Mostafa, 2007). Consumers who 

are aware of the environmental impacts of their decisions are more inclined to engage in sustainable 

activities; thus, awareness of environmental problems and the advantages of recycling is crucial (Debrah et 

al., 2021). Perceived benefits refer to consumers’ subjective evaluations of the positive outcomes associated 

with purchasing recycled clothing, including environmental impact reduction, cost savings, and 

contributions to ethical consumption (Biswas & Roy, 2015). However, personal hurdles, such as lack of 

accessibility (Sener et al., 2022), affordability (Bahl, 2023), and misunderstandings about the quality of 

recycled clothing (Koszewska, 2018), hinder actual purchase behaviour. These barriers highlight the need 

for initiatives that not only educate consumers about sustainable options but also improve access to 

affordable, high-quality recycled clothing. 
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According to Koszewska (2018), many consumers associate recycled goods with inferior quality and 

remain unaware of the quality and advantages of recycled textiles, which creates a lack of demand for such 

products. Barrera-Verdugo and Villarroel-Villarroel (2022) emphasize the importance of educating buyers 

about the attributes of sustainable apparel, such as its quality and style, as these factors can significantly 

influence their purchasing decisions. 

Policymakers and marketers need to develop targeted interventions that address various aspects of 

consumer behaviour toward sustainable consumption. These interventions include running educational 

programs that highlight the environmental effects of consumer decisions, supporting positive attitudes 

through ethical marketing, and removing personal obstacles through improved product accessibility and 

affordability (Gam et al., 2010). Encouraging community involvement around sustainability can also help 

build a favourable atmosphere that motivates customers to adopt sustainable behaviours (Gallo et al., 2023). 

Several underlying hypotheses sufficiently support research on consumer intention and behaviour 

toward recycled clothing. Developed by Ajzen (1991), the Theory of Planned Behaviour (TPB) posits that 

attitudes toward behaviour, subjective norms, and perceived behavioural control affect behavioural 

intentions, thereby guiding individual behaviour. This framework is particularly important for 

understanding how consumers' views on sustainability and recycling influence their intention to purchase 

recycled clothing. 

The Value-Belief-Norm (VBN) Theory offers a similar perspective, asserting that personal values and 

beliefs about environmental issues create a sense of moral obligation that drives pro-environmental action 

(Stern, 2000). The Norm Activation Theory (NAT), which emphasises the role of social norms in 

motivating individuals to act according to their values and beliefs, reinforces this point and highlights the 

influence of societal expectations on consumer behaviour (Schwartz, 1977). Furthermore, the Elaboration 

Likelihood Model (ELM) helps explain how consumers process information about recycled apparel. It 

distinguishes between consumers who carefully evaluate information (central route) and those who rely on 

peripheral cues such as branding and packaging (Petty & Cacioppo, 1986). 

Together, these theories provide a robust framework for analysing the diverse factors that influence 

consumer intentions and behaviours toward recycled clothing. They assist researchers and practitioners in 

developing effective strategies to promote sustainable fashion consumption. 

Several theories thus offer a strong foundation for describing the factors influencing consumer intention 

and behaviour in this area of research. According to the TPB (Ajzen, 1991), attitudes, subjective norms, 

and perceived behavioural control shape consumers' intentions to purchase recycled clothing. Attitudes 

represent consumers’ evaluations of the environmental benefits of recycled clothing, while subjective 

norms relate to societal pressures or incentives to make sustainable choices. Perceived behavioural control 

concerns consumers' perceptions of their ability to access and purchase recycled clothing (Park & Ha, 

2014). 

The VBN Theory complements this by emphasising how personal values and environmental beliefs 

activate a sense of moral obligation, motivating pro-environmental behaviour (Stern, 2000). Yıldırım and 

Semiz (2019) highlight that personal norms, directly influenced by environmental beliefs, significantly 

drive pro-environmental activities. This suggests that consumers are more likely to act in accordance with 

their moral duty to support ecological practices, such as purchasing recycled clothing. 

These theoretical frameworks greatly affect consumers' perceptions and intentions toward sustainable 

living. Finally, the Elaboration Likelihood Model (ELM) distinguishes between consumers who carefully 

consider sustainability information and those who rely on external cues like brand reputation or product 

aesthetics (Manca et al., 2019). Taken together, these theories illustrate how attitudes, social influences, 

perceived control, and cognitive involvement interact to shape consumer behaviour toward recycled 

clothing. 

Table 1. Recent articles related to consumer intention and behaviour on sustainable fashion 
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Authors & year Underpinning 

Theory 

Outcome (DV) Method & sample Main findings 

Şener, Bişkin, 

and Dündar 

(2022) 

Theory of 

Planned 

Behaviour (TPB) 

1) Attitude toward 

recycled content 

clothing 

2) Purchase intention 

toward recycled 

content clothing 

Conducted a survey 

targeting female 

consumers employed in 

Konya, Turkey. A 

simple random sampling 

method was used to 

select 296 participants 

The study found that perceived 

customer values (emotional, 

epistemic, and conditional) and 

environmental concerns 

significantly influence purchase 

intentions, though they have a 

weaker positive effect on 

attitudes toward recycled content 

clothing. 

Rotimi, 

Johnson, 

Hassan, Topple, 

and Hopkins 

(2023) 

Theory of 

Planned 

Behaviour (TPB) 

1) Intentions to 

recycle end-of-life 

garments 

2) Actual recycling 

behaviour of end-of-

life garments  

Collected through 

survey questionnaires 

distributed across all 8 

recognized states and 

territories in Australia. 

The study obtained 481 

usable responses, which 

were analysed using 

structural equation 

modelling 

Attitude, perceived behavioural 

control, norms, self-identity, eco-

literacy, and self-efficacy all 

affect how Australian customers 

recycle end-of-life clothing. 

Park and Lin 

(2020) 

Theory of 

Planned 

Behaviour (TPB) 

1) Purchase intention 

toward recycled and 

upcycled fashion 

products 

2) Actual purchase 

behaviour of these 

products. 

250 survey targeting 

young consumers, who 

are often fashion-

oriented and conscious 

of their public image.  

Consumers support sustainable 

products, yet they frequently do 

not buy them due to perceived 

risks, environmental concerns, 

and consumer effectiveness. 

Hatef & 

Shukhaila 

(2019) 

Theory of 

Planned 

Behaviour (TPB) 

Purchase intention 

toward eco-fashion 

clothes made from 

recycled materials.   

583 respondents from 

both East and West 

Malaysia participated in 

the survey. The sample 

included students, non-

professionals, and 

professionals, with a 

majority being students 

under the age of 30. 

Positive attitudes and perceived 

behavioural control significantly 

influence consumers' purchase 

intentions of eco-fashion clothes 

made of recycled materials, 

thereby contributing to a 

reduction in clothing waste. 

Kim, Jung, & 

Lee (2021) 

Consumption 

value theory 

 

1) Product Attitude 

2) Behavioural 

Intention 

 

Online survey in April 

2020, targeting Korean 

Millennials and 

Generation Z individuals 

born between 1985 and 

2001. A total of 850 

participants completed 

the survey. 

Consumers prioritize emotional 

value over economic or 

performance risks when 

evaluating circular fashion goods, 

with individualism influencing 

their perceptions and behavioural 

intentions. 

Chaturvedi, 

Kulshreshtha, 

and Tripathi 

(2020) 

Theory of 

Planned 

Behaviour (TPB) 

Purchase intention 

toward recycled 

clothing among 

Generation Z 

consumers.   

Collected through a 

survey administered to 

undergraduate and 

postgraduate students 

from five universities 

across different regions 

of India, targeting 

individuals aged 18 to 

24 years. 497 usable 

responses were obtained 

and analysed. 

In a developing economy, 

generation Z's purchase intention 

for recycled apparel is much 

influenced by their willingness to 

pay, environmental concern, 

perceived value, and personal 

standards. 
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Authors & year Underpinning 

Theory 

Outcome (DV) Method & sample Main findings 

Shao and 

Lassleben 

(2021) 

1) Social Identity 

Theory 

2) Impulse 

Buying 

Behaviour 

 

Willingness to 

participate in used 

clothes recycling 

plans (UCRPs) 

offered by fast 

fashion brands. 

Online survey conducted 

in May 2019 and 

January 2020, targeting 

Chinese consumers who 

had previously 

purchased fast fashion 

clothing. The final 

sample comprised 564 

valid responses. 

Personal factors such as 

environmental attitudes and 

satisfaction primarily influence 

consumers' propensity to engage 

in used clothing recycling 

initiatives within an omnichannel 

framework, while organisational 

arrangements have a less 

significant impact. 

Kumagai 

(2020) 

Theory of 

Planned 

Behaviour (TPB). 

1) Brand Attitude 

2) Purchase 

Intention 

 

Conducted a survey 

collecting data from 315 

valid samples in Japan 

Sustainable plastic apparel 

enhances brand perception but 

has conflicting negative impacts 

on purchase intention, 

particularly for luxury 

companies. 

Zhang, Wu, 

Liu, Jiang, Wu, 

and Yang 

(2020) 

Theory of 

Planned 

Behaviour (TPB) 

Intention to recycle 

clothing 

Survey administered to 

residents of Nanjing, 

China 

Although most residents of 

Nanjing choose to discard or 

keep outdated clothes at home, 

their average lifespan of 3.75 

years highlights the need for 

improved disposal practices. 

Rausch and  

Kopplin (2021) 

Theory of 

Reasoned Action 

(TRA) 

1) Purchase 

Intention 

2) Actual Purchase 

Behaviour  

 

Surveyed 464 German 

online shoppers thru 

self-administered 

questionnaires online 

across various social 

media channels and 

forums. 

Attitudes on sustainable apparel 

influence consumers' buying 

intentions, but perceived aesthetic 

risk and greenwashing issues 

complicate the relationship. 

Studies on customer attitudes and behaviours toward recycled and sustainable fashion reveal several 

influencing factors, which vary depending on geography and socioeconomic context (refer to Table 1 

above). For instance, Sener et al. (2022) found that perceived value and environmental concern positively 

influence Turkish women’s purchase intentions for clothing with recycled content, although their effect on 

overall attitudes may be weaker. Rotimi et al. (2023) discovered that a wide range of personal and social 

variables—including attitudes, perceived control, eco-literacy, self-identity, norms, and self-efficacy—

influence Australians' recycling behaviour towards end-of-life clothing. Similarly, Park and Lin (2020) 

identified an attitude–behaviour gap, where consumers support sustainable products but often fail to 

purchase them due to environmental concerns and perceived risks. 

Hatef and Shukhaila (2019) further emphasised that positive attitudes and perceived control beliefs 

significantly motivate eco-fashion purchases aimed at reducing clothing waste. Kim et al. (2021) 

demonstrated that consumers in the circular fashion market prioritise emotional value over economic or 

performance risks, suggesting that individualistic values significantly shape sustainable consumption 

behaviours. According to Chaturvedi et al. (2020), Generation Z consumers in developing economies place 

high importance on environmental concern, perceived value, and personal standards when purchasing 

recycled clothing. Meanwhile, Kumagai (2020) noted the contradictory effects of sustainable plastic 

clothing on luxury brand perceptions—while such initiatives may enhance brand attitudes, they could 

negatively impact actual purchase intentions. 

Shao and Lassleben (2021) found that personal environmental attitudes, rather than organisational 

arrangements, primarily drive consumers’ willingness to participate in used clothing recycling initiatives 

in omnichannel retail environments. Pointing to the need for behavioural change, Zhang et al. (2020) 

reported that residents in China tend to either keep or discard old clothes at home rather than recycling 
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them, highlighting a behavioural gap. Finally, Rausch and Kopplin (2021) underscored the complexity of 

sustainable fashion adoption by showing how aesthetic risk perceptions and concerns about greenwashing 

complicate consumers' sustainable purchasing decisions. Together, these studies illustrate the multifaceted 

factors affecting consumer behaviour and reinforce the need for integrated frameworks to understand and 

bridge the intention–behaviour gap in sustainable fashion consumption. 

2. Research framework development 

The theoretical framework for understanding consumer intentions and behaviours toward recycled 

clothing is primarily based on the Theory of Planned Behaviour (TPB) and the Value-Belief-Norm (VBN) 

Theory, both of which are widely recognised for their effectiveness in explaining pro-environmental 

behaviour. Ajzen (1991) formulated the Theory of Planned Behaviour, asserting that attitudes, subjective 

norms, and perceived behavioural control determine behavioural intentions, which in turn influence actual 

behaviour. 

The TPB offers a framework for understanding how consumers' perceptions regarding recycled 

clothing—such as perceived environmental benefits and social influences—translate into purchasing 

intentions. Research applying TPB in the context of sustainable fashion has investigated elements such as 

environmental concern, social influence, and perceived behavioural control, which shape consumers' 

intentions to purchase recycled clothing (Jin et al., 2024). Studies demonstrate that attitudes toward recycled 

clothing, subjective norms, and perceived behavioural control significantly affect purchasing intentions, 

highlighting the relevance of TPB in this context (Rodrigues et al., 2023). 

Complementing TPB, Stern (2000) developed the VBN Theory, which posits that personal values and 

environmental beliefs create a moral obligation that drives environmentally significant behaviours. By 

focusing on the internalised values that often underlie sustainable consumption decisions, the VBN Theory 

enriches the discussion and underscores the role of moral and ethical considerations in shaping opinions 

about recycled clothing (Ghazali et al., 2019). 

Together, TPB and VBN provide a comprehensive framework for examining both internal and external 

influences on consumer decision-making in sustainable fashion. This integrated approach offers valuable 

insights for theoretical advancement and practical intervention strategies (Chen, 2021). 

2.1 Framework components: consumer intention formation  

Environmental awareness, perceived benefits, and social norms are key elements influencing consumer 

intentions to purchase recycled clothing. Environmental consciousness reflects a person's awareness and 

concern about environmental issues, which inspires pro-environmental behaviour and shapes sustainable 

consumption intentions. 

Perceived benefits, including environmental, social, and financial advantages, also play a crucial role. 

Consumers who believe that purchasing recycled clothing supports environmental protection or social 

responsibility are more likely to develop strong purchase intentions (Semba et al., 2020). Furthermore, 

perceived social norms—expectations from peers or society about sustainable consumption—can reinforce 

these intentions, as individuals in sustainability-oriented communities feel greater pressure to act 

consistently with shared values (Hosta & Žabkar, 2020). 

Based on the preceding discussion, the following hypotheses are proposed: 

H1a: Environmental consciousness positively influences consumer intention to purchase recycled 

clothing. 
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H1b: Perceived benefits (social and financial) positively influence consumer intention to purchase 

recycled clothing. 

H1c: Perceived social norms positively influence consumer intention to purchase recycled clothing. 

2.2 Framework components: moderating factors 

In the context of recycled clothing purchases, socio-demographic characteristics and the availability of 

recycled clothing are important factors that moderate the relationship between intention and behaviour. 

Socio-demographic variables, such as age, income, and education, significantly influence how intentions 

are translated into behaviours. Younger consumers, often more environmentally conscious, tend to 

demonstrate stronger intention–behaviour alignment (Nugroho & Mafruha, 2022). However, lower-income 

groups may struggle to afford recycled or sustainable clothing if prices remain higher than those of fast 

fashion alternatives, and availability may be more limited in lower-income areas (Connell, 2010). 

Higher education levels are typically associated with greater environmental awareness, enabling 

consumers to better evaluate marketing claims and actively seek sustainable alternatives (McNeill & 

Moore, 2015). In addition, the availability of recycled clothing plays a moderating role: even consumers 

with strong intentions may be unable to act on them if sustainable options are inaccessible (Nguyen et al., 

2018). These moderators illustrate the complex nature of the intention–behaviour gap, emphasising the 

need for tailored interventions that consider demographic and situational factors. 

Based on the discussion above, the following hypotheses are formulated: 

H2a: Sociodemographic factors (age, income, education) moderate the relationship between consumer 

intention and actual purchasing behaviour 

H2b: The availability of recycled clothing moderates the relationship between consumer intention and 

actual purchasing behaviour. 

2.3 Framework components: behaviour 

The relationship between intention and behaviour is a critical aspect of understanding consumer actions, 

particularly in the context of purchasing recycled clothing. Intention reflects a consumer’s willingness or 

plan to buy recycled clothing, influenced by factors such as environmental awareness, perceived benefits, 

and social norms (Chaturvedi et al., 2020). Behaviour, on the other hand, refers to the actual execution of 

that intention—such as making a purchase online or in-store. However, studies have highlighted the 

existence of a gap between intention and behaviour, often caused by perceived risks, situational constraints, 

or lack of access to sustainable products (Park & Lin, 2020). Understanding these dynamics is essential for 

designing strategies that encourage consumers to act on their positive intentions and thus promote 

sustainable consumption practices. 

2.4 Hypothesized relationship 

The conceptual framework proposes multiple relationships that clarify the development and execution 

of consumers' intentions and purchasing behaviours regarding recycled clothing.  Environmental 

consciousness, perceived benefits and perceived social norms positively influence consumer intentions to 

purchase recycled clothing, as consumers motivated by eco-consciousness and personal values are more 

likely to form sustainable purchase intentions (Kim & Lee, 2023; Lin & Chen, 2022).  Furthermore, 

sociodemographic factors and the availability of recycled clothing act as moderating variables that 

influence the strength of the relationship between intention and purchasing behaviour.  Studies found that 

younger consumers who demonstrate greater environmental awareness or live in areas with easy access to 

recycled fashion show a more pronounced correlation between their intentions and purchasing behaviours 

(Olwoch et al., 2023; Conner & Norman, 2022). The diagram (Figure 1) illustrates the conceptual 
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framework of the relationship between consumer intention and purchasing behaviour, moderated 

availability of recycled clothing and sociodemographic factors. 

Figure 1. Conceptual framework 
 

It has been widely acknowledged that consumer behaviour particularly in the context of sustainable 

fashion, can be influenced by cultural, socioeconomic, and geographical factors. As such, while the 

proposed conceptual framework was developed and tested within the Malaysian context, it reflects variables 

(e.g., environmental consciousness, social norms, perceived benefits) that have demonstrated cross-cultural 

relevance in prior sustainability research (Paul et al., 2016; Joshi & Rahman, 2015). 

That said, we recognize that the strength and interaction of these variables may vary across regions. For 

instance, collectivist cultures like Malaysia may exhibit stronger influences from subjective norms and 

social expectations, compared to more individualistic societies (Yadav & Pathak, 2016). Similarly, factors 

such as income levels, environmental awareness, and accessibility to recycled products may differ in 

significance depending on the country's economic and policy landscape. 

Therefore, we consider the framework to be context-sensitive yet adaptable. It offers a solid theoretical 

base for understanding recycled clothing consumption in emerging economies, while also being modifiable 

for application in other cultural or regional contexts. Future cross-national studies could extend the model 

by integrating country-specific variables or conducting multi-group analyses to compare behavioural 

patterns across different cultural settings. 

3. Methodology  

This study adopts a cross-sectional survey design using a self-administered online questionnaire to 

explore consumer behaviour toward recycled clothing. The target population comprised Malaysian 

consumers interested in sustainable fashion, particularly those who expressed an intention to purchase 

recycled clothing. To ensure representativeness and capture diverse perspectives, convenience sampling 

was employed across key demographic groups, including age, income, and education level—factors 

consistently shown to influence sustainable purchasing behaviour (Johnstone & Tan, 2015; Paul et al., 

2016). A sample size of approximately 450 respondents was targeted, in line with recommendations for 

studies requiring robust data to support multivariate analysis and enhance generalisability (Hair et al., 

2019). 

To test the hypothesised relationships among constructs, data were analysed using Structural Equation 

Modeling (SEM). SEM is particularly suited for this study as it enables the examination of complex causal 

pathways within behavioural intention models and provides a comprehensive assessment of model fit. This 

approach aligns with the study’s objective to evaluate multiple interrelated predictors of sustainable 

consumption behaviour in a theoretically grounded manner. 
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Although the conceptual framework positions actual behaviour as an outcome of intention, this research 

does not employ a longitudinal design. Instead, it operationalises actual behaviour as self-reported past 

behaviour, specifically measuring the frequency or recency of recycled clothing purchases within a defined 

time frame (e.g., the past three months). This allows behavioural data to be captured within a single data 

collection session while still reflecting post-intention actions. 

This methodological choice is consistent with established practices in sustainability research, where 

retrospective self-reports are commonly used to approximate actual behaviour in cross-sectional designs 

(Park & Lin, 2020; Kim & Seock, 2009). While a two-phase longitudinal approach would strengthen causal 

inference, the current method provides a pragmatic and widely accepted alternative for exploratory and 

theory-extending research. Nevertheless, the limitations of this approach are acknowledged. Future studies 

are encouraged to adopt longitudinal or experimental designs to more rigorously validate the causal 

sequence, particularly the link between intention and actual sustainable purchasing behaviour. 

4. Discussion and conclusion 

4.1 Implications for theory 

The proposed framework offers significant theoretical contributions to the literature on sustainable 

consumer behaviour, particularly within the domain of recycled clothing consumption. Rooted in the 

Theory of Planned Behaviour (TPB) (Ajzen, 1991), this study advances the theoretical model by integrating 

both intrinsic (e.g., environmental consciousness) and extrinsic (e.g., social norms, perceived benefits) 

factors as antecedents of consumer intention. Unlike the traditional TPB, which primarily emphasizes 

attitude, subjective norms, and perceived behavioural control, our model introduces a more holistic set of 

predictors that better reflect the multifaceted nature of sustainable consumption. This aligns with recent 

findings by Kim and Lee (2023), who argue that sustainable consumption intentions are influenced by both 

internal values and external pressures. 

Moreover, the incorporation of sociodemographic characteristics (e.g., age, education, income) and 

situational constraints (e.g., product availability, pricing) as moderating variables addresses a critical gap 

in existing behavioural models, which often overlook the contextual nuances that inhibit or facilitate 

behaviour. This refinement enables a more nuanced understanding of the intention-behaviour gap, an area 

where TPB and similar theories have faced ongoing criticism for their limited predictive power in real-

world contexts (Park & Lin, 2020; Carrington et al., 2010). 

The model also contributes to demographic-specific theorization by identifying that younger consumers 

are often assumed to act uniformly to demonstrate a more consistent alignment between intention and actual 

behaviour, as supported by Olwoch et al. (2023). This demographic lens invites future research to explore 

segmented behavioural patterns, thus enhancing the applicability and precision of behavioural theories in 

sustainability domains. 

Finally, by emphasizing practical barriers (e.g., lack of access to recycled products), this framework 

underscores the importance of contextualized theoretical models that extend beyond abstract constructs. 

This encourages the development of cross-contextual sustainable behaviour models that are more reflective 

of everyday consumer realities. In doing so, the present study not only strengthens the explanatory power 

of TPB-derived models but also lays the groundwork for a more inclusive and operationally relevant theory 

of sustainable consumption. 

4.2 Implications for practice 

This study offers practical insights for stakeholders seeking to enhance the sustainable consumption of 

recycled clothing. Marketers are encouraged to prioritise environmental consciousness in their campaigns, 

emphasising recycled clothing’s role in environmental preservation. This strategy appeals to 
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environmentally conscious consumers and promotes sustainable purchasing behaviours (Kim & Lee, 2023). 

Secondly, effective communication of perceived benefits, such as cost savings and social responsibility, is 

essential to enhance purchase intentions. Aligning product messaging with societal values attracts 

consumers who are socially aware (Semba et al., 2020). 

Third, leveraging perceived social norms through influencer partnerships or community initiatives can 

foster a sense of collective responsibility and encourage sustainable behaviour (Hosta & Žabkar, 2020). 

Fourth, crafting compelling narratives that highlight the sustainability journey of recycled clothing fosters 

emotional connections with consumers. Brands like Patagonia have successfully used storytelling to convey 

their commitment to environmental stewardship, enhancing consumer engagement and loyalty (Ginsberg 

& Bloom, 2004). 

For policymakers, enforcing Extended Producer Responsibility (EPR) schemes is crucial. These 

schemes mandate that fashion producers manage the entire lifecycle of their products, encouraging the 

design of more durable and recyclable clothing. EPR schemes have been identified as effective in promoting 

sustainable practices within the fashion industry. Moreover, policymakers should provide incentives and 

penalties by offering tax reductions and support schemes for companies adopting sustainable practices, 

while imposing penalties for environmentally harmful processes. This dual approach motivates businesses 

to transition towards sustainability. 

It is also essential to consider moderating factors. Increasing the accessibility of recycled clothing in 

underserved areas diminishes barriers to access and enhances the connection between intention and 

behaviour (Nguyen et al., 2018). Retailers must consider the preferences of younger, higher-income, and 

more-educated consumers, adjusting product design and marketing strategies to align with their values 

(Nugroho & Mafruha, 2022). Furthermore, retailers are encouraged to adopt in-store recycling initiatives 

by establishing collection bins within stores to encourage consumers to return unwanted clothing for 

recycling. Major retailers such as H&M and Zara have implemented such initiatives to reduce textile waste 

and promote circular fashion (Butler, 2017). Collectively, these practices help close the intention–behaviour 

gap and promote a more sustainable fashion industry. 

4.3 Conclusion 

This study highlights the key factors that affect consumer intentions and behaviours regarding the 

purchase of recycled clothing and offers a solid framework for comprehending sustainable fashion 

consumption.  Environmental consciousness, perceived benefits, and social norms are identified as key 

factors influencing purchase intention, whereas sociodemographic characteristics and product availability 

serve as moderators of the intention-behaviour relationship. The findings enhance both theoretical 

understanding and practical application by providing actionable insights that encourage sustainable 

consumption and support a more environmentally conscious fashion industry. 

Investigating consumers' intentions and behaviours regarding recycled clothing is crucial for promoting 

a sustainable and circular fashion industry. Identifying the factors that motivate sustainable choices—such 

as environmental consciousness, perceived benefits, and social norms—enables stakeholders to develop 

strategies that align consumer values with accessible and appealing options in recycled fashion. As 

consumers increasingly seek environmentally responsible products, converting intention into action can 

mitigate the industry's environmental impact by reducing waste and the demand for virgin materials. This 

framework provides insights that can inform policy and marketing strategies aimed at promoting a cultural 

shift toward conscious consumption, empowering consumers to make significant environmental 

contributions through their daily choices. 

The integration of recycled clothing into sustainability initiatives necessitates a deep understanding of 

consumer dynamics, which drives industry innovation and fosters enduring behavioural change aligned 

with global environmental objectives (see Figure 2 below). 
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Figure 2. Cycle of sustainable fashion adoption 

4.4 Recommendations for future research 

The conceptual framework established for analysing consumers' intention and behaviour regarding 

recycled clothing highlights key factors influencing sustainable consumption. Core components include 

environmental awareness, perceived benefits, and social norms, which notably affect consumers' intentions 

by emphasising both individual and ecological advantages associated with purchasing recycled clothing. 

The framework addresses the intention–behaviour gap, a prevalent issue in sustainable fashion, by 

incorporating socio-demographic factors and the availability of recycled clothing as moderators influencing 

the translation of intention into actual behaviour. It refines existing theories of sustainable consumption by 

integrating situational and demographic variables and offers actionable insights for marketers, 

policymakers, and retailers aiming to promote a circular fashion economy. The framework also emphasises 

the necessity of targeted interventions to effectively bridge the gap between intention and behaviour. Future 

research could investigate additional factors such as pricing effects, perceived quality, and the accessibility 

of recycling facilities to determine their influence on recycled clothing purchasing behaviour. 
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