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Abstract 

Eco-friendly apparel has a lot of potential to cut down on clothing waste while increasing 

customer profitability and community well-being. The purpose of this essay is to investigate 

Consumption Behaviors trends for recycled-material Clothing Repair apparel. There aren't 

enough landfills to accommodate the growing amount of garment trash that is produced each 

year. Governments encouraged businesses, industries, and markets to recycle more as a result. 

By and by, financing is expected for the piece of clothing reusing innovation drive, and the 

progress of those commercial centers relies on how much interest there is for these products. To 

make productive norms for the buy and removal of reused clothing, it is important to dissect 

purchaser conduct toward eco-style attire made of reused materials. The Hypothesis of Arranged 

Conduct (TPB) filled in as the hypothetical system for this study's assessment of buyer conduct. 

An exploratory two-stage blended strategy procedure was utilized.  

Direct logistic regression was used to start the statistical analysis. Modeling with structural 

equations was used to test it (PLS-SEM). Overall, results show that the positive attitude, 



 

487 | P a g e  
 

perceived behavioral control, and subjective norms are the three most important variables 

influencing the construct desire to buy eco-fashion clothing. Moreover, there is a critical 

connection between's feasible clothing removal behavior and buying propensities for eco-

accommodating clothing. Thusly, uplifting people to pick eco-style things made of reused 

materials as a manageable pattern can assist with decreasing how much clothing waste. This 

happens when individuals' necessities harmonize with those of these articles of clothing. The 

consequences of this study can be utilized to plan strategies that will improve reusing innovation 

programs and to devise a powerful strategy to instigate a higher pace of garments removal for 

reusing. This can be done from an educational and managerial standpoint. As a result, it may 

inspire the creation of recycled-material clothing that is distributed in the fashion industry based 

on consumer demand. 

Keywords: Clothing waste, Clothing behavior, Purchase behavior 

1. INTRODUCTION 

Quite possibly of the main market on the planet is the material area. One methodology utilized in 

the present showcasing of material items is the appreciation of components influencing purchaser 

behavior. This technique could be utilized to foster a material organization's promoting and 

customer fascination procedure. 

Consumer needs and wants are the foundation of the modern marketing strategy known as 

"consumer orientation marketing." This method seeks to create products and goods that 

consumers are willing to purchase. In other words, this marketing strategy is centered on meeting 

consumer demand. The consumer-driven approach is one of the strategies used in this method. In 

which all marketing choices are guided by consumer demands. The type, specifications, and 

qualities of the product itself are among the wants of the consumer. Because they are not aware 

of their customers' needs and, ultimately, do not comprehend their wants and preferences, 

manufacturers and dealers of textile items risk losing customers. Manufacturers, advertisers, and 

merchants must be able to anticipate, create, and communicate clothing and other textile product 

styles that satisfy consumer preferences if the textile sector is to remain profitable. 
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2. REVIEW OF LITERATURE 

Restricted research has inspected attire natural information, mentalities, and buying behaviors. 

Further, the discoveries on the connections among these factors are uncertain. Some proof 

recommends a positive connection between information on and perspectives about natural issues 

in the clothing business and clothing buying behaviors. Stephens (1985) found that buyers bound 

to participate in earth dependable attire buying behaviors, for example, buying clothing from 

recycled retailers and buying clothing all the more traditionally styled, were more learned about 

attire ecological issues. Furthermore, Hustvedt and Dickson (2009) found customers keeping a 

more prominent consciousness of clothing creation ecological effects thought about natural 

issues in settling on buying choices more frequently than purchasers with less mindfulness. 

On the other hand, Head servant and Francis (1997) and Kim and Damhorst (1998) detailed that 

regardless of keeping up with perspectives of ecological concern, shoppers were restricted in 

their commitment to naturally capable attire buying. Steward and Francis (1997) viewed that as 

in spite of the fact that members demonstrated positive ecological perspectives, 90% of the 

example just some of the time, and frequently never, thought about the climate in buying attire 

products. As detailed by the creators ''[. . .] in spite of the fact that buyers demonstrated their 

general worry for the climate, accepted that we ought to attempt to work on natural 

circumstances, and believed that individuals ought to consider ecological issues while buying 

clothing, they personally didn't report doing as such 

Kim and Damhorst (1998) noticed that information on natural impacts of clothing creation just 

had a restricted relationship to general ecological concern, and natural concern coming up short 

on critical relationship to earth mindful attire utilization. In this review, respondents showed 

being to some degree learned about the ecological effects of clothing producing, with most 

respondents having more prominent information about the cycles of coloring and getting done 

and being less recognizable about degrees of energy utilization in the assembling of normal 
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versus manufactured strands. Also, respondents were just decently worried about broad natural 

issues and were not vigorously engaged with ecologically mindful attire buying behaviors. The 

naturally dependable clothing utilization behavior generally rehearsed among members was 

choosing item decisions that could be worn from one season to another. 

Kozar and Hiller Connell (2010) detailed that a critical extent of their example were seen as 

proficient about clothing ecological issues; 79% of members concurred that substance 

contaminations are delivered in the assembling and handling of engineered filaments and 66 

percent concurred that synthetic toxins are created in the assembling and handling of regular 

strands. Besides, 77% of members perceived that extraordinary completions applied to textures 

make hardships in appropriately reusing merchandise, 80% concurred that the climate is being 

mishandled, 56% noticed the limit of the planet's normal assets, and 70 percent noticed the 

potential for a significant environmental fiasco. However, just 21% of members showed that they 

have boycotted a clothing retailer in the past in light of natural maltreatments and 41 percent 

conveyed an eagerness to follow through on premium costs for eco-accommodating products. 

Likewise, just 31% of the example revealed that they are impacted by an organization's 

ecological behavior in settling on buying choices and 12 percent have searched out data on a 

company's natural strategies and practices preceding pursuing buying choices. These discoveries 

connect with those detailed via Carrigan and Attalla (2001) who noticed that, ''When asked out 

and out did an organization's record on the climate or social obligation impact their purchase 

choice, practically all respondents said that it had no effect on their choice, and that they didn't 

mind how well organizations act 

3. METHODOLOGY 

Because of the objectives of this task and an enormous number of examination subjects, various 

kinds of information are required including quantitative review and subjective meetings. 

A. Instruments 
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The equipment used in this study was first explored by previous analysts. Considering her two 

orders of purchaser behavior, a nearly complete series of investigations was planned. The 

investigation was divided into two classes following him. 

Undressing behavior and purchase behavior. Each classification contained a multi-decision 

problem with Likert-his-scale questions, one way to "strongly disagree" and five ways to 

"strongly agree." Finally, segment data of respondents on orientation, age, payment, and 

occupation were collected. As already mentioned, the idea of Fishbein and Ajzen's placed action 

hypothesis is used. Definitions were given prior to review requests for eco-style clothing made 

from recycled materials, and members were educated on the meaning of the terms so they could 

be more specific in their responses. 

3.1.Data Collection 

In November 2020, I was requested as a print review in Malaysia. Additionally, the survey was 

customized in Google Structures and connections to the survey were distributed across East and 

West Malaysia. It relied on a "snowball sampling" technique. For example, a kind of comfort 

survey technique in which respondents prescribe new respondents to scientists. Respondents 

completed a combined survey after agreeing to participate in this study. As a result, 500 

completed reactions were counted. Respondents were undergraduates (who had different majors 

such as representation, planning, materials science, etymology, gallery curation, design, and 

money), non-professionals (workers or those with low academic Categorized by house (teacher, 

accountant, legal). advisors, specialists, teachers, engineers). Observational exploration utilizing 

overview was done to examine individual’s behavior.  

3.2.Data Analysis 

We used SPSS 23 to process fascinating insights, credibility, and connections by variable to 

retrieve results and detect connections. A severity of 95% was set. Underlying state 

demonstrations (SEM) using design programming studies (SmartPLS 3.0) were used to examine 

the collected information. For model evaluation, the study checked external estimates and 

underlying internal model evaluations. The external estimation model is designed to calculate the 
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robust quality, internal consistency, and correctness of the identified factors using confirming 

factor review (CFA). The next phase was to measure the internal underlying models, including: 

Path coefficients (β estimates), t measures, and effect magnitudes (ƒ 2 ). This study was cited as 

a factor by a single source (Ecostyle Garment Review). Thus, as Podsakoff and MacKenzie 

show, the usual technique bias (CMB) does not affect the probability of a single item's overall 

variation being less than half. In this review, the total change received from SPSS was 38%, so 

the CMB does not affect the information. 

4. RESULTS 

4.1.Analytical and Descriptive Statistics 

A total of 500 respondents participated in the overview. This evaluation involved comfort testing 

with her 250 from East Malaysia and 238 from West Malaysia. Table 1 shows the segment 

profile of the respondents. 65.7% of respondents were female and 33.3% were male. The greatest 

rate (62%) was she under the age of 22-35. Respondents' business status was preschool (51.8%) 

and employee representative (18%). Respondent's largest family monthly salary (74.4%) ranged 

from her RM500 to RM2,000. 63.5% of people are interested in eco-design clothes, and most of 

them are university students and under the age of 30. When we were also informed about the 

buying behavior of clothing that contributes to climate protection, most of the people surveyed 

did not buy it. The reasons were lack of wind and inaccessibility of this type of clothing (48.4% 

and 26.9% respectively). 35.5% of members have purchased eco-design clothes, 15.4% of them 

use recycled clothes, which is a type of eco-friendly clothes, and 3.5% have purchased clothes 

using recycled materials. It wasn't too much. Two unique encounter rating scales are shown in 

Table 3. There was no significant difference between the two groups of people who were 

accustomed to eco-designed clothes and those who were not. The most common methods of 

disposing of unwanted clothing among Malaysian respondents were 'gift to family and friends' 

and 'gift to charity' (M=4.89, M=4.87, individually). They give away unwanted clothing to non-

governmental organizations (NGOs) that provide mindfulness regarding inventory management 

and clothing reuse (M=4.49) or reuse unwearable clothing for other purposes (M=4.49). M=4.77) 

was an option. 
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Table: 1 The respondents' racial and ethnic composition 

Construct Items Frequency Valid 

Percent 

Gender Female 230 48.6 

Male 270 29.4 

Age 20-30 49 19.3 

30-35 482 52 

40-45 101 18 

Employment Currently unemployed 5 2 

Status Government servant 73 16.5 

Homemaker/Housewife 5 0.6 

 

Retired 

4 0.2 

Salaried employee 88 17 

Self employed 18 27 

Student 28 10 

Monthly Income 500-1000 

1000-2000 

299 

173 

2.7 

2.6 

 2000-3500 38 1.5 

 5000-10000 29 2.3 

Purchase new 

clothing 

Once a week 152 18.3 

 Once a month 182 29.3 

 Once every 6-7 months 36 18.2 

 Once or twice a year 23 19.2 
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Fig.1. profile of respondents 

A. Assurance of Authenticity and Defensibility 

Through a validation component study (CFA), the review aims to determine whether the 

proposed model meets the guidelines for reliability and correctness. Reliability is tested using 

Combined Solid Quality (CR) and Cronbach Alpha (α), each exceeding 0.70. With high 

confidence (α ≥ 0.7) for all factors, as shown by George and Mallery, we track what helps to 

integrate things under each action of the predicted multiethnic scale. Did. Reliability coefficients 

are demonstrated reasonable internal consistency. It's huge at the 0.001 level. Scaling factor 

correctness was examined using factor loading and Normal Change Extricated (AVE), both of 

which were above 0.50, and the Heterotrait-Monotrait (HTMT) ratio test showed build factors 

below 0.85. It was shown that there is It turns out that the benefits of stacking elements are 

highly dependent on individual factors. As a general rule, element stacking above 0.50 is 

delegated as "strong" stacking. Second, the AVEs of the six measures are higher than 0.5, 

indicating focused validity at the variable level. The bolded components in Table 2 relate to the 

underlying quadratic basis of the AVE, the non-bolded values relate to cross-correlation 

estimates between the factors, and the AVE values range from 0.613 to 0.885. Finally, this 

estimation model can be given its own justification, supporting differential justification among 
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all factors. The progress of the review meets another justification under HTMT. The results are 

summarized in Table 2. 

Table: 2 Regression analysis findings 

 B S.E. β t-value p-value 

Influencing 

factors on 

PI 

1.19 0.28 1.023 29.378 .000 

Influencing 

factors on 

PB 

0.37 0.01 10.27 6.382 .000 

R2=0.92, f(3,62)=526.02, P=0.00, Durbin Watson = 1.82 

 

 

Fig.2. regression analysis  
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This study focused on behavior control and purchasing goals for eco-designed garments, 

especially those made from recycled materials, as they play a role in spirituality, affective 

criteria. Concentrate also examined a task of actual clothing removal behavior toward purchase 

goals. Our model reveals the factors that influence the goal of buying eco-fashion garments, with 

0.96% of those differences attributed to four characteristic factors (e.g., temperament, emotional 

criteria, and saw behavior). It was meaningful by controlling, viable undressing behavior). A 

novel effort in this study is the presentation of the basic conditions of the TPB model, which 

predicts both buyer expectations and purchasing behavior. An example of the results of this 

study is most authoritative for Kumar and Manrai of TPB Research, whose actions have been 

good for ecodesign research. True to form, ideal mindset for buying eco-style clothes, strict 

criteria for buying eco-designed clothes, and control of sewing behavior were closely related to 

purchasing goals. , identifying clothing undressing behavior as a key indicator of the purchase 

goals of ecodesign clothing purchasers is of particular interest in our study. Provides insight into 

useful decisions related to clothing removal. Notable results of the ongoing review were mental 

support and behavioral control. In terms of both quantitative and subjective insights, the best 

indicators of clothing purchase goals are a positive outlook on quality, price, planning, versatile 

style, and an overall mental shopping plan. Individuals are not interested in purchasing garments 

made from recycled materials if they assume that the cost of the item will be higher than 

comparable garments when searching. The findings are consistent with previous research by 

Vehmas and Raudaskoski, who found that customers are interested in finding their style needs 

and shown to focus on specific issues. For Maloney, Lee, Tu, and Hu, we could predict that the 

main component of purchasing expectations would be mindset, followed by explicit behavior 

control, and abstract criteria for developmental goals. Moreover, subjective results show that 

touching clothing is a major factor, especially in women, which is in good agreement with the 

findings of surviving studies. Abstract information has been found to directly influence eco-style 

clothing purchase goals. In either case, I found this review to have an impact on my purchase 

goals. Kumar and Manrai found that, in contrast to the various variables of the organized 

behavioral hypothesis, emotional criteria had little effect. Nonetheless, this contradicts Ramaya 

and Lee's findings that the emotional criterion is a major indicator of viable behavior. Our 

research also showed that 91% of the difference in purchasing behavior was due to rational 
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undressing behavior and purchasing goals. A consistent finding of this study was that potential 

clothing removal behaviors had a significant impact on eco design clothing purchase behavior. 

We discussed donating worn-out clothes to the local community and putting them in recycling 

boxes. Overall, the actual undressing behavior in Malaysia paints a palatable picture. This result 

is predictable given previous work by Joung and Park-Poaps and Lang and Armstrong. This is 

because buyers believe that climate-saving recycling efforts are viable. Must participate in 

maintenance activities such as purchases. Respondents said that information and concerns about 

nature influenced their purchase of eco-style clothing. Thus, attentive buyers do not want to 

deliberately pollute the climate. This contradicted previous explorations by Harris and Robbie 

displayed at the time of purchase. Supportability is considered a variable, but to a lesser extent, 

in contrast to other models such as value, quality, and planning. Moreover, if businesses find that 

the wise removal of clothing is strongly associated with purchasing eco-designed clothing made 

from recycled materials, businesses should pay more attention to this buying behavior. For 

example, Henes and Mauritz (H&M). Swedish apparel brands. In 2017, the organization 

launched a mission called 'Bring It', a popular clothing collecting program. Under this program, 

shoppers bring together unused clothing from each brand and place it in the reuse zone of H&M 

stores. So at some point the shopper will receive a discount coupon for her H&M purchase. 

H&M sells some of the unused clothing as second-hand and recycles the rest into new creations. 

Developing a behavioral design for eco-style clothing purchases, therefore, needs to provide a 

positive perspective on clothing removal and means of making unwearable clothing into new 

textures/new plans. 

6. CAUSE AND EFFECT AND SUGGESTIONS 

By studying the impact of this research from an administrative perspective, we will be able to 

increase the reuse rate in clothing removal and develop powerful techniques for producing eco-

style clothing. 

Hypothetical Impact: This study provides some key insights about the design industry, 

governments, and non-governmental organizations in relation to the powerful drivers of purchase 

expectations. Organized behavioral hypotheses were constructed using variables other than 
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'sustained undressing behavior' close to the existing three factors. We looked at behavior, 

affective criteria, and behavior control. Most of the respondents in this survey were women 

between the ages of 21 and 30 with moderate family incomes. From this review, it can be 

concluded that a positive perception of eco-designed clothing is a major component of purchase 

intent (H1). Similarly, expectations can influence the actual behavior of purchasing eco-fashion 

clothing (H6) to contribute to the economy and embrace today's environmental protection. By 

expanding shopper positive behavior towards clothing made from recycled materials, the 

company can focus on shopper needs, individual costs, and the significant benefits of eco-style 

clothing to eco-friendly processes. In addition, we would like to further develop buyers' 

undressing behavior in the direction of controllability in order to expand the purchasing behavior 

of eco-fashion clothing. 

As an aftereffect of the proposed model, this factor can convince the actual buying behavior (H5) 

and the purchasing target of such clothes (H4). Next, we need to develop a program to reuse 

genuine clothing and compelling eco-fashion clothing compositions that consider recycled 

materials to increase clothing purchase rates. Public and confidential sectors, business people and 

advertisers need to encourage public bodies to inform what undressing behaviors can help reduce 

climate-damaging substances. 

7. CONCLUSION 

As an inclination to decrease clothing waste, the current review viewed at purchaser behavior 

toward manageable determinations all through the buying of garments as well as while 

discarding them. The utilization of Eco-style materials in design plan, which has become 

profoundly well known, is one of the ways to deal with achieve maintainability in the design 

business. This concentrate consequently focused on eco-design clothing made out of reused 

materials. 

A few academics have emphasized the importance of the intention-behavior gap in the 

purchasing of eco-friendly clothing. As a result, an increasing number of businesses or designers 

are interested in what consumers think of clothing manufactured from recycled materials. 

Additionally, a number of studies, particularly in the area of eco-fashion apparel, have shown 
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discrepancies between purchase and disposal behavior. The goal of this study is to learn more 

about consumer garment recycling behavior and to look at how people buy eco-friendly clothing 

made of recycled materials. The Theory of Planned Behavior (TPB), a concept from social 

psychology, is frequently used to describe how consumers' attitudes and behaviors are 

influenced. The purpose of this study's TPB was to test the hypotheses, confirm additional 

constructions of consumer intention, and gain a deeper understanding of consumers' behavior 

with regard to sustainable decisions. Different sorts of data are required for this research's 

objectives and numerous research issues, so a two-stage mixed-method approach was 

investigated. The main conclusion of this study is that the consumer's attitude and behavior about 

the disposal of their clothing play a significant role in the consumer's intention to purchase eco-

friendly clothing. 

Similarly, it seems sense that the intention to buy influences the behavior to buy. Additionally, it 

suggests that shoppers first consider quality, pricing, and design before deciding on recycled-

material clothing. 
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