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Background and Purpose. The apparel industry is a major contributor to the
global economy, valued at $1.7 trillion in 2023 (Gaubys, 2023). However, it is also the
second-largest global polluter and produces over 92 million tons of waste annually
(Niinimaki et al., 2020). Rising consumer demand for sustainable fashion has led
businesses to adopt eco-friendly practices, including recycling textiles and polyethylene
terephthalate (PET) bottles into apparel (L'Abbate et al., 2018). Recycled polyester,
used by major brands like Patagonia, H&M, Levi’s, and Adidas, offers a durable and
affordable alternative to virgin polyester, yet consumer perceptions remain inconsistent,
shaped by aesthetic, affordability, and environmental concerns (Lin & Chen, 2022).
While recycling reduces environmental impact and lowers energy consumption,
polyester's non-biodegradability and quality degradation concerns over repeated
recycling are considered major drawbacks (Mukherjee, 2017; Payne, 2015).
Additionally, challenges persist in collecting ocean-bound plastics for recycling (DW
Planet A, 2021). Despite growing consumer willingness to pay premiums for sustainable
apparel (Pires et al., 2024), perceptions of recycled polyester apparel remain
underexplored. Therefore, this study examines how perceived value influences
consumer attitude, which in turn impacts their purchase intention toward apparel made
from recycled polyester. Additionally, the study investigates how the link between
attitude and purchase intention is moderated by personal traits such as need for
uniqueness, fashion consciousness, environmental consciousness, and age.

Hypotheses and Research Questions Development. This study, grounded in
the Value-Attitude-Behavior (VAB) model (Homer & Kahle, 1988), examines how
consumers' perceived values (functional, emotional, social, and economic), which weigh
product benefits against sacrifices (Zeithaml, 1988), influence their attitudes and
purchase intentions. Functional value in apparel made from recycled polyester is crucial
for meeting consumer expectations for durability and performance, similar to virgin
polyester (Chi et al., 2021). Economic value is also important, as many consumers are
willing to pay a premium for eco-friendly products, balancing price and quality while
considering the environmental benefits (Chi et al., 2021). Emotional value plays a
significant role as consumers are driven by the psychological satisfaction of supporting
environmental sustainability (Ganak et al., 2020). Lastly, social value is relevant as
sustainable fashion is increasingly associated with social status and gaining social
approval (Griskevicius et al., 2010). Additionally, previous research shows that positive
consumer attitudes significantly influence purchase intentions for eco-friendly apparel
(Kumar et al., 2017).
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Understanding personal traits is crucial as they can further influence how
consumer attitudes shape their purchase intentions for sustainable products (Lin &
Chen, 2022). The need for uniqueness reflects consumers' desire for differentiation,
making sustainable apparel appealing to those seeking distinct images (Jahanshahi &
Jia, 2018). Fashion consciousness drives consumers to blend trends with sustainability,
with fashion-conscious individuals increasingly choosing eco-friendly products (Giraldi
et al., 2024). Also, environmental consciousness links consumers' awareness of
environmental issues with their purchase behavior (Hasan et al., 2022).

Hypotheses: (H1) Functional, (H2) economic, (H3) emotional, and (H4) social
value of apparel made from recycled polyester fabric positively influence consumers'
attitudes toward such apparel, which in turn positively influences their (H5) purchase
intention, with the relationship between attitude and purchase intention being stronger
for consumers with higher (H6a) need for uniqueness, (H6b) fashion consciousness,
and (H6b) environmental consciousness.

Previous research highlights age-related differences in sustainable purchasing
behavior, with younger consumers prioritizing trends and affordability, while older
consumers emphasize the quality and long-term impact of sustainability, suggesting that
age may moderate the relationship between attitudes and purchase intention (Fischer et
al., 2017; Ko & Jin, 2017). Moreover, another research question is posed to better
understand potential barriers to adopting recycled polyester apparel (see Figure 1 for
the research model).

Research Questions: (RQ1) Does age moderate the influence of consumers’
attitude on purchase intention toward apparel made from recycled polyester fabric?
(RQ2) Why may consumers hesitate to buy apparel made from recycled polyester
fabric?

Method. An online survey was designed on Qualtrics for this study, with
participants recruited via Prolific. Using the Constructive Controversy approach
(Johnson et al., 2000), the survey presented both the pros and cons of recycled
polyester, while quota sampling ensured balanced representation across Gen Z, Gen Y,
Gen X, and Baby Boomers. To control for common method bias (CMV), the study
followed Podsakoff et al. (2003) recommendations, incorporating varied response
formats, ensuring anonymity, and including a marker variable and attention check
question.

Results. A total of 291 responses were collected, with 285 usable cases after
removing participants who failed the attention check items. The sample included 23.9%
Gen Z, 26.3% Gen Y/Millennials, 26.0% Gen X, and 23.9% Baby Boomers, with an
average age of 43.3 years; with 68.4% female and 30.2% male. Exploratory Factor
Analysis (EFA) and reliability tests confirmed the factor structure, convergent, and
discriminant validity of the scales. The results from multiple regression analysis showed
that H1, H2, H3, H5, and H6 were supported, while H4 was not supported (B = .07, p =
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.159). For RQ1, age did not significantly moderate the attitude-purchase intention
relationship (B = -0.06, p = .187), while for RQ2, common concerns included higher cost
(47 cases), dislike for polyester (35 cases), and environmental concerns (20 cases).

Discussion. The study found that functional, economic, and emotional values
positively influenced attitudes toward recycled polyester apparel, with attitudes strongly
predicting purchase intention, and all the studied personal traits except age moderating
this link, consistent with prior research on sustainable consumption (Chi et al., 2021;
Ganak et al., 2020). Social value was not supported, possibly due to underdeveloped
social norms around recycled polyester (Garcia & Pargament, 2015). While slight age-
related differences in purchase intention were observed, age did not significantly
moderate the attitude-purchase intention relationship. Finally, concerns raised in RQ2
highlighted issues with material comfort and environmental impact, such as
microplastics, which contributed to hesitations about buying recycled polyester.

Implications and Conclusion. Theoretically, this study extends the Value-
Attitude-Behavior (VAB) model in sustainable fashion, demonstrating the role of values
and personal traits in shaping consumer attitudes and purchase intentions toward
recycled polyester apparel. For brands and retailers, emphasizing durability,
affordability, and emotional benefits can enhance consumer attitudes and drive
purchase intentions, while addressing concerns about cost, comfort, and environmental
impact can improve sustainable production and recycling efficiency. This study lacks
generalizability due to its specific product focus. While quota sampling ensured age
group representation, it may not capture variations within each group. Additionally, the
online survey format introduces limitations such as potential response bias and the
inability to assess sensory experiences, suggesting areas for future research.
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Research Model
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