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ABSTRACT:
This article discusses the significant differences in how the term "sustainable" is understood and applied by those who work in the fashion business. This research aims to present a current portrayal and study of South Indian consumers' attitudes on the sustainability of fast fashion products. To create a tri-component model of attitude (ABC), which consists of affective, behavioral, and cognitive components, four linked literary strands are reviewed. There are many factors that affect attitude, such as money, price, gender, culture, religion, age, etc. An online survey with 121 valid replies was created using this conceptual framework. This paper explores the conceptualizations and roots of the circular economy, tracing its meanings back to economics and ecology, studying its forebears, and examining how sustainability has been operationalized in business and policy. I have used chi-square and descriptive statistics to analyze the three aspects of attitude towards sustainability.
INTRODUCTION:
The fashion industry is reportedly the third largest manufacturing sector in the world, behind the automobile and technology sectors. The world generates nearly 150 billion pieces of apparel annually. A significant economic force and significant contribution to the world's GDP, the 1.3 trillion dollar fashion industry employs more than 300 million people globally. The market, where this industry competes, is dominated by major global brands. Despite the horrible financial crises of the previous ten years, the fashion sector has recently seen extraordinary development and significant advancements. The market, where this industry competes, is dominated by major global brands.
Currently, the fashion industry operates in a highly competitive climate marked by quick changes and growing unpredictability. According to market research conducted by some of the leading global consulting firms, the fashion industry is currently working in a highly competitive climate marked by quick changes and increased unpredictability (McKinsey, Deloitte Group, BCG). Due to its ability to appeal to both millennials and retirees, the fashion industry today needs to adapt its business plans and marketing techniques.
In response to the obvious moral issues with fast fashion, sustainable fashion websites, businesses, and brands have grown and attracted new clients thanks to the transparency of their socially and environmentally responsible clothing.
According to this article, there are significant disagreements between these two groups about what sustainability includes, as well as fundamental discrepancies between how business management and consumers define and put sustainability into practice.
These assumptions serve as the foundation for the article's investigation of the core ideas relating to the sustainability gap in the fashion industry and how the circular economy is perceived there.
LITERATURE REVIEW:
Literature on Fast Fashion:[ Consumer Attitude towards Sustainability of Fast Fashion Products ]
Fast fashion is commonly defined as a hasty business strategy with quick product lifecycles, scaled-back catwalk trends, and low prices. There are currently many fashionable and reasonably priced clothing options that are low-level (quality) samples of high-end cultural and celebrity ideas in order to meet the demand from low-income earners. When we talk about "fast fashion," we mean this. Because fast fashion develops when there is a high demand and low price point, it leads to a rise in the volume of apparel bought worldwide.
Fast fashion firms have recently expanded their efforts to develop designs and logos that are environmentally conscious and sustainable, as is well known. H&M, as an illustration, introduced "the Conscious Collection" made of eco-friendly materials.
On their websites, businesses and the vast majority of fast fashion retailers also extensively detail their efforts to promote sustainability. A recent development in the fast fashion sector is sustainable fashion, which is linked to the concept of slow fashion. However, the industry's low prices encourage more use, which has a greater negative impact on the environment and society. In addition to the critical role that fashion firms play, recent research has shown that consumer-related issues such poor consumer awareness, an unsuitable retail environment, and social norms are necessary for the shift from fast fashion to sustainable fashion.
DATA COLLECTION:
Among these 121 respondents, we have 68% customers and 53% managers  . Age ranges from 19 to 31 years old with an average of 23. As predicted, most of our sample in customers are students (45%) with some of the graduates working professionals (23%)  and managers are (53%).A budget question is also asked to categorise the respondents by their economic background. It is interesting to see a difference in expenditure pattern between male and female customers. As tabulation is made, the males have a bimodal distribution of budget share for fast fashion products. Most of them reserve 10% of their budget for fast fashion products , while the second most popular choice is above 10-20% . The lowest and the middle categories (20–30% and above 30%) are much lower . In contrast, female customers have a more uniform distribution, which peaks at 10–20% but remains relatively stable.
[bookmark: _Hlk107828531]METHODOLOGY:
The literature strands that have been examined have created two distinct conceptual frameworks for analysing sustainability in the fast fashion industry. The ABC theory of attitude provides a conceptual framework for the elements of attitude, on the one hand which is to  explain "what is the attitude" toward sustainability and more. On the other side, a conceptual framework for attitude-related aspects is also established, which includes factors related to the economy (such as price and income), psychology (such as various need hierarchy), anthropology (such as religion and culture), and marketing (such as perceptions). This is to define  "what affects the mindset" toward sustainability.
The data was gathered using a combination of methods, and participants utilised WhatsApp to send their responses. Only the complete sample of respondents was taken into consideration; incomplete responses were disregarded. The study was conducted during May and June of 2022. The survey was produced using Microsoft Module, a beneficial and cost-free service for developing and maintaining surveys. Some questions were further explained using the Likert scale's five points. The survey's results, which were entirely anonymous, reveal how respondents reacted to fashion-related topics, including their preferences for buying and tossing out apparel. The writers went into detail about the questions' elements, some of which were based on research from prior studies.
Participants were invited to complete a form concerning the following topics, divided in five blocks:
1. General information from respondents;
2. Fashion product characteristics;
3. Online Shopping;
4. Circular economy;
5. Sustainable fashion.
The hypothesis testing technique was used for testing the other hypotheses. This technique is employed for data analysis and inference, and it is considered one of the most reliable statistical tools, and it is usually employed to test economic and social phenomena . For testing our hypotheses, two kinds of tests were used.
Based on the literature review of fast fashion, sustainability gap and consumer behaviour, we determine the following research aim of this paper to fill the gap in the literature:
• Research Aim: 
To identify the sustainability gap between consumers and the managers in the fashion industry for the region of south India 
To achieve this research aim, three research objectives (or sub research questions) are established in accordance with the tri-component or ABC model of attitude summarised in the last section. The three research objectives (or research questions) correspond to affective, behavioural and cognitive components of attitude respectively:
• Research Objective 1 (Behavioural): 
To explore how consumers make decisions on fast fashion products with sustainability features. The equivalent research question is “What are the factors that affect consumer’s purchase decisions on fast fashion products with sustainability features?”
• Research Objective 2(Cognitive): 
To investigate how much customers are aware of sustainability in the fast fashion industry. The equivalent research question is “To what extent customers are aware of sustainability in the fast fashion industry?”
• Research Objective 3 (Affective):
 To understand how customers feel about fast fashion products with sustainability features. The equivalent research question is “How do customers feel about fast fashion products with sustainable features?”
A structured questionnaire have been carefully designed  to cover all the ABC concept frameworks and few other questions have been added to shed empirical light on the research objectives/questions.
RESULTS:
As discussed in last section, we are going to employ both descriptive statistics and chi-square analysis to achieve the research aim, i.e. to identify the sustainability gap between  consumer  and the managers in the fashion industry for the region of south India. 
From a descriptive point of view, the number of final respondents was 121; considering the sustainability gap, the sample was made up of 56% customers  and managers for the remaining 43%
Cognitive:
The first substantial section of the questionnaire focuses on investigating the awareness and knowledge about sustainability in fast fashion industry (Research Objective 2). It is the cognitive component of the ABC model of attitude.
Three issues related to the cognitive component of attitude towards sustainability in the fast fashion industry are asked:
• Q13: Do you feel brands made their sustainability credentials cleared on their packaging ad in marketing?
• Q19: From all your clothing purchases what percentage is sustainable 
In addition, one more question is asked to retrieve the level of knowledge of the respondents:
Q20: To your knowledge, which of the following fabrics is the most eco-friendly?
1: Cotton; 2: Synthetics; 3: Wool; 4: Modal.
Note that Q20 is a question on the claimed level of knowledge, while Q19 is a question
to identify the actual level of knowledge in sustainability. The correct answer is “4. Modal”
• Q13: Do you feel brands made their sustainability credentials clearer on their packaging and in marketing?
Table 1.1
	Q.13
	 Do you feel brands made their sustainability credentials clearer on their packaging and in marketing? 

	Customers
	68

	No
	20

	Yes
	48

	Grand Total
	68






Table 1.2
	Q.13
	 Do you feel brands made their sustainability credentials clearer on their packaging and in marketing?

	Managers
	53

	No
	12

	Yes
	41

	Grand Total
	53

	
	



   From the above findings, we can clearly see that out of 68% customers, 48%   of them feel that brands made their sustainability credentials clearer on their packaging  and in marketing . And  among 53%  of managers , 41% of managers feel that brands made their sustainability credentials clearer on their packaging  ad in marketing, which implies that there is no gap between the customers and managers in the packaging ad towards sustainability.
Q19: From all your clothing purchases what percentage is sustainable? (CUSTOMERS)
 



Chart 1.1


In contrast, the price sensitivity of sustainable fast fashion products is significantly different across gender. Most males are willing to pay below 10%  to buy fast fashion brands with sustainable features , while females are likely to pay a higher premium for their purchases (20–30%) and even above 30%. In other words, females are less sensitive to prices when purchasing fast fashion products with sustainability features. This  question is to identify the actual level of knowledge in sustainability among the male and female.
Q20: To your knowledge, which of the following fabrics is the most eco-friendly?



Chart 1.2

Chart 1.3


As a summary, we list the key findings on the cognitive component of the attitude
towards sustainability (Research Objective 2) in the following.
•Awareness drops as the budget share of fast fashion products rises.
•Claimed and actual knowledge on sustainability do not always equate, and it is the actual knowledge that contributes to the awareness.
•Factors such as age, profession and qualification are not significant to the cognitive component of attitude towards sustainability

Behavioural:
As reviewed in the literature, economic decisions depend on preferences and income.
Other factors like information, social environment and feelings are introduced by psychological and marketing literature. In this subsection, we descriptively summarise the consumers’ decisions of fast fashion products, to identify the factors driving the decisions (Research Objective 1).
Three issues related to sustainability in the fast fashion consumption are asked:
• Q5: Your budget share in fast fashion products 

Chart 2.1
(1) Under 10%; (2) 10–20%; (3)20 –30%; (4) Above 30%.


• Q14.Will you buy sustainable products if its price has been relaxed?
Table 2.1
	Q.14
	 Will you buy sustainable products if its price has been relaxed? 

	Customers
	68

	No
	3

	Yes
	65

	Grand Total
	68



	Table2.2


Q.14
	 Do you think customers will buy sustainable products if its price has been relaxed? 

	Manager
	53

	No
	12

	Yes
	41

	Grand Total
	53


• Q15.Is budget is your constraint to buy sustainable products?
Chart 2.2

Chart 2.3


In addition to the behavioural question , Q7 is asked to study the effects of friends and social media on fast fashion consumption behaviour.
• Q7: Apart from blogs and webpages what influences you to buy?
(1) Friends/family; 
(2) Fashion Magazines ; 
(3) Offers/ Coupons ; 
(4) Traditional TV Ads
Table 2.3
	Q.6
	 Apart from blogs and webpages what do you think influences customers to buy?

	Manager
	53

	Fashion magazines
	7

	Friends/family
	18

	Offers/Coupons
	21

	Traditional TV Ads
	7

	Grand Total
	53



It is found that females are more likely to be affected by friends/family and social media than males , and social media are more influential than friends/family, but the mean is quite low (the scale ranges from 1 to 5, with 3 being neutral)
To summarise, we list the key findings on the behavioural component of the attitude towards sustainability (Research Objective 1) here:
• Customers are more susceptible to offers/coupons and secondly comes friends/family which influences them to more consumption of fast fashion products with sustainability features.
• Offers/Coupons  have greater influence on consumption behaviour than word-of-mouth from friends and family.
• The cognitive index and the affective index play significant roles in determining the consumption decisions for fast fashion products.
 Affective:
Economics treat consumers as rational, but people also have feelings. This subsection focuses on the affective dimension of fast fashion purchases related to sustainability (Research Objective 3).
Four affective questions are asked to study their feelings regarding sustainability in the fast fashion industry:
 Q11: Which one would you prefer?
(1) Commercial Clothes ; 
(2) Hand Made/ Customized Sustainable Clothes.

Chart 3.1

Chart 3.2

Table 3.1
 Q14: Will you buy sustainable products if its price has been relaxed?
	Q.14
	 Will you buy sustainable products if its price has been relaxed? 

	Customers
	68

	No
	3

	Yes
	65

	Grand Total
	68


Table 3.2
	Q.14
	 Do you think customers will buy sustainable products if its price has been relaxed? 

	Manager
	53

	No
	12

	Yes
	41

	Grand Total
	53



 Q12: Which one would you prefer?
(1)Long Lasting Products; 
(2) New Trended Products
          Chart 3.3

Chart 3.3

The key findings on Research Objective 3 are summarised here:
 Males and females share a very similar pattern in affective component of attitude
towards sustainability issues.
• Cultural and religious background plays an essential role in determining the feeling
of fast fashion products and brands which engage in promoting sustainability.
• Employment status contributes to how customers feel about sustainability in purchasing fast fashion products.
• The cognitive index is positively related to the affective attitude towards sustainability in fast fashion
HYPOTHESIS:
Considering the macrotrends analysed in this work and these social and generational
characteristics, the following hypotheses will be tested:
 H1: Is there a gap in budget constraint to buy a sustainable product
 H2: Is there a gap between customers and managers with discount for old clothes 
H3: Considering the entire sample, is there a  gap between customer and managers preference in influencing them to buy the products in fashion industry
H4: Is there a gap between customer preference and companies offering
HYPOTHESIS (H1):
The first hypothesis (H1) was evaluated with the Chi-Squared Test of Independence. In this case, two casual variables are described as  independent variables ( ie. customer & manager) and the another variable budget constraint is described as dependent variable .The probability distribution of one variable is not influenced by the presence of the second variable . By using this hypothesis , the aim was to test if there was any gap between customer’s and manager perspective in budget constraint while moving into sustainable fashion products.
Considering the two categories of the index, for testing H1, a Pearson’s Chi-squared test was
used.
The Chi-square test has both a null hypothesis and an alternative hypothesis.
•Null hypothesis: There are no relationships between the categorical variables. If you know the value of one variable, it does not help you predict the value of another variable.
•	Alternative hypothesis: There are relationships between the categorical variables. Knowing the value of one variable does help you predict the value of another variable.
•	And I got a P value of  0.231713594 which is less than 0.25 for 75% of accuracy so we can accept H1 
•	From this we can clearly say that there is a gap between customers and managers for constraint to buy sustainable products			
The results of the survey completely support H1. It was possible to affirm that there was a statistically significant gap between managers and customers for constraint to buy sustainable products, and for this reason, H1 was accepted. It is important to remark that, for this hypothesis, two groups were considered: Manager’s perspective  and Customer’s Perspective  
H0:	They isn't a gap between customers and managers for constraint to buy sustainable products					
H1:	They is a gap between customers and managers for constraint to buy sustainable products
	Chi-Square Tests:
Table 4.1

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	1.430a
	1
	.232
	
	

	Continuity Correctionb
	.950
	1
	.330
	
	

	Likelihood Ratio
	1.409
	1
	.235
	
	

	Fisher's Exact Test
	
	
	
	.271
	.165

	N of Valid Cases
	107
	
	
	
	



HYPOTHESIS (H2):		
The second hypothesis (H2) was evaluated with the Chi-Squared Test of Independence. In this case, two casual variables are described as  independent variables ( ie. customer & manager) and the another variable discount  is described as dependent variable .The probability distribution of one variable is not influenced by the presence of the second variable . By using this hypothesis , the aim was to test if there was any gap between customers and managers with discount for old clothes in while moving into sustainable fashion industry 
Considering the two categories of the index, for testing H2, a Pearson’s Chi-squared test was used.
The Chi-square test has both a null hypothesis and an alternative hypothesis.
· Null hypothesis: There are no relationships between the categorical variables. If you know the value of one variable, it does not help you predict the value of another variable.
· Alternative hypothesis: There are relationships between the categorical variables. Knowing the value of one variable does help you predict the value of another variable.
· And I got a P value of  0.219776441  which is less than 0.25 for 75% of accuracy so we can accept H1 
· From this we can clearly say that there is a gap between customers and managers with discount for old clothes
	The results of the survey completely support H1. It was possible to affirm that there was a statistically significant gap between managers and customers with discount for old clothes , and for this reason, H1 was accepted. It is important to remark that, for this hypothesis, two groups were considered: Manager’s perspective  and Customer’s Perspective  
H0:	They isn't a gap between customers and managers with discount for old clothes	
H1:	They is a gap between customers and managers with discount for old clothes(If 75% accuracy)
	Chi-Square Tests:
Table 4.2

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	1.506a
	1
	.220
	
	

	Continuity Correctionb
	.998
	1
	.318
	
	

	Likelihood Ratio
	1.481
	1
	.224
	
	

	Fisher's Exact Test
	
	
	
	.258
	.159

	N of Valid Cases
	110
	
	
	
	



HYPOTHESIS (H3):
The third hypothesis (H3) was evaluated with the Chi-Squared Test of Independence. In this case, two casual variables are described as  independent variables ( ie. customer & manager) and the another variable influencers   is described as dependent variable .The probability distribution of one variable is not influenced by the presence of the second variable . By using this hypothesis , the aim was to test if there was any   gap between customer and managers preference in influencing them to buy the products in fashion industry
Considering the two categories of the index, for testing H3, a Pearson’s Chi-squared test was used.
The Chi-square test has both a null hypothesis and an alternative hypothesis.
Null hypothesis: There are no relationships between the categorical variables. If you know the value of one variable, it does not help you predict the value of another variable.
•	Alternative hypothesis: There are relationships between the categorical variables. Knowing the value of one variable does help you predict the value of another variable.
•	And I got a P value of  0.070017598 which is less than 0.25 for 75% of accuracy so we can accept H1 
•	From this we can clearly say that there is a gap between customers and managers preferences in influencing them to buy the fashion products 
		The results of the survey completely support H1. It was possible to affirm that there was a statistically significant gap between managers and customers with influencing them to buy fashion products and for this reason, H1 was accepted. It is important to remark that, for this hypothesis, two groups were considered: Manager’s perspective  and Customer’s Perspective  
H0	There isn't gap between customer and managers preference in influencing them to buy
H1	There is gap between customer and managers preference in influencing them  to buy	
	Chi-Square Tests
Table 4.3

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	7.060a
	3
	.070

	Likelihood Ratio
	7.551
	3
	.056

	N of Valid Cases
	120
	
	


	
HYPOTHESIS (H4):
The fourth hypothesis (H4) was evaluated with the Chi-Squared Test of Independence. In this case, two casual variables are described as  independent variables ( ie. customer & manager) and the another variable preference of clothes   is described as dependent variable .The probability distribution of one variable is not influenced by the presence of the second variable . By using this hypothesis , the aim was to test if there was any   gap between between customer preference and companies offering
Considering the two categories of the index, for testing H4, a Pearson’s Chi-squared test was used.
The Chi-square test has both a null hypothesis and an alternative hypothesis.
· Null hypothesis: There are no relationships between the categorical variables. If you know the value of one variable, it does not help you predict the value of another variable.
· Alternative hypothesis: There are relationships between the categorical variables. Knowing the value of one variable does help you predict the value of another variable.
· And I got a P value of  0.14602776 which is less than 0.25 for 75% of accuracy so we can accept H1 
· From this we can clearly say that there is a gap between customer preference and companies offering
The results of the survey completely support H1. It was possible to affirm that there was a statistically significant gap between customer preference and companies offering  and for this reason, H1 was accepted. It is important to remark that, for this hypothesis, two groups were considered: Manager’s perspective  and Customer’s Perspective  	
	Chi-Square Tests:
Table 4.4

	


	

	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	2.113a
	1
	.146
	
	

	Continuity Correctionb
	1.600
	1
	.206
	
	

	Likelihood Ratio
	2.110
	1
	.146
	
	

	Fisher's Exact Test
	
	
	
	.187
	.103

	N of Valid Cases
	121
	
	
	
	


DISCUSSION:
APPAREL PURCHASING:
6. How often do you purchase apparels? 
Chart 5.1


COVID CRISIS:

8.During COVID crisis did you experiment with smaller brands?







Chart 5.2


BRAND AWARENESS:
9.Even in pandemic did you trust the brand and stick with it? 
 
Chart 5.3
    

Chart5.4      

SECOND HAND FASHION ITEMS:
10. Do you have interest in purchasing second hand fashion items? (Especially after covid)
Chart 5.5
 
    


Chart 5.6


SUSTAINABLE PRODUCTS:
16.Do you think sustainable products have 
1) Higher Price 
2) Lack of Availability of stylish option 

Chart 5.7




Chart 5.8


THRIFT SHOPS:
 17. Have you ever heard about thrift shops? 
Chart 5.9

DISCOUNTS:
18. Are you willing to exchange your old clothes for some discounts on new purchase?


Chart 5.10



Chart 5.11




SUSTAINABILITY APPROACH:
9. Is sustainability approach practiced in your company? 



Table 5.1
	Q.9
	 Is sustainability approach practiced in your company? 

	Manager
	53

	No
	19

	Yes
	34

	Grand Total
	53



ECO-DESIGN:
10. Is eco-design or cycle economy practiced in your company?
Table 5.2
	Q .10
	Is eco-design or circular  economy practiced in your company? 

	Manager
	53

	No
	19

	Yes
	34



POSITIVE CONSUMER RESPONSE:
16.If companies manage to do a sustainable action are they awarded with a positive consumer response ?







Chart 5.12

This section connects the empirical findings on the three components of attitudes towards sustainability with the existing literature and along with few other findings . There are two important findings on the cognitive component of attitude towards sustainability.
First, those who work (part-time, full-time or self-employed) tend to be more aware of the sustainability issues than those who do not (unemployed or students) as found in. 
Second awareness drops as the budget share and knowledge of fast fashion products rises, supporting the consumer theory in economics and information search theory in marketing literature.
 Other factors, such as age, nationality (cultural background) and religion, are not systematically significant. 
Now turn to the behavioural component of attitude towards sustainability. 
The first finding is on the gender dimension. Females spend more on fast fashion products , but they are more stable in terms of the willingness to pay a higher price with sustainability.
 Second, those who work tend to behave differently in purchasing fast fashion products from those who do not. Arguably, people with a higher income care about sustainability more than those with no jobs. 
Surprisingly, the findings on the affective component of attitude towards sustainability are very different from the cognitive and behavioural questions. 
The studies' findings indicate a definite rising trend for the future, and the respondents' comments give reason for optimism for an increase in moral business practises and the adoption of sustainable strategies and practises in the fashion industry. The results are completely consistent with the body of research on the topic described in the study.
The sample clearly shows that there is a gap between the manager's and customers' perspectives on sustainability in the fashion business. The lack of distinction between Generation Z and those older than 30 years old within the sample is much more intriguing and somewhat deviates from the literature.
Even if, for the central limit theorem, a value equal to 121 is largely sufficient to approximate the data to a normal distribution, this finding could be affected by the sample's makeup (see the section "Limitations of the Research and Future Developments").
By choosing the optimal business model and keeping in mind how the circular economy works, fashion companies can implement a circular policy. It is crucial to take into account a fashion product's ability to be deconstructed, its conceptualization as a service, the use of available resources, the recovery, reuse, and extension of the product life cycle. According to the respondents, as was already said, the decision to throw away a dress is mostly based on personal tastes and practical factors, and they see fashion as a less important factor.
Given the importance of solidarity, it became clear that more than 121 respondents (or more than 80% of the sample) were inclined to contribute their used clothing to non profit organisations. This is a good place for the development of this form of economy in a cooperative manner. Finally, it appears that the respondents are not interested in buying second hand clothing; this finding was undoubtedly impacted by the respondents' economic situation and Indian cultural background which is very different from other countries such as American and Italian culture where this practice is well diffused
Younger generations are reportedly paying more attention to sustainability and the circular economy, which shows that these concerns are becoming strategically important to the fashion industry and acting as a source of sustainable competitive advantage. Because consumers are becoming more aware of sustainability-related issues, fashion companies are enhancing their brand by integrating social responsibility into their value offering.
. Since this market is seeing the emergence of new business models and a focus on strategic behaviour, the management literature has nothing to say about these occurrences, which opens up exciting study opportunities. This is why the current study set out to make a ground-breaking, novel contribution to management studies on a topic that has so far gotten little attention in the literature.
LIMITATIONS OF THE RESEARCH AND FUTURE DEVELOPMENTS:
Finally, given the employment of digital methodologies, our findings are first and foremost constrained by certain research restrictions. Undoubtedly, a large section of older generations refrained from participating in the normal poll because it would be performed majorly online. Students and young people, however, constituted the majority of respondents due to their age. We were forced to focus a large portion of our analysis on the so-called Generation Z due to the uneven makeup of the investigated sample, which had an effect on our results.
All authors agree that there are significant numerical differences between Generation Z and the rest of the sample. However, the central limit theorem only allows us to emphasise that the numerosity was greater than 90 (with regard to the normality of the data). But for this reason, we believe that the test's results can be viewed as being quite consistent.
Future research should focus on increasing the responder sample size through alternative channels of communication, besides social networks and the internet, in order to characterise this phenomenon in a broader sense and take into account other parts of the population. Considering their representativeness, it will be possible to compare the circular economy and fashion industry concepts from a geographical aspect with examples from other countries.
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Distribution of Sustainable Purchases by Gender







Man	
10- 20%	20-30%	Above 30%	Under 10%	Customers	13	1	18	Woman	
10- 20%	20-30%	Above 30%	Under 10%	Customers	17	6	1	12	



Sustainable fabric - Managers


Cotton	Modal	Synthetics	Wool	24	12	6	11	

Sustainable Fabric- Customers

63%
[VALUE]
[VALUE]%

Cotton	Modal	Wool	63	2	3	

Budget Share of Fast Fashion by Gender 
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10- 20%	20-30%	Above 30%	Under 10%	Customers	30	7	1	30	
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No	
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Customer Preference

[VALUE]%
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Commercial Clothes	Hand made/ Customized sustainable  clothes	46	22	

Manager Preference
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Commercial Clothes	Handmade /Customized sustainable clothes	29	24	
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Long lasting products	New trended products	57	11	


Manager Preference


Long lasting products	New trended products	40	13	
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Customers	25	Monthly twice	
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COVID Crisis
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Second hand Fashion- Managers

 [PERCENTAGE]
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Sustainable Products- Customers

strongly disagree	
Higher price 	Lack of availability of stylish option 	0	0	disagree	
Higher price 	Lack of availability of stylish option 	1	8	neutral	
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Sustainable Products- Managers
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Positive Consumer Response
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Retension rate	repurchase rate	customer loyalty	0	0	0	disagree	
Retension rate	repurchase rate	customer loyalty	4	12	7	neutral	
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