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Abstract: This study examines determinants of the consumption behavior of upcycled fashion
products in China. Theoretical and empirical evidence from the upcycled fashion consumption
and related literature are used to develop a model to explain consumers’ buying intention toward
upcycled fashion products. Environmental consciousness, consumer knowledge of upcycled fashion
fabrics, and perceived risks of upcycled fashion products are proposed as key factors (i.e., motivators
and barriers) of behavioral intention toward the purchase upcycled fashion products. Hypothesized
antecedents of buying intentions toward upcycled fashion are included in the theoretical model,
which was tested using structural equation modeling analysis on data from a sample of 397 consumers
in China. Environmental consciousness encompassed two factors and was therefore divided into
environmental concerns and importance of environmentally conscious behavior. Perceived risks
at the time of purchasing upcycled fashion products showed three factors: social, financial, and
performance risk perceptions. After examining the impact of environmental consciousness and
perceived risks on purchase intention toward upcycled fashion products, this study found that both
factors had statistically significant effects on purchase intention. In addition, the study revealed
that knowledge of upcycled fashion materials was mediated in the relationship to explain the
impacts of Chinese consumers’ perceived importance of conscious behavior and perceived risks
of upcycled fashion products on their intention to purchase upcycled fashion products. In other
words, to increase the purchase intention toward upcycled fashion products, it is necessary to raise
Chinese consumers’ environmental knowledge of upcycled fashion materials, while improving the
importance of conscious behaviors and reducing the perceived risk. The implications of the findings
for public policy and as guidelines for future research are outlined and discussed.

Keywords: upcycled fashion; environmental consciousness; consumer knowledge; upcycled fashion
material; perceived risk; buying intention; China

1. Introduction

Growing populations in need of more resources and goods coupled with an unsustain-
able build-up of waste and a contentment with non-renewable, single-use products have
led to growing environmental issues [1]. There has been growing concern about discarding
textile waste all around the world since the carbon emitted by factories is accelerating global
warming due to mass production and overconsumption [2,3]. Because of the negative
environmental impacts and lack of sustainability, changes in consumption behaviors are
needed to reduce, recycle, and reuse. Many countries have attempted to change misuse and
overconsumption for several decades by establishing sustainable practices across various
industries including fashion. The expansion of the fashion industry has been due to the
growth of economies and the global population as well as fast fashion cycles, which have
led to the generation of waste. The huge amount of textile waste can cause severe envi-
ronmental problems since the fashion industry is one of the most polluting operations [4].
Fabric waste is the major waste produced during the textile manufacturing process and is
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mainly generated from discarded clothes in the fashion supply chain. Recently, however,
within the apparel and textile industries, there have been increasing efforts for circular
textiles that are continuing to gain power [5,6]. A circular economic model can be described
as “an industrial scheme that is restorative by intent and design, uses and reuses natural
materials as effectively as possible, and achieves value through products’ lifecycles” [7].
This is a movement away from today’s linear model of “produce, use, and dispose” toward
one where the regeneration of resources and reduction of waste are important criteria in
the initial development of goods and services [6–8]. The main challenge for the utilization
of textile waste is finding a method to reuse and reclaim fabric waste.

The textile industry has become the second worst polluting industry worldwide with
a considerable accumulation of textile waste and the use of environmentally hazardous
chemicals [9,10]. Thus, the need for sustainable solutions for both the use of resources and
the increased waste associated with the textile industry is becoming more urgent. Because
of the unsustainable nature of the fashion industry, various solutions have been projected to
protect the environment, including cooperative consumption, such as swapping used goods
and renting goods, and the reuse of products [11,12]. As a sustainable solution, upcycling
continues to attract the attention of scholars, the industry, and environmentally conscious
individuals [13–15]. This trend is motivated by growing environmental concerns about
resource availability and the growing waste volume [16]. Upcycled refers to a process in
which used materials are converted into new items of higher value and quality in their next
lifecycle [13–15,17]. It has been increasingly recognized as a hopeful and sustainable way to
reduce material and energy use, and to build sustainable production and consumption in
the textile and apparel industries [18]. Because of these benefits, lots of interest in upcycled
fashion has emerged from academia and the industry in recent years [13–15]. However,
peoples’ perceptions of discarded waste and recycling are predominantly negative [19].
Accordingly, although interest in environmentally friendly management of fashion compa-
nies is increasing [9,10], there is a certain gap between consumers’ perceptions and actual
action [19], so more research is needed on consumers’ motivations and barriers to selecting
upcycled fashion products.

Along with growing sustainability trends worldwide, China is also concerned about
the environmental impact of textile waste. Currently, approximately 26 million tons of
textile waste is generated in China every year, and it is predicted that it will increase in
the future [20]. Only 85% of the fabric is used, on average, in the clothing production
process in China, and the remaining 15% is wasted. Other clothing materials that are
mainly chemical materials, such as synthetic fibers and artificial fibers, are discarded,
difficult to decompose, and can only be reclaimed or incinerated. However, these processes
increase the environmental impact both directly and indirectly [21]. China is not only a
major producer of textiles, but it also generates 10 billion tons of waste each year as a
world-class consumer market. Waste textiles account for 3.5% to 4% of the total waste
in China. However, approximately 4 million tons of waste textiles are used for recycling
in China every year, and the main source is secondhand clothing [21]. In China, huge
quantities of fabric are accumulated as waste, so a circular economy system for collecting
secondhand clothes is gradually being formed. Upcycled fashion is also an important
alternative to prevent fashion environmental pollution.

Many textile and clothing companies in China recognize environmental protection
as their social responsibility and are trying to improve environmental problems through
material production and environmental investment. Despite the attention paid to the
circular economy system and sustainability in the Chinese textile industry [10], research on
upcycled fashion products in China has been limited and has tended to neglect motivators
and barriers of upcycled fashion product consumption in China. Therefore, it remains
unclear what factors encourage Chinese consumers to choose upcycled fashion products
and why they hesitate to choose these products [19,22]. To encourage the use of upcycled
fashion products in the Chinese market, this study aims to investigate the impact of
Chinese consumers’ environmental consciousness [22] and awareness of upcycled fashion
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materials [23,24] on the purchase intention toward upcycled fashion products. A main
assumption among researchers has been that a decrease in perceived risks of a new and
unusual product category (e.g., sustainable fashion products) will increase the subsequent
product purchase [24,25]. Hence, this study presumes that consumers who have high
environmental consciousness and low perceived risks, stemming from high environmental
awareness of upcycled fashion fabrics, may present a stronger behavioral intention to
purchase upcycled fashion products. The results of this study can provide upcycling
product companies with strategies and insights related to marketing and developing
sustainable consumption.

2. Theoretical Background and Development of Hypotheses
2.1. Sustainability and Upcycled Fashion in China

Upcycling aims to avoid wasting potentially useful materials by utilizing existing
materials [26]. Because upcycling can reduce the consumption of new materials in manu-
facturing products, upcycling can contribute to reduced energy consumption, air pollution,
water pollution, and even greenhouse gas emissions resulting from the use of new raw
materials. Upcycling is a compound word stemming from “upgrade” and “recycling”;
the process of upcycling renovates and converts waste or useless products and upgrades
them into more valuable products than the originals [27]. In other words, upcycling can be
described as the re-creation of an existing product into a new product by adding ideas and
redesigning the existing product to impart new value, rather than simply recycling waste
products. Upcycling is an emergent subject of academic inquiry and business practice [16].
However, upcycled design products that use discarded materials typically provoke nega-
tive perceptions, as people believe that the products are made from garbage [16,19].

According to the China National Textile and Apparel Council, the textiles and ap-
parel industry was named the world’s second-most polluting industry after oil at the
2019 Climate Innovation and Fashion Summit [28]. Since the 1990s, China’s production
and export of textiles and apparel has ranked first in the world, and this rising textile
and apparel industry has played an important role in the economic development and
livelihood of the Chinese people. However, it has also resulted in environmental pollution
problems. According to the 13th Five-Year Plan for Economic and Social Development
of the People’s Republic of China (2016–2020), the companies in the textile industry in
2020 with an annual main business income of $3 million or more shall accumulatively
reduce energy consumption per unit by 18%, decrease cumulative carbon dioxide emission
intensity by 22%, accumulatively reduce water volume by 23%, and achieve a recycled fiber
total amount of 12 million tons [29]. In addition to the policy interests of the textile and
apparel industry in sustainability issues, there is an increasing recognition of environmental
issues among consumers. Many textile and apparel companies in China have recognized
environmental protection as a corporate social responsibility; as such, they are striving to
resolve environmental problems [10,21].

Chinese fashion companies are currently investing heavily in the recycling of waste
clothing rather than embracing upcycling [30,31]. For example, in 2009, LINING and
TEIJIN collaborated to recover old clothes and chemically decompose them to convert
them into raw polyester materials, and the raw polyester materials were further converted
into high-quality recycled polyester fibers [32]. These fibers could be used to manufacture
new clothing products. In addition, since 2010, Bosideng, Jiangnan University and the
Tianjin Institute of Technology in China have jointly formed a scientific and technological
team to research and develop recovery treatments and technology for discarded down
jackets. Both examples fall into the category of recycling. According to the Textile Industry
Development Plan (2016–2020) announced by the Ministry of Industry and Information
Technology of China, the establishment of a textile recycling system was set as a core plan.
Although global upcycling fashion companies have achieved significant production scales
and sales platforms, Chinese fashion enterprises are only at the beginning of the journey
toward upcycling [33].
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Because the upcycling industry in China is currently in the early stages of develop-
ment, related studies concerning Chinese’s upcycled fashion consumption are insufficient.
Lee [30] indicated that the use of upcycling will be a sustainable and optimistic element for
the future of the fashion industry, which will create more positive values in the fashion
industry and a better design environment. Based on Lee’s [31] case studies on sustainable
fashion design, a design plan using the upcycling method was presented. According to
Lim’s [23] discussion and design practice regarding the recycled fashion design method
in China, clothing design was conducted by combining recycled fashion design meth-
ods with denim. Previous research on upcycling in China has mainly focused on design
analysis [31,33], and recently, little empirical research has been conducted on consumers’
purchases of upcycled fashion products [13–15,34–36]. Upcycling is undoubtedly individ-
ual and ad hoc, in other words, it is a post-manufacturing process [37] and can thus be
usefully positioned in the context of self-production practices. Yu and Lee’s study [15],
which investigated consumers’ value perceptions and their intentions to purchase upcycled
goods, indicated that the perceived utility value of upcycled products affected product
attitude, which, sequentially, affected buying intention. Noting that very few of the rele-
vant studies were analytically based, Peschel et al. [14] provided more information on the
consequences of product communication among consumers in Denmark and Germany to
support sustainable decisions, concentrating on upcycling and the food sector.

Currently, the importance of and interest in upcycling fashion is increasing in China,
and research on upcycling fashion for China is needed even more now because of mass
production and overconsumption due to the large population. However, there is inadequate
research on Chinese upcycled fashion consumption. It is very important for scholars and
practitioners to uncover the factors that influence consumers’ actual purchases in the
decision-making process of a particular product to propose implications and strategies for
the future of sustainable fashion [38]. Therefore, this study focuses on enablers and barrier
factors which influence Chinese consumers’ behavior regarding upcycled fashion products.

2.2. Consumer Environmental Consciousness

Consciousness refers to thoughts, values, mental readiness, and knowledge oriented
toward a specific action [39]. Environmental consciousness can be defined as one’s concern
and value for the safety and long-term well-being of the ecosystem [40]. Many studies
indicate that consumers who are concerned about the environment exhibit an intention
to practice environment friendly behaviors such as recycling [41] and tend to purchase
environment-friendly products [22]. As environmental consciousness has been considered a
critical indicator of behavioral changes, it is important to study consumers’ environmental
concerns and consciousness to understand sustainable fashion consumption, such as
upcycled fashion product buying behaviors. Several authors have described environmental
concern as a strong attitude toward the conservation of the ecosystem and as one of the
main factors affecting sustainable apparel buying behavior [42].

Birgelen et al. [41] found that German consumers tended to have positive attitudes
toward beverages with environment-friendly packaging when they had a high level of
environmental consciousness. According to Choi and Choi [22], the more that consumers
in Korea, the U.S., and Japan recognized the importance of pro-environmental consump-
tion behaviors, the more supportive they were to pro-environmental actions. Kong [43]
classified ethical consumption consciousness into four factors: environmental protection
consciousness, social responsibility consciousness, energy saving consciousness, and re-
source saving consciousness. The higher the ethical consumption consciousness, the higher
the intention to purchase ethical fashion products. Cha [44] also investigated the influ-
ence of ethical consumption consciousness on purchasing attitudes regarding recycled
clothing products. Jung et al. [42] found that sustainable consciousness, such as pro-
environmentalism and social responsibility, had a positive impact on sustainable apparel
products. The findings of these studies show that environmentally conscious consumers
tend to perceive that the protection of the environment and human beings is important.
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Environmental consciousness indicates how much people value environmentally conscious
actions such as sustainable consumption [45,46].

Unlike natural disasters, environmental problems are social disasters created by hu-
mans, which often accompany industrialization and urbanization. In a highly advanced
information society, consumer consciousness of environmental problems is important [47].
To improve the quality of the environment, consumers need a responsible attitude that
voluntarily excludes behaviors that induce environmental problems and promotes an
ecological lifestyle in a series of life management processes, such as purchasing, using, and
disposing of resources in daily life [42]. Environmental consciousness can be a consumer‘s
consideration of not only the satisfaction of individual needs, but also the enhancement
of the welfare of society, with consistent interest in the impact of individual actions on
the environment in the entire consumption process of purchasing, using, and disposing
of products. Rising environmental damage and its impacts, such as climate change and
global warming, have led to an increased awareness of sustainability, which, in turn, has in-
creased consumer consciousness about environmental consumption and the effects of daily
purchase decisions, triggering numerous studies [22,41,42,45,46]. This study considers the
two dimensions of consumers’ environmental consciousness and environmental concerns,
as well as consumers’ perceived importance of environmentally conscious behaviors. En-
vironmental concerns are generally considered to be important motivational drivers of
upcycling [48,49], which is why the practice is often recommended [15,50]. Nevertheless, it
is important to study not only the concern, but also the degree of consumer perception,
of how important conscious behavior is to practice [42]. Thus, the following hypothesis
was generated:

Hypothesis 1 (H1). Environmental consciousness (H1-1, environmental concern; H1-2, perceived
importance of environmental conscious behavior) will have a positive influence on buying intention
toward upcycled fashion products.

2.3. Perceived Risks

When consumers recognize undesirable or uncertain outcomes, they are hesitant [51].
Since the consequence is unpredictable, they are more hesitant when there is a high risk
in the purchasing decision. Perceived risk refers to the state in which consumers cannot
reliably predict the outcome of their purchase, and they are anxious about the fact that some
outcomes may be unwanted [52]. Perceived risk is considered in psychological, financial,
physical, social, and performance perspectives [53]. According to Bettman and Park [24],
conditions in which risk is perceived include lacking product information, no previous
purchase experience, innovative products, technically difficult products, large discrepancies
in quality, and expensive prices [54]. In these situations, consumers’ perceptions of the risk
tend to increase when purchasing is an important decision. Tarabieh [35] viewed perceived
risks from a multidimensional perspective, rather than a single dimensional perspective,
to comprehensively describe the risk factors that may occur in the customer’s purchasing
decision process. In addition, Kang and Kim [25] observed the perceived risks in various
dimensions according to the type of fashion product and shopping context.

The risk perceived by buyers differs according to the product characteristics. In
other words, depending on the product to be purchased, the buyer may perceive the
social, psychological, functional, and economic risks differently. The characteristics of
products are recognized by buyers as a major factor in determining their risk perception [55].
According to Park and Choo [27], who surveyed Korean consumers regarding upcycled
fashion, psychological risks were determined to be important risk factors when purchasing
upcycled fashion products, and social, performance, and economic risks were determined
to be risk factors of relatively lower significance. These perceived risks reflected the unique
characteristics of upcycled fashion products. The research results by Choi and Kim [56] also
showed that consumers’ perceived risk regarding food safety was an important variable in
organic food purchasing behavior. On the basis of these results, the current study proposes
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the need to explore the dimensions of risk perception related to upcycled fashion products
among Chinese consumers. This study focuses on the following three dimensions: social,
financial, and performance. These dimensions are the risks that consumers face when
purchasing new fashion products and are also the most frequent dimensions in consumer
purchase decisions [52,57].

Social risk is the concern about a negative outcome, including criticism and embar-
rassment from family, friends, or important others [25,52]. This unpleasant consequence
occasionally occurs in buying and using products and involves a threat to personal values,
such as identity and image [52]. Social risk occurs during the brand selection process and
when consumers think that their purchase could be negatively perceived by others [58].
Social risk is relevant to self-image and being concerned with others’ opinions and expecta-
tions [25]. Consumers may predict negative social consequences. For example, they may
think that friends will disrespect them if they say that they wore upcycled clothes that
others wore before.

Financial risk is consumers’ perception of potential economic loss from product
purchases [59] and is highly related to monetary issues, such as the price or payback [52].
Financial risk is mainly prevalent in shopping situations where consumers have doubts
about the retailers [60]. Higher confusion and uncertainty driven by unusual purchases
may increase consumers’ perceived financial risk [61]. In our context, consumers may
perceive financial risk when they purchase upcycled fashion products that do not meet
their expectations. Consumers may also have suspicions about potential damage during
the upcycling process of secondhand fashion products and thus regret the money they paid
for the product.

Performance risk is associated with the concern that the purchased product will not
meet consumers’ functional expectations, which is also considered a quality risk [59]. From
the fashion perspective, functional aspects include quality, garment durability, and ease of
care, and the disappointment of these functions is performance risk. This risk increases
when consumers do not have enough information and confidence to assess fashion prod-
ucts [62]. Performance risk may also include potential negative consequences (e.g., repairs)
when the product performance fails, which might incur additional costs, such as physical
and mental costs [57]. Kim et al. [34] indicated that performance risk significantly affects
Korean consumers’ buying intention toward circular fashion consumption, such as recycled
and upcycled fashion items. Thus, consumers’ perceived high performance risk may lead
to hesitation to purchase upcycled fashion products. Taken together, this study assumes
that there are negative effects of social, financial, and performance risks on consumers’
purchase intention toward upcycled fashion products. Thus, the following hypothesis
is proposed:

Hypothesis 2 (H2). Perceived risks of upcycled fashion products (H2-1, social; H2-2, financial; H2-
3, performance) will have a negative influence on buying intention toward upcycled fashion products.

2.4. Environemetnal Knowledge of Upcycled Fashion Materials

A lack of knowledge about sustainability issues and problems is often a barrier to
sustainable fashion consumption [63]. However, concerns about the environment alone are
not enough, since increased knowledge about environmental deterioration and sustain-
able materials is also required [64,65]. Ansari and Siddique [64] described environmental
knowledge as how much people know about environmental problems and ecosystems.
Environmental knowledge can be comprehensive, such as knowledge about environment
friendly goods, or more particular knowledge about topics such as recycling or upcy-
cling [66].

Most of today’s garments are made of synthetic fibers that are manufactured using
petrochemical materials, which result in environmental toxic waste. Nylon and polyester
are representative examples of synthetic fibers that are difficult to treat because they are not
easily decomposed naturally, and even if decomposed after a long period of time, the pro-
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cess discharges harmful gases into the air [67]. Environmentally friendly refers to pursuing
future development by seeking a harmonious direction for both abundant human life and
environmental preservation. Thus, many textile companies are focusing their efforts on
developing environment-friendly textile materials by reusing and recycling products, and
thus extending the use of materials [68]. Because environmentally friendly textiles mean
clothes made with minimal chemicals, the clothing should not include synthetic chemical
materials. Instead, manufacturers should incorporate natural ingredients, such as beans,
corn, bamboo, or coconut, and newly developed materials made by recycling once-used
raw materials or other materials such as waste plastic bottles, waste fishing nets, and fibers.
These products are naturally decomposed into harmless materials by microorganisms after
their disposal [67]. Upcycled products are manufactured by combining these materials [16],
usually including waste fibers and waste leather, which represent the external properties
of important materials [23]. Because the raw materials for upcycled fashion products are
basically discarded materials, high durability is required for producing the products. To
increase durability, manufacturers apply coating or special materials that are resistant to
product friction and deformation.

Environmental knowledge plays an important role in sustainable consumption [1].
Consumers’ environmental consciousness encourages them to seek positive knowledge
about upcycled fashion materials. According to Peschel et al. [14], the rationale behind
upcycling can derive from the desire to make others aware of environmental issues. This
study examines whether consumers have enough knowledge about the characteristics of
upcycled fashion materials, i.e., what the degree of knowledge is about upcycled fashion
materials. We also investigated the influence of such knowledge on the purchase intention
toward upcycled fashion products. Mahmoud et al. [66] indicated that there are insufficient
studies on the mediating role of environmental knowledge. Furthermore, there is a strong
need for more dissemination of such knowledge in the China market [1]. Thus, this
study investigated the mediating effects of environmental knowledge of upcycled fashion
materials when purchasing upcycled fashion products by examining the relationship
among consumers’ environmental consciousness, perceived risk, and purchase intention
toward upcycled fashion products; therefore, we expect the following:

Hypothesis 3 (H3). Consumer knowledge of upcycled fashion materials will have a positive
influence on buying intention toward upcycled fashion products.

Hypothesis 4 (H4). Consumer knowledge of upcycled fashion materials will play a mediating
role between environmental consciousness/perceived risk and buying intention toward upcycled
fashion products.

2.5. Buying Intention

Intention to buy is described as intention indicating that a consumer is ready to buy
a product after evaluating it [53]. Ajzen and Fishbein [69] defined intention as an indi-
vidual’s willingness to voluntarily exert effort to perform a certain action [70]. To predict
the future behavior of consumers, typical marketing research utilizes buying intention
as a factor describing the relationship between attitude and behavior. Another study
defined purchase intention as the willingness to recommend specific products or services
to others who want to purchase them [42]. Purchase intention is one of the most important
concepts in the sustainable consumption research area, because the research on purchase
intention is performed based on the correlation between purchase intention and purchase
behavior [71]. The buying intention toward upcycled fashion products is the likelihood
of a consumer purchasing the upcycled fashion products, generating positive word of
mouth, and the inclination to pay for the items [34]. According to a study on the buying
intention of environment-friendly products, consumers with environmental consciousness
and knowledge of environment-friendly items showed high buying intentions [72].
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More conscious consumers, who are concerned about environmental problems and
are aware of the negative consequences of their actions, may still indulge in consumption
that does not reflect environmental practices [73]. They may also avoid recognizing en-
vironmental challenges when their perceptions conflict with their well-being, economic
wealth, and material demands. The continued increase in the production of cheap trendy
clothing and unsustainable consumption practices, despite the growing consciousness of
sustainable issues, partially explains the present gap between thoughts and real actions in
the circular and sustainable fashion field [17]. The literature review above demonstrates the
inconclusive findings in upcycled fashion research; therefore, this study aims to identify
motivators and obstacles of buying intention toward upcycled fashion products, especially
in China. The definitions of the research variables and concepts in this study are presented
in Table 1.

Table 1. Definitions of the research concepts and variables.

Concepts and Variables Definition Sources

Upcycled fashion
This refers to a process to reuse discarded objects or materials in

such a way that creates a product of higher quality or value
than the original.

[13]

Environmental consciousness

This indicates one’s concern and value for the safety and
long-term wellbeing of the ecosystem, and the level of

importance people perceive toward the environment, which
leads to environmentally conscious actions.

[45,46]

Environmental concern
This refers to the strong attitude toward the conservation of the
ecosystem and the degree to which an individual is concerned

about environmental problems.
[40,42,74]

Importance of conscious behavior This indicates the level of importance people perceive toward
environmentally conscious actions. [45,46]

Perceived risk
This refers to the state in which consumers cannot reliably

predict the outcome of their purchase, and they are worried
about the fact that some outcomes may be undesirable.

[52,75]

Social risk This refers to concerns about being criticized for buying
upcycled fashion products from important others. [76]

Financial risk
This refers to consumers’ perceived economic risk of investing

loss or additional expenses for replacement or repair of the
secured product when there are some defects.

[34,77]

Performance risk This indicates the uncertainty associated with the consequence
of a product that does not function as expected. [77,78]

Knowledge of upcycled fashion materials This represents how much people know about environmental
problems and upcycled fashion materials. [64]

Buying intention This refers to an individual’s willingness to voluntarily exert
effort to perform a certain action. [69]

3. Methods
3.1. Conceptual Framework

According to previous research, consumers’ behavior related to sustainable fashion
consumption is driven by motivating factors (e.g., environmental consciousness and con-
sumer knowledge of upcycled fashion materials) and barriers (perceived risks). Therefore,
this study formulated a conceptual framework related to these factors. The main purpose
of this study is to investigate whether the motivators and barriers could impact consumer
buying intention toward upcycled fashion products. The framework of this research is
illustrated in Figure 1. In particular, this study explores the principal factors that can
influence upcycled fashion consumption behaviors among Chinese consumers.
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3.2. Measurement

All measurement items shown in Table 1 were adapted from related prior research. For
the environmental consciousness variable, a total of 10 items were measured. These items
included five items for environmental concern and five items for importance of environmen-
tal conscious behaviors based on previous studies [45]. For the factors related to consumers’
awareness of upcycled fashion materials, four items were measured based on a study
by Lee et al. [23] and Mahmoud et al. [66]. To measure the perceived risk in purchasing
upcycled fashion products, 10 items were measured based on existing research, [53,61] in-
cluding three items for financial risk perception, four items for performance risk perception,
and three items for social risk perception. As for the buying intention factor for upcy-
cled fashion products, three items were measured referring to Nguyen et al.’s [70] study.
All items were measured using a 5-point Likert scale (1 = Strongly disagree, 3 = Neutral,
5 = Strongly agree).

3.3. Sample and Procedures

To understand Chinese upcycled fashion consumption, this study conducted an online
survey recruiting participants in their 20s and 30s from two metropolitan cities (Shanghai
and Wuhan, in China). Since 20–30 year old consumers are a major target market for
sustainable products [79], this sample could give critical indication regarding the upcycled
fashion consumption behaviors. The subjects for this study were sensitive to new fashion
trends and were in the demographic that leads the consumption market in China. The
China Business Network, a Chinese media company, ranked major cities in China by
comparing them using various commercial aspects. On the basis of the results, the cities
were categorized into first-tier, new first-tier, second-tier, third-tier, fourth-tier, and fifth-
tier cities. According to the “2019 Urban Business Attractiveness Ranking” published
by the China Business Network [80], Shanghai and Wuhan, which are first-tier cities,
showed a higher degree of commercial resource intensity, urban transportation hubs, urban
activity, diversity of life patterns, and future plasticity in China. In addition, on 1 July
2019, Shanghai became the first city in China to implement the strictest garbage separation
system, and Wuhan was gradually expanding the scope of the implementation, which was
fully implemented on 1 July 2020.

Out of the 500 distributed questionnaires, 425 data were collected (response rate of
85%), and 397 were used in the final data analysis after poorly described answers were
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excluded. We used G*Power 3.1.9.7, which is a statistical power analysis program, to
calculate the appropriate sample size for the structural equation modeling [81]. As a
result of the power analysis, 371 respondents were found to be the right sample size for
this study [82,83]. Therefore, we concluded that the sample size used in this study is
appropriate and proceeded with the analysis. The SPSS 25.0 and AMOS 25.0 statistical
programs were utilized to analyze the data. Factor analysis and reliability verification
were conducted to identify the dimensions of the research variables (i.e., environmental
consciousness, knowledge of upcycled fashion materials, risk perception when buying
upcycled fashion products, and buying intention of upcycled fashion products) using SPSS
version 25.0. AMOS 25.0 was used to execute the structural equation modeling (SEM)
analysis to test the hypotheses.

3.4. Data Collection and Demographic Information

Table 2 shows the results of examining the characteristics of the study subjects. The
ratio of male to female respondents was 57.7:42.3, indicating 15.4% more female respon-
dents. As for the age of the respondents, 57.4% were in their 20s and 42.6% were in their
30s, indicating 14.8% more respondents in their 20s. In terms of marital status, unmarried
respondents were the most common at 56.2%, followed by married (42.6%), and other
(1.2%). In terms of academic background, the percentage of college graduates was the
highest at 63.5%, followed by graduate school graduates (12.1%), graduate school attending
(11.1%), and high school graduates (13.3%). As for jobs, the percentage of office workers
was the highest at 36.8%, followed by professional and technical workers (27.9%), stu-
dents (20.4%), business managers (7.5%), service employees (4.8%), housewives (1.8%),
and other (0.8%). The monthly household income from 11,001 to 23,000 RMB was the
highest at 53.4%, followed by less than 11,000 RMB (29.2%), 23,001–35,000 RMB (11.6%),
and above 35,000 RMB (5.8%). The proportion of respondents who usually sorted waste
into different elements was 94.2% in Shanghai and 44.2% in Wuhan, amounting to 65.7% in
the total sample.

Table 2. Demographic information of the sample of respondents.

Demographic City Shanghai Wuhan Demographic City Shanghai Wuhan

Gender

Male
N 80 88

Marital

Married
N 102 67

% 20.2 22.2 % 59.6 29.7

Female
N 91 138 Single N 69 154

% 22.9 34.8 % 40.4 68.1

Age

20~29
N 90 138

Educational
Level

High School N 10 43

% 22.7 34.8 % 2.5 13.1

30~39
N 81 88 Undergraduate N 146 106

% 20.4 22.2 % 36.8 26.7

Occupation

Student
N 10 71

Graduate
N 15 77

% 2.5 17.9 % 3.8 19.4

Housewife
N 0 7

Income per
month
(RMB)

Under 11,000 N 32 84

% 0 1.8 % 8.1 21.1

Office worker
N 104 42 11,001–23,000 N 115 97

% 26.2 10.6 % 29 24.4

Service employees N 5 14 23,001–35,000 N 17 29

% 1.3 3.5 % 4.3 7.3

Professional technical
N 37 74 Above 35,000 N 7 16

% 9.3 18.6 % 1.8 4

Business manager N 15 15

Waste
sorting

Do
N 161 100

% 3.8 3.8 % 94.2 44.2

Others
N 0 3

Not do
N 10 126

% 0 .8 % 5.8 55.8
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3.5. Reliability and Validity

Factor analysis and reliability verification were performed to detect the dimensions of
the research variables (i.e., environmental consciousness, knowledge of upcycled fashion
materials, risk perception when purchasing upcycled fashion products, and purchase inten-
tion toward upcycled fashion products) using SPSS version 25.0 (see Table 3). Additionally,
confirmatory factor analysis (CFA) was tested using AMOS 25.0. The theoretical frame-
work of this study explored structural equation modeling using AMOS version 25.0 to
assess the reliability, dimensionality, and validity of the scales applied in the measurement
model. The validity and reliability were estimated in the measurement model. The internal
consistency and reliability were analyzed using composite reliability.

Table 3. Internal reliability and convergent validity of the study.

Factor and Items Factor Loading

Environmental Consciousness

Environmental concerns (AVE = 0.53; CR = 0.82; Cronbach’s α = 0.67)

Environmental pollution issues are serious at the global level. 0.804
Despite the slower pace of economic development, environmental issues should be improved. 0.709

Humans should live in harmony with nature. 0.662

Importance of conscious consumption (AVE = 0.54; CR = 0.84; Cronbach’s α = 0.60)

The purchase of environment-friendly products contributes to protecting the environment. 0.776
Strong regulation of companies that cause environmental pollution is crucial. 0.747
Legal regulations should be strengthened to encourage companies to develop

environment-friendly products. 0.678

Perceived Risk of Upcycled Fashion Products

Social risks (AVE = 0.54; CR = 0.84; Cronbach’s α = 0.69)

I think the people around me will not support my use of upcycled fashion products. 0.762
I think the purchase of upcycled fashion products will not earn the respect of others. 0.700

Financial risks (AVE = 0.57; CR = 0.86; Cronbach’s α = 0.65

I think it is not worthwhile spending money on upcycled products. 0.786
I think the price of upcycled fashion products is relatively high. 0.722

Performance risks (AVE = 0.56; CR = 0.91; Cronbach’s α = 0.71)

I think upcycled fashion products have no commodity value. 0.714
I think the design of upcycled fashion products will not vary. 0.779

Knowledge of Upcycled Fashion Materials (AVE = 0.57; CR = 0.83; Cronbach’s α = 0.81)

I know that because upcycled products reuse materials from used products, materials with high
durability and low abrasion are mainly used. 0.752

I know that there are many upcycled fashion products mixed with several waste materials,
because the amount of recycled material is limited. 0.728

I know that the materials used in upcycled fashion products are meaningful in that they can
convey stories about the materials for consumers with sustainable purposes. 0.786

Buying Intention of Upcycled Fashion Products (AVE = 0.62; CR = 0.88; Cronbach’s α = 0.86)

I am willing to purchase upcycled fashion products. 0.752
In the future, I will be willing to use upcycled fashion products. 0.825
I am willing to visit a store that sells upcycled fashion products. 0.789

Model Fit: χ2 = 234.802, df = 114, χ2/df = 2.060, p < 0.001
GFI = 0.94, AGFI = 0.91, CFI = 0.94, TLI =0.92, NFI = 0.90, RMSEA = 0.05

Note. standardized coefficients; all significant at p < 0.001; AVE = Average Variance Extracted; CR = Composite Reliability;
GFI = Goodness-Of-Fit Index; AGFI = Adjusted Goodness-Of-Fit Index; CFI = Comparative Fit Index; TLI = Tucker-Lewis Index;
NFI = Normed Fit Index; RMSEA = Root-Mean-Square Error of Approximation.

To test the validity and reliability of the measurement model, we analyzed the standard
factor loading value, t-value, p-value, standard error, average variance extracted (AVE),
composite reliability (CR), and Cronbach’s alpha (α) indices. The reliability and validity
of the proposed measurement model were assessed following Hair et al. [84]. As Table 2
shows, the results from the assessment of standardized factor loading were between 0.730
and 0.866. In the CFA, the overall fit indices χ2 = 234.802, df = 114, GFI = 0.94, AGFI = 0.91,



Sustainability 2021, 13, 2584 12 of 19

CFI = 0.94, TLI = 0.92, NFI = 0.90, and RMSEA = 0.05, indicated a satisfactory fitness of
the model [60]. The average variance extracted (AVE), which also represented the total
variance in the latent construct indicator, was between 0.662 and 0.825. These values were
satisfactory considering the suggested value of 0.50. The range of CR was from 0.82 to 0.91,
so internal reliability was attained. Cronbach’s alpha values ranged from 0.60 to 0.86, and
AVE values ranged from 0.53 to 0.62.

Table 4 shows the discriminant validity results. Discriminant validity describes a state
where each variable of a theoretical model has different statistics. Discriminant validity
could be assessed using a method in which AVE is compared with squared correlations
between one construct and another construct. In this study, discriminant validity was
analyzed following the process by Fornell and Larcker [85]. Discriminant validity is
supported when the AVE between each pair of constructs is greater than Φ2, which is the
squared correlation between the two constructs.

Table 4. Discriminant validity and correlation of constructs.

Variables
Correlation Coefficient

1 2 3 4 5 6 7

1 Environmental
concern 0.53 a

2 Importance of
conscious behavior

0.45 b

0.67 ***,c 0.54

3 Social risk 0.01
0.13

0.00
0.04 0.54

4 Financial risk 0.00
0.01

0.08
−0.29 **

0.24
0.49 *** 0.57

5 Performance risk 0.03
0.18 *

0.01
0.12

0.20
0.45 ***

0.26
0.51 *** 0.56

6 Knowledge of
upcycled materials

0.02
0.16 *

0.10
0.32 ***

0.28
0.53 ***

0.05
0.23 **

0.28
0.53 *** 0.57

7 Buying intention 0.00
0.02

0.02
0.15 *

0.40
0.64 ***

0.05
0.23 *

0.12
0.35 ***

0.29
0.54 *** 0.62

*** p < 0.001, ** p < 0.01, * p < 0.05; a: Average variance extracted (AVE), b: Squared correlations between any pair of constructs,
c: Correlation coefficients.

4. Results
4.1. Testing the Hypotheses

SPSS AMOS version 25.0 was used to execute the structural equation modeling (SEM)
analysis to test the hypotheses. The impact of the independent variables on the dependent
variable was partially found to be statistically significant at the p < 0.05, p < 0.01 and
p < 0.001 levels. Table 4 shows the structural model proposed in this analysis and the
goodness of fit. The findings represent a suitable fit for the measurement model. Table 5
displays that the model adequately fits the measurement data as well as the structural
models [86]. Path analysis was used in SEM to assess hypothesized direct influences among
the constructs from H1 to H3.

All the hypotheses were supported except for H1-1; therefore, the proposed theoretical
model in Figure 1 is empirically supported. The path results of SEM are presented in
Table 4, which indicates that the t-value for the paths of H1-1 (−0.70), H1-2 (2.85), H2-1
(−3.93), H2-2 (−2.32), H2-3 (−2.92) and H3 (4.42) are higher than the standard t-value. The
results demonstrate that knowledge of upcycled fashion materials has a significant impact
on buying intention of upcycled fashion products in this study. Moreover, the importance
of conscious behavior is found to be positively associated with purchase intention while
social, financial, and performance risks are negatively associated with purchase intention
among Chinese consumers. It was expected that environmental concerns would have a
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positive impact on the intention to purchase upcycled fashion products; however, this
study found no significant relationships.

Table 5. Path Analysis Assessment of the Hypotheses.

Independent Variables Estimate (β) t-Value Hypothesis Results

Environmental concerns −0.09 −0.70 H1-1 Rejected
Importance of conscious behavior 0.27 2.85 ** H1-2 Supported

Social risk −0.31 −3.93 *** H2-1 Supported
Financial risk −0.23 −2.32 * H2-2 Supported

Performance risk −0.29 −2.92 ** H2-3 Supported
Knowledge of upcycled fashion material 0.44 4.42 *** H3 Supported

Notes: Dependent variable = Buying intention of upcycled products; β, the path coefficient; * p < 0.05, ** p < 0.01, *** p < 0.001. Structural
model fit indices: χ2(df) = 234.802(57), CFI = 0.94, GFI = 0.94, NFI = 0.89, and RMSEA = 0.05.

4.2. Mediating Effect

In this study, one of the hypotheses was to test for the mediating role of knowl-
edge of upcycled fashion materials in the relationships between environmental conscious-
ness/perceived risk about upcycled fashion products and purchase intentions toward
upcycled fashion products. For the assessment of the hypothesized mediation effects (i.e.,
H4), we applied the underlying steps suggested by Mathieu and Taylor [87].

Table 6 presents the result of the samples in this study’s bootstrapping analysis to
assess the mediating effect and indirect impact through the mediating variable [88]. We
used 2000 iterations to obtain 95% confidence intervals [89] to validate the statistical
significance of the indirect effects. The mediating effect of knowledge of upcycled fashion
products on the relationship between the importance of conscious behavior and buying
intention of upcycled fashion products was significant (β = 0.042, p < 0.01). In addition,
knowledge of upcycled fashion materials significantly mediated between the perceived
social (β = 0.074, p < 0.01), financial (β = 0.045, p < 0.01), and performance (β = 0.057,
p < 0.01) risks and the buying intention of upcycled fashion products.

Table 6. Bootstrapping analysis for the mediating effects of knowledge of upcycled fashion materials.

Independent Variables (X) Total Effect Direct Effect PathXM PathMY Indirect Effect

Environmental concerns −0.057 −0.083 0.101 0.255 *** 0.026
Importance of conscious behavior 0.185 ** 0.143 * 0.191 * 0.219 *** 0.042 **

Social risk −0.120 ** −0.194 * 0.311 *** 0.239 *** 0.074 **
Financial risk −0.046 * −0.091 0.214 ** 0.209 *** 0.045 **

Performance risk −0.025 * −0.082 0.233 ** 0.243 *** 0.057 **

Notes: Dependent variable (Y) = Buying intention of upcycled products; Mediating variable (M) = knowledge of upcycled fashion materials;
β, the path coefficient; * p < 0.05, ** p < 0.01, *** p < 0.001.

The results showed significant total effects from the importance of conscious behavior
and the three perceived risks, as the independent variable, on knowledge of upcycled
fashion material and buying intention, as the dependent variable. However, the direct
and total effects of environmental concerns on the dependent variable were not shown as
significant. Meanwhile, when the independent variable and the mediating variable were
simultaneously entered, if the effect of the independent variable on the dependent variable
was significant, there was a partial mediating effect, and if the effect of the independent
variable on the dependent variable was not significant, there was a full mediating effect. In
this study, the results demonstrated that knowledge of upcycled fashion materials fully
mediated the effects from the independent variables, such as financial and performance
risks, on purchase intention. The result showed the partial mediating role from knowledge
of upcycled fashion materials regarding the effects from independent variables, such as the
importance of conscious behavior and social risks on purchase intention. Consequently,
hypothesis H4 was partially supported.
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5. Discussion

In light of textile waste increase and the continued use of environmentally hazardous
chemicals, the clothing and textile industry has become the second worst polluting industry
worldwide [90]. Therefore, significant effort is currently in progress to discover solutions to
reduce this harmful impact [91]. Upcycled fashion is an internationally growing industry
for sustainability, minimizing the resources thrown away during production, and finding
new possibilities in the resources already thrown away. Upcycled fashion products im-
parted with high commercial values already marketed in Europe and the United States
are expanding their market share by circulating to high-value-added fashion products.
However, upcycled fashion tends to lack data because it was just introduced in China. In
addition, consumers are unwilling to place sustainable consumption concerns into actual
practice, since their environmental worries and perceptions do not always transform into
pro-environmental or sustainable behavior [19]. Marketers need a clear understanding of
this disparity between concerns and actions. Therefore, this study attempted to identify
motivators and barriers to upcycled fashion consumption among Chinese consumers.

This study considered two environmental consciousness factors and three perceived
risks to analyze the buying intention of upcycled fashion products. Consumers’ environ-
mental consciousness was determined as a total of two factors: concerns about environ-
mental issues and importance of environmentally conscious behavior. The risk perception
factors in purchasing upcycled fashion products were revealed as three factors: social
risk perception, financial risk perception, and performance risk perception. In this study,
consumers’ perceived importance of conscious behavior was observed to positively affect
purchase intention of upcycled fashion products and it was found that environmental
concerns did not affect the intention of purchasing upcycled fashion products. It was
expected that environmental concerns would have a positive impact on the intention to
buy upcycled fashion products; however, this study found no significant influence environ-
mental concerns on buying intention, supporting Tam and Chan’s previous research [92].
Recognizing the importance of actual environmentally conscious behavior has a positive
impact on sustainable consumption behavior, such as buying upcycled fashion products. In
addition, social, financial, and performance risks were negatively associated with purchase
intention among Chinese consumers. Perceived risks and levels of uncertainty felt by
Chinese consumers when making purchasing choices could be an important factor in
obstructing newly introduced product choices [27] such as upcycled fashion products in
China. The results of this study indicate that perceived risk factors should be considered
in the consumption context of upcycled fashion products. It is possible to increase the
buying intention of upcycled fashion products by reducing consumers’ social, financial and
performance risk perception by the proper communication mix strategy, so that consumers
have no doubts in choosing upcycled fashion. These results differ from those of Yu and
Lee [13], who surveyed U.S. consumers for their intention to purchase upcycle products.
Their work showed that consumers’ social and performance perceptions had no significant
impact on upcycle product attitudes and purchasing intentions. According to a study [42]
comparing sustainable apparel consumption among consumers in the United States, the
United Kingdom, and China, Chinese consumers valued social aspects, practicality, and
performance when purchasing sustainable fashion products more than other countries,
supporting results of this study.

The results demonstrate that knowledge of upcycled fashion materials had a signif-
icant impact on buying intention of upcycled fashion products in this study. Moreover,
knowledge of upcycled fashion materials mediated the relationship between consumers’
environmental consciousness and purchase intention for upcycled fashion products. Con-
sumer‘s environmental consciousness entirely affects the knowledge of upcycled fashion
materials, further influencing the purchase intention for upcycled fashion products. Thus,
to increase the purchase intention toward upcycled fashion products, upcycled fashion
companies should strengthen both the consumers’ environmental consciousness, such as
the importance of conscious behaviors, and their knowledge of upcycled fashion materials.
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Knowledge of upcycled fashion materials also had a mediating role in the relationship
between perceived risks and purchase intention toward upcycled fashion products. It is
therefore possible to increase buying intention of upcycled fashion products by reducing
consumers’ risk perception through promoting specific and genuine environmental friend-
liness in products from environment-friendly brands [93]. Marketers and policy enforcers
should make consumers more knowledgeable by spreading information about upcycled
fashion materials and issues through legal guidelines, media reports, and environment-
friendly public relations in the manufacturing and marketing sectors of companies. In
this way, consumers’ environment-friendly consciousness and perception of environment-
friendly products can be strengthened, and perceived risks can be condensed.

Upcycled fashion is essential as part of environmental protection, but the negative per-
ception that these products were made from discarded items and other relevant perceived
risks are obstacles to consumer purchases. Therefore, in this study, we tried to investi-
gate the reasons why Chinese consumers’ intention to buy upcycled fashion products is
increasing, and we tried to investigate what factors influence the intention of Chinese con-
sumers to buy upcycled fashion products, focusing on their environmental consciousness,
knowledge of upcycled fashion materials, and perceived risk factors when purchasing
upcycled fashion products. This study contributes to sustainable and upcycled fashion
literature and information. Many fashion companies are struggling to attract and retain
customers with sustainable fashion products, such as upcycled fashion products, because
of the challenges of textile wastes. There has been limited research on upcycled fashion
product consumption in China. Findings from the present study can enable researchers
and practitioners to understand how to improve buying intention toward upcycled fashion
products by minimizing risks and ensuring that consumers’ sustainable shopping expe-
rience is more conscious and knowledgeable regarding upcycled fashion products and
the planet. Mainly upcycling to improve product values through the reuse of resources
is a dark zone in consumer evaluations. It should enhance product values, but it might
be difficult to distinguish from the regaining of resources or secondhand usage, which are
both perceived to lower value or quality [37]. This study aimed to deliver more knowledge
to businesses with results of a more quantitative analysis to support resolutions about
which sustainable approach to follow, similar as Peschel et al. [14], but focusing specifically
on upcycling for the fashion area.

This research has some limitations that require further studies. The sample size and
the target population impeded the generalization of the results. For forthcoming research,
a larger sample size can engender more comprehensive results for the analysis of the
hypotheses. This study was conducted in Shanghai and Wuhan, China. Future studies
can be conducted in other cities and countries in developed and developing countries. In
addition, future research can examine the impact of socio-demographic variables [79], such
as age, gender, occupation, income levels, or education backgrounds, as moderating factors
in the relationships among the determinant variables of upcycled fashion consumption
and the buying intentions of upcycled fashion products. It would be interesting to expend
the investigation to specific cohorts (e.g., “Gen Z” vs. “Millennials”) or different product
categories (e.g., electronics vs. fashion) to see if the findings would be similar or different.

While we suggest that the significant mediating role of knowledge of upcycled fashion
materials can explain upcycled fashion consumption behavior, its connection with environ-
mental consciousness and perceived risks requires a fuller assessment together with other
antecedents. Future research could propose other antecedents, including consumers’ psy-
chographic perspectives, such as their lifestyles and values, marketing perspectives, such as
perceived benefits and important criteria, or attributes of upcycled fashion products among
the Chinese. Interestingly, neuroscience provides cutting-edge ways to assess incongruity
in consumer behavior by evaluating dissimilarities in separate sensitivity throughout areas,
or structural discrepancies, in the brain. According to several research studies [94,95],
consumer neuroscience research should assist in advancing more operational interventions
and the furtherance of consumer decision making, and in detecting weaknesses that may
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apprise guidelines for consumer protection. Therefore, we suggest applying the consumer
neuroscience approach for the next study to identify the motivators and barriers of buying
intentions toward upcycled fashion products. This research focused on the buying behavior
of sustainable apparel. We also acknowledge that in real-life buying situations, many other
factors can influence the decision-making process of sustainable apparel products. For
instance, psychological characteristics, such as harmonious values in China and living in a
collectivist society, will play an important role in sustainable development [79,96]. This
limitation encourages the development of this research by including other psychological
factors that may impact sustainable consumption and conducting further investigations on
post-consumer sustainable behavior, such as recycling or disposal behavior, regarding ap-
parel products in China. Lastly, the separation of waste is policy-driven, and mainly in large
cities in China [97], which can have an important influence on circular economy behavior,
such as upcycled fashion consumption. Hence, we highlight this prerequisite to facilitate
more distinguished approaches to advocating sustainable upcycled fashion consumption.

Author Contributions: Conceptualization, F.Y. and K.W.O.; formal analysis, F.Y. and H.J.J.; writing—
original draft preparation, F.Y.; writing—review and editing, H.J.J. and K.W.O.; project administration,
K.W.O.; funding acquisition, K.W.O. and H.J.J. All authors have read and agreed to the published
version of the manuscript.

Funding: This research was supported by the Chung-Ang University Research Grant in 2020 and the
Ministry of Education of the Republic of Korea and the National Research Foundation of Korea (NRF
2019S1A5A2A03054508).

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Chu, K. Mediating Influences of Attitude on Internal and External Factors Influencing Consumers’ Intention to Purchase Organic

Foods in China. Sustainability 2018, 10, 4690. [CrossRef]
2. Ionescu, L. Climate Policies, Carbon Pricing, and Pollution Tax: Do Carbon Taxes Really Lead to a Reduction in Emissions?

Geopolit. Hist. Int. Relat. 2019, 11, 92–97.
3. Ionescu, L. The Economics of the Carbon Tax: Environmental Performance, Sustainable Energy, and Green Financial Behavior.

Geopolit. Hist. Int. Relat. 2020, 12, 101–107.
4. Ma, Y.; Rosson, L.; Wang, X.; Byrne, N. Upcycling of Waste Textiles into Regenerated Cellulose Fibres: Impact of Pretreatments. J.

Text. Inst. 2020, 111, 630–638. [CrossRef]
5. Shim, S.; Kim, J.; Na, Y. An Exploratory Study on Up-Cycling as the Sustainable Clothing Life at Home. Fash. Text. 2018, 5, 1–15.

[CrossRef]
6. Pal, R.; Shen, B.; Sandberg, E. Circular Fashion Supply Chain Management: Exploring Impediments and Prescribing Future

Research Agenda. J. Fash. Mark. Manag. 2019, 23, 298–307. [CrossRef]
7. Koszewska, M. Circular Economy—Challenges for the Textile and Clothing Industry. Autex Res. J. 2018, 18, 337–347. [CrossRef]
8. Strategic Agenda on Textile Waste Management and Recycling j Innovatext. 2019. Available online: http://www.innovatext.hu/

en/hir/strategic-angeda-textile-waste-management-and-recycling (accessed on 8 January 2021).
9. Lee, S.H. Achieving Corporate Sustainability Performance: The Influence of Corporate Ethical Value, and Leader-Member

Exchange on Employee Behaviors and Organizational Performance. Fash. Text. 2020, 7, 1–17. [CrossRef]
10. Yang, N.; Ha-Brookshire, J.E. Truly Sustainable or Not? An Exploratory Assessment of Sustainability Capability of Textile and

Apparel Corporations in China from the Moral Responsibility Perspective. Fash. Text. 2019, 6. [CrossRef]
11. Popescu, G.H.; Ciurlău, F.C. Making Decisions in Collaborative Consumption: Digital Trust and Reputation Systems in the

Sharing Economy. J. Self-Gov. Manag. Econ. 2019, 7, 7–12.
12. Graessley, S.; Horak, J.; Kovacova, M.; Valaskova, K.; Poliak, M. Consumer Attitudes and Behaviors in the Technology-Driven

Sharing Economy: Motivations for Participating in Collaborative Consumption. J. Self-Gov. Manag. Econ. 2019, 7, 25–30.
13. Yu, S.; Lee, J. The Effects of Consumers’ Perceived Values on Intention to Purchase Upcycled Products. Sustainability 2019, 11, 1034.

[CrossRef]
14. Peschel, A.O.; Aschemann-Witzel, J. Sell More for Less or Less for More? The Role of Transparency in Consumer Response to

Upcycled Food Products. J. Clean. Prod. 2020, 273, 122884. [CrossRef]
15. Coppola, C.; Vollero, A.; Siano, A. Consumer Upcycling as Emancipated Self-Production: Understanding Motivations and

Identifying Upcycler Types. J. Clean. Prod. 2021, 285, 124812. [CrossRef]
16. Singh, J.; Sung, K.; Cooper, T.; West, K.; Mont, O. Challenges and Opportunities for Scaling up Upcycling Businesses—The Case

of Textile and Wood Upcycling Businesses in the UK. Resour. Conserv. Recycl. 2019, 150, 104439. [CrossRef]

http://doi.org/10.3390/su10124690
http://doi.org/10.1080/00405000.2019.1656355
http://doi.org/10.1186/s40691-018-0129-1
http://doi.org/10.1108/JFMM-07-2019-166
http://doi.org/10.1515/aut-2018-0023
http://www.innovatext.hu/en/hir/strategic-angeda-textile-waste-management-and-recycling
http://www.innovatext.hu/en/hir/strategic-angeda-textile-waste-management-and-recycling
http://doi.org/10.1186/s40691-020-00213-w
http://doi.org/10.1186/s40691-019-0172-6
http://doi.org/10.3390/su11041034
http://doi.org/10.1016/j.jclepro.2020.122884
http://doi.org/10.1016/j.jclepro.2020.124812
http://doi.org/10.1016/j.resconrec.2019.104439


Sustainability 2021, 13, 2584 17 of 19

17. Sung, K. A Review on upcycling: Current body of literature, knowledge gaps and a way forward. In Proceedings of the ICECESS
2015: 17th International Conference on Environmental, Cultural, Economic and Social Sustainability, Venice, Italy, 13–14 April
2015; Volume 17, pp. 28–40.

18. Hong, H.; Kang, J.H. The Impact of Moral Philosophy and Moral Intensity on Purchase Behavior toward Sustainable Textile and
Apparel Products. Fash. Text. 2019, 6. [CrossRef]

19. Park, H.J.; Lin, L.M. Exploring Attitude–Behavior Gap in Sustainable Consumption: Comparison of Recycled and Upcycled
Fashion Products. J. Bus. Res. 2020, 117, 623–628. [CrossRef]

20. Bloomberg China’s Next Problem Is Recycling 26 Million Tons of Discarded Clothes. Bloomberg News. Available online:
https://www.bloombergquint.com/china/china-s-big-fashion-problem-is-recycling-26-million-tons-of-used-clothes (accessed
on 8 January 2021).

21. Chinese Textile Recycling: The Night is Darkest just before Sunrise. Available online: https://global-recycling.info/archives/3228
(accessed on 21 January 2021).

22. Choi, S.H.; Choi, J.H. An exploratory study of consumers‘ environmental consciousness and behaviors in Korea, U.S., and Japan.
Women. Econ. Policy. Forum. 2014, 11, 51–76.

23. Lee, D.; Jung, K.; Bae, S. A Study on the Characteristics of Material in the Korean Up-Cycling Fashion Brands (Part I). J. Korean
Soc. Cloth. Text. 2018, 42, 486–502. [CrossRef]

24. Bettman, J.R.; Park, C.W. Effects of Prior Knowledge and Experience and Phase of the Choice Process on Consumer Decision
Processes: A Protocol Analysis. J. Consum. Res. 1980, 7, 234. [CrossRef]

25. Kang, J.; Kim, S.H. What Are Consumers Afraid of? Understanding Perceived Risk toward the Consumption of Environmentally
Sustainable Apparel. Fam. Consum. Sci. Res. J. 2013, 41, 267–283. [CrossRef]

26. Paras, M.K.; Curteza, A. Revisiting Upcycling Phenomena: A Concept in Clothing Industry. Res. J. Text. Appar. 2018, 22, 46–58.
[CrossRef]

27. Park, H.-H.; Choo, T.-G. The Influence of Perceived Risk of Up-Cycling Fashion Product on Trust, Purchase Intention and
Recommendation Intention. Fash. Text. Res. J. 2015, 17, 216–226. [CrossRef]

28. The Collective. Unspoken crisis: Mounting Textile Waste in China. Available online: https://www.coresponsibility.com/
unspoken-crisis-mounting-textile-waste-in-china/ (accessed on 21 January 2021).

29. Textile and Garment Industry Pollution Is Serious, Green Environmental Protection Industry Trend. China Business Herald. 30
August 2019. Available online: http://www.zgswcn.com/article/201908/201908301701091104.html (accessed on 29 November
2020).

30. Lee, S.J. A Study on the Development Status and Trend for Discarded Clothing Re-Design through up-Cycling; Donghua University:
Shanghai, China, 2016.

31. Lee, Y.P. Research of Sustainable Fashion Design Based on Up-Cycling Method; Beijing Institute of Fashion Technology: Beijing, China,
2015.

32. Hwang, Y.; Hwang, X.L. Research on the Status Quo and Countermeasures of Recycling Waste Clothing. Fash. Guide 2018, 31–38.
33. Lim, L.R. Regenerative Fashion Design: A Brief Discussion of Methods and Design Practice; Beijing Institute of Fashion Technology:

Beijing, China, 2018.
34. Kim, I.; Jung, H.J.; Lee, Y. Consumers’ Value and Risk Perceptions of Circular Fashion: Comparison between Secondhand,

Upcycled, and Recycled Clothing. Sustainability 2021, 13, 1208. [CrossRef]
35. Pandit, P.; Nadathur, G.T.; Jose, S. Upcycled and Low-Cost Sustainable Business for Value-Added Textiles and Fashion. In Circular

Economy in Textiles and Apparel; Elsevier: Amsterdam, The Netherlands, 2019; pp. 95–122.
36. Koch, K. Clothing Upcycling, Textile Waste and the Ethics of the Global Fashion Industry. ZoneModa J. 2019, 9, 173–184. [CrossRef]
37. Bridgens, B.; Powell, M.; Farmer, G.; Walsh, C.; Reed, E.; Royapoor, M.; Gosling, P.; Hall, J.; Heidrich, O. Creative Upcycling:

Reconnecting People, Materials and Place through Making. J. Clean. Prod. 2018, 189, 145–154. [CrossRef]
38. Lee, J.; Hwang, J. Factors Affecting the Fashion Purchase Decision-Making of Single Koreans. Fash. Text. 2019, 6. [CrossRef]
39. Park, S.Y.; Park, M.J.; Lee, K.H. Environmental Consciousness and Clothing Consumption: Focused on Consumers in Their 10s

and 20s. J. Korean Living Sci. Res. 2009, 28, 53–63.
40. Kim, H.-S.; Damhorst, M.L. Environmental Concern and Apparel Consumption. Cloth. Text. Res. J. 1998, 16, 126–133. [CrossRef]
41. Van Birgelen, M.; Semeijn, J.; Keicher, M. Packaging and Proenvironmental Consumption Behavior: Investigating Purchase and

Disposal Decisions for Beverages. Environ. Behav. 2009, 41, 125–146. [CrossRef]
42. Jung, H.J.; Oh, K.W.; Kim, H.M. Country Differences in Determinants of Behavioral Intention towards Sustainable Apparel

Products. Sustainability 2021, 13, 558. [CrossRef]
43. Kong, J.H. Ethical Consumption and Clothing Consumption Behavior; Chungnam National University: Daejeon, Korea, 2012.
44. Cha, G.Y. A Study on the Trend of Ethical Consumption on the Purchasing Attitudes of Recycled Clothing Products; Keimyung University:

Daegu, Korea, 2013.
45. Smith, M.; Cho, E.; Smith, K.R. The Effects of Young Consumers’ Perceptions of Environment-Friendly Shopping Bags and

Environmental Consciousness on Attitudes and Purchase Intentions. Res. J. Costume Cult. 2016, 24, 687–696. [CrossRef]
46. Perdikaris, S. What Is Environmental Consciousness A Thematic Cluster. Ecocene 2020, 1, 1–4. [CrossRef]

http://doi.org/10.1186/s40691-019-0170-8
http://doi.org/10.1016/j.jbusres.2018.08.025
https://www.bloombergquint.com/china/china-s-big-fashion-problem-is-recycling-26-million-tons-of-used-clothes
https://global-recycling.info/archives/3228
http://doi.org/10.5850/JKSCT.2018.42.3.486
http://doi.org/10.1086/208812
http://doi.org/10.1111/fcsr.12013
http://doi.org/10.1108/RJTA-03-2017-0011
http://doi.org/10.5805/SFTI.2015.17.2.216
https://www.coresponsibility.com/unspoken-crisis-mounting-textile-waste-in-china/
https://www.coresponsibility.com/unspoken-crisis-mounting-textile-waste-in-china/
http://www.zgswcn.com/article/201908/201908301701091104.html
http://doi.org/10.3390/su13031208
http://doi.org/10.6092/ISSN.2611-0563/10053
http://doi.org/10.1016/j.jclepro.2018.03.317
http://doi.org/10.1186/s40691-019-0189-x
http://doi.org/10.1177/0887302X9801600303
http://doi.org/10.1177/0013916507311140
http://doi.org/10.3390/su13020558
http://doi.org/10.7741/rjcc.2016.24.5.687
http://doi.org/10.46863/ecocene.0


Sustainability 2021, 13, 2584 18 of 19

47. Cheema, S.; Afsar, B.; Al-Ghazali, B.M.; Maqsoom, A. How Employee’s Perceived Corporate Social Responsibility Affects
Employee’s Pro-environmental Behaviour? The Influence of Organizational Identification, Corporate Entrepreneurship, and
Environmental Consciousness. Corp. Soc. Responsib. Environ. Manag. 2020, 27, 616–629. [CrossRef]

48. Sung, K.; Cooper, T.; Kettley, S. Individual Upcycling Practice: Exploring the Possible Determinants of Upcycling Based on a
Literature Review. In Proceedings of the Sustainable Innovation Conference, Copenhagen, Denmark, 3–4 November 2014.

49. Wilson, M. When Creative Consumers Go Green: Understanding Consumer Upcycling. J. Prod. Brand Manag. 2016, 25, 394–399.
[CrossRef]

50. Szaky, T. OutsmartWaste: The Modern Idea of Garbage and How to Think Our Way Out of It; Berrett-Koehler: San Francisco, CA,
USA, 2014.

51. Mwencha, P.M.; Muathe, S.M.; Thuo, J.K. Effect of Perceived Attributes, Perceived Risk and Perceived Value on Usage of Online
Retailing Services. J. Manag. Res. 2014, 6, 140. [CrossRef]

52. Lang, C.; Seo, S.; Liu, C. Motivations and Obstacles for Fashion Renting: A Cross-Cultural Comparison. J. Fash. Mark. Manag.
2019, 23, 519–536. [CrossRef]

53. Tarabieh, S.M.Z.A. The Impact of Greenwash Practices over Green Purchase Intention: The Mediating Effects of Green Confusion,
Green Perceived Risk, and Green Trust. Manag. Sci. Lett. 2021, 451–464. [CrossRef]

54. Ju, N.; Lee, K.-H. Consumer Resistance to Innovation: Smart Clothing. Fash. Text. 2020, 7. [CrossRef]
55. Park, S.J. The Influence of Consumption Value and Consumer Risk Perception on Purchasing Intention: Focused on Buying Behavior of

Eco-Friendly Fashion Brands; Kookmin University: Seoul, Korea, 2015.
56. Choi, J.E.; Kim, Y.G. The Relationships of Consumers’ Objective Knowledge, Subjective Knowledge, Risk Perception and Purchase

Intention of Organic Food: A Mediating Effect of Risk Perception Towanls Food Safety. Korean J. Culin. Res. 2011, 17, 153–168.
57. Schaefers, T.; Lawson, S.J.; Kukar-Kinney, M. How the Burdens of Ownership Promote Consumer Usage of Access-Based Services.

Mark. Lett. 2016, 27, 569–577. [CrossRef]
58. Bertrandias, L.; Goldsmith, R.E. Some Psychological Motivations for Fashion Opinion Leadership and Fashion Opinion Seeking.

J. Fash. Mark. Manag. 2006, 10, 25–40. [CrossRef]
59. Lee, H.H.; Moon, H. Perceived Risk of Online Apparel Mass Customization: Scale Development and Validation. Cloth. Text. Res.

J. 2015, 33, 115–128. [CrossRef]
60. Mittendorf, C.; Ostermann, U. Private vs. Business Customers in the Sharing Economy–The Implications of Trust, Perceived Risk,

and Social Motives on Airbnb. In Proceedings of the 50th Hawaii International Conference on System Sciences, Waikoloa Village,
HI, USA, 4–7 January 2017.

61. Chen, Y.-S.; Chang, C.-H. Greenwash and Green Trust: The Mediation Effects of Green Consumer Confusion and Green Perceived
Risk. J. Bus. Ethics 2013, 114, 489–500. [CrossRef]

62. Han, T.I.; Chung, J.E. Korean Consumers’ Motivations and Perceived Risks toward the Purchase of Organic Cotton Apparel.
Cloth. Text. Res. J. 2014, 32, 235–250. [CrossRef]

63. Ozdamar Ertekin, Z.; Atik, D. Sustainable Markets: Motivating Factors, Barriers, and Remedies for Mobilization of Slow Fashion.
J. Macromarketing 2015, 35, 53–69. [CrossRef]

64. Ansari, M.Y.; Siddique, D.A. Effects of Culture on Green Purchase Intention, the Mediating Role of New Ecological Paradigm,
Environmental Collective Efficacy and Environmental Knowledge. Int. J. Ind. Mark. 2019, 5, 1.

65. Shen, D.; Richards, J.; Liu, F. Consumers’ Awareness of Sustainable Fashion. Mark. Manag. J. 2013, 23, 134–147.
66. Mahmoud, T.O.; Ibrahim, S.B.; Ali, A.H.; Bleady, A. The Influence of Green Marketing Mix on Purchase Intention: The Mediation

Role of Environmental Knowledge. Int. J. Sci. Eng. Res. 2017, 8, 1040. [CrossRef]
67. Pensupa, N.; Leu, S.-Y.; Hu, Y.; Du, C.; Liu, H.; Jing, H.; Wang, H.; Lin, C.S.K. Recent Trends in Sustainable Textile Waste Recycling

Methods: Current Situation and Future Prospects. Top. Curr. Chem. 2017, 375, 76. [CrossRef]
68. Park, H.S.; Jung, M.J. A Study on the Internal Bedding Brand Using Eco-Friendly Textile Material -Focused on ‘Evezary.’

‘parkhonggeun homefasion’, ‘sesaliving’, and ‘womanroad’. J. Korean Soc. Des. Cult. 2012, 18, 211–222.
69. Ajzen, I.; Fishbein, M. Attitudes and the Attitude-Behavior Relation: Reasoned and Automatic Processes. Eur. Rev. Soc. Psychol.

2000, 11, 1–33. [CrossRef]
70. Nguyen, T.T.H.; Yang, Z.; Nguyen, N.; Johnson, L.W.; Cao, T.K. Greenwash and Green Purchase Intention: The Mediating Role of

Green Skepticism. Sustainability 2019, 11, 2653. [CrossRef]
71. Lenne, O.; Vandenbosch, L. Media and Sustainable Apparel Buying Intention. J. Fash. Mark. Manag. Int. J. 2017, 21(4), 483–498.

[CrossRef]
72. Vlosky, R.P.; Ozanne, L.K.; Fontenot, R.J. A Conceptual Model of US Consumer Willingness-to-pay for Environmentally Certified

Wood Products. J. Consum. Mark. 1999, 16, 122–140. [CrossRef]
73. Joy, A.; Sherry, J.F., Jr.; Venkatesh, A.; Wang, J.; Chan, R. Fast Fashion, Sustainability, and the Ethical Appeal of Luxury Brands.

Fash. Theory 2012, 16, 273–295. [CrossRef]
74. Dunlap, R.E.; Van Liere, K.D.; Mertig, A.G.; Jones, R.E. New Trends in Measuring Environmental Attitudes: Measuring

Endorsement of the New Ecological Paradigm: A Revised NEP Scale. J. Soc. Issues 2000, 56, 425–442. [CrossRef]
75. Roselius, T. Consumer rankings of risk reduction methods. J. Mark. 1971, 35, 56–61. [CrossRef]
76. Lee, S.E.; Jung, H.J.; Lee, K.-H. Motivating Collaborative Consumption in Fashion: Consumer Benefits, Perceived Risks, Service

Trust, and Usage Intention of Online Fashion Rental Services. Sustainability 2021, 13, 1804. [CrossRef]

http://doi.org/10.1002/csr.1826
http://doi.org/10.1108/JPBM-09-2015-0972
http://doi.org/10.5296/jmr.v6i2.5224
http://doi.org/10.1108/JFMM-05-2019-0106
http://doi.org/10.5267/j.msl.2020.9.022
http://doi.org/10.1186/s40691-020-00210-z
http://doi.org/10.1007/s11002-015-9366-x
http://doi.org/10.1108/13612020610651105
http://doi.org/10.1177/0887302X15569345
http://doi.org/10.1007/s10551-012-1360-0
http://doi.org/10.1177/0887302X14538116
http://doi.org/10.1177/0276146714535932
http://doi.org/10.14299/ijser.2017.09.006
http://doi.org/10.1007/s41061-017-0165-0
http://doi.org/10.1080/14792779943000116
http://doi.org/10.3390/su11092653
http://doi.org/10.1108/JFMM-11-2016-0101
http://doi.org/10.1108/07363769910260498
http://doi.org/10.2752/175174112X13340749707123
http://doi.org/10.1111/0022-4537.00176
http://doi.org/10.1177/002224297103500110
http://doi.org/10.3390/su13041804


Sustainability 2021, 13, 2584 19 of 19

77. Horton, R.L. The Structure of Perceived Risk: Some Further Progress. J. Acad. Mark. Sci. 1976, 4, 694–706. [CrossRef]
78. Shimp, T.A.; Bearden, W.O. Warranty and Other Extrinsic Cue Effects on Consumers’ Risk Perceptions. J. Consum. Res. 1982, 9, 38.

[CrossRef]
79. Jung, H.J.; Oh, K.W. Exploring the Sustainability Concepts Regarding Leather Apparel in China and South Korea. Sustainability

2019, 11, 5389. [CrossRef]
80. Tsai, I.-C.; Chiang, S.-H. Exuberance and Spillovers in Housing Markets: Evidence from First- and Second-Tier Cities in China.

Reg. Sci. Urban Econ. 2019, 77, 75–86. [CrossRef]
81. Faul, F.; Erdfelder, E.; Buchner, A.; Lang, A.G. Statistical Power Analyses Using G*Power 3. 1: Tests for Correlation and Regression

Analyses. Behav. Res. Methods 2009, 41, 1149–1160. [CrossRef] [PubMed]
82. MacCallum, R.C.; Browne, M.W.; Sugawara, H.M. Power Analysis and Determination of Sample Size for Covariance Structural

Modeling. Psychol. Methods 1996, 1, 130–149. [CrossRef]
83. Cohen, J. Statistical Power Analysis for the Behavioral Sciences, 2nd ed.; Routledge: London, UK, 2013. [CrossRef]
84. Hair, J.F.; Black, W.C.; Babin, B.J.; Anderson, R.E. Multivariate Data Analysis: International Version, 7th ed.; Pearson: Upper Saddle

River, NJ, USA, 2010.
85. Fornell, C.; Larcker, D.F. Structural Equation Models with Unobservable Variables and Measurement Error: Algebra and Statistics.

J. Mark. Res. 1981, 18, 382. [CrossRef]
86. Schumacker, R.E.; Lomax, R.G. A Beginners Guide to Structural Equation Modeling; Routledge: New York, NY, USA, 2010.
87. Mathieu, J.E.; Taylor, S.R. Erratum: Clarifying Conditions and Decision Points for Mediational Type Inferences in Organizational

Behavior. J. Organ. Behav. 2006, 27, 1031–1056. [CrossRef]
88. Shrout, P.E.; Bolger, N. Mediation in Experimental and Nonexperimental Studies: New Procedures and Recommendations.

Psychol. Methods 2002, 7, 422–445. [CrossRef]
89. Preacher, K.J.; Hayes, A.F. SPSS and SAS Procedures for Estimating Indirect Effects in Simple Mediation Models. Behav. Res.

Methods Instrum. Comput. 2004, 36, 717–731. [CrossRef] [PubMed]
90. Hyllegard, K.H.; Yan, R.-N.; Ogle, J.P.; Lee, K.-H. Socially Responsible Labeling: The Impact of Hang Tags on Consumers’

Attitudes and Patronage Intentions toward an Apparel Brand. Cloth. Text. Res. J. 2012, 30, 51–66. [CrossRef]
91. Chen, C.-C.; Chen, C.-W.; Tung, Y.-C. Exploring the Consumer Behavior of Intention to Purchase Green Products in Belt and Road

Countries: An Empirical Analysis. Sustainability 2018, 10, 854. [CrossRef]
92. Tam, K.-P.; Chan, H.-W. Generalized trust narrows the gap between environmental concern and pro-environmental behavior:

Multilevel evidence. Glob. Environ. Chang. 2018, 48, 182–194. [CrossRef]
93. Avcilar, M.Y.; Demirgünes, B.K. Developing Perceived Greenwash Index and Its Effect on Green Brand Equity: A Research on

Gas Station Companies in Turkey. Int. Bus. Res. 2016, 10, 222. [CrossRef]
94. Drugău-Constantin, A. Is Consumer Cognition Reducible to Neurophysiological Functioning? Econ. Manag. Financ. Mark. 2019,

14, 9–14.
95. Mirica, C.O. The Behavioral Economics of Decision Making: Explaining Consumer Choice in Terms of Neural Events. Econ.

Manag. Financ. Mark. 2019, 14, 16–22.
96. Di Fabio, A.; Tsuda, A. The Psychology of Harmony and Harmonization: Advancing the Perspectives for the Psychology of

Sustainability and Sustainable Development. Sustainability 2018, 10, 4726. [CrossRef]
97. Lee, R.P.; Meyer, B.; Huang, Q.; Voss, R. Sustainable Waste Management for Zero Waste Cities in China: Potential, Challenges and

Opportunities. Clean energy 2020, 4, 169–201. [CrossRef]

http://doi.org/10.1007/BF02729830
http://doi.org/10.1086/208894
http://doi.org/10.3390/su11195389
http://doi.org/10.1016/j.regsciurbeco.2019.02.005
http://doi.org/10.3758/BRM.41.4.1149
http://www.ncbi.nlm.nih.gov/pubmed/19897823
http://doi.org/10.1037/1082-989X.1.2.130
http://doi.org/10.4324/9780203771587
http://doi.org/10.1177/002224378101800313
http://doi.org/10.1002/job.406
http://doi.org/10.1037/1082-989X.7.4.422
http://doi.org/10.3758/BF03206553
http://www.ncbi.nlm.nih.gov/pubmed/15641418
http://doi.org/10.1177/0887302X11433500
http://doi.org/10.3390/su10030854
http://doi.org/10.1016/j.gloenvcha.2017.12.001
http://doi.org/10.5539/ibr.v10n1p222
http://doi.org/10.3390/su10124726
http://doi.org/10.1093/ce/zkaa013

	Introduction 
	Theoretical Background and Development of Hypotheses 
	Sustainability and Upcycled Fashion in China 
	Consumer Environmental Consciousness 
	Perceived Risks 
	Environemetnal Knowledge of Upcycled Fashion Materials 
	Buying Intention 

	Methods 
	Conceptual Framework 
	Measurement 
	Sample and Procedures 
	Data Collection and Demographic Information 
	Reliability and Validity 

	Results 
	Testing the Hypotheses 
	Mediating Effect 

	Discussion 
	References

