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Abstract 
In the recent decade, fashion industry has been receiving extensive criticisms for having 

a significant negative impact on the environment and people. As the counterpoint of 

rapid pace and cheap prices which trigger overconsumption, sustainable fashion started 

turning into a new trend and demand for business. As the interest of consumers in 

sustainability continues to grow, the literature started analysing what drives or hinders 

them from sustainable consumption. However, acknowledging the gender differences, 

there is a gap in literature regarding sustainable fashion consumption from the perspec-

tive of female consumers. The purpose of this paper is to reveal the sustainable fashion 

consumption of females, comparing the clusters of university teachers and students. In 

doing this, a qualitative research was conducted, with 24 semi-structured interviews in 

total. The findings revealed a huge contradiction. Although females are aware of sustain-

able fashion elements, at the same time, they, especially students, do not consider sus-

tainability as a primary motivation for their behaviour. As such, the gap between attitude 

and behaviour was revealed. Although teachers try to find the good ratio between quality 

and price, for students, the price usually wins when it comes to purchasing clothes. 

The representatives from both clusters do shopping from fast fashion retailers; however, 

students do it much more often and intensively in comparison to teachers. The teachers 

mainly use swapping and redesigning as sustainable fashion consumption practices. 

In case of students, second-hand shops and Vinted were prevailing. Among the driv-

ers leading to sustainable consumption, awareness, uniqueness and personal style, 

and item life-cycle extension were mentioned. Regarding the barriers, high price and 

low income, personal restrictions, and lack of information and knowledge were mainly 

emphasised. The findings could be considered to initiate changes, which could enable 

closing the attitude-behaviour gap.

Introduction
The fashion industry is a global business of 1.3 trillion dollars. It employs more than 300 
million people worldwide [1] and generates more than 2% of the planet’s GDP contributing to 
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economies all over the world [2]. However, simultaneously fashion industry has been criti-
cised for having a negative impact on environment and society, i.e., increased CO2 emissions, 
high water consumption, harmful chemicals, textile waste, and poor working conditions 
(unsafe working environments and low salaries) [3–6]. For instance, textile industry pro-
duces 8–10% of the world’s carbon emissions, excluding the retail and consumer emissions 
from transportation and laundering [7]. Moreover, fashion industry is responsible for over 
92 million tonnes of waste produced per year and 79 trillion litres of water consumed [8]. 
Additionally, the use of child labour, long working hours and chemically polluted production 
has a negative effect on the health of employees and communities living next to manufactur-
ing locations [9]. Turning to Europe, textile consumption causes on average the fourth highest 
pressure on the environment and climate, following the consumption of food, housing, and 
mobility [10]. Nevertheless, despite these negative consequences for climate and people, fash-
ion industry continues to grow [2] and such growth is largely explained by fast fashion and 
“buy-and-throw-away philosophy” when low costs of production and low prices create a cul-
ture where individuals are encouraged to do three things: to buy more, to buy more frequently 
and wear items for less time [11,12].

To address overconsumption and accordingly harm on natural environment and society 
at large [13], recently, debates in the field of fashion industry are becoming increasingly 
related to “sustainability awareness” [14,15], assuming and concluding that sustainability 
has the power to change the fashion demand while driving consumers’ purchasing decisions 
[4]. As consumer interest in sustainability constantly grows [13], this motivates companies 
to change their business models from traditional to [16,17] sustainability-reflecting models 
considering three “prices” paid in the fashion industry, namely the economic, social, and 
natural “price” [18].

In broad terms, sustainable fashion refers to “clothing and behaviours that are in some way 
less damaging to people and/or the planet” [17]. Sustainable fashion displays the challenge to 
fashion industry producers, retailers and other stakeholder of the supply chain by suggesting 
that “fast fashion needs to slow down” [19].

Previous literature in the field of sustainable fashion consumption has generally focused 
on several areas: first, on establishing an academic understanding towards sustainable fashion 
[18]; second, on analysing consumer attitudes and purchasing behaviour, mainly discuss-
ing attitude-behaviour gap [20], and third, on exploring the sustainable fashion consump-
tion among various demographic groups of consumers [5,9,20,21]. This notwithstanding, 
acknowledging the gender-based difference in sustainable fashion consumption the previous 
literature argues for the need to explore sustainable fashion consumption from the perspective 
of female consumers.

The call to analyse female consumers refers to previous research, which has demonstrated 
that female consumers tend to buy more clothing than male [20]. Still, the female consumer 
group is also diverse in terms of age and social status. Previous studies focused on older 
female consumers’ sustainable fashion consumption [22], eco-conscious women in Chile 
[5], generation Y and Z female consumers in the UK [3], generation Z of both genders while 
later analysing the results separately [23], or young (18–25‐year olds) fashion‐engaged New 
Zealand females [24]. One of the conclusions from mentioned studies suggests that the cohort 
of women might matter when it comes to the way of thinking and acting, and consump-
tion patterns [24,25]. In some cases, young women are even treated as key agents in fashion 
consumption because they are not afraid or ashamed to apply various forms of sustainable 
consumption, such as wearing second-hand clothing [26]. Thus, considering potential differ-
ences in female sustainable consumption based on their age, the paper focuses on two groups 
of women, namely students and university teachers.
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The aim of the paper is to reveal the sustainable fashion consumption among female con-
sumers while comparing two clusters of women: university teachers and students

More specifically, the paper seeks to answer the following research questions:

RQ1. What do women associate with fast fashion? Are there any differences between 
perceptions of two clusters: university teachers and students?

RQ2. How do women perceive sustainable fashion? Are there any differences between 
perceptions of two clusters: university teachers and students?

RQ3. What are the main general fashion consumption practices, what are sustain-
able consumption practices of females and do they differ for university teachers and 
students?

RQ4. What are the main drivers for sustainable consumption? Do they differ for univer-
sity teachers and students?

RQ5. What are the main inhibitors for sustainable consumption? Do they differ for 
university teachers and students?

To answer the research questions, semi-structured interviews were conducted with 24 
women, out of them 12 representing university teachers and 12 belonging to the student group.

The paper contributes to the scientific literature in several ways. First, consumers’ knowl-
edge about sustainable fashion plays a significant role in shaping behaviour patterns [27]. 
However, the understanding of sustainable fashion consumption is still scant and needs some 
enhancement [28]. Accordingly, the paper broadens the understanding about consumption 
practices and main drivers and inhibitors for such consumption [29]. Second, following the 
previous notion that country of residence shapes the decision-making regarding sustainable 
consumption [30], this research focuses on Lithuanian consumers. Third, among demo-
graphic attributes, gender has been recognized as the most significant factor influencing 
consumer shopping [29] Differences in women’s and men’s consumption are often linked with 
gender roles and associated practices [31]. For instance, women’s taking care of household 
and other family members translates into behaviour when they purchase more food, clothing, 
and items for home than men do [29]. Thus, women purchase clothes not only for themselves, 
but also for others [32]. As such, women’s engagement in more sustainable consumption 
behaviour is really important.

[33] The current paper adds value to the current knowledge by analysing the attitude- 
behaviour gap regarding sustainable fashion consumption demonstrated by females [21]. 
Finally, the paper is based on comparison, as it seeks to reveal the differences between two 
social groups, namely university teachers and students.

The paper is organised as follows. The literature review deals with fast fashion, sustain-
able fashion, and sustainable fashion consumption concepts. Further, the methodology is 
presented. Next, the results are provided and after, comes the discussion part, which includes 
practical implications and research limitations. Finally, the conclusions end the paper.

Literature review

From fast fashion to sustainable fashion
Although the mass production of garments has existed since the 19th century, the fashion 
industry has significantly evolved over the past 30–40 years as a result of globalisation and 
liberalisation of the markets [8,12,34]. Due to the expansion of the industry boundaries [32], a 
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new business model known as “fast fashion” started booming [35]. The New York Times used 
the expression “fast fashion” for the first time at the end of 1989, when Zara opened a shop in 
New York [4]. Generally speaking, fast industry refers to production of cheap items inspired 
by catwalk styles for quick sales in the mass retail market [36]. Accordingly, fast fashion is 
characterised by several attributes. First – by fashionable clothes. Fast fashion allows everyone 
to dress in accordance with the latest trends as clothing collections imitate current luxury 
fashion trends [34,36,37]. Consumers, especially females, engage in appearance management 
every day, which leads to buying appearance-related products, such as fast fashion items and 
by doing this they lower appearance-related anxiety [38]. Low price is the second characteris-
tic. Mass-production, cost saving due to low quality or raw material and outsourcing the man-
ufacturing to low labour cost countries enable offering cheap items to the customers [20,34]. 
The third characteristic refers to a speedy turnaround.

As rapid pace and cheap prices of fast fashion come at the cost not only to environment but 
also to labour force [39], and at the same time consumers are becoming more demanding in 
terms of sustainability across the entire value chain [4,40], sustainable fashion is growing in 
importance globally [41,42]. Sustainability itself is defined by approaches that address three 
fundamental aspects – social, economic, and environmental considerations [16]. However, the 
literature is not consistent and homogeneous when linking sustainability and fashion [43–45] 
and the terms such as eco-fashion, ethical fashion, green fashion, slow fashion or sustainable 
fashion are by some authors used interchangeably, while others make a clear distinction [9]. 
At the first glance, sustainability and fashion are two concepts, which inherently contradict 
each other [28] as fashion refers to short product life cycle [46], while sustainability is about 
durability. However, the scientific literature and business practices demonstrated by fashion 
houses, retailers or even fashion and lifestyle magazines provide plenty of examples how sus-
tainability shakes and changes the fashion industry dominated by fast fashion [15,28].

From the general point of view, sustainable fashion refers to “apparel which incorporates 
one or more aspects of social and environmental sustainability” [5]. Wei and Jung (2017) 
[43] defined sustainable fashion as fashion items that either benefit or have no detrimental 
impact on our environment and society during their production and consumption, while also 
contributing to the creation of a sustainable future for humanity. Following this definition, 
fashion products produced with environmentally-friendly chemicals, using fabrics such as 
organic cotton or recycled materials, labour without exploitation, fair trade or products made 
for long-term use, all can be deemed sustainable fashion [43,47]. More recently, Mukendi 
et al. (2020) [17] described sustainable fashion as “the variety of means by which a fashion 
item or behaviour could be perceived to be more sustainable, including (but not limited to) 
environmental, social, slow fashion, reuse, recycling, cruelty-free and anticonsumption and 
production practices” (p.2874).

Sustainable fashion demands that sustainability should be addressed in several phases, 
namely the garment production-chain (from raw material to distribution); use of garments 
(consumer behaviour in terms of laundering and reuse); and post-consumer life (disposal) [5].

Sustainable fashion consumption
According to previous studies, several ways of sustainable fashion consumption are known 
and applied [5,28,48]. It could include the purchasing of sustainable brands with environmen-
tally friendly product design, adoption of organic fibres and raw materials, or use of recyclable 
packaging [49]. The other practice refers to buying second-hand clothing, which traditionally 
was deemed as being used primarily by consumers with modest financial means [50]. None-
theless, the literature provides evidence that the motivation to go from second-hand shops 
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has widened and also includes the desire to help the environment and to seek the authenticity 
of a vintage look in order to construct individuality and uniqueness of personality [51], and 
desire to have great-quality vintage garments or to address such practical considerations that 
children’s clothes are quite expensive and they grow quickly [52].

One more way of sustainable fashion consumption refers to swapping garments, which 
illustrates second-hand clothing consumption opportunities and is a part of sharing economy 
[53]. Swapping garments is a type of collaborative consumption, which is defined as “people 
coordinating the acquisition and distribution of a resource for a fee or other compensation” 
[54]. As such, items are exchanged on a “like-for-like” basis asking or getting some monetary 
remuneration [53]. Swapping, including swapping among family members and friends or 
neighbourhood, illustrates the emergence of conscious consumer behaviour and has been 
driven by several factors, such as environmental benefit, monetary benefits, moral responsibil-
ity or individual personality traits [53,55].

Another way of sustainable fashion consumption refers to the reusing of old clothes (the 
reuse occurs when a garment is used again) [56], re-purposing, which implies redesigning the 
clothes one already has or recycling [5,57]. Such practices again contribute to mitigating the 
negative impact fashion the industry makes globally.

Although consumers have a positive attitude towards environment and show the care 
about unethical behaviour, in many cases, this attitude does not translate into actions, which 
is known as attitude-behaviour gap [9,12,20,58,59]. This gap might be explained by different 
factors, also called the inhibitors for sustainable fashion consumption. The previous literature 
identified two types of barriers, namely internal and external [2,5,6,60]. Internal barriers relate 
to consumers themselves and include a lack of concern for the environment, limited knowl-
edge about fashion consumption’s impact on people and environment, distrust or greenwash-
ing of fashion companies, and demographic characteristics [6,60]. Other barriers which might 
also be defined as internal refer to motivation, values, locus of control, and perceived time and 
effort [6]. Concerning external barriers, which are independent of consumers, obsolescence 
pressures created by the fashion industry, limited range of sustainable clothing on offer, high 
price or social expectations could be mentioned. Moreover, barriers can be observed at several 
levels, namely at an individual level, at a social and cultural level and within the fashion indus-
try [60]. Finally, it seems that barriers are mainly about accessibility, availability and afford-
ability [2].

Moving towards a more sustainable life style, it is worth to analyse not only what hinders 
the sustainable fashion consumption, but also what encourages it. Turning to drivers, the 
recent research found that concern for the negative impact; good feeling while contributing 
to a life in a better world; being authentic and supporting local businesses and among the core 
drivers [5].

Women’s fashion consumption
The previous literature supports the difference between male and female fashion sustainability 
awareness and accordingly consumption [20]. The study of Koca and Koc (2016) [61] found 
that male and female consumers had different perceptions and preferences regarding fast 
fashion and that women were more influenced by fashion while men were more influenced 
by brand name. Sun et al. (2020) [62] revealed that women tended to accept fast fashion low 
quality products more than men. More recently, Kopplin and Rösch (2021) [63] found that 
while women were inclined to buy sustainable clothing solely for environmental concerns, 
men either sought a way to express their identity or attain prestige through visible products. 
Overall, it was found that women were more likely to engage in sustainable consumption 
practices including purchasing organic food, using reusable bags or sustainable household 
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products than men [31]. It was observed that the consumption patterns of women who 
belonged to the millennial age group focused on adopting sustainable fashion practices, 
including purchasing clothing from second-hand stores and vintage shops, engaging in 
renting, exchanging clothing, purchasing home-made clothing items, and exploring unique 
fashion [25]. Additionally, they also expressed interest in labour, social and environmental 
issues caused by the fashion industry [25]. It is interesting to mention that among women 
the primary factors influencing vintage consumption included fashion engagement, nostalgia 
proneness, and a desire for uniqueness. Conversely, second-hand consumption was primarily 
motivated by the sense of thriftiness [64].

Although it can be seen that women are more likely to engage in sustainable fashion con-
sumption, it is important to consider their approach to fast fashion. One reason why women 
tend to choose the fast fashion alternative is the social media influence, accessibility, and 
the possibility to shop online. Research suggests that women were noted to exhibit a greater 
engagement in the consumption of fast fashion on social media platforms such as Instagram 
compared to men [64]. There are limited choices available to women in their purchasing 
habits, because sustainable fashion is more expensive and women tend to have a restricted 
understanding of it [65].

Nonetheless, women belonging to different age groups might differ in terms of their 
consumption habits and preferences of fast or sustainable fashion. The literature argues that 
young females (18–25 years old) are to be one of the most fashion-conscious consumer seg-
ments, understanding and following trends at a rapid pace and, not surprisingly, the biggest 
purchasers of fast fashion [66]. Thus, young female consumers are flexible, price-conscious 
and aware of trends [24]. 16–25‐year old consumers are trend‐based and tend to consume at 
the lower price end of fashion. Consumers over 25, on the contrary, are more likely to fit the 
ethically conscious consumer mould [24]. The current paper will provide insights into differ-
ences/similarities based on belonging to different age groups.

Materials and methods
The Material and methods section describes the research context, data collection process, and 
data analysis process.

 Context. In 2019, the textiles, clothing and leather industries in Lithuania accounted for 
about 1.5% of GDP. More recently, at the beginning of 2021, more than 900 enterprises (98% 
of them being small and medium sized) with around 24 thousand employees were active in 
the industry [67]. Fashion industry in Lithuania has centuries-old traditions, but recently the 
transformation towards sustainable production and consumption changes has been obvious 
[68]. Referring to production, Utenos Trikotažas serves as a brilliant example. It is the first 
textile producer in the world to fully comply with the Greenpeace environmental standards 
[69]. The company also implements various sustainability initiatives, such as zero-waste 
philosophy, 100% green energy, no toxic substances in production, focus on natural, organic 
or recycled fibres, and production only to order [69]. When it comes to consumption, a 
Lithuanian tech company Vinted deserves a changemaker title, as it is Europe’s leading online 
peer-to-peer second-hand fashion platform with more than 100 million members across 
20 markets and around 800 million items listed on its sites in 2022 [70]. Turning to private 
consumer initiatives, clothing swaps or mending socks are becoming extremely popular in 
Lithuania [71,72].

Data collection. Having the aim of this paper in mind, qualitative research was used in the 
form of semi-structured interviews. Interview participants were recruited using purposive and 
snowball sampling methods. The research focused on female consumers, more specifically 
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on university teachers and students in Lithuania. Twelve interviews with teachers and 12 
interviews with students were conducted. The teachers and students were reached via personal 
contact of current paper co-authors.

In a research that employs semi-structured interviews, the sample size is often determined 
by the number of participants interviewed until “data saturation”, which refers to the point 
at which the data collection process no longer offers any new or relevant data, is achieved 
[73–75]. According to Hennink and Kaiser (2022) [74], data saturation can be achieved even 
with 9–17 interviews. In this research, data saturation was deemed to have been reached after 
12 interviews with each group of participants.

Ethical considerations were respected throughout the research process. When making 
contacts with potential participants, information was provided about the aim of the research. 
Further, the voluntary nature of the participation in the research was highlighted. The con-
sents were obtained from participant in verbal form. Next, the participants were informed 
about their right to quit at any time during the research process without any consequences. 
Later, during interviews, each interviewee was given sufficient time to share their experiences, 
opinion, and attitudes. Finally, the data were presented in such a way that no details that could 
be connected to a particular individual would be revealed. Thus, confidentiality and ano-
nymity were guaranteed. All interviews were audio recorded and later transcribed. For each 
transcript/interviewee a code was given: the student transcripts were marked with codes S1, 
S2, etc.; the university teacher transcripts were marked with codes D1, D2, etc. While familiar-
ising with data and generating initial codes, the translation of selected quotes from Lithuanian 
to English was made

In the interview guide, the following areas of focus were covered: perception of fast fashion 
and sustainable fashion; sustainable fashion consumption practices; the drivers and barriers 
of sustainable consumption. Interviews were conducted mainly face-to face in the Lithuanian 
language only. The duration of each interview was approximately 30 minutes.

Turing to informants’ profile, it could be mentioned that the average age of students was 21 
years (age ranged from 20 to 24), whereas the average age of teachers was 45 years (age ranged 
from 31 to 59).

Data analysis. Analysis of the interview data was carried out in line with the six phases 
of qualitative thematic analysis proposed by Braun and Clarke (2006) [76]. The first phase 
involved the researchers familiarising themselves with the data while reading and re-reading 
the data several times. All 24 interviews transcripts were read and re-read by both researchers 
separately. During the second phase, initial codes were generated. Each researcher generated 
the codes independently. The third phase involved collating the codes into potential themes. 
The researchers tried to find the most appropriate theme based on codes. The next phase 
allowed to review the themes. At the fifth phase, the themes were defined and named. Finally, 
the research report was produced. All findings are supported by quotations. Both co-authors 
of this paper after working separately met to discuss their independent findings and agreed 
100% on the final themes.

Results
The results are provided according to the research questions.

RQ1. What do women associate with fast fashion? Are there any differences between per-
ceptions of two clusters: university teachers and students?

The interviews results demonstrated that both groups, university teachers and students, 
were aware of the fast fashion phenomenon and used almost the same attributes to describe it.
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Most participants mentioned that fast fashion associated for them with poor clothing 
quality. For instance, “organisations, companies that produce such fashion products invest less 
in the quality of clothes, they focus more on the visual appeal” (D10). Further, fast fashion was 
connected with cheap garments or low price arguing that “the price is relatively not high” 
(D2). However, one participant from the university teachers reflected that cheapness was 
just an illusion, as “we would spend similarly if we bought more sustainably, but less” (D1). 
Furthermore, the promotion of overconsumption culture was seen as part of fast fashion 
industry, as it: “encourages the consumer to buy a lot at a relatively low price” (D1). Actually, 
women revealed several aspects linked to the great excess of items. Initially, the quantity of 
items people buy are at the centre of fast fashion. Further, the periodicity dominates as fast 
fashion implies “frequent purchase of clothes” (D12). Next, such fashion is about growing and 
expanding the network of current consumers as companies try “to sell these clothes < … > to 
the largest part of the population“ (S9). Finally, fast fashion was seen as an economic phenom-
enon with a long-term orientation which ”encourages further purchases” (D8).

Going further, another attribute mentioned during the interviews referred to short life 
cycle of garments. It was noted that is “it is a product for one season, you wear it, then next 
season you need another one“ (D9). One university teacher was really frank telling her story 
about the disposal of clothing after one season: “I came, I bought it, I wore it for one season 
and then threw it away. The last time I did not even care if I washed it or not” (D3). As such, 
basically, women contribute to the throw-away culture because of the psychological need to be 
fashionable as ”the fashion trend ends” (S4) or practical reasons as the clothes start “showing 
wear quickly” (D5).

Some of interviewees ascribed fast fashion to a certain customer age group or generation. 
For instance, one of the university teachers observed that fast fashion was oriented to “younger 
people, youth” (D11) and this position was supported by one student arguing that “I think it is 
irrelevant for mature people or adults, because they do not really wear such clothes” (S12).

One of the students associated fast fashion not with personal choice, but rather with the 
result of influence, as: “it is a fast-changing, kind of a forced style, when everyone just likes the 
fashion of that period, then it changes again after a few months and everyone likes another 
thing again, so they keep buying newer and newer clothes” (S3). Very similarly, another student 
related fast fashion with the actions of influencers: “I think that fast fashion is a kind of fashion 
that comes at a certain time, for instance, from influencers or other people who are influential, 
and when we see how they dress, what clothes they choose on a daily basis, we renew our ward-
robes and choose similar-style clothes” (S7).

Some of the participants in both groups mentioned that fast fashion clothes were similar 
to designer clothes but less expensive, for instance, “fast fashion is, well, as I like to say, cheap 
copies of expensive clothes” (D4).

Another aspect that was observed in both groups was the association of fast fashion with 
large brands and shopping centres. For instance, “fast fashion is something that you can find 
in shopping malls, for example, H&M, Primark or something, companies like that, where the 
clothes are probably made in China, on a large scale” (S6) or “Well, I think <…> stores like 
Zara, H&M, I think these are fast fashion stores, because the price is relatively not high” (D2).

Looking at the sample, it was quite surprising that only a few participants raised the con-
cern and associated fast fashion with harmful production process, empharising that fast 
fashion “does not take into account how it is produced” (D2) and accordingly “no attention 
to environment” (D2) is paid. Only several interviewees, more of them students, voiced the 
worry that fast fashion clothing was made unethically while exploiting workers: “these clothes 
change very quickly and like the Shein brand, for example, are very cheap and it is not very 
clear how they are made or if people work in bad conditions and so on because you hear about 
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it constantly; at least it reaches me through social media platforms like TikTok. These clothes 
change quickly and are cheap and somehow unethically made” (S11).

Summing up, the participants consistently associated fast fashion with low quality prod-
ucts. They expressed concerns about materials and the disposable nature of fast fashion items. 
They were also concerned about the fast-changing nature, the trends coming and going 
quickly, it being a way to provide cheap clothing to a large portion of population. It encour-
ages consumers to make frequent purchases, contributing to consumerism. Well-known 
brands such as H&M, Zara, Primark, and Shein were mentioned as examples of fast fashion. 
Some participants noted that fast fashion clothing resembled designer clothes but could be 
obtained at a significantly lower cost. While there is a general awareness of the environment 
impact of fast fashion, the emphasis was more on the rapid turnover of clothes than, for exam-
ple, unethical production of fast fashion. Only several women, more of them students, raised 
questions about working conditions in the garment industry.

RQ2. How do women perceive sustainable fashion? Are there any differences between 
perceptions of two clusters: university teachers and students?

The research findings revealed that the participants from both groups agreed that sustainable 
fashion firstly referred to good quality, which is achieved because clothes “are made of better 
material” (S4). Another assigned feature implied the longevity dimension, which was perceived 
from two different perspectives, namely quality and circular economy. The first perspective 
linked longevity with quality as “these clothes are of a higher quality and possibly intended for lon-
ger use” (D6) and accordingly a person can enjoy the item longer seeing that “those clothes don’t 
start showing wear so fast” (D4). The second perspective underlined more the prolonging of the 
garment wear period when owners of the items change. The following quote captures both good 
quality and longevity and actually reflects the essence of the construct: “Sustainable fashion… 
I think that first, the materials from which they are made are perhaps more organic or linen or 
something less synthetic and it is perhaps better in terms of wear, it is long lasting, those clothes do 
not wear out so quickly or something like that. Maybe so that it can be passed down from genera-
tion to generation, or, for example, from an older child to a younger one and so on” (D4).

Coming back to the longevity perception, the second one is linked to the circular economy 
concept. It should be admitted that the majority of participants from both groups agreed that 
sustainable clothes could be or were fixed, exchanged, recycled, bought second-hand and 
this means that they connect sustainable fashion with circularity. For instance, “sustain-
able fashion, I believe, is about buying used clothes from thrift stores, maybe exchanging with 
friends if it is available to you” (S2) or “people use clothes sustainably and try not to buy <…>, 
because the colour has already changed and to do that sustainably, that means re-sewing, 
buying second hand, sharing, in other words, using as little as possible and using as sustainably 
as possible” (D9).

Some participants from both groups mentioned that sustainable fashion did not promote 
unethical production of clothes and worker exploitation: “if we look at it from the user’s per-
spective, so that the workers who work in this field are not exploited, so that, let’s say, children do 
not work there or work there for half a dollar cent, as in the case of Sri Lanka” (D1) or “people 
who produce clothes in factories get much lower wages in fast fashion and in more sustainable 
fashion the wages are probably more acceptable” (S6).

Moreover, several participants from both groups underlined that sustainable fashion was 
not as harmful to the environment and used eco-friendly materials. It is noteworthy that one 
of students associated sustainable fashion only with small business, “where not so much is 
produced, but it is produced with quality” (S11).
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However, a couple of participants, namely from the university teachers’ group, did not 
believe that sustainable fashion existed or thought that it was impossible for it to exist. They 
were of the opinion that sustainability and fashion were mutually incompatible terms. The 
two quotes below illustrate their attitude.

“Sustainable fashion is an absolute nonsense to me, there is no such thing I think in life, as 
a woman. It is a myth, it is just it catches us emotionally, I know how much I was interested 
myself and how much I tried to be, and I wanted to be a part of it. I just do not really under-
stand some things. I think that there is no such a thing. It is fiction. It is either fashion or it is 
not” (D3).

“Well, for me personally, sustainability and fashion are two absolutely incompatible words. 
Because sustainability is, well, fashion cannot be sustainable, I understand that there is such 
a term, but in my opinion, it is completely misleading, because if it is clothes that are sustain-
able, then they must have several aspects” (D11).

Summing up, the participants consistently associated sustainable fashion with good quality 
and longevity. It is perceived as clothing that can withstand extended use, possibly exchanged, 
repaired, recycled, or even passed down from one generation to another. It is also associated 
with the use of eco-friendly, organic materials; it is believed that sustainable fashion is less 
harmful to the environment and avoids unethical production practices. However, a couple 
of participants in the university teachers’ group expressed scepticism about the concept of 
sustainable fashion, felt that the term is misleading, or they were concerned about the fashion 
industry’s ability to achieve sustainability, because such clothes should meet multiple criteria.

RQ3. What are the main general fashion consumption practices, what are sustainable con-
sumption practices of females and do they differ for university teachers and students?

Answering this research question, first, the results will be provided for university teachers, 
further for students and then the comparison will be done. Respectively, the general fashion 
consumption practices will be introduced first and sustainable consumption practices will 
come further.

The findings revealed several relevant points as regards teachers’ fashion consumption. 
First of all, for the majority, price and quality ratio seemed to be the core determinant when 
buying clothes. However, for some teachers, quality was much more important than price and 
accordingly: “if there is no quality, I do not even look” (D7). Additionally, individual feelings 
matter when purchasing, as it is important: “so that I would like it and feel good with those 
clothes” (D8). Next, the majority of teachers valued the items made by local producers, as they 
were “really high-quality and very nice clothes” (D2), even admitting that more expensive in 
comparison to acquiring clothes abroad or here in Lithuanian shops.

When turning to consumption, the teachers shared their different habits. Some of the 
teachers regularly made the inventory of wardrobe, for instance “but I think that, well, let’s say, 
if I have not worn the clothes for two years in a row, it means that I do not need them” (D1) and 
accordingly acted, namely: sell, reuse, swap, dispose, etc. The majority bought or at least tried 
to buy clothes when they really needed them. One frankly said that shopping for her was a 
“leisure activity” (D9), and people usually “solve psychological problems with the clothes” (D9). 
Going further, some of informants admitted than they specially purchased items abroad when 
going on conferences as it was less expensive; and such behaviour might be either sponta-
neous or deliberate. One of the teachers told than she regularly visited her favourite shops 
waiting for discounts. Incidentally, all informants admitted that discounts pushed them for 
more consumption. And finally, for the majority of teachers it was a regular practice to buy, at 
least for children, in fast fashion shops.
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Turning to university teachers’ sustainable consumption practices, buying from second 
hand shops or Vinted platform, swapping, re-designing, re-purposing, buying with fore-
thought and clothing recycling bins were mentioned. Further, these practices are explained in 
more detail.

Thus, it was found that more than a half of them at least once, mainly when they had been 
students, tried to buy fashion items in second hand shops. Moreover, some of them were 
still continuing doing this. However, the arguments behind choosing to purchase in second 
hand shops differed Some of females agreed that it was possible to find “very high-quality and 
well-known name-brand clothes” (D2), some enjoyed the diverse array of options available, as 
“you can buy basically anything there” (D6) or bought for particular occasions as “some kind of 
performance, carnival, when new is difficult to find, and there are times when you need a certain 
colour or something” (D11). Still, it seems that university teachers were quite sceptical about 
assigning purchases from second hand shops to sustainable fashion consumption, as “Ponių 
Laimė [a second-hand shop] also promotes consumerism. When you buy that cheap piece of 
clothing, you really do not expect it to last long. <…> it is cheap, you can change it quickly, 
often” (D10) and “there is also a temptation, you buy a lot and unnecessary things there” (D11).

The use of Vinted platform for selling and buying some items was also mentioned by a half 
of the university teachers: “I think Vinted is also a very good example of sustainable fashion and 
I actually use it myself, especially when it comes to children, and I sell my own clothes” (D1). 
Additionally, in some cases, the children of teachers encouraged them to use Vinted, as: “my 
daughter has an account, so I also take part in Vinted to some extent” (D6).

In line with the interview results, it seems that swapping, which also includes simply giving 
away or as a present, is the core sustainable fashion consumption practice mentioned by all 
12 university teachers. Usually swapping occurs in the family or friends settings: “I exchange 
clothes with my sister, with my daughter. I wear my son’s jacket” (D3) or “if I have not worn that 
item of clothing for a year and a half, then I will not wear it and I give it to my mother-in-law” 
(D5). However, in separate cases, the clothes are given away to unfamiliar people who “need 
help, <…> live in rural places” (D11). Although it usually matters who becomes a new owner 
of items, as: “I do not want to give it to just anyone” (D4). One of the participants nonetheless 
admitted that non-used clothes is an issue and by swapping “I transfer that problem to some-
one else” (D11).

It is appealing that some items are being preserved and handed over in the families “from 
generation to generation” (D7), as for instance: “I used to wear <…> my uncle’s jacket. <….> 
Both of my daughters wore it too and I am leaving it as an exhibit for my grandchildren” (D7). 
The great quality of the material leads to garment durability, which in turn allows it to be used 
by multiple generations creating a perceived feeling of uniqueness as: “I know that [the jacket] 
is unique” (D7). Moreover, females are familiar with and participate in special swapping 
events for a particular stakeholder, usually mothers and children, or the whole small commu-
nity living in a certain place: “My eldership also organises that exchange once a year. All those 
circles that live by the principles of sustainability are notably the ones who do it” (D9).

Some females noted that they use re-designing as practice for contributing to sustainable 
fashion consumption. For instance: “I have reworked my husband’s sweater, because it was 
such a high-quality sweater, warm, woollen, so I just (adjusted) it, I know how to knit and sew a 
little. I scaled it back a bit and remade it for myself, and then I wore it” (D6) or “if it is a sweater 
or something that can be disassembled, I give it to my grandmother, and she then knits socks” 
(D1).

Another frequently mentioned practice was about re-purposing of items, meaning that 
clothes continue their life-cycle but not for dressing purpose. The human garments are used 
for animals: “we have a farm and a breeding kennel of Australian shepherds, so any sheets or 
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blankets that lose their, as I say, commercial look, we always use them for the little puppies to 
keep them warm and well and so on” (D1) or clothes “end their lives as rags for cleaning” (D8).

Next, referring to clothing recycling bins, some of the females reported that they used them 
quite frequently: “in fact, I am very glad that we have a container called ‘give your clothes a 
second chance’ very close to home. <…>my clothes usually go into this container” (D12). In the 
meantime, others told that they never had anything to put into the container because they 
always found another way to use their clothes.

Finally, buying with forethought can be introduced as one of the sustainable fashion con-
sumption practices. Some of teachers admitted that in their youth or before children came, 
their purchases of clothes were more frequent and accordingly the wardrobe was full of items. 
However, this changed with age and children and “now I try very hard to think about every 
purchase and think whether it can be combined with at least one other item and to not buy 
blindly” (D1).

Turning to the students’ setting, it was revealed that some of them possessed a quite limited 
amount of garments while others had a lot – “I have a lot of clothes” (S6). Some of the students 
bought items “to lift the mood” (S4), one of them admitted even having a shopping addiction, 
as: “I have such a problem that I like to shop” (S5).

Eleven out of 12 students regularly and usually bought clothes in fast fashion shops such 
as H&M, Zara, Bershka, New Yorker, or Sinsay. Only one student noted that “I have not been 
going to shopping malls and those H&Ms and Zaras for a long time” (S6). The attitude to 
sustainability is not homogenous in the students’ group, as one student indicated that “I try 
to buy clothes that are recycled. <…> to do as little harm as possible to the world” (S5), while 
another, to the contrary, observed that “unfortunately, I do not have a lot of money to pay 
attention to sustainability factors, so I do not notice them” (S9).

Price and discounts seem to be the main aspects students pay attention to when buying 
garments; next, are the quality and comfort and one of students believed that “if the item 
of clothing is comfortable, it is of good quality” (S3). Even when trying to find “the middle 
ground between price and quality” (S4), the price generally won as “clearly the price would be 
the deciding factor” (S8) and accordingly “I choose cheaper ones” (S1). However, one student 
expressed the opinion that “having one but of better quality, may be a little more expensive, but 
one quality item is better than hundreds of poor quality ones” (S1).

It was surprising to discover that students did not prefer local producers, as “I have not 
found such a manufacturer in Lithuania that I like” (S2), or simply “so far there has been no 
difference to me” (S4).

Turning to students’ sustainable consumption practices, buying from second hands shops, 
Vinted platform, swapping, donating and clothing recycling bins were usually mentioned. 
Only one student referred to re-designing and re-purposing. Thus, buying from second-hand 
shops is a common practice influenced by the several factors, such as prices: “I do not see 
the point in spending more money on clothes than they truly cost” (D6) or quality, as in the 
second-hand shops there are “better materials than in big stores” (S12). Further, students were 
familiar with Vinted platform and bought and sold there quite often: “I also try to buy clothes 
from Vinted <…> to support sustainable fashion” (S5) or “I had to sell it, but I really do not 
sell for cosmic money, <…> maybe it will be useful to someone, maybe someone will wear it, 
maybe it will suit someone since it did not suit me” (S12). Next, swapping was mentioned by 
the students as well: “I give some of my clothes to my younger sister” (D5) or “if I really do not 
wear it anymore, I put it in a bag. That bag rests for a couple of months and then maybe I have 
some guests, so I offer it, and so I give something away little by little” (S6). Moreover, one stu-
dent indicated donating as a sustainable fashion consumption practice: “we have a family we 
know who was in a distress for some time, so we would give the clothes to them. They were very 
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useful to them” (S1). Going further, clothing recycling bins were mentioned quite often by the 
students, while only one student talk about re-designing: “I ask my mother to make me shorts 
from jeans” (S12) or re-purposing “when a top is torn <…> I give it to my father to take to the 
garage for cleaning” (S12).

Comparing sustainable fashion consumption findings among the two female groups, sev-
eral aspects became obvious. First of all, the main finding from student interviews is quite sad-
dening. While students expressed deep concern about environmental and even social impact 
of fast fashion industry, still they did not consistently apply such principles to their fashion 
consumption: 11 of 12 students mainly shopped in fast fashion shops driven by the lower 
price decision and hoping for some quality. Turning to teachers, the situation was somewhat 
different as less of them visited fast fashion shops and did so less frequently. Second, teachers 
had more knowledge and skills regarding fast or sustainable fashion and accordingly were 
more able to share their experience regarding consumption habits. It seems from the inter-
views that sustainable fashion is not the number one topic students discuss. Third, students 
did not value local producers, while for teachers, locally made clothes associated with quality. 
Fourth, swapping seemed to be the main sustainable fashion consumption practice for teach-
ers, while students preferred second-hand shops. Fifth, teachers saw a lot of opportunities and 
value in garment re-designing and re-purposing, whereas students were barely familiar with 
these practices. Finally, in the case of students, swapping or buying from the second hand 
shops was mainly determined by the lack of money rather than sustainability considerations.

RQ4. What are the main drivers for sustainable consumption? Do they differ for university 
teachers and students?

Drawing upon the data of the interviews with teachers and students, several drivers for 
sustainable consumption were revealed: general awareness regarding fashion industry, social 
impact awareness, quality proposed by local producers, uniqueness and personal style, and 
item life-cycle extension. Nonetheless, these drivers were more indicated by teachers, as stu-
dents mainly upheld the position that sustainability “does not matter to me, as I want to buy as 
cheap as possible” (S11).

The teachers mainly spoke about the awareness as a catalyst for behaving more sustainably. 
General awareness implies that “it should be taken into account how the clothes are made and 
how much is consumed to make them and that billions of clothes are produced and how many 
more are thrown away” (D2). It is vital to acknowledge that “rubbish materials were used to 
make rubbish” (D7). Such awareness explains the still rare is the situation when quality sur-
passes price as the primary determinant of purchasing: “I am against certain [shops], well, for 
example, H&M, Zara, well, because it is really fast fashion for me and I do not buy these clothes, 
because they are not of good quality” (D5).

Further, social impact awareness was indicated as a separate and extremely important 
driver. One of the teachers said that “it is also important to me who works there and how much 
they earn or not. If those clothes cost a minimum, then those workers are probably exploited” 
(D2). Although this concern was supported more by teachers, the students were more distant 
about this concern: only one of them mentioned that she tried, but it was difficult to find out 
“where the item was made, <...>, who made it, was there any child abuse involved” (S9).

Quality offered by the local producers serves as a driver for sustainable consumption only 
in case of teachers. As it was mentioned before, the approaches of teachers and students were 
essentially controversial. If the majority of teachers supported local producers buying items 
from them, the students did not prefer locally made garments at all. Teachers usually identi-
fied a local producer with quality, but complained about high price as “unreasonable price” 
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(D5) is charged for the clothes. This notwithstanding, the local garment would win in both 
battles. Regarding the first fight, it was highlighted that “if I had to choose between some fast 
fashion brand or a Lithuanian one and the latter would be more expensive, I would prefer the 
local one” (D5). In terms of the second fight, the local item also won: “If there were two very 
similar items that are very close in terms of their quality characteristics and the price, I would 
choose local, Lithuanian” (D6). The two examples demonstrate that teachers give priority to 
local producers instead of cheap fast fashion items or foreign producers (not fast fashion) with 
similar characteristics and price.

Uniqueness and personal style were introduced as drivers for sustainable consumption by 
participants of both female groups. The students argued that “you can create your own style by 
shopping second hand” (S2) and “those clothes are totally unique” (S6). The teachers supported 
the notion that old clothes looked usually much better than fast fashion items and “nobody 
can tell that they show signs of aging” (S7).

Finally, for several participants from both groups, extension of the life-cycle seemed to be a 
reasonable driver for sustainable consumption: “if you buy it not new, then you think that you 
are extending its validity, or to say, the time of being in the market” (D6) or “I did not wear it so 
<...> I sold it and maybe someone will use it, maybe someone will wear it” (S12).

RQ5. What are the main inhibitors for sustainable consumption? Do they differ for univer-
sity teachers and students?

Drawing upon the data of the interviews with teachers and students, several inhibitors for 
sustainable consumption were revealed, namely high price and low income, personal restric-
tions, constant advertising and invitation to buy, distrust of fashion brands, lack of informa-
tion and knowledge, and limited social pressure.

The interviews allow for the conclusion that high price of garments and low income mainly 
hold the females back from sustainable fashion. One student explained that “I do not have 
the income to afford something sustainable” (S1) and this correlated with the situation of the 
teacher, who indicated that it was not affordable: “you would make a huge dent in your budget 
by buying one pair of trousers” (D5).

Turning to constant advertising and invitation to buy, it was reminded that the aim of each 
business is “to produce and to sell” (D8). The current situation is more than confusing and 
the discrepancy is obvious: “the advertising does not work; one urges you to be more sustain-
able, the other – to buy more and more” (D3). This raises the concern about the meaning of 
sustainable fashion in general, as one of the teachers observed: “I do not agree that sustainable 
fashion is about buying second hand, because if it is frequent purchasing, it is no longer sustain-
able fashion” (D12). Moreover, this concern led to the suggestion to reduce the availability of 
cheap items: “so that as few of those unsustainable solutions remain on the market, not sold, 
not accepted, and if there were other solutions, they should be easy to use” (D11). However, it 
should be admitted that students were also supporting the activities of designers, retailers or 
even on the state level to highlight the negative impact of fast fashion or even to regulate this 
market.

Personal restrictions imply several aspects. Firstly, bad experience with the Vinted platform 
was mentioned, as “with Vinted <…> I was very disappointed, because those clothes have been 
there [not bought by anyone] for several years” (D4). Further, some females preferred contact 
buying, as: “I need to touch the item, I need to see it in person, try it on, and not to buy them 
right away” (S2). Moreover, using Vinted was time consuming: “I do not have time, <…> 
to chat and waste time for a few euros” (D2). Buying in second hand shops required some 
patience and some females noted: “I lack the patience to find what I like in those Humana 
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shops” (S3). Finally, it demanded some skills and some respondents conurred that “I do not 
know how to shop there myself. Well, I cannot, I have a friend who likes to dawdle, and I cannot 
find such items as she does” (D9).

Distrust of fashion brands was introduced as a barrier for sustainable fashion consumption. 
Cases were mentioned when companies declare commitment to sustainability, but “send a 
bunch of plastic bags” (D2). Moreover, one of the teachers even warned that “if, for example, 
I heard that some company was socially irresponsible, I would definitely not buy from such a 
company” (D1). The mentioned cases and provided quotations serve as signals of distrust in 
fashion brands as the behaviour of companies do not fit their declarations or message they 
convey to consumers.

Lack of information and knowledge were mentioned by teachers and students among the 
most important inhibitors for sustainable fashion consumption. The need for “social adver-
tising” (D6) or a real example showing “what happens because of those dies” (D8), having in 
mind the vast quantity of water consumed in the process, were suggested. Such examples 
could lead to re-arranging the wardrobes.

Not fashionable clothes were also included in the list of barriers. As one research partici-
pant noted: “these barriers are probably in the clothes themselves, some of which may not be so 
fashionable, <…> as you say, stylish” (D4).

Limited social pressure as a barrier was mainly mentioned by students. One of the students 
shared her position: “Since there are not many people among my friends who would advocate 
this, it is like no one has any influence on me in this matter. But if, I think, there would be, say, 
a friend who would really promote that sustainable fashion, I think that I would also start pro-
moting it and just try not to buy unnecessary clothes” (S5).

Discussion
The current paper aims at revealing sustainable fashion consumption inherent to females, 
specifically university teachers and students. The core findings revealed the inconsistency 
between attitude and behaviour: although females were aware of sustainable fashion ele-
ments, at the same time, they (especially students) did not consider sustainability as a primary 
motivation for their behaviour. The representatives from both clusters shopped at fast fashion 
retailers’; however, students did it significantly more frequently and intensively in comparison 
to teachers. The teachers generally tended to choose swapping and redesigning as sustainable 
fashion consumption practices. Students predominantly mentioned second-hand shops and 
Vinted. Drivers leading to sustainable consumption included awareness, uniqueness and per-
sonal style, and item life-cycle extension. Speaking of the barriers, high price and low income, 
personal restrictions, and lack of information and knowledge were mainly noted.

According to interview data, it seems that both university teachers and students have 
knowledge about fashion industry and without difficulty can discuss the negative impact of 
fast fashion while encouraging themselves and others to select sustainable clothing alterna-
tives. However, when it comes to recognising sustainability in fashion industry, it is obvious 
that for both groups it is in not easy to make a distinction which company belongs to fast 
fashion, which company, albeit still being a fast fashion brand, takes some steps towards sus-
tainability, or which company truly commits to sustainability. An especially huge gap between 
attitude and behaviour, known also as the Fashion Paradox [12], was observed in the case of 
students, as almost all of them regularly and quiet often bought from fast fashion retailers. 
Such findings correspond to the previous research demonstrating that consumers are aware 
what sustainable fashion encompasses.However, these factors seemingly do not act as key 
determinants in the final decision-making process [9,21]. Accordingly, this contradicts the 
general belief expressed within academia that “younger generations are the most engaged in 
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sustainable issues” [12], but this is in line with the research of Park and Lin (2020) [57] where 
albeit showing the highest interest in ethical fashion, young consumers were the ones actually 
buying less of it. Although this situation could be explained by low economic power of young 
people, the attitude-behaviour gap still needs to receive more attention from policy makers, 
and sustainability activists, otherwise the discrepancy between attitude and real behaviour will 
grow and sustainability consciousness will not thrive. Moreover, there is the need to clearly 
emphasise that sustainable fashion is affordable not only for consumers with high income, 
although the current study and previous research which was done among females in Chile [5] 
have revealed that females usually associate sustainability with high price. Accordingly, high 
price means that after buying a sustainably made item of clothing, less money is left for other 
demands or needs.

Turning to sustainable fashion consumption practices, swapping, buying from second- 
hand shops or online platform Vinted were mainly mentioned by the current research 
participants. These practices belong to common sustainability-reflecting practices identified 
among different gender and age groups in previous literature [5,28,48]. During interviews, 
it was underlined (and this links with previous studies) that the mentioned practices not 
only extended the useful life of items [52], but were also contributing to spending less [3]. 
Although Vinted has the potential to build the community of fashion-conscious individuals 
[20], university teachers and students pointed out that it was time-consuming. Such experi-
ence calls for re-thinking how to make sustainable consumption, including online, more user 
friendly despite the fact that generation Z is considered the first truly digital generation.

As regards second-hand shops, it is important to underline that they are not any more per-
ceived as donation or place for poor people, but are related to four types of benefits in terms 
of sustainability, namely: economic value attained due to the low prices; hedonic value gained 
due to treasure hunting; uniqueness resulting from product attributes; and finally environ-
mental value attained due to reducing consumption of new items [52]. Nonetheless, the core 
question which was raised by the participants of current research remains open – does fre-
quent buying of unnecessary things from second hand shops because they are not expensive 
reflects the sustainability notion?

Going further to sustainable fashion consumption, the study among eco-conscious women 
in Chile found that re-designing and re-purposing were employed as the way to reduce the 
amount of disposed garments sent to landfills [5]. According to the current study, the men-
tioned practices are familiar to and often used by university teachers, but not so much by 
students. Such difference could be explained by the soviet heritage when possibility to buy 
fashionable clothes was limited and all females were able to sew and to knit in order to stand 
out from the crowd and express self-identity. Nowadays, young females are not in need to 
re-design the clothes as the availability of them is huge.

Regarding the drivers of sustainable fashion consumption, previous studies demonstrated 
that concern of the negative impact of fashion industry, supporting local producers, authentic-
ity of sustainable fashion or good feeling while doing good things were important for women 
[5]. The current study found the same drivers. Looking at the differences between teachers 
and students, the obvious distinction was expressed regarding local producers. It seems that 
the young generation does not want to support the local manufacturers and workers as price 
for them is the core criterion. Such insights also dominate in the previous literature, especially 
referring to the generation Z consumers [21].

Turing to barriers preventing females from sustainable fashion consumption, the findings of 
the current study echo earlier insights, and as such, price and lack of information are prevailing.

The literature claims that sustainable fashion is more expensive than fast fashion [28]. 
Accordingly, it seems that many females, especially in young age, are unable to access 
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sustainable fashion due to economic restrictions [3]. Hence, price contributes to the attitude- 
behaviour gap [3,77]. However, a study of young consumers in the UK revealed that they 
supported a tax for unsustainable fashion items [3]. Such support means that young people 
would be willing to pay even more with intention to improve the sustainability of the industry. 
During the interviews of this study it was also mentioned that some regulations might lower 
the desire of companies and consumers to behave in a unsustainable manner. Regardless, the 
price difference between sustainable and fast fashion items was indicated as a core factor when 
making the decision.

Lack of knowledge and information was as the red line in all the 24 interviews conducted 
with female. Teachers and students were more than honest explicitly acknowledging that they 
lacked knowledge and information about how to change their habits in favour of sustain-
able fashion consumption. The importance of information spread by retailers, sustainability 
enthusiasts, government, educational institutions, social media, or the influencers has been 
actually underlined in previous research [4,20]. Recommendations, leading by example or 
simply discussions among students and teachers at university might serve as determinants for 
increasing both groups’ sustainability awareness, leading to a lower environmental footprint 
and long-term usage of fashion items. The role of social advertising should be taken into 
consideration, as emotional appeals in advertisements drawing on environmental conscious-
ness can especially target the feelings of women increasing or decreasing their desire to buy 
or avoid buying fast fashion. Accordingly, higher level of knowledge could lead to consumers 
demanding more socially responsible behaviour from fashion companies.

Summing up, the current study supports the previous notion in the literature regarding the 
attitude-behaviour gap which is also applicable to women in Lithuania, especially students.

Practical implications
The paper provides several practical implications, which mainly address the role of three 
stakeholders, namely education institution, fashion brands and sustainable fashion sellers, and 
the enthusiasts of sustainable fashion. Firstly, the role of education should not be underesti-
mated in changing the lifestyles of females and strengthening the sustainable culture [12]. This 
is extremely relevant tackling the students as a group, because they are significant consumers 
of both fast fashion and online purchases [27]. Several good practices how to teach sustain-
ability in fashion design courses [78] have been already presented in the literature. However, 
the universities should feel more responsible for incorporating sustainable fashion practices 
into the curriculum and provide informal training sessions for raising students’ awareness 
how to deal faced with two options: lower price or sustainable item. On the other hand, the 
university teachers should also receive support from their more experienced colleagues how 
to start or continue to change behaviour while addressing overconsumption issue.It seems 
that women are in a quite unusual and challenging situation. On the one hand, society is 
increasingly attempting to lead a more sustainable life style. Accordingly, the social pressure 
for fashion companies is increasing while demanding to implement and follow sustainable 
strategies and practices. However, on the other hand, women lack knowledge how to distin-
guish sustainable products and brands from non-sustainable ones. Sometimes, women even 
lack knowledge about the impact of their overconsumption. Here, the people who are deeply 
engaged with environmental and social problems caused by fashion industry might take the 
leading role in spreading knowledge and initiating behavioural changes. Social advertising 
might also play a significant role in furthering consumption changes due to its emotional 
impact, especially for females.

Secondly, fashion brands should be encouraged to be more transparent and provide com-
prehensive information on the product journey from raw material to final fashion item. Such 
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information would help understanding the complexity and, as it was suggested in earlier lit-
erature, calculating the price of one item per year, assuming that in the long term, sustainable 
clothes become less expensive than fast fashion throw-away clothes [12].

Thirdly, the sustainable fashion producers and sellers do not always take into consider-
ation the features of different genders or age groups. In order to encourage women to rethink 
consumption patterns, the use of sustainable consumption channels should be as simple as 
possible. For instance, second hand shops should be enjoyable for consumers and display the 
clothing clearly, not making it difficult to find them [21]. Online platform Vinted should be 
easy-to-use even for people older than generation Z. Moreover, small or family-run busi-
nesses, reflecting the circular economy idea, could offer the services of clothes re-designing for 
a reasonable price.

Finally, responding to the wish of the younger generation females to be encouraged by 
sustainable fashion enthusiasts or so-called influencers [4], the space for building a strong sus-
tainable fashion influencers’ community should be made available. The consumers perceive 
influencers’ lifestyle as attractive and this makes it possible to impact their daily decisions 
leading to less consumerism and lowering the negative impact on environment and people.

Limitations
The paper has several limitations which need to be addressed while designing and conducting 
further research. First, a comparative study between genders, namely males and females, could 
provide valuable insights into gender-based consumption patterns. Further, the research could 
incorporate income level as one of the main factors potentially affecting consumption habits. 
Next, as the study was conducted in one country, future research could be done in other 
countries to analyse the effect of culture and country economic development on sustainable 
fashion consumption. Finally, quantitative empirical data could contribute to investigation of 
purchasing intentions and the sets of factors driving fast or sustainable fashion consumption 
and accordingly promoting shifts in female mind-set from quantity to quality.

Conclusions
The study aims to reveal the sustainable fashion consumption of females, particularly univer-
sity teachers and students. It was discovered that women expressed the care for environment 
and people, which are negatively affected by the fashion industry. However, at the same time, 
females, especially students, did not consider sustainability as a primary motivation for their 
behaviour. Although teachers try to find more sustainable solutions, arguing that quality of 
garments is as important as or even more important than price, students prefer lower prices 
and accordingly buy from fast fashion retailers despite being disappointed with quality later. 
Reusability, repurposing as well as reselling or giving items to somebody else before disposal 
were revealed as important elements of sustainable consumption. Swapping seems to be the 
main sustainable fashion consumption practice of teachers, while students give priority to 
second-hand shops. It was interesting to find out that students did not appreciate local pro-
ducers, while for teachers, locally made clothes associated with quality. Turning to drivers of 
sustainable consumption, general awareness regarding fashion industry, social impact aware-
ness, quality offered by local producers, uniqueness and personal style, and item life-cycle 
extension were mentioned. As regards inhibitors for sustainable consumption, it seems that 
high price and low income, personal restrictions, constant advertising and invitation to buy, 
distrust of fashion brands, lack of information and knowledge, limited social pressure were 
mainly discussed. Summing up, the sustainable fashion consumption still needs to be pro-
moted on different levels, especially in education, in order to firmly contribute to sustainable 
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societies and SDGs implementation. Moreover, the social pressure on consumers could also 
be increased, encouraging sustainable fashion enthusiasts to share their stories or creating 
social campaigns and showing the reality of manufacturing or waste management processes 
in fast fashion industry. As such, sustainability literacy might contribute to increasing the 
consumers’ knowledge about overconsumption and enhancing their intentions towards 
sustainability- reflecting choices.
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