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Abstract. This contribution addresses the sustainable clothing buying behaviour of
Generations X and Y. The aim of the paper is to analyse the main features of sustainable
clothing buying behaviour within Generations X and Y and to suggest some marketing
activities for fashion companies. The theoretical background contains information from
professional literature, scientific journals indexed in WOS and Scopus, and websites
regarding the main trends in CSR, sustainable development, and sustainable buying
behaviour, with a focus on the fashion industry. The analysis comprises multiple stages:
the creation of a questionnaire through Google Forms, the selection of respondents from
generations X and Y in the territory of the Slovak Republic, the analysis of respondents’
answers through descriptive statistics, and the evaluation of research hypotheses via
inductive statistics. Among the general research methods, historical-logical methods,
analysis, synthesis, and comparison were used, whereas specialised research methods
included methods of descriptive statistics and methods of inductive statistics
implemented in the SPSS program. The questionnaire consisted of 11 questions based
on previous research on the study topics and was completed by 139 respondents. The
identification questions sought information from the participants about their
identification as Generation X or Y, their gender, and their income. The next step was
a comparison of shopping places, types of clothing, buying factors, and frequency and
awareness of sustainable trends. The last 3 questions were framed according to previous
research and were evaluated via descriptive statistics methods as well as inductive
statistics. Research hypotheses are focused on relationships between the use of
sustainable trends and belonging to a specific generation, the degree of influence of
sustainable trends on buying behaviour and belonging to a specific generation, and the
degree of rationality when purchasing clothes and belonging to a specific generation.
On the basis of these tests, only the second hypothesis (influence of sustainable trends)
was further analysed. Research results indicate that fashion brands can utilise slow
fashion for different types of marketing communication to effectively target
Generations X and Y, with a particular focus on influencer marketing on social
networks. The limitations include various definitions of generations (birth years),
possible cognitive distortions and the subjective answers of respondents. The fashion
industry is an essential component of the creative industry and creative economy.
Research could be extended by comparing sustainable clothing buying behaviour
between inhabitants from the region with the above-average value of the regional
NUTS3 creative index (Bratislava region) and inhabitants from other NUTS3 regions.
Research could also be extended by comparing the effects of irrationality on generations
in the context of behavioural economics. The end of the contribution expresses the
benefits of this research for economics, the environment, and society.
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1. Introduction. The clothing industry today is very turbulent. The type of clothes, style, and fashion
stores are not only a mirror of the evolving times but also a reflection of the prevalent situation in the world
and a reflection of people. Both politics, society, and the environment affect the clothing industry to a large
extent. The history presents several examples where the clothing industry had to adapt according to the times,
e.g., during the war, when Coco Chanel presented men's fashion for women or Christian Dior and his curtains
as new material. They knew how to use what was offered by time. However, it is important to note that while
shopping for clothes was once a rare event, today, it is a routine for many people. The clothing industry is
overflowing with mass production, ruled by countries producing fast fashion and supporting a consumer
lifestyle. In today's time, when we strive for a better future, especially in regard to the environment, there is a
struggle. The concept of "slow fashion™ becomes a saving point for the fashion market. Its goal is to create
awareness of responsibility for one's actions and bring change not only in the field of production but also in
thinking and lifestyle. A time full of opportunities enables a smooth transition from a consumerist life to a
more responsible and sustainable way of life. A wide range of opportunities are available, not only for
designers and entrepreneurs but also for fashion consumers themselves.

The aim of this paper is to analyse the main features of sustainable clothing buying behavior within
Generations X and Y and to suggest some marketing activities for fashion companies. In the contribution, the
authors characterise the clothing industry, define what fast fashion is, explain how it works, and ascertain if it
harms the environment and people living on this planet and working in the clothing industry. Next, the
concepts of slow fashion, sustainability, and currently popular sustainable trends and why they are worth
following are explained. The last section will characterise generations X and Y by identifying what is typical
for them, how they behave, and what determines their buying behaviour. The authors chose Generations X
and Y for this study because they are currently the most numerous generations and buy the most. In many
interdisciplinary types of research, these generations are characterised by opposite behaviours, hierarchies of
values, lifestyles and buying behaviours. The originality of the research lies in its comparison of irrationality
and the degree to which sustainable trends influence the purchasing decisions of generations X and Y by
shopping (Krahn & Galambos, 2014; Gunay & Korkmaz, 2024).

According to sociology and marketing experts Kotler & Keller (2007), Generation Y is courageous,
focused on the urban style, and is identified as idealistic, independent, service-oriented, prioritising "work—
life balance", less risk-averse and conservative than Generation X, which is more focused on material
possessions and believes in the principle "firm ground under your feet". Generation Y is therefore closer to
the Baby Boomers generation than to Generation X in terms of its character traits, attitude toward work, and
consumer behavior. Richard A. Easterlin also described the paradox of the last century (1970s) that from a
certain economic level, measured by the size of the pension, the feeling of the satisfied population stagnates.
This is a deviation from material consumption towards other values, such as health, safety, justice,
experiences, ecology, and social responsibility (Wheelan, 2012; Kloudova & Chwaszcz, 2014; Madzik et al.,
2015; Dankova, 2018; Aybar & Cark, 2023). According to research by Krippes et al. (2024), the next
generation Z is naturally focused on environmentally responsible behaviour (slow fashion). This research
answers the following question: "What is the situation with the largest generations X and Y?" The actuality
of research is also connected with the fulfilment of the Sustainable Development Goals (SDGs) set within the
Agenda 2030 by the United Nations (e.g., No.12 Responsible consumption and production).

Research issues could be used in many areas of business economy and management, e.g., marketing
strategies, human resources management (e.g., employee green behaviour), innovation management (eco- and
retro-innovations, the innovative performance of businesses and countries), and environmental management.
Differences between generations also affect overall socioeconomic development; e.g., with respect to the
electoral behavior of Generation Y, political parties with a green electoral program achieve better results,
whereas with respect to architecture and urban planning, this generation prefers minimalism, sustainable
materials, and alternative energy sources (Srivastava & Banerjee, 2016, Mayangsari et al., 2021). More often,
sustainable materials are also used in fashion, which is the main reason to conduct research in this area.

The contribution encompasses a literature review composed of current approaches to sustainability and
CSR, a comparison of slow fashion and fast fashion, sustainable fashion trends, and research on the consumer
behaviour of previous generations. As part of the analysis, a questionnaire was used to fill out by respondents
from the largest generations: X and Y. The questionnaire was filled out online by 139 respondents living in
the Slovak Republic. It contained 11 questions that were formulated according to the theoretical background
and previous research. On the basis of some questions and previous research, 3 hypotheses are formulated.
Their verification or rejection marks the starting point for the conclusion, followed by recommendations for
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the marketing of slow fashion companies, research limitations, and further directions (e.g., connection with
the creative potential of regions and behavioural economics). The discussion and conclusion sections follow.
This issue garnered our attention because of its importance in the current era because sustainable behaviour
while clothes are purchased will help us improve the state of the environment, even if only partially.

2. Literature Review. As part of the theoretical background, the authors take a closer look at
sustainability in business, the comparison of fast and slow fashion, the individual trends in sustainable clothing
shopping, and the main differences between generations X and Y. At the corporate level (micro level),
sustainability includes the concept of corporate social responsibility (CSR). The term social responsibility was
created in 1953 and, according to H.R. Bowen, is the commitment of entrepreneurs to pursue strategies,
decisions, or activities that are desirable from the point of view of the goals and values of our society (Bowen,
2013) Corporate social responsibility is based on 3 basic pillars—the so-called 3P (triple bottom line)—as

"profit", "people" and "planet". These pillars express 3 components of social responsibility, namely:

e economic responsibility, e.g., investments in the development and prosperity of the company and
innovations, contributing to the development of the industry;

e social responsibility, which can be expressed internally or externally and involves ethical and moral
behaviour towards employees, managers, the local public, and support for nonprofit organisations and projects
(e.g., manager competencies, career counselling, benefits for employees);

¢ environmental responsibility—perception of the impact on the environment and preventive measures
(Bowen, 2013; lvanicka et al., 2014; Ubreziova et al., 2015; Droppa et al., 2017; Goloshchapova et al., 2019).

Sustainable development strategies within innovation management are implemented by business entities
through innovations for the sustainable use of environmental resources (Buckova et al., 2022). Sustainability,
along with the increasing importance of the Sustainable Development Goals (SDGs) set by the United Nations,
is collectively a booming phenomenon for good economic development and quality of life (Santoso, 2024;
Vrablikova & Ubreziova, 2023). All SDGs are illustrated in Figure 1.
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Figure 1. Sustainable development goals
Sources: Developed by the authors based on (IUCN, 2024).
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Innovation itself was found to be an essential aspect of a country's growing economy, as emphasised by
Joseph Schumpeter in the 1930s. An innovation can be the launch of new products, methods, markets, sources
of supply, or organisations (Hatammimi et al., 2024). Ecoinnovation (green innovation) has become a core
engine for long-term stable economic development and a fundamental way to ease the tension between
economic growth and environmental resource management (Chen et al., 2017). According to Madzik et al.
(2024), the most significant topics in Scopus related to green innovation in manufacturing currently include
smart technologies and Industry 4.0, green supply chains, carbon emission reduction, and digital
transformation, with the last two having the most dynamic development. These topics were analysed via the
latent Dirichlet allocation (LDA) method.
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Eco-innovations and elements of sustainability are also components of creative industries, which could
also be included in the fashion industry. Fashion reflects the uniqueness of time, place, and culture. A special
type of ecoinnovation is retroinnovation, which involves the purposeful revival of historic practices, ideas,
and/or technologies and the application of this conceptualisation in the modern age (e.g., furniture, fashion,
technology, farming, packaging). If we look at forms of dress throughout the world and from a historical
perspective, we would see that “fashion™ has been an expression of culture, geography, climate, and personal
taste. The social and ecological impacts of the fashion industry have been the subject of much research and
considerable documentation in recent years. It is recognised as one of the most polluting industries at all stages
of its life cycle (Stefko & Steffek, 2018; Zagata et al., 2020; Domingos et al., 2022; Vrablikova & Ubreziova,
2023; Loucanova, et al., 2023).

The textile industry has a major impact on the environment in all stages of production. With increasing
competition in the textile industry and increasing demands for sustainability, many fashion brands are using
greenwashing. This greenwashing in the textile industry is a serious issue, and it can be challenging to navigate
many marketing claims that companies use. Although deliberate greenwashing tactics are unacceptable from
an environmental, social, economic, and ethical point of view, they can change customers' perceptions and
direct them toward greener choices in the fashion industry (Bosak & Surgentova, 2023).

Fast fashion creates the opportunity to obtain clothes at a very low price, so it is available to almost
everyone. It involves the mass production of clothing at very low costs. Fast fashion is easily recognizable by
several signs, such as the following:

o offering many styles of the latest trends;

e The fashion cycle has approximately 52 micro collections per year, as there are new clothes in stock
every week;

¢ does not use high-quality materials for production but rather uses low-quality and inexpensive materials
that degrade clothes after several washes;

¢ the majority of production is in countries with the cheapest labour force;

o The supply chain is largely nontransparent, so it is difficult to determine who actually makes clothes
(Stefko & Steffek, 2018; Fast Fashion, 2021).

Fast fashion spread to Europe from the United States, where the business of importing, manufacturing, and
selling cheap clothing started. Even today, these are mostly low-quality clothes that cause considerable waste
and force consumers to buy more clothes due to their low quality (Fast Fashion, 2021). Customers are only
objects for manufacturers to make quick profits. In this industry, speed is used as a marketing tool (Wilson-
Powell, 2021). Zara, one of the largest fast fashion brands, needs only 5 weeks to think up, make, and deliver
a new product. It creates up to 20 collections per year, whereas once there are only two collections per year,
including summer and winter collections. The Fashion Nova brand, on the other hand, states that it introduces
600--900 new models per week, which forces consumers to buy increasingly more. A British survey in 2019
revealed that Britons spend up to £2.7 billion in summer on clothes that they wear only once (Fast Fashion,
2021).

Fast fashion is also characterised by speed and low costs to be able to come up with new collections all the
time. In addition to speed and low costs, this production is also very burdensome for the environment, as
evidenced by the fact that up to 2,700 liters of water are consumed to produce one cotton T-shirt, whereas up
to 20 tonnes of fresh water are used to dye one ton of textiles (e.g., jeans), and up to 1.2 billion textiles are
created annually during production. Tonnes of carbon dioxide and up to 10% of microplastics in the ocean
originate from textiles. Another factor against the environment is that production occurs mostly in countries
such as India or China, where coal-fired power plants are used, which again increases the carbon footprint of
clothes or clothes are dyed with heavy metals, which are dangerous not only for the environment but also for
employees and end users (EcoHero, 2020).

The composition of individual pieces of clothing also has an impact on the environment, i.e., what fibre is
it made of—cotton, polyester, cellulose, leather, wool, linen, hemp, etc. Cotton is also called a thirsty fibre
because up to 2000 litres of irrigation water are used for 1 kg of cotton, which, among other things, causes the
loss of the Aral Sea. The Aral Sea is salty, but the surrounding rivers are sweet, and this is used to grow cotton,
which Uzbek residents collect involuntarily. According to Anti-Slavery International, activists managed to
force up to 153 fashion brands not to source Uzbek cotton (Hoskins, 2014). The current value of the fast
fashion market is estimated at approximately 2000 billion dollars, and despite this enormous amount, this
market is expected to grow by approximately 1000 billion dollars (Thomasova, 2020).
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The essence of the fast fashion market lies in one simple principle—copying world trends in the fashion
industry—while approximately a million copies are produced, which, however, have nothing to do with the
value, price, quality, and sustainability of the original piece. Fast fashion works as a fast cycle, fast production,
and fast profit (Thomasova, 2020). However, global fast fashion brands produce fast products at the expense
of people and the environment. They run factories that violate basic human rights, and thousands of people
sacrifice their lives in fires or other disasters for a few cheap pieces for which they do not even obtain
minimum wages. Employees work 16 hours a day without a break, and their safety and health are constantly
threatened; however, they are forced to work because they need money to survive (Luptakova, 2020). One of
the greatest scandals proving the inhumane and immoral practices of these giants could be mentioned by the
collapse of the Rana Plaza factory in Bangladesh in 2013. Just before the collapse of this factory, despite the
large cracks, the employees were forced to work with threats and the threat of losing their monthly wages.
One hour later, the factory collapsed, and as many as 1138 people died (Nguyen, 2020). Approximately 75
million workers from countries such as India, Bangladesh, and Pakistan work in factories for fashion giants,
and only approximately 2% receive at least the minimum wage. According to Humanium, an international
organisation that supports children’s rights, the garment industry in these countries sees workers only as cost
savings (Brewer, 2019; McDonald & Nicioli, 2023).

After several scandals of global clothing companies, these companies are trying to look more sustainable,
commit to achieving sustainable plans by a certain year, etc. The latest case is the strategic 4E plan from
Mango. The 4E acronym stands for Elevate, Expand, Earn and Empower. Elevating means that their clothes
have a uniform design and are of high quality. Expand means expansion, specifically by opening 500 new
branches. Earn implies ensuring growth from €3 billion to €4 billion, and Empower means cohesion and pride
among employees. However, this new plan makes no mention of actually reducing the number of units
produced, increasing quality by using materials other than cotton, which uses several litres of water to grow,
improving working conditions in their factories, or taking responsibility for the waste in landfills that this
company produces. The goal is again just to make money. The second global clothing company that could be
guoted as an example is H&M, which created a sustainable-conscious collection, but it was only one of all
their collections. Usually, they produce 60 million pieces of clothing annually and burn approximately 50%
(12 tons) of that. In addition to incinerating excess clothing, they use materials that are not environmentally
friendly for production; they faced accusations in 2018 for abusing female workers in the garment industry,
and in 2023, violations of workers' rights and accusations of child labour in Myanmar came into light
(Robertson, 2024).

Slow fashion and sustainability: The clothing industry makes a significant global contribution to increasing
the environmental burden. Enormous production is seconded here by customer demand. Specifically, fast
fashion represents a constant cycle of buying and disposing of clothes, leading to a significant amount of
textile waste (Taborecka et al., 2023). The findings of Kurnaz (2023) show that the fear of COVID-19 has a
significant positive effect on the desire to consume luxury goods, e.g., fast fashion goods, but it has a negative
effect on sustainable development. Compared with fast fashion, slow fashion aims to minimise negative
impacts on the environment and employees. The slow fashion approach is based on sustainability and
responsibility. The materials used are friendly to the environment, have stylish timelessness, are easy to
combine, and are of high quality. Emphasis is placed on quality and not quantity. It focuses not only on
ecology but also on social responsibility (Solino et al., 2020; Glogaza, 2021). Slow fashion focuses on a
complex production process. It involves careful selection of the materials used and prefers those that are more
ecological, already recycled, or well recyclable for future generations. This is why natural fibres, such as silk,
wool, hemp, bamboo, or cotton, which have almost no waste, are favoured (Wilson-Powell, 2021).

A comprehensive concept of sustainability, or the concept of slow fashion, is aimed at sustainable
development, social responsibility, and ethics in business, which are connected with the environment. All
aspects of sustainability, business, and social responsibility point to the environment and the preservation of
resources, e.g., clean water (Hambalkova & Lusnakova, 2012). Sustainability in the clothing industry includes
not only ecological materials or considerations of nature but also human factors. The interest lies in the
provision of safe working spaces with suitable working conditions, lighting, breaks, and, last but not least,
adequate financial evaluation of employees (Jorgenson, 2022). However, consumers often do not notice the
uniqueness and quality of slow fashion clothes but only perceive the low prices and quick availability of fast
fashion pieces, which is a consequence of society's consumer behavior (Martinez et al., 2024).

According to Karim et al. (2024), the slow fashion concept is important for providing authentic, local, and
exclusive product attributes that are very important in developing customer value in slow fashion products,
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and perceived value ultimately has a positive effect on purchase intentions. The results of this research provide
a business strategy for slow fashion brand owners to focus on these attributes to create a sustainable business
model that includes the triple bottom line (people, planet, profit) and contributes to the achievement of SDG
no. 12: responsible consumption and production.

As part of sustainability, the clothing industry also uses a circular design, which is a new process of creating
and using products. These are created without excess waste and can be used in several ways. The whole system
works as a closed circle—a circular economy. All products are easy to maintain, repairable, and innovative
(Micko, 2019). The traditional linear model, "buy, use and throw away," is replaced by a sustainable model
of "buy, use, recover and reuse," which reduces the impact on the environment and society while maximising
the value and benefits of products. Green marketing orientation, holistic marketing, and eco-innovations could
increase business performance (Shaukat et al., 2023; Circular Economy, 2024). Stefko et al. (2024) define the
circular economy as an innovative model that emphasises the regeneration, reuse, and restoration of resources
and plays a central role in promoting global sustainability and efficient resource management. Unlike the
traditional 'take, make, dispose of' approach of the linear economy, the circular economy seeks to create a
closed-loop system that minimises waste and environmental impact while maximising resource value.
Currently, many sustainable trends help the fashion industry in the context of a circular economy, e.g.,
secondhand (Vinted, ThredUp, etc.), swap (clothing exchange), upcycling, patchwork, capsule wardrobe, and
clothing rental (Noisy). For this work, the authors discuss only two sustainable trends, namely, the capsule
wardrobe and secondhand.

Capsule wardrobe: The first concept of a capsule wardrobe was created several decades ago when
minimalist-looking clothes that were versatile, easy to combine, and of high quality were sold in London. This
concept was later established in the USA in 1985, where the designer created the Seven Easy Pieces line. The
capsule wardrobe phenomenon, defined by limited clothing pieces that focus on quality, longevity, and
minimal or classic design, has gained exposure as a road map for consumers to remain fashionable while
consuming less. A capsule wardrobe will make everyday life easier. It saves time and money, causes less
stress, and is much more sustainable since customers have only a few basic pieces, mostly white, black, and
beige. However, many outfits can be created from these basic pieces. Another advantage of the capsule
wardrobe is the possibility of gradually changing individual pieces as needed, and its consumers do not spend
much money at once (Bardey et al., 2022; Bang & DeLong, 2022; Astoul, 2024).

Secondhand fashion: According to the information available on the website Thred Up, up to 73% of clothes
are sent to landfills or burned, while up to 95% of them can still be used or recycled. Secondhand stores help
reduce CO2 emissions by up to 25% on average and save people up to 90% of the original price of a piece.
Secondhand is a sustainable trend that implies buying already worn clothes, shoes, or accessories. The store
works on the principle that people send clothes that they no longer wear and that they are resold at reduced
prices. Secondhand consumption has evolved over three distinct periods: emergence and expansion during the
eighteenth and nineteenth centuries; decline and stigmatisation in the twentieth century; and destigmatisation
and renewed popularity since the 2000s because of increasing sustainability (Weinstein, 2014; Ferraro et al.,
2016). Huang & Wong (2024) expressed the importance of the "reuse and resale cycle" in the second-hand
market to develop healthily, eventually contributing to society's sustainability in the long run.

Previous research on the sustainable buying behaviour of generations: Generation X includes people born
between 1965 and 1980. They are very loyal to their favourite particular brand that they have known for years
and are characterised by the fact that they do not like to try new brands and their products. They can shop in
brick-and-mortar stores as well as online. They are very fond of various loyalty programs, vouchers, coupons,
and discounts. They will certainly not be interested in an exaggerated marketing campaign because they will
consistently find information about the product and the brand from various sources. They prefer quality over
quantity, and therefore, they are willing to pay more for products that they have been evaluated as better,
healthier, higher quality, or more sustainable (Fan, 2018; Omelchenko, 2024)

Generation Y is the generation of people born between 1981 and 1996, and they are called millennials.
They are very reasonable and thoughtful buyers. Much more than valuing traditional products, they give
importance to the value of the brand. They are willing to pay much more for popular and original products.
Marketing campaigns never truly appeal to them, but they prefer checking the reviews of people. As the first
generation to grow up with the internet and phones, they always research prices and deals online first.
Therefore, they largely prefer to shop online. Representatives of this generation need products and brands
with added value, e.g., the sustainability, source, and production process of products (Burgiel & Sowa, 2017;
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Weerasinghe, 2023). Gender differences in fashion buying behaviour within Generation Y pertain to issues
of research from Arajuo et al. (2022) and Taborecka et al. (2023) — female and Deventer et al. (2022) — male.

The sustainable clothing buying behaviour of generations has been the topic of many previous types of
research. The fashion apparel industry constitutes a significant global economic force. Generation Y
consumers represent a target market in this industry, as they are forecasted to have disposable income,
outrivalling that of previous generations. Generation Y individuals are acknowledged as being amenable to
the opinions of social media influencers, particularly those expressed by celebrity influencers, who often act
as aspirational referents. The findings indicate that informational value, entertainment value, and
trustworthiness account for more than 50% of the variance in Generation Y consumers' perceptions of the
utility of celebrity influencers' Instagram fashion content (Bevan-Dye & Motaung, 2023).

The next generation that is starting to work in the labour market is Generation Z. Some new studies
compare Generation Y, and the aim of the study by Peiris & Herath (2023) is to identify the relationship
between social media marketing activities (SMMA) and consumer response between Generation Y and Z. The
findings of correlation analysis revealed a positive relationship between consumer response and SMMA
aspects: entertainment, interaction, trendiness, customisation, and electronic word of mouth (eWOM) among
the generations. It was found that there is a stronger correlation between SMMA and consumer response for
Generation Y than for Generation Z. Therefore, building a strong relationship with Generation Y to draw more
customers from them via social media is suggested. CSR is composed of 3 pillars: economic, social and
environmental. Sustainable products could also have these attributes, and their preferences could differ across
generations. Krippes et al. (2024) reported that the impact of environmentally sustainable product attributes
(e.g., reducing waste) is stronger than the impact of socially sustainable product attributes (e.g., healthy work
conditions, fair competition). In this contribution, discussions are focused on the fashion industry. According
to the results of the comparison (X and Y), new results (Y and Z) will be set for future research tasks.

3. Methodology and research methods. On the basis of the previous research outputs of Bevan-Dye &
Motaung (2023), Peiris & Herath (2023), and Krippes et al. (2024) and the theoretical background of some
sustainable fashion trends, the aims of this paper, questions in the questionnaire and research hypotheses, were
formulated. The aim of the paper is to analyse sustainable buying behaviour within Generations X and Y.
Partial objectives based on the main aim include the following:

o identify the main trends in sustainable buying behaviour from professional literature, scientific journals
indexed in WOS and Scopus, and websites;

e creation of a questionnaire through Google Forms;
selection of respondents from generations X and Y in the territory of the Slovak Republic;
distribution of questionnaires via e-mails and social networks (Facebook and LinkedIn);
analysis of respondents’ answers through methods of descriptive statistics (number and percentage);
evaluation of research hypotheses via methods of inductive statistics;
conclusion, suggestions, limitations, and potential extensions of the research.

Among the general research methods, the historical-logical method (in the theoretical background, e.g.,
development of the CSR and generation theory), including analysis (answers of respondents), synthesis
(conclusions and recommendations), and comparison (between generations), was used. Among the specialised
research methods were methods of descriptive statistics (absolute and relative abundance) and methods of
inductive statistics (x 2 TEST with 2 independent variables - Generation X and Y) implemented in the SPSS
program.

The questionnaire was distributed to 450 respondents (213 from Generation X and 237 from Generation
Y). Data collection was performed from 10th April 2024 to 31st May 2024. It was completed by 139
respondents, with a total return rate of 55.60% (64 from Generation X — 30.05% and 75 from Generation Y —
31.65%). The questionnaire contained 11 questions. The identification questions were related to belonging to
Generation X or Y, gender, and income. Furthermore, the research focused on the comparison of shopping
places, types of clothes, buying factors, buying frequency, and awareness of sustainable trends.

The authors evaluated the last 3 questions not only via descriptive statistics methods but also via inductive
statistics (hypothesis testing) and investigated the use of specific sustainable trends, the degree of influence
of sustainable trends on purchasing behaviour, and the degree of rationality in purchasing clothing.
Hypotheses were tested via the x2 test at a significance level of 0.05, with a focus on the interrelationships
between the following:
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o the correlation between the use of sustainable trends and belonging to a specific generation (H1.0,
H1.1);

o the correlation between the degree of influence of sustainable trends on buying behaviour and belonging
to a specific generation (H2.0, H2.1);

o the correlation between the degree of rationality when buying clothes and belonging to a specific
generation (H2.0, H2.1).

An overview of the confirmed and rejected hypotheses can be found in the summary table with the
corresponding p values, followed by a comparison of the hypotheses with those of previous research. This
paper concludes with a summary of the most important findings, suggestions for raising awareness of
sustainable fashion, research limitations, and potential extensions.

4. Results. In this part, the authors devoted themselves to analysing the results obtained through a
questionnaire in the Google Forms application. A total of 139 respondents answered the questionnaire, of
whom 64 were from Generation X (people born in the years 1965--1980) and 75 were from Generation Y
(people born in the years 1981--1996). Most of the answers were filled in by women (96 respondents), but a
sufficient number of men (43 respondents) also participated, which demonstrated the different buying habits
of men and women. The third question was about the monthly income of individual respondents, which has a
fundamental influence on the purchase of clothing and the options that respondents have in the context of the
purchase. In our survey, in Generation X, the most common average income was between €1101 and €1500,
and in Generation Y, the most common average income was € 801--1100, which means that the respondents
have sufficient funds to buy better and thus more expensive clothes. Generation X workers are active in the
labour market longer, and therefore, their monthly income is higher than that of Generation Y workers.

Table 1. Income of generations

Net income Generation X Percentage Generation Y Percentage
to 800 15 24.00% 16 23.00%
801 - 1100 18 29.00% 21 30.00%
1101 - 1500 20 32.00% 16 23.00%
over 1500 10 16.00% 18 25.00%

Sources: developed by the authors.

The fourth question aimed to determine in which types of stores the respondents shop most often. In both
generations, the authors found from the questionnaire that most of the shopping is done in fashion chains,
such as Sinsay, Reserved, or Mohito, up to 42%. The second most frequent answer was business chains, such
as Tesco or Lidl, accounting for 23%, and the second-hand option was the third most frequent answer,
contributing to 19%. Notably, there was a much greater number of responses from Generation Y, exactly 22,
than from Generation X, where only 8 respondents shop second-hand. The difference between Generations X
and Y was even in terms of local stores in a sustainable fashion, which is not preferred by Generation X at all
(0 responses). This indicates that Generation X makes more use of commercial stores and fast fashion than
Generation Y does. The higher income of Generation X is also related to more expensive stores (boutiques
and tailoring workshops). A small difference can also be seen in purchases on the internet, where the younger
Generation Y buys more (up to 6 respondents) than Generation X does (only 3 respondents).

Table 2. Preference of stores by generation

Type of store Number Percentage Generation X Generation Y
fashion chains 92 42.00% 36 56
fashion boutiques 13 6.00% 6 5
tailoring workshops 4 2.00% 2 1
business chains 50 23.00% 24 24
seconhand 41 19.00% 8 22
eshops 10 5.00% 3 6
local shops 3 1.00% 0 3
sports shops 4 2.00% 2 2

Source: developed by the authors.

In the next question, the authors focused on the products that are bought by the respondents of Generations
X and Y. The most frequently purchased products include clothes and shoes in both generations. However,
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sportswear is also bought quite often, which is a very specific category, because it is made of functional
materials and cannot be easily replaced. In the responses between generations, it can be concluded that
although Generation Y buys more, Generation X buys more formal wear than Generation Y does.

Table 3. Preference for clothes by generation

Type of clothes Number Percentage Generation X Generation Y
casual clothes 115 82,70% 31 66
sports clothes 35 25,20% 13 22
event (formal) clothes 12 8,60% 8 3
shoes 49 35,30% 19 29
work clothes 1 0,70% 1 0

Sources: developed by the authors.

The authors subsequently asked the respondents what factors influence their decision of whether to buy
the product or not. Together, as well as separately in the individual categories, the most important factor
driving the purchase decision is the material of the given garment (product) and the price. The brand was also
an important factor for buying, and Generation Y reported it as more important than Generation X did, as was
the case with sustainability. In terms of the sustainability factor, however, there is a more significant difference
between Generations X and Y, where Generation Y’s responses (17) are almost threefold different from those
of Generation X (6). The table shows that factors such as sustainability, appearance, or purpose are not
important for most respondents.

Table 4. Preference of choosing factors of clothes by generation

Factor Number Percentage Generation X GenerationY
mark 36 25.90% 14 23
material 101 72.70% 35 48
price 101 72.70% 42 49
sustainability 25 18.00% 6 17
purpose 1 0.70% 0 0
sympathy 1 0.70% 0 1
appearance 1 0.70% 1 1

Sources: developed by the authors.

In regard to sustainable shopping, only where and why consumers shop is not important, but how often
they purchase also makes a difference. There is a difference between buying a cheap dress from AliExpress
once a year and buying many different types of clothes every week or month. Therefore, to answer this
guestion, the authors determined how often the respondents purchased. The most frequent answer was 2—-3
times a month, but just behind it was the answer that they buy only when necessary when the clothes are
ruined or worn out. The answer once a year also had a higher frequency, reflecting that almost 21.60% shop
only once a half year. There was no significant difference between Generations X and Y’; the only significant
difference was that the respondents of Generation X bought once a week, and up to 4 respondents bought once
a year. However, in Generation Y, these options were not indicated at all. Generation Y shops are generated
only when they are necessary more than Generation X. This can be related to reducing consumption and
sustainable behaviour.

Table 5. Frequency of clothing shopping by generation

Frequency Number Percentage Generation X GenerationY
once a week 1 0.70% 1 0
2-3 times a month 54 38.80% 21 23
once a half - year 30 21.60% 15 9
once a year 4 2.90% 4 0
only when it is necessary 50 36.00% 20 25

Sources: developed by the authors.

In the following 2 questions, the research focuses on sustainable trends. First, the authors asked
respondents if they knew at least one of the sustainable trends (swap, upcycling, patchwork, second hand,
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slow fashion). Forty-three percent of respondents from Generation X knew about them, whereas 58% of those
from Generation Y knew about them. In the following question, the authors investigated the use of these
trends. According to the answers, they reported that up to 36% do not use any sustainable trends, but using a
second-hand product was indicated by most of them in both generations, accounting for up to 41% of
respondents; swap was indicated by 18%, and slow fashion was indicated by 23.7%. In the comparison of
individual generations, there are more respondents who do not use any trend in Generation X, and in
Generation Y, almost twice the number of people (9) use secondhand in contrast to Generation X (4).
However, the authors found that many of the respondents did not use sustainable trends.

Table 6. Preference of sustainable trends by generation

Sustainable trend Number Percentage Generation X Generation Y
swap 25 18.00% 3 2
upcykeling 11 7.90% 2 0
patchwork 4 2.90% 1 1
seconhand 57 41.00% 4 9
slow fashion 33 23.70% 1 6
none 51 36.70% 18 16

Sources: developed by the authors.

In the last 2 questions, the authors asked respondents whether they are influenced by sustainable trends
and whether they behave rationally when buying clothes. With respect to the impact of sustainable trends from
guestion 11, 21 respondents from Generation X said that it does not affect them, and 19 answered yes. It
appears from the data that part of Generation X is influenced by these trends and that part is not. In Generation
Y, it was the other way around; 35 respondents indicated that it rather affects them, and 21 said that it rather
does not. However, the authors can also conclude that few of the respondents are influenced and that almost
the same proportion are not impacted by these trends. In both cases, some respondents were completely
influenced by these trends or not influenced at all. This is illustrated in Table 7.

Table 7. Influence of sustainable trends on generations

Influence of sustainable trends Generation X Generation Y
completely agree 5 12
rather agree 19 35
rather disagree 21 21
completely disagree 14 6

Sources: developed by the authors.

The degree of rationality of the respondents’ behavior when buying clothes can be seen in Table 8. The
majority of the respondents answered rather than agree in both generations. The option of completely agree
was also a frequent answer, but there were also a few respondents who rather disagreed that they would behave
rationally when shopping for clothes. However, in this answer, according to Table 8, Generation X chose this
option in a larger proportion. This means that Generation X behaves less rationally when buying and thinks
less about what they buy, where they buy it at what price, and whether they truly need it.

Table 8. Rational clothing shopping behaviour by generation

Rational behaviour Generation X Generation Y
completely agree 18 31
rather agree 31 39
rather disagree 11 5
completely disagree 0 1

Sources: developed by the authors.

From the above analysis of the questionnaire, it can be understood that both generations have some
information about sustainability and sustainable behaviour when buying clothes. However, from the studied
sample, Generation Y is visibly slightly better off, e.g., while responding to the question of whether they use
sustainable trends, whether they are aware of them, whether they are influenced by them, and how often they
shop, where Generation Y most often indicates the answer "only when necessary".
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The next step of the research was to determine the relationships between generations and the use of
sustainable trends, the influence of these trends, and the rationality of buying clothes. Thus, 3 hypotheses were
established (null and alternative):

e H1.0 The use of sustainable trends is not related to belonging to generations X and Y.

e H1.1 The use of sustainable trends is related to belonging to generations X and Y.

e H2.0 The degree of influence of sustainable trends on clothing shopping is not related to belonging to
generations X and Y.

e H2.1 The degree of influence of sustainable trends on clothing shopping is related to belonging to
generations X and Y.

e H3.0 The degree of rationality when buying clothes is not related to belonging to generations X and Y.

e H3.1 The degree of rationality when buying clothes is related to belonging to generations X and Y.

These hypotheses were tested at a significance level of 0.05 via the y 2 test in SPSS. If the p value was
greater than 0.05, the hypothesis was rejected, and if the p value was less than 0.05, the hypothesis was
confirmed. Among the established hypotheses, a connection was found only between the influence of
sustainable trends and belonging to generations X and Y (H2.1), which may be due to higher environmental
awareness and a greater influence of social networks and influencers on generation Y. A summary of
confirmed and rejected hypotheses can be found in Table 9.

Table 9. Research hypotheses

Null and alternative hypothesis Significance level p value
(x 2 TEST)
H1.0 The use of sustainable trends is not related to belonging to 0.05 0.188

generations X and Y.

H1.1 The use of sustainable trends is related to belonging to

generations X and Y.

H2.0 The degree of influence of sustainable trends on clothing 0.05 0.026
shopping is not related to belonging to generations X and Y.

H2.1 The degree of influence of sustainable trends on clothing

shopping is related to belonging to generations X and Y.

H3.0 The degree of rationality when buying clothes is not related 0.05 0.121
to belonging to generations X and Y.

H3.1 The degree of rationality when buying clothes is not related

to belonging to generations X and Y.

Sources: developed by the authors.

5. Discussion. Sustainable trends (second-hand, swap, and patchwork) are part of the circular economy,
which has been discussed in the research of Micko (2019), Shaukat et al. (2023) and Stefko et al. (2024).
Stefko & Steffek (2018) describe future perspectives of the slow fashion industry. They claim that the support
of networks serves as an indispensable tool for slow fashion designers, keeping them abreast of the
competition. Sustainable trends in the clothing industry have successfully reached the awareness of both
generations. However, the difference is in the approach and motivation to use these trends. Other research
endeavors of Araujo et al. (2022), Taborecka et al. (2023), and Deventer et al. (2022) focus on the gender
aspect within Generation Y. The present research is focused on performing a comparative analysis between
Generation X and Generation Y. According to descriptive analysis, Generation X prefers swapping and
upcycling, and Generation Y prefers second-hand and slow fashion products. Both generations are still
deficient in awareness of sustainable trends in comparison to populations abroad and more brands in fast
fashion chains. The confirmed hypothesis that “The degree of influence of sustainable trends on clothing
shopping is related to belonging to Generations X and Y" coincides with the results of previous research by
Bevan-Dye & Motaung (2023) and Peiris and Herath (2023), which reveals that generation Y is impacted by
influencer marketing on social networks. According to Krippes et al.’s (2024) research, for Generation Y, the
most important marketing communication is based on social sustainability (e.g., good work conditions for
fashion producers and the prohibition of child labour). Generation X prefers economic sustainability, safety,
material, and practical use of clothes, whereas younger Generation Z prefers more environmental
sustainability (e.g., alternative energy sources and zero waste). Nonetheless, this could be the subject of further
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research. The next hypothesis was related to the degree of rationality in fashion shopping behaviour. Limited
rationality in shopping is the subject of research in behavioural economics and neuromarketing (e.g.,
Lindstrom, 2010). Limited rationality could be connected with effects such as loss aversion, the framing effect,
the decoy effect, and the anchoring effect. On the basis of these research results, different age categories and
different markets are inferred.

6. Conclusions. The contribution was initially characterised by the clothing industry, which defined what
fast fashion is, described how it works, and ascertained whether it harms the environment and people living
on this planet and working in the clothing industry. Furthermore, it explained what slow fashion is, what
sustainability is, what sustainable trends are currently popular, and why they are worth following. In the last
part, the authors explained the concepts of Generations X and Y and described what is typical for them, how
they behave, and what determines their purchasing behaviour. For the theoretical analysis of sustainable
development, fast fashion, slow fashion, and generation differences in this study, professional books and
research articles indexed in WOS or Scopus were included. The results from research articles about generation
differences were used as the background for setting hypotheses.

In the analytical section, the responses of 139 participants from Generation X and Generation Y in the
Slovak Republic were analysed. The shopping behaviour of individuals from these generations was
subsequently compared and examined to determine whether their behaviour was rational. One of the most
interesting findings was that while some members of Generations X and Y engage in sustainable shopping
practices such as buying second-hand or swapping, the majority do not feel the impact of sustainable trends
and do not participate in them. On the basis of our findings, it is essential to emphasise the importance of
Generations X and Y being more conscious of sustainable trends and having access to more sustainable
opportunities. Our hypothesis tests confirmed only Hypothesis H2.1, which indicates that the impact of
sustainable trends on clothing shopping is linked to their categorisation as Generations X or Y. The research
results can be utilised to shape marketing communication strategies for fashion brands targeting Generations
Xand Y. In light of our confirmed hypothesis, the authors suggested that slow fashion brands in Slovak utilise
influencer marketing and eWOM marketing on social networks such as Instagram, TikTok, and Pinterest,
particularly because many slow fashion products are handmade.

Research results can have an impact on various stakeholders. The impact on slow fashion businesses,
consumers, and society has already been mentioned. Sustainability can be supported by the government and
the European Union with subsidies, grants, and reduced tax rates. Banks can support sustainability and eco-
innovations with better credit terms. For companies implementing eco-innovations in a slow fashion, new
possibilities for financing their projects, such as crowdfunding and venture capital, are available.

The most significant limitations of the research include the possible distortion of data because the years of
birth of generations X and Y are not defined identically in the professional literature and articles. Another
possible limitation is the subjective evaluation of the respondents' responses and the resulting cognitive
distortion, as these respondents consider their shopping behavior more moral and sustainable than reality does.

Shopping behaviour in the field of fashion (fast and slow) and the fashion industry is related to creative
industries. This is one way to expand further research on the concept of the creative economy. The creative
indices of individual nations are usually evaluated via the 3T index (technology, talent, tolerance) in the EU
through the modified Euro-Creativity Index. In addition, there are national modifications (e.g., SCI — Slovak
Creativity Index) and regional modifications for regional levels NUTS2 and NUTS3. There are 8 regions at
the NUTS3 level in Slovakia. According to previous research by Vrablikova (2024), only the Bratislava region
(capital city) achieves an above-average value of the creative index. It would be interesting to compare the
sustainable clothing buying behaviour between inhabitants of the Bratislava region and inhabitants of other
NUTS3 level regions that achieve lower values of the creative index. The authors found that both generations
approach clothing shopping with a certain amount of irrationality, which is considered a normal human feature
and the subject of behavioural economics research. In the future, investigating the differences in the
irrationality of these generations, e.g., in terms of loss aversion, the framing effect, etc., would be interesting.

Importantly, the current state of the environment is strongly influenced by the clothing industry. A large
amount of clothing is produced every day, almost half of which is not even sold. People buy cheap, low-
quality clothes that last only a few uses and then buy increasingly more in fashion and chain stores. The
original purpose of clothing was to protect the body; however, the purpose of clothing today is not only body
protection but also social status. Human civilisation wants to acquire a certain status of excellence in society.
Having many nice clothes, an expensive car, a new phone, luxury vacations, a large house, and a perfect body
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contributes to a perfectly consumerist society, which has suffered immensely from moral decay. Sustainable
shopping behaviour helps us eliminate this situation even if it does so partially.

Author Contributions: conceptualisation, L. S. and M. V.; methodology, M. V., I. U. and L. S.; software,
M. V. and L. S.; validation, M. V. and I. U.; formal analysis, M. V.; investigation, L. S. and M. V.; resources,
I. U, M. V. and M. K.; data curation, M. K. U.; writing — original draft preparation, I. U., M. K., L. S. and
M. V.; writing—review and editing, M. V.; visualisation, M. V.; supervision, M. V. and I. U.; funding
acquisition, 1. U.,, M. K. and M. V.

Conflicts of interest: The authors declare that they have no conflicts of interest.

Data availability statement: Not applicable.

Informed Consent Statement: Informed consent was obtained from all the subjects involved in the study.

References

1. Arajuo, M. K. F., Mesquita, R. F., Matos, F. R. N., & Sobreira, M. C. (2022). Fashion consumption practices of
millenials women: between fast and slow fashion. Revista de Administracdo da UFSM, 15(4), 615-633. [Google Scholar]
[CrossRef]

2. Astoul, E. (2024). What is a capsule wardrobe? Sustainably chic. [Link]

3. Aybar, S., & Cark, O. (2023). Paternalistic Leadership and Work Engagement in the Innovative Service Industry:
The Mediating Role of Psychological Contract. Marketing and Management of Innovations, 14(4), 32-47. [Google
Scholar] [CrossRef]

4. Bang, H., & DeLong, M. (2022). Everyday Creativity Practiced through a Capsule Wardrobe. Sustainability, 14
(4), 2092. [Google Scholar] [CrossRef]

5. Bardey, A., Booth, M., Heger, G., & Larsson, J. (2022). Finding yourself in your wardrobe: An exploratory study
of lived experiences with a capsule wardrobe. International Journal of Market Research, 64(1), 113-131. [Google
Scholar] [CrossRef]

6. Bevan-Dye, A., & Motaung, L. G. (2023). Ascertaining the antecedents of Generation Y consumers’ perceived
utility of celebrity influencers’ fashion content on Instagram and consequent fashion brand predispositions and purchase
intentions. Innovative Marketing, 19(4), 81. [Google Scholar] [CrossRef]

7. Bosak, M. & Surgentova, D. (2023). Textilny priemysel a greenwashing, Business revue, 22 (2), 46-54. [Link]

8. Bowen, H. R. (2013). Social responsibilities of the businessman. lowa, Univesity of lowa Press. [Google Scholar]

9. Brewer, M. K. (2019). Slow Fashion in a Fast Fashion World: Promoting Sustainability and Responsibility.
Laws 2019, 8(4), 24.[Google Scholar] [CrossRe]

10.Buckova, J., Ubreziova, I., & Przyluska-Schmitt, J. (2022). Sustainability as part of a knowledge-based
organizational culture. Lucrari stiintifice, Seria 1, 24 (1), 27-32. [Google Scholar

11.Burgiel, A., & Sowa, I. (2017). New consumer trends adoption by generations X and Y - comparative analysis.
Zeszyty Naukowe Szkoly Gtéwnej Gospodarstwa Wiejskiego. Ekonomika i Organizacja Gospodarki Zywnosciowej, 117,
61-74. [Google Scholar] [CrossRef]

12.Chen, J., Cheng, J., & Dai., S. (2017). Regional eco-innovation in China: An analysis of eco-innovation levels
and influencing factors. Journal of Cleaner Production 153, 1-14. [Google Scholar] [CrossRef]

13. Cirkularna ekonomika. (2024). Institut cirkularnej ekonomiky. [Link]

14. Dankova, L. (2018). Generacie X, Y, Z an ich spravanie sa na trhu prace. Manazment v tedrii a praxi, 14 (2), 27-
36. [Google Scholar

15. Deventer, M., Mangezi, T. & Bevan-Dye, A. L. (2022). Factors influencing Generation Y male students' fashion
leadership: A marketing case. Innovative Marketing, 18(3), 170-180, [Google Scholar] [CrossRef]

16.Domingos, V., Vale, T. V. & Faria, S. (2022). Slow Fashion Consumer Behavior: A Literature Review.
Sustainability, 14 (5), 2860. [Google Scholar] [CrossRef]

17.Droppa, M., Lysa, L., Budaj P. & Szitova, M. (2017). Career Counselling as a Tool for Successful
Implementation of Managerial Competencies of Secondary School Graduates in the Slovak Republic. TEM Journal, 6
(4), 726-731. [Google Scholar] [CrossRef]

18.ECO HERO. (2021). Udrzatelna moda: Vyber si zo slow fashion znaciek. ECO HERO za nasu planetu. [Link]

19.Fan, Y. (2018). Buying Behaviors of Generation X Women on Fast Fashion Products: A Mixed Methods Study.
Textile, Merchandising, and Fashion Design: Dissertations, Theses, & Student Research. [Link]

20. Fast Fashion (2021). Fast fashion: Co je to rychla moda a preco ju musime porazit. ECO HERO za nasu planetu.
[Link]

21. Ferraro, C., Sands, S., & Brace-Govan, J. (2016). The role of fashionability in second-hand shopping motivations.
Journal of Retailing and Consumer Services, 32, 262-268. [Google Scholar] [CrossRef]

22.Glogaza, J. (2021). Slow Fashion. Modni revoluce. Praha, Grada Publishing a.s., 2021. [Link]

23. Goloshchapova, I., Poon, S. H., Prichard, M., & Reed, P. (2019). Corporate social responsibility reports: topic
analysis and big data approach. European Journal of finance, 25 (17) 1637-1654. [Google Scholar] [CrossRef]

163


https://www.researchgate.net/publication/366396861_Fashion_consumption_practices_of_millennials_women_between_fast_and_slow_fashion?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/publication/366396861_Fashion_consumption_practices_of_millennials_women_between_fast_and_slow_fashion?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/journal/Revista-de-Administracao-da-UFSM-1983-4659?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Fashion+consumption+practices+of+millennials+women%3A+between+fast+and+slow+fashion&btnG=
https://doi.org/10.5902/1983465970206
https://www.sustainably-chic.com/blog/what-is-a-capsule-wardrobe
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&as_vis=1&q=Paternalistic+Leadership+and+Work+Engagement+in+the+Innovative+Service+Industry%3A+The+Mediating+Role+of+Psychological+Contract&btnG=
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&as_vis=1&q=Paternalistic+Leadership+and+Work+Engagement+in+the+Innovative+Service+Industry%3A+The+Mediating+Role+of+Psychological+Contract&btnG=
https://doi.org/10.21272/mmi.2023.4-03
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Everyday+Creativity+Practiced+through+a+Capsule+Wardrobe&btnG=
https://doi.org/10.3390/su14042092
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Finding+yourself+in+your+wardrobe%3A+An+exploratory+study+of+lived+experiences+with+a+capsule+wardrobe&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Finding+yourself+in+your+wardrobe%3A+An+exploratory+study+of+lived+experiences+with+a+capsule+wardrobe&btnG=
https://doi.org/10.1177/1470785321993743
https://scholar.google.com/scholar?cluster=13479343777910778484&hl=sk&as_sdt=0,5
http://dx.doi.org/10.21511/im.19(4).2023.07
https://sekarl.euba.sk/arl-eu/en/detail-eu_un_cat-0298471-Textilny-priemysel-a-greenwashing/?disprec=5&iset=1
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=bowen+Social+responsibilities+of+the+businessman&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=fash+fashion+slow+fashion+brewer&btnG=
https://doi.org/10.3390/laws8040024
https://www.cabidigitallibrary.org/doi/full/10.5555/20220355079
https://www.cabidigitallibrary.org/doi/full/10.5555/20220355079
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=SUSTAINABILITY+AS+PART+OF+A+KNOWLEDGE-BASED+ORGANIZATIONAL+CULTURE&btnG=
https://agro.icm.edu.pl/agro/element/bwmeta1.element.agro-journal-70bb2125-04ad-486f-9f44-6dfce46b6300
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=New+consumer+trends+adoption+by+generations+X+and+Y+-+comparative+analysis&btnG=
https://doi.org/10.22630/EIOGZ.2017.117.5
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Regional+eco-innovation+in+China%3A+An+analysis+of+eco-innovation+levels+and+influencing+factors.&btnG=
https://doi.org/10.1016/J.JCLEPRO.2017.03.141
https://www.incien.sk/cirkularna-ekonomika
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=GENER%C3%81CIE+X%2C+Y%2C+Z+A+ICH+SPR%C3%81VANIE+SA+NA+TRHU+PR%C3%81CE&btnG=
https://www.researchgate.net/publication/363864031_Factors_influencing_Generation_Y_male_students'_fashion_leadership_A_marketing_case_Innovative_Marketing?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/publication/363864031_Factors_influencing_Generation_Y_male_students'_fashion_leadership_A_marketing_case_Innovative_Marketing?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Factors+influencing+Generation+Y+male+students%27+fashion+leadership%3A+A+marketing+case.+Innovative+Marketing&btnG=
https://doi.org/10.21511/im.18(3).2022.15
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=slow+fashion+domingos+vale+faria&btnG=
https://doi.org/10.3390/su14052860
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Career+Counseling+as+a+Tool+for+Successful+Implementation+of+Managerial+Competencies+of+Secondary+School+Graduates+in+the+Slovak+Republic&btnG=
https://doi.org/10.18421/TEM64-11
https://ecohero.sk/kde-mozes-nakupit-udrzatelnu-modu/#a-heavenly
https://digitalcommons.unl.edu/cgi/viewcontent.cgi?article=1012&context=textilesdiss
https://digitalcommons.unl.edu/textilesdiss/11/
https://ecohero.sk/rychla-moda/
https://www.sciencedirect.com/journal/journal-of-retailing-and-consumer-services
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+role+of+fashionability+in+second-hand+shopping+motivations&btnG=
https://doi.org/10.1016/j.jretconser.2016.07.006
https://www.martinus.sk/710281-slow-fashion/e-kniha
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=Corporate+social+responsibility+reports%3A+topic+analysis+and+big+data+approach&btnG=
https://doi.org/10.1080/1351847X.2019.1572637

Marketing and Management of Innovations, 15(3), 2024

24.Gunay, I., & Korkmaz, A. C. (2024). Innovative leadership characteristics of Generation X and Y nurses: A
cross-sectional study. Nursing and Health Sciences, 26(1), 1 -12. [Google Scholar] [CrossRe]

25.Hambalkova, M., & Lusnakova, Z. (2012). Manazment obchodnej firmy. Nitra, Slovenska polnohospodarska
univerzita. [Google Scholar]

26. Hatammimi, J., Shariff, O. O., Prasetyo, F. A. & Djadjasudarma, A. D. (2024). Improving corporate innovation
culture in a state-owned enterprise. Polish Journal of Management Studies, 29 (1), 144-160. [Google Scholar]

[CrossRef]
27.Hoskins, T. (2014). Cotton production linked to images of the dried up Aral Sea basin. [online]. The Guardian.

2014. [Link]

28.Huang, F., & Wong, V. Ch. (2024). From Second-Hand to Third-Hand: Reuse and Resale Cycle. Journal of
Consumer Research 51(1), 104-113. [Google Scholar] [CrossRef]

29.1UCN (2024). UN Sustainable Development Goals. [Link]

30. Ivanicka, K. (2014). Trvala udrzatelnost inovacii v rozvoji Slovenska. Bratislava, Wolters Kluwer. [Google
Scholar]

31.Jorgenson, E. (2022). Almanach Navala Ravikanta. Ako zbohatnut a byt stastny. Bratislava, Bajkal. [Link]

32. Karim, N. A., Setiawan, M., & Azhana, F. T. I. (2024). Slow Fashion: Between Environment Sustainability and
Business Sustainability. IOP Conference Series Earth and Environmental Science, 1324(1):012068. [Google Scholar]
[CrossRef]

33. Kloudova, J., & Chwaszcz, O. (2014). The analysis of the creative industry linked in connection with the economic
development. E&M Economics and Management, 14 (1), 32-42. [Google Scholar] [CrossRef]

34.Kotler, P., & Keller, K. L. (2007). Marketing management. Praha, Grada Publishing. [Google Scholar]

35.Krahn, H. J., & Galambos, N. L. (2014). Work values and beliefs of ‘Generation X’ and ‘Generation Y’. Journal
of Youth Studies, 17 (1), 92 -112. [Google Scholar] [CrossRef]

36. Krippes, M., Najmaei, M., & Wach, K. (2024). The impact of sustainable product attributes on the consumer
behaviour of Generation Z in Germany. Polish Journal of Management Studies, 29 (2), 346-364. [Google Scholar]
[CrossRef]

37.Kurnaz, A. (2023). The Effect of Fear of Covid-19 on Luxury Consumption Tendency and the Role of
Materialism. Marketing and Management of Innovations, 3, 72-84.[Google Scholar] [CrossRef]

38. Lindstrom, M. (2010). Buyology: Truth and Lies about Why We Buy. Broadway Books. [Link]

39.Loucanova, E., Kaputa, V., & Olsiakova, M. (2023). Perception of Eco-innovation Based on Educational
Attainment. European Management Studies, 2023(2), 103-121. [Google Scholar]

40. Luptakova, M. (2020). Textilny a odevny priemysel: problemy a riesenia. Bratislava, Platforma rozvojovych
organizaacii — Ambrela. [Link]

41. Madzik, P., Falat, L., Yadav, N., Lizarelli, F. L., & Carnogursky, K. (2024). Exploring uncharted territories of
sustainable manufacturing: A cutting-edge Al approach to uncover hidden research avenues in green innovations.
Journal of Innovation & Knowledge, 9 (3), 100498. [Google Scholar] [CrossRef]

42. Madzik, P., Pitekova, J., & Dankova, A. (2015). Standard of Living as a Factor of Countries' Competitiveness.
Procedia: Economics and Finance, International Scientific Conference: Business Economics And Management (BEM
2015), 34, 500-507. [Google Scholar] [CrossRef]

43. Mango Fashion Group (2024). [Link]

44, Martinez, G. N., Cruz, M. A. M, Pichardo, M. Ch., Martinez, A. T., & Resendiz, T. A. (2024). Comparative
analysis: sustainable fashion vs. fast fashion. Revista Amazonia Investiga, 13(77), 9-19.[Google Scholar] [CrossRef]

45. Maxton, G., Austen, F., & Urmner, M. (2020). Nudzovy stav globalnej klimy. RieSenia pre lepsi svet. Banska
Bystrica, PRO s.r.o0. [Link]

46. Mayangsari, R. E., Nawangsari, L., & Sutawidjaya, A. H. (2021). Employee Green Behavior on Generation X
and Y Millennial. International Review of Management and Marketing, 11 (4), 38 — 48. [Google Scholar] [CrossRef]

47.McDonald, A., & Niciolli T. (2023). What is fast fashion, and why is it so controversial? CNN. [Link]

48. Micko, P. (2019). Cirkularny design a metddy poznavania. Medium [online]. (accessed 2023-03-29). [Link]

49. Nguyen, T. (2020). Fast fashion explained. VOX. [Link]

50. Omelchenko, E. (2024). Forgotten Generation X. A Retrospective Look from the Future, Inter, 16(2), 10-28.
[Link]

51.Peiris, D. P. M. S. M., & Herath, H. H. N. M. (2023). Relationship between Social Media Marketing Activities
and Consumer Response: A Comparative Study between Generations Y and Z with Reference to Retail Fashion Wear.
Wayamba Journal of Management, 14(2), 119-137. [Google Scholar] [CrossRef]

52. Robertson, L. (2024). How ethical is HM? [Link]

53. Santoso, S. (2024). Consumer Behaviour: Impact of Social and Environmental Sustainability. Marketing and
management of innovations 15(1), pp. 229-240. [Google Scholar] [CrossRef]

54. Shaukat, F., Zaman, H. M. F., Nguyen, T. T. N., & Souvanhxay, P. (2023) The Interplay of Eco-Innovation and
Market Uncertainty on Green Marketing Orientation and Business Performance. Marketing and Management of
Innovations, 14(4), 48-68. [Google Scholar] [CrossRef]

164


https://www.researchgate.net/journal/Nursing-and-Health-Sciences-1442-2018?_sg=CbovmuFjeV-97CHSdz_4fvSwkVRp5MUBrGjSc8hp6QS78OL3s4LtwS4VCSMEz6F4r2tkPz9awLz-jwBEeiVB0DTO5HWxOA.z9cTlK98hFHlnons9gIz_9Weqqz_9MyIuSuSN5pDZQjYg7WBnrYiWYbRuOPz2bCTTSkR5JkELYev7PeO94X6AA&_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Innovative+leadership+characteristics+of+Generation+X+and+Y+nurses%3A+A+cross%E2%80%90sectional+study&btnG=
https://doi.org/10.1111/nhs.13101
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=hamb%C3%A1lkov%C3%A1+mana%C5%BEment+obchodnej+firmy+&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=IMPROVING+CORPORATE+INNOVATION+CULTURE+IN+A+STATE-OWNED+ENTERPRISE&btnG=
https://doi.org/10.17512/pjms.2024.29.1.09
https://www.theguardian.com/sustainable-business/sustainable-fashion-blog/2014/oct/01/cotton-production-linked-to-images-of-the-dried-up-aral-sea-basin
https://www.researchgate.net/journal/Journal-of-Consumer-Research-1537-5277?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://www.researchgate.net/journal/Journal-of-Consumer-Research-1537-5277?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=From+Second-Hand+to+Third-Hand%3A+Reuse+and+Resale+Cycl&btnG=
https://doi.org/10.1093/jcr/ucad042
https://www.iucn.org/our-work/informing-policy/international-policy/un-sustainable-development-goals
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=ivani%C4%8Dka+2014+Trval%C3%A1+udr%C5%BEate%C4%BEnos%C5%A5+inov%C3%A1ci%C3%AD+v+rozvoji+Slovenska&btnG=
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=ivani%C4%8Dka+2014+Trval%C3%A1+udr%C5%BEate%C4%BEnos%C5%A5+inov%C3%A1ci%C3%AD+v+rozvoji+Slovenska&btnG=
https://www.martinus.sk/113-almanach-navala-ravikanta/kniha
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Slow+Fashion%3A+Between+Environment+Sustainability+and+Business+Sustainability&btnG=
https://doi.org/10.1088/1755-1315/1324/1/012068
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=The+analysis+of+the+creative+industry+linked+in+connection+with+the+economic+development&btnG=
https://doi.org/10.15240/tul/001/2014-1-003
https://scholar.google.sk/scholar?hl=sk&as_sdt=0%2C5&q=kotler+keller+marketing+management+&btnG=
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Work+values+and+beliefs+of+%27Generation+X%27and+%27Generation+Y%27&btnG=
https://doi.org/10.1080/13676261.2013.815701
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+impact+of+sustainable+product+attributes+on+the+consumer+behaviour+of+Generation+Z+in+Germany.&btnG=
https://doi.org/10.17512/pjms.2024.29.2.18
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=4.+Kurnaz%2C+A.+%282023%29.+The+Effect+of+Fear+of+Covid-19+on+Luxury+Consumption+Tendency+and+the+Role+of+Materialism.+Marketing+and+Management+of+Innovations%2C+3%2C+72%E2%80%9384.+https%3A%2F%2Fdoi.org%2F10.21272%2Fmmi.2023.3-07&btnG=
https://doi.org/10.21272/mmi.2023.3-07
https://www.goodreads.com/book/show/2848658-buyology
https://www.researchgate.net/journal/European-Management-Studies-2956-7602?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJwcm9maWxlIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Perception+of+Eco-innovation+Based+on+Educational+Attainment&btnG=
https://www.prohuman.sk/files/Ambrela_Textilny_a_odevny_priemysel_2020.pdf
https://www.sciencedirect.com/journal/journal-of-innovation-and-knowledge
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Exploring+uncharted+territories+of+sustainable+manufacturing%3A+A+cutting-edge+AI+approach+to+uncover+hidden+research+avenues+in+green+innovations&btnG=
https://doi.org/10.1016/j.jik.2024.100498
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=19.%09Madz%C3%ADk%2C+P.%2C+Pitekov%C3%A1%2C+J.+%26++Da%C5%88kov%C3%A1%2C+A.+%282015%29.+Standard+of+Living+as+a+Factor+of+Countries%27+Competitiveness&btnG=
https://doi.org/10.1016/S2212-5671(15)01660-3
https://www.mangofashiongroup.com/en/w/mango-bate-r%C3%A9cord-de-ventas-en-2023-y-presenta-un-nuevo-plan-estrat%C3%A9gico-para-superar-los-4.000-millones-en-2026
https://www.researchgate.net/journal/Revista-Amazonia-Investiga-2322-6307?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Comparative+analysis%3A+sustainable+fashion+vs.+fast+fashion&btnG=
https://doi.org/10.34069/AI/2024.77.05.1
https://www.databazeknih.cz/prehled-knihy/nudzovy-stav-globalnej-klimy-riesenia-pre-lepsi-svet-450849
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Employee+Green+Behavior+on+Generation+X+and+Y+Millennial.+&btnG=
https://doi.org/10.32479/irmm.11633
https://edition.cnn.com/style/what-is-fast-fashion-sustainable-fashion/index.html
https://medium.com/design-kisk/cirkul%C3%A1rny-design-a-met%C3%B3dy-pozn%C3%A1vania-68cdb02675de
https://www.vox.com/the-goods/2020/2/3/21080364/fast-fashion-h-and-m-zara
https://www.researchgate.net/journal/Inter-2687-0401?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoicHVibGljYXRpb24iLCJwcmV2aW91c1BhZ2UiOiJzZWFyY2giLCJwb3NpdGlvbiI6InBhZ2VIZWFkZXIifX0
https://www.inter-fnisc.ru/index.php/inter/article/view/6006
https://www.researchgate.net/publication/378955183_Relationship_between_Social_Media_Marketing_Activities_and_Consumer_Response_A_Comparative_Study_between_Generations_Y_and_Z_with_Reference_to_Retail_Fashion_Wear?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/publication/378955183_Relationship_between_Social_Media_Marketing_Activities_and_Consumer_Response_A_Comparative_Study_between_Generations_Y_and_Z_with_Reference_to_Retail_Fashion_Wear?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InByb2ZpbGUiLCJwYWdlIjoic2VhcmNoIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=Relationship+between+Social+Media+Marketing+Activities+and+Consumer+Response%3A+A+Comparative+Study+between+Generations+Y+and+Z+with+Reference+to+Retail+Fashion+Wear&btnG=
https://doi.org/10.4038/wjm.v14i2.7610
https://goodonyou.eco/how-ethical-is-hm/
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=19.%09Santoso%2C+S.+%282024%29.+Consumer+Behaviour%3A+Impact+of+Social+and+Environmental+Sustainability.+&btnG=
https://doi.org/10.21272/mmi.2%20024.1-17
https://scholar.google.com/scholar?hl=sk&as_sdt=0%2C5&q=The+Interplay+of+Eco-Innovation+and+Market+Uncertainty+on+Green+Marketing+Orientation+and+Business+Performance&btnG=
https://doi.org/10.21272/mmi.2%20024.1-17

Marketing and Management of Innovations, 15(3), 2024

55.Solino, J. L. S., Teixeira, B. M. L., & Dantas, . J. M. (2020). The sustainability in fashion: a systematic literature
review on slow fashion. International Journal for Innovation Education and Research, 8 (10), 164-202. [Google
Scholar] [CrossRef]

56. Srivastava, M., & Banerjee, P. (2016). Understanding gen y: The motivations, values and beliefs. Journal of
Management Research, 16 (3), 148-164. [Google Scholar]

57. Stefko, R., & Steffek, V. (2018). Key Issues in Slow Fashion: Current Challenges and Future Perspectives.
Sustainability, 10 (7). [Google Scholar] [CrossRef]

58. Stefko, R., Chovancova, J., Huttmanova, E., Rovnak, M., & Fedorko, R. (2024). Management of circular
economy processes in the production of noise barriers: pathways to sustainability and innovation. Polish Journal of
Management Studies, 29 (1), 319-334. [Google Scholar] [CrossRef]

59. Taborecka, J., Rajic, T., Vinczeova, M., & Kaputa, V. (2023). Attitudes and Actual Buying Behaviour of
Sustainable Clothes from the Perspective of Female Generations in Slovakia. Marketing and Management of
Innovations, 14(3), 125-133. [Google Scholar] [CrossRef]

60. Thomasova, D. (2020). Vlada mody. Cena rychle mody a budoucnost obleceni. Brno, Host. [Link]

61. Ubreziova, 1., Filova, A., Moravcikova, K., & Ubreziova, A. (2015). Spolocenska zodpovednost podnikov SR v
kontexte internacionalizacie podnikania. Nitra, SPU. [Google Scholar]

62. Vrablikova, M. (2024). Viacurovnovy pristup k manazmentu kreativneho potencialu v podniku a v regione,
Ruzomberok, Verbum

63. Vrablikova, M., & Ubreziova, I. (2023). Teoreticky prehlad vyskumu manazmentu kreativneho potencialu a
kvality zivota. Reflexie: Kompendium teorie a praxe podnikania, 7 (1), 7-20.[Google Scholar]

64. Weerasinghe, 1. (2023). Spravanie spotrebitelov generacie X a generacie Y. Linkedin. [Link]

65. Weinstein, J. (2014). Reframe, Reuse, and Re-Style: (De)Constructing the Sustainable Second-Hand Consumer,
Wesleyan University, Middletown, Connecticut. [Google Scholar]

66. Wheelan, Ch. (2012). Odhalena ekonomia. Bratislava, Kalligram. [Google Scholar]

67. Wilson-Powell, G. (2021). Zijeme zodpovedne? Odpovede na nase kazdodenne EKODILEMY . Nitra, Barecz &
Conrad Media s.r.o. [Link]

68. Zagata, L., Sutherland, L. A., Hrabak, J., & Lostak, M. (2020). Mobilising the Past: Towards a Conceptualisation
of Retro-Innovation. Sociologia Ruralis, 60(3). [Google Scholar] [CrossRef]

Buoip onsary nokosinasavu X Ta Y 3 orjIsly Ha IPHHIUIM CTAJIOT0 PO3BUTKY

Mapist Bpa6aikoBa, Karonupkuii yHiBepcureT y Pyxxombepoky, CiioBauyunna

IBeta Yope3ioBa, Katommnpkuii yHiBepcureT y Pysxombepoxy, CiroBayunna

Mupociaasa Kydiukosa, Karommupkuii yHiBepcureT y Pysxombepoky, CrioBaudnHa

Jliniana IlIxkomoBa, YuiBepcurer Mates bena, banceka buctpursa, CnopagurnHa

VY cTaTTi JOCTIKYETHCS CIIOKUBYA TIOBEAIHKA TIOKOIiHE X Ta Y MPH KyMiBIIi OJATY 3 YpaxXyBaHHSM IPUHIIAIIB CTAaJIOTO
PO3BUTKY. MeTO0 JOCIIIKEHHS € aHalli3 KIFOYOBHUX OCOONHMBOCTEH Ili€i MOBEIIHKH Ta HATaHHS PEKOMEHIALIN 100
MapKEeTHHTOBHX 3aXOMiB IS KOMIaHii y cdepi momu. Teopernmuna Oa3za IOCHTIIKEHHS CIHPAETHCS HAa HAYKOBI
ny6Onikanii, iHnexcoBani y WOS Ta SCOpUS, a Takox mKepena, 110 BUCBITIIIOIOTH OCHOBHI TEHJICHIIT Y KOPIOpaTHBHii
COITIVIbHIM BiAMOBIAAILHOCTI, CTAJIOMY PO3BUTKY Ta CHOKMBYHMX YMOAOOAHHSAX B iHAYCTpii Momu. MeTomosoris
JIOCITI/PKEHHST OXOIUTIOBAJIa KiJIbKa €TaIliB: CTBOPEHHS aHKeTH, BHOIp pecronaeHTiB nokoiinusa X ta Y y CiioBaupbkiii
PecmyGuini, 0OpoOKy BiIIOBiZeH 3a TOMOMOTOI0 OMHCOBOI CTATUCTHKU Ta MEPEBIPKY TiMOTE3 METOJAMH 1HIYKTHBHOT
CTaTUCTUKH. AHKeTa ckiananacs 3 11 nurans i Oyna 3anoBHeHa 139 pecrioHieHTaMHU. AHKETH BKITIOYAIa MUTaHHS MO0
inenTH(ikamii MOKOJIHHA, CTaTi, JOXOJY PECIIOHACHTIB, a TaKOX MICIb NOKYIOK, THUIIB OJsry, (GakropiB BHOOpY,
YaCTOTH MOKYIIOK Ta PiBHS 0013HAHOCTI PO MPUHIIUITA CTAJIOTO PO3BUTKY. ['imore3un nociipkeHHs Oynu crpsMOBaHi Ha
BUBYCHHSI B3a€MO3B’SI3KYy MK TNPHUXWIBHICTIO O TPHHIMIIB CTAJOr0 PO3BHTKY Ta IPUHAIEKHICTIO O IIEBHOTO
TIOKOJIIHHS, BIUIMBY IIMX NPUHLMIIB HA CIIOXKHBYY IOBEIIHKY, a TAKOX PIBHS paliOHAILHOCTI MiJ yac BUOOPY OJATY.
PesynpraTi mokazanu, MO OpeHAW MOXYTh S(EKTHBHO BHKOPHCTOBYBaTH KoHUemuiro Slow fashion ta samyuarn
mokomHEA X Ta Y depe3 iH(IOCHCep-MapKETHHT Y COLIANbHUX Mepexax. OOMeKeHHs MOCTiKCHHS TOB's3aHi 3
PI3HUMH TiAXOJaMH JO BH3HAUYECHHS MeX TMOKONIHb (POKIB HApO/KEHHS) Ta MOXKIUBAMH KOTHITHBHUMH
YHEepeHKSHHSIMH PECIIOHICHTIB NMPHU 3alOBHEHHI aHKeT. [lomamnbiii JOCTIHKEHHS MOXYTh OYTH 30CEpeIKCeHI Ha
TOPIBHAHHI CMOXXMBYOI TOBEMIHKH B PETiOHAX i3 pPI3HUM piBHEM pPO3BUTKY KpEaTHBHUX IHAYCTpiH, a TaKoX Ha
JIOCTIKeHH] ippanioHaTbHAX YNHHHKIB, IO BIUTUBAIOTH HA CII0KHUBYI PIlIEHH:, B KOHTEKCTI TIOBEAIHKOBOi EKOHOMIKH.
JocaimkeHHs poOUTs BarOMHil BHECOK Y PO3BHTOK €KOHOMIKH, 30€pe)KeHHS TOBKULIS Ta MOKPAIICHHS CYCIIBHOTO
Onaromnoyyusi.

KarouoBi cioBa: criokuBYa NOBe/AiHKA; IHIYCTpis OAATY; IIBUJAKA MOJA; IOKOJIHHSI;, MapKETHHI; MOBLIbHA MOJa;
CTaJIuil PO3BUTOK.
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