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Abstract: Mainstream economics sees the solution to the problem of exploitative use of limited natural resources in a 

properly functioning price system. The price mechanism thus works on the principle of scarcity: if a natural resource 

becomes scarce, it is used less (higher demand causes an increase in the price of the resource). This argumentation is 

subject to the fulfilment of one condition: the price mechanism must work properly. The criticism of mainstream 

economics lies in the fact that the global market still offers producers locations with attractive input prices. This is how 

we achieve global economic growth but also an enormous increase in environmental problems. 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. Consumers, with their decision-making power and choices, can be a part of a 

solution, but it is necessary to know their behaviour. The aim of the paper was to examine whether there exist differences 

among four female generational cohorts in Slovakia regarding their attitudes towards sustainable clothes and their real 

purchase behaviour. The questionnaire survey on the sample of n = 428 respondents was used as a method of data 

collection. One-way ANOVA was used to determine differences between all age groups. A Tukey post hoc test revealed 

that (1) Gen Y and Gen Z had significantly higher attitudes towards sustainable clothing in comparison with Baby 

Boomers and (2) Gen X and Gen Y expressed higher levels of purchases of sustainable clothes in comparison with both 

Baby Boomers and Gen Z. There were no significant differences in actual purchases of sustainable clothing between 

Gen X and Gen Y or between Baby Boomers and Gen Z. The oldest and youngest generations (Baby Boomers and Gen 

Z) do not differ among themselves but buy significantly less sustainable clothes in comparison with Gen X and Gen Y. 

Overall, all generations showed positive attitudes towards sustainable clothes, especially younger generations, but this 

was not fully reflected in their real purchase behaviour. Gen Z and Baby Boomers tend not to buy sustainable clothes, 

and Gen X and Gen Y are indifferent in this issue. This knowledge helps companies within the fashion industry 

concentrate on specific segments, tailor their communication strategies accordingly, target educational statements and 

adopt appropriate practices that are in line with consumer behaviour. To effectively tackle this matter, understanding 

diverse consumer groups can be highly advantageous, offering valuable insights into their behavioural patterns. It helps 

to distinguish practices that motivate female consumers to purchase sustainable clothes. 

Keywords: clothes consumption; consumer behaviour; fast fashion; generational cohorts; sustainability. 

 

Received: 30 May 2023 Revised: 31 August 2023  Accepted: 4 September 2023 

 

Funding: The research was supported by national scientific grants No. 1/0475/22 "Environmental consumer 

and environmental citizen" and No. 1/0036/21 "Determinants of eco-innovation activities of enterprises in the 

context of changes in the external economic environment" and by the Slovak Academic Information Agency, 

within the National Scholarship Programme of the Slovak Republic. The study was realized within the 

EUMMAS Marketing Research Centre. 

Publisher and Founder: Sumy State University 

 

Cite as: 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. https://doi.org/10.21272/mmi.2023.3-11 

  

https://orcid.org/0000-0003-4351-782X
https://orcid.org/0000-0002-2797-584X
https://orcid.org/0000-0001-5380-0907
https://orcid.org/0000-0002-5953-1223
mailto:janka.taborecka@umb.sk
https://doi.org/10.21272/mmi.2023.3-11


Marketing and Management of Innovations, 3, 2023 

ISSN 2218-4511 (print) ISSN 2227-6718 (online) 

 

126   

1. Introduction. In recent decades, we have seen rising levels of consumer demand and consumption. 

Traditional business models struggling to meet growing consumer requirements and consequently the need to 

maximize profit have not had much regard for the finite nature of scarce resources. The textile industry is a 

typical example. The fast fashion business model constantly providing high-fashion designs and the latest 

styles, characterized by the mass production of clothes often of low quality at low prices, has become a threat 

to the environment and the future of mankind. It is one of the most resource-consuming and polluting 

industries (Niinimäki et al., 2020; Brydges, 2021). The production of clothes, footwear and home textiles has 

a negative footprint, causing water pollution, greenhouse gas emissions and landfills. The facts are alarming. 

In 2015, 79 billion cubic metres of water was used by the global textile and clothing industry, and by 2030, it 

is even expected to increase by 50 percent. The production of one T-shirt consumes 2,700 litres of water, 

which is equivalent to one person's drinking water need for 2.5 years. An estimated 0.5 million tonnes of 

microfibres are released into the ocean each year by washing synthetics. The industry is responsible for 10 

percent of global greenhouse gas emissions (European Parliament, 2022). Every year, 92 million tons of 

textiles end up in landfills (Igini, 2023). Overconsumption of clothing and textiles, immensely boosted by 

globalization (Bly et al., 2015), has thus been observed as having harmful and irreversible environmental 

consequences (Papamichael et al., 2022; Pookulangara & Shephard 2013; Sheth et al., 2011). Numerous 

studies have already shown that consumers´ clothing purchase, consumption and disposal behaviours can be 

modified by better awareness of the negative social and environmental impacts of the textile industry (Yan et 

al., 2021). Ricci & Banterle (2020) also state that changes in consumer behaviour and individual consumers’ 

awareness of the issues related to their day-to-day choices may be beneficial for the transition towards 

sustainability. A better understanding of consumers´ behaviour and their attitudes towards environmentally 

friendly products can also be useful for companies searching for sustainable business models (Kautish et al., 

2019; Thogersen et al., 2015). However, there is still a lack of comprehensive research explaining consumers´ 

behaviour in sustainable clothing (Rausch & Kopplin, 2021). This paper aims to contribute to the body of 

knowledge in the field of consumer behaviour and sustainability. It provides insights regarding attitudes and 

actual purchasing behaviour towards sustainable clothing from the perspective of female generations by 

examining the existing differences between four female generational cohorts in Slovakia. 

The paper is structured as follows. Section 1 presents a theoretical background concerning consumer 

behaviour in the context of sustainability and with respect to various generational cohorts. Section 2 presents 

the methodology and methods used, with details about the sample and procedures. Section 3 explains the main 

findings and results. Section 4 provides the conclusions, discussions, managerial implications, limitations of 

the study and suggestions for further research. 

2. Literature Review. Sustainable consumption refers to the consumption of goods and services that 

minimizes negative environmental, societal and economic impacts. It involves making choices that take 

environmental protection and the long-term well-being of humanity into account, which is reflected in an 

effort to reduce waste and pollution, purchase eco-friendly goods and services and thus conserve natural 

resources. Although there is still a lack of integration in the research on sustainable consumption and there 

are many different definitions of the concept, some more similar findings can be found. The most accordant 

seems to be the inconsistency between what people say and what they actually do, referred to as the "attitude-

behaviour", "intention-behaviour" or "values-action" gap (Bernardes et al., 2019; Young et al., 2009). 

Although in recent years there have been increasing efforts to raise consumer awareness of the need to protect 

the environment, many of them still exhibit this gap regarding sustainable consumption, and although they 

declare pro-environmental attitudes and intentions, these do not always translate into their actual actions 

(Rausch & Kopplin, 2021; Young et al., 2009). Manley et al. (2023) investigated consumers' perceptions of 

sustainable clothing and stated that Generation Z and Millennial consumers only vaguely understand what 

sustainable clothing is or how it is produced. Those two groups claimed that they are aware of the 

environmental and social impact of clothing consumption but frequently use nonspecific language such as 

"long-lasting, fair-labour or high-quality" to describe sustainable clothing. As several authors argue, 

consumption reinforces gender roles, and household consumption remains a gendered territory (Godin & 

Langlois, 2021), in which, in general, women show a higher degree of pro-environmental behaviour than men 

(Kennedy & Kmec, 2018). Some authors therefore advocate the need to consider gender in sustainability 

research and suggest focusing on women’s attitudes and behaviour, as they significantly influence everyday 

household consumption behaviour (Godin & Langlois, 2021). The assumption that this is particularly true for 

clothing purchases was supported by O´Cass (2004) and Parker et al. (2004), and it appears that women are 

much more involved with fashion than men. 
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If we want to explore attitudes and consumer purchasing behaviour, it is also useful to focus on 

intergenerational differences. Diversity between generations is now greater than ever before. Thus, 

understanding them has been playing an increasingly important role, and generational segmentation seems 

logical for business leaders and marketers (McCrindle & Wolfinger, 2009). The circumstances in which 

generations emerged have a significant influence on their development and characteristics. The main attributes 

related to the context, behaviour and consumption of each generation (Baby Boomers, generations X, Y and 

Z) are presented in Table 1. 

 

Table 1. Main characteristics of generations 
  Baby Boomers Generation X Generation Y Generation Z 

Context - post war - political transition - globalization - mobility and 

multiple realities 

- dictatorship and 

repression (in some 

countries) 

- capitalism and 

meritocracy dominate 

- economic stability - social networks 

   - emergence of internet - digital natives 

Behaviour - idealism - materialistic - globalist - undefined ID 

- revolutionary - competitive - questioning - "communaholic" 

- collectivist - individualistic - oriented to self - "dialoguer" 

      - realistic 

Consumption - ideology - status - experience - uniqueness 

- vinyl and movies - brands and cars - festivals and travel - unlimited 

  - luxury articles - flagships - ethical 

Sources: developed by the authors based on (Francis & Hoefel, 2018). 

 

As the values and views of different generations evolve in different conditions and environments, the 

attitudes and actual buying behaviour of sustainable clothes may also significantly vary across different female 

generation cohorts. Their study can bring some general observations and define the common characteristics 

typical of each generational cohort. Generation Y consumers are considered to be civic-minded, socially 

conscious, looking for high-quality goods and brands, and willing to pay more for sustainable offerings. The 

majority of them claim to be concerned about environmental issues, as they were born in an era of increasing 

calls for action in the field of environmental consciousness (Bernardes et al., 2019). This generation tends to 

purchase fashion products more often than other cohorts. In their clothing purchases, they (like Generation X) 

are impulsive in regard to shopping for clothes. Generation Y tends to visit retail malls more often than other 

cohorts, thus increasing their exposure to short-term marketing campaigns. As a result, they are more inclined 

to be responsive to marketing and merchandising efforts (Pentecost & Andrews, 2010). The good news is that 

consumers are increasingly demanding environmentally friendly products and services resulting from their 

growing interest in the movement towards a circular economy. Their awareness and environmental 

cooperation with them have become an essential driver for building a closed-loop supply chain in the textile 

and clothing industry on its path to sustainability (Siemieniuch et al., 2015). 

3. Methodology and research methods. The objective of the study was to examine whether there are 

differences among four generational cohorts of female clothing consumers in Slovakia regarding their 

attitudes towards sustainable clothing and their actual buying behaviour of sustainable clothes. 

The following hypotheses have been proposed: 

H1: There is a statistically significant difference between at least two generational cohorts related to their 

attitudes towards sustainable clothing; 

H2: There is a statistically significant difference between at least two generational cohorts related to their 

actual buying behaviour of sustainable clothing. 

Data collection was performed on a nonprobability, convenience sample of Slovak female clothing 

consumers. Members of four generational cohorts participated in the study: Baby Boomers, born between 

1945 and 1964; Generation X, born between 1965 and 1980; Generation Y, born between 1981 and 1994; and 

Generation Z, born between 1995 and 2005. Researchers who organized the study initially recruited students 

attending marketing-related courses at two state universities in Slovakia to participate in the study. Those who 

were willing to assist in data collection, for appropriate course credit in return, further distributed the link to 

the questionnaire to members of other generational cohorts or personally interviewed members of other 

generational cohorts who agreed to participate in the study but were not used to using online questionnaire 

forms. Data collection was performed from January until August 2021. Due to pandemic measures in the 
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aforementioned period, data collection was performed by means of a web-based questionnaire. In total, 428 

respondents participated in the study. Nonprobability sampling represents one of the main drawbacks of the 

study, and future research should be performed on a more representative sample of Slovak clothing customers. 

A web-based structured questionnaire was used for data collection. Questionnaire items were measured on 

a 7-point Likert-type scale ranging from 1-strongly disagree to 7-strongly agree. Attitudes related to 

sustainable clothing were measured with four items that were adapted from previous research related to 

sustainable consumer behaviour (Arvola et al., 2008; Pham et al., 2019). Respondents’ task was to indicate 

the extent to which they agreed that the acquisition of eco-friendly clothes, or the acquisition of clothes in a 

sustainable way, such as upcycling of previously used clothes, buying second-hand clothes, renting instead of 

buying or the acquisition of clothes by swapping events, was practical, wise and the extent to which such 

modes of clothing acquisition would make them feel good and pleased. Actual buying of sustainable clothes 

was measured with four items borrowed from the work of Rausch & Kopplin (2020). To indicate their actual 

buying of sustainable clothes, respondents were asked to express their level of agreement with items implying 

exclusive purchases of sustainable clothes, buying sustainable instead of conventional clothing items if a 

design was comparable, buying sustainable instead of conventional clothing items even if the price was higher 

and paying attention to the sustainability of clothes in purchase occasions. 

One-way ANOVA with Tukey’s post hoc test was used to examine the effects of generational cohorts on 

attitudes towards sustainable clothing and actual purchases of sustainable clothing. Cronbach’s alpha of a 

group of items related to attitudes was 0.869, and Cronbach’s alpha of actual buying behaviour of sustainable 

clothes was 0.899, which was above the level of 0.70, indicating internal consistency of the constructs. The 

mean values of a group of items related to attitudes and actual buying behaviour were calculated and entered 

into further analysis. SPSS v.17 was used for data processing. 

4. Results. Mean values related to attitudes and actual buying behaviour of sustainable clothes, per 

generational cohort, are displayed in Table 2. 

 

Table 2. Mean values per generational cohort 
Constructs Generational cohorts Frequency Mean Std. Deviation 

Attitudes 1 – Baby Boomers 105 5.2857 1.09216 

2 – Gen X 115 5.5174 1.08252 

3 – Gen Y 107 5.7734 1.09217 

4 – Gen Z 101 5.7401 1.05470 

Actual buying behaviour of 

sustainable clothes 

1 – Baby Boomers 105 3.4690 1.54254 

2 – Gen X 115 3.9870 1.25300 

3 – Gen Y 107 4.0701 1.32901 

4 – Gen Z 101 3.4851 1.43039 

Sources: developed by the authors based on SPSS output. 

 

The nonsignificant value of Levene’s test (F(3,424)=0.258, p=0.856; F(3,424)=1.953, p=0.120), displayed in 

Table 3, indicated the fulfilment of the assumption of one-way ANOVA related to the homogeneity of 

variance between groups. 

 
Table 3. Test of Homogeneity of Variances 
  Levene Statistic df1 df2 Sig. 

Attitudes 0.258 3 424 0.856 

Actual buying behaviour of 

sustainable clothes 

1.953 3 424 0.120 

Sources: developed by the authors based on SPSS output. 

 
One-way ANOVA (F(3,424)=4.602, p=0.003) indicated that there was a statistically significant difference 

between at least two generational cohorts related to their attitudes towards sustainable clothing, which 

provided support for hypothesis H1. One-way ANOVA (F(3,424)=5.652, p=0.001) indicated a significant 

difference between at least two generational cohorts in regard to actual buying behaviour of sustainable 

clothes, which provided support for hypothesis H2. The results of one-way ANOVA tests are displayed in 

Table 4. 
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Table 4. One-way ANOVA tests for attitudes and actual purchases of sustainable clothes 

    Sum of Squares df Mean Square F Sig. 

Attitudes Between Groups 16.130 3 5.377 4.602 0.003 

Within Groups 495.325 424 1.168   

Total 511.456 427    

Actual buying 

behaviour of 

sustainable clothes 

Between Groups 32.729 3 10.910 5.653 0.001 

Within Groups 818.269 424 1.930   

Total 850.998 427    

Sources: developed by the authors on SPSS output. 

 

Tukey post hoc tests were performed to examine the differences between generational cohorts. The results 

of post hoc tests are displayed in Table 5. In regard to attitudes, a Tukey post hoc test revealed that Generation 

Y (M=5.77) had a significantly higher attitude towards sustainable clothing (p=.006) than Baby Boomers 

(M=5.28) and that Gen Z (M=5.74) had a significantly higher attitude towards sustainable clothing (p=.014) 

than Baby Boomers (M=5.28), which indicated more positive attitudes related to sustainable clothing among 

younger generations. 

A Tukey post hoc test revealed that Generation X (M=3.98) significantly exceeded (p=.03) Baby Boomers 

(M=3.46) in actual buying behaviour of sustainable clothes and Gen Y (M=4.07) significantly exceeded 

(p=.009) Baby Boomers in regard to actual buying behaviour of sustainable clothes. According to Tukey post 

hoc tests, there were no significant differences in actual buying behaviour of sustainable clothes between Gen 

X and Gen Y and Baby Boomers and Gen Z. However, Gen X (M=3.98) significantly exceeded (p=.042) Gen 

Z (M=3.48) in regard to actual buying behaviour of sustainable clothes. Gen Y (M=4.07) also significantly 

exceeded (p=.014) Gen Z (M=3.48) in regard to actual buying behaviour of sustainable clothes. The oldest 

and youngest generations (Baby Boomers and Gen Z) did not differ in regard to actual buying behaviour of 

sustainable clothes but indicated significantly fewer purchases of sustainable clothes in comparison with Gen 

X and Gen Y. 

 

Table 5. Tukey post hoc tests 
Dependent 

variable 

(I) Generational 

cohortsa 

(J) Generational 

cohorts 
Mean Difference (I-J) Std. Error Sig. 

Attitudes 

1 

2 -0.23168 0.14589 0.387 

3 -0.48765* 0.14847 0.006 

4 -0.45438* 0.15064 0.014 

2 

1 0.23168 0.14589 0.387 

3 -0.25597 0.14518 0.293 

4 -0.22271 0.14739 0.432 

3 

1 0.48765* 0.14847 0.006 

2 0.25597 0.14518 0.293 

4 0.03327 0.14995 0.996 

4 

1 0.45438* 0.15064 0.014 

2 0.22271 0.14739 0.432 

3 -0.03327 0.14995 0.996 

Actual buying 

behaviour of 

sustainable clothes 

1 

2 -0.51791* 0.18751 0.030 

3 -0.60105* 0.19083 0.009 

4 -0.01610 0.19362 1.000 

2 

1 0.51791* 0.18751 0.030 

3 -0.08314 0.18660 0.970 

4 0.50181* 0.18944 0.042 

3 

1 0.60105* 0.19083 0.009 

2 0.08314 0.18660 0.970 

4 0.58494* 0.19273 0.014 

4 

1 0.01610 0.19362 1.000 

2 -0.50181* 0.18944 0.042 

3 -0.58494* 0.19273 0.014 
Note: *The mean difference is significant at the 0.05 level, aGeneration. cohorts: 1 - Baby Boomers, 2 - Gen X, 3 - Gen Y, 4 – Gen Z 

Sources: compiled by the authors based on SPSS output. 

Sources: developed by the authors. 
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We can also demonstrate the real preferences of female generational cohorts through descriptive statistics 

showing the answers to the question: Which one of the following options best describes your preferences in 

regard to the purchase of clothes? Here, "latest fashion trends – fast fashion" was the most preferred option 

for 50% of Gen Z respondents, and this number decreased with older generations. In the case of Baby 

Boomers, it was just 9%. 

 

Figure 1. Most preferred option for clothes purchase 

Sources: developed by the authors. 

 

5. Conclusions. The aim of our study was to determine whether there are differences in the attitudes and 

real buying behavior of female Slovak consumers, comparing four generational groups: Baby Boomers, Gen 

X, Gen Y and Gen Z. Our research revealed that (1) Gen Y and Gen Z had significantly higher attitudes 

towards sustainable clothing in comparison with Baby Boomers and (2) that Gen X and Gen Y expressed 

higher levels of purchases of sustainable clothes in comparison with both Baby Boomers and Gen Z. The 

oldest and youngest generations do not differ among themselves but buy sustainable clothes significantly less 

in comparison with Gen X and Gen Y. Overall, all generations showed positive attitudes towards sustainable 

clothes, especially younger generations. However, this was not fully reflected in their real purchase behavior. 

Gen Z and Baby Boomers do not acquire sustainable clothes, and Gen X and Gen Y are indifferent in this 

issue. According to the results of one study (Hussain et al., 2020) regarding factors influencing consumers’ 

green purchase behavior, consumers will engage in more green purchase behavior when they have more 

knowledge, information, and awareness of making the environment more eco-friendly and safer. The results 

allowed us to conclude that green advertisements and promotions should be implemented, due to which more 

consumers would move towards green consumption. When we compare these statements with our results, we 

could discuss if in our research positive attitudes were not fully translated into purchases because of the lack 

of the knowledge and awareness about sustainable, more ecological, or green options among female 

generational cohorts, and education would help in this case, or if there were also other reasons. 
This study is subject to certain limitations that need to be addressed. First, the data collection was 

conducted using a convenience sample, which may raise concerns about its representativeness. Second, the 

study focused exclusively on Slovak female consumers, limiting the generalizability of the findings to the 

broader population and confining their applicability only to the Slovak context within this specific segment. 

Nevertheless, the study offers valuable insights into the attitudes and actual behavior of Slovak female 

consumers regarding clothing consumption and fashion. Given the relevance of females in the realm of 

fashion, their deliberate selection as the target demographic is justified. 

However, further research should aim to provide a more comprehensive understanding by employing 

qualitative exploratory techniques, such as in-depth interviews, to delve into the underlying motives and 

reasons driving certain generations’ behavior. It would be interesting to more thoroughly examine the 

determinants of Gen Z’s attitudes and behavior, as this generation exhibited a high level of attitudes, which 

was not reflected in their actual purchases, and to determine the reasons for this discrepancy. Could the reason 

behind the lack of alignment between high levels of attitudes and actual purchases among certain generations, 

such as Gen Z, be attributed to the potentially higher cost associated with sustainable clothing consumption? 

For instance, this could involve the preference for slow fashion companies and local designers offering 

Baby Boomers GenX GenY GenZ

latest fashion trends (fast fashion) 9% 30% 42% 50%

small shops and boutiques 64% 37% 26% 21%

second hands 11% 13% 8% 18%

hand-made designed clothes 7% 8% 15% 3%

upcycled clothes 10% 11% 8% 9%
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products of superior quality and durability, albeit at a higher price point. It is possible that the limited resources 

of this generation contribute to their hesitation in making such purchases. This is also in line with the findings 

of Olasiuk & Bhardwaj’s (2019) study indicating high ambiguity in buying decisions among young eco-

buyers, who are ready to consume more but find it difficult due to high price, poor quality and distribution 

models of eco-firms. They also claim that the problem of the low frequency of eco-shopping indicates that 

positive attitudes and purchase intentions correspond with environmental concerns; however, they are not 

manifested in more frequent purchase actions, which is similar to our findings. 

Alternatively, the negative perception of affordable second-hand clothes (as another option for "sustainable 

clothes") among young consumers might stem from their desire for acceptance among peers, as buying and 

wearing "low cost, poorer quality" clothes could potentially harm their self-image. When we focus on, e.g., 

the generation of Baby Boomers, it would also be interesting to determine why this generation is not as 

interested in the topic of sustainable clothing in comparison with younger generations and why they do not 

prefer to buy sustainable clothes. Again, the deeper investigation could answer the following questions and 

assumptions: One reason could be that they do not have enough options to buy sustainable clothes or there is 

a lack of information about alternative sustainable choices. Or is this generation simply behaving "naturally" 
sustainably since these women were born and raised in the political system in which there was a lack of 

choices, they were not used to spend much on fashion, they were used to tailor their clothes and clothes for 

their families and use the clothes until they are worn out? Therefore, maybe for this generation, sustainable 

clothing consumption is not even a topic since they still apply their old consumption patterns, not necessarily 

realizing that their behaviour is sustainable. 

Additionally, as the presented results are part of a larger study encompassing four Central and Eastern 

European (CEE) countries, the authors intend to analyse this behaviour from a cross-cultural perspective. 

Exploring other sociodemographic factors, such as income and education, included in the questionnaire could 

help determine their influence on this type of consumer behavior. Furthermore, conducting a similar study 

focusing on male consumers would be of interest to identify potential differences in comparison to female 

consumers. It is expected that men's involvement in clothes shopping is not as significant and influential for 

their self-image, which may yield intriguing findings. We also did not involve the emerging generation Alpha, 

which is forming its consumption habits and is receiving more attention from scientists (Nagy & Kolcsey, 

2017). According to Raja et al. (2021), Generation Alpha (which was born after 2010) is expected to dominate 

the consumer market in the near future and will have better purchasing power than the other generational 

cohorts. To ensure that the coming generation will behave sustainably and to address its needs accordingly, it 

could also be very interesting to determine the level of awareness of this youngest generation of sustainability 

in clothing, where this generation prefers to buy clothes or which modes of clothing acquisition it is adopting 

(e.g., exchanging with friends, swapping events…), eventually what prevents this generation’s sustainable 

choices. 

It is also interesting to look at the consumer through the prism of a citizen who actively exercises his rights 

in his attitudes and behavior but is also aware of his responsibility towards society and the environment. The 

European Network for Environmental Citizenship (ENEC) describes such a citizen as one who has a coherent 

and adequate body of knowledge as well as the necessary skills, values, attitudes and competences to be able 

to act and participate in society as an agent of change in the private and public sphere, on a local, national and 

global scale, through individual and collective actions, in the direction of solving contemporary environmental 

problems, preventing the creation of new environmental problems, achieving sustainability and developing a 
healthy relationship with nature (ENEC 2018). In its definition, ENEC also emphasizes inter- and 

intragenerational justice. Transforming such an attitude into the consumer behavior of a critical mass is a 

challenge for any entity (institution, organization) educating the demand side towards responsible purchasing 

decisions. 
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Відношення та поведінка споживачів екологічного одягу у контексті жіночого покоління Словаччини  

Мейнстрімом сучасної економіки є розв'язання проблеми вичерпності природних ресурсів в належно 

функціонуючій системі цін. При цьому механізм цін працює на принципі дефіциту – якщо природний ресурс стає 

дефіцитним, його використання зменшується (збільшення попиту призводить до підвищення ціни на ресурс). Слід 

зазначити, що сутність економічного розвитку полягає в тому, що світовий ринок природних ресурсів все ще 

пропонує виробникам привабливі вхідні ціни. Саме таким чином ми досягаємо світового економічного зростання, 

але також спостерігаємо величезне збільшення проблем навколишнього середовища. Функціонування 

промисловості з виробництва одягу супроводжуються нарощуванням негативного навантаження на навколишнє 

природне середовище.  Крім того, нарощування обсягів виробництва у цій галузі супроводжується зростанням 

попиту споживачів. Зокрема, швидка мода являти собою постійний цикл покупок та відмови від одягу, що 

призводить до значної кількості текстильного відходу. Споживачі своїми рішеннями та виборами можуть бути 

частиною рішення, але для цього необхідно знати їхню модель поведінку. Метою статті є визначення, чи існують 

різниці серед чотирьох жіночих поколінь в Словаччині щодо їхнього ставлення до екологічного одягу та їхньої 

реальної купівельної поведінки. Вибірку дослідження сформовано на основі результатів опитування з 428 

респондентів. Для виявлення різниці між всіма віковими групами використовувалася однофакторна ANOVA 

модель. Емпіричні результати постхок тесту Тьюкі виявив, що: (1) покоління Y та Z мали значно більш позитивне 

ставлення до екологічного одягу порівняно зі старшим поколінням, і (2) покоління X та Y мали більший обсяг 

покупок екологічного одягу порівняно зі старшим та Z поколіннями. Крім того, встановлено, що не було значущих 

різниць у фактичних покупках екологічного одягу між поколіннями X та Y, а також між старшим та Z поколіннями. 

Найстарші та наймолодші покоління не відрізняються між собою, але купують значно менше екологічного одягу 

порівняно з поколіннями X та Y. Загалом всі покоління виявили позитивне ставлення до екологічного одягу, 

особливо молодше покоління. Старше та Z покоління мають тенденцію не купувати екологічний одяг, а покоління 

X та Y байдуже до цього питання. Отримані результати можуть бути використані компаніям у галузі моди при 

формуванні стратегії концентрації на конкретних сегментах, відповідним чином коригувати стратегії комунікації, 

з урахуванням споживчої поведінки. Для ефективного розв'язання цього питання розуміння різних груп споживачів 

може бути дуже корисним, надаючи цінні відомості про їхні патерни поведінки. Це допомагає виокремити 

практики, які мотивують споживачів до покупок екологічного одягу. 

Ключові слова: споживання одягу; споживча поведінка; швидка мода; покоління; стійкість. 
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