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executive summary

The present report outlines the purpose, scope, and methodology of a recently conducted 
four-country consumer survey that explored sustainable clothing consumption. The report 
also presents a sample of the descriptive findings from the survey (see Gwozdz, Nielsen 
& Müller, 2017 for further results). The consumer survey was conducted in four countries 
(Germany, Poland, Sweden, and United States) with approximately 1,000 respondents per 
country. The purpose of the survey was to explore consumption and psychological diffe-
rences across markets and cultures. The collected data represents the empirical foun-
dation for upcoming deliverables relating to quality of life, acceptance of new business 
models, and consumer policy recommendations. The results presented in the report relate, 
specifically, to consumers’ general clothing consumption patterns, acceptance of new 
business models, and environmental clothing consumption. One of the main results of 
the descriptive analyses was that the average consumer across all four countries purcha-
sed 5.74 clothing items worth €153.79 over a three-month period. Interestingly, country 
differences were observed in relation to consumption volume, spending, preferred pur-
chasing outlets, and acceptance of new business models. Polish and American consumers 
purchased the most clothing items. Polish consumers also reported the lowest expendi-
tures on clothing, whereas German consumers reported the highest expenditures. Only a 
limited proportion of consumers had previously used alternative business models and a 
general support for new and alternative business model was not observed. The descripti-
ve findings provide an interesting starting point for further explorations in the upcoming 
deliverables.
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• reselling clothes online and traditional repair services were 
the most popular new business models with consumers 
reporting to be somewhat likely to use them in the future  
 
• in relation to incentivized take back services (e.g. leaving 
clothing for recycling in exchange for a voucher or a buy-
back program), fashion rental, swapping markets, and repair 
services in-store, consumers were more neutral concerning 
using them over the next three months 
 
• across countries, consumers were unlikely (approaching very 
unlikely) to use clothing libraries and fashion leasing



The survey was designed using a software provided by the market research company 
Qualtrics. They were also in charge of the data collection process and to ensure the com-
pliance with the scope and quality requirements specified by CBS. The survey was supp-
lemented with a similar undertaking in the EU-funded Trash-2-Cash project. The decision 
to link the two surveys was justified by the opportunity to ask for more information than 
would have been possible in one single survey and to obtain large scale, representative 
samples from multiple countries. Due to the length of the resulting survey, it was split into 
two parts, which were distributed to the same respondents with a two-week interval. This 
allowed for more data to be collected without compromising its quality through inducing 
response fatigue. The initial two-part version of the survey was pre-tested by a small 
group of individuals with different educational backgrounds in July 2016. The pre-test indi-
cated a completion time of approximately 60 minutes in total, which was well beyond the 
intended 40-50 minutes. As a result, a comprehensive reprioritization process was under-
taken to shorten the survey, which meant excluding peripheral scales and concepts. 

method
The target group of the survey was all consumers within the age range of 18-65 years. 
The requirement was to obtain a representative sample across age, gender, region, and 
education within four countries. The representative samples provide the opportunity to 
generalize within the countries, which is a unique feature of the project. The countries in 
which the survey was carried out were Sweden, Poland, Germany and the United Sta-
tes. The countries were selected in order to give a broad outlook of the fashion markets 
within the westernized world. Sweden was selected due to its modern and increasingly 
sustainability-oriented fashion market as well as being the country of origin of Mistra 
Future Fashion. Germany was included as it is the largest economy and one of the largest 
clothing markets in Europe. The United States was prioritized due to its cultural and poli-
tical distinction from continental Europe as well as being a major fashion market. Lastly, 
Poland was selected due to their large acceptance of materialistic values and functioned 
as a representative of Eastern Europe.

data collection
The data collection began in October 2016 and was terminated in January 2017. Qualtrics 
was responsible for carrying out the data collection, which included contacting poten-
tial respondents and collecting the data in collaboration with local panel providers. All 
participants were incentivized to participate in the study in the form of points that could 
be redeemed for various products (e.g. airline miles or gift cards). The questionnaire was 
developed in English and translated into German, Polish, and Swedish by trained and cer-
tified (ISO17100) translators. The translations were proofread by native speakers and am-
biguities were settled with the translators prior to implementing the survey online. During 
the data collection process, certain representativeness quotas were deemed necessary to 
relax due to an infeasibility of obtaining the required amount of responses. This especially 
applied to age, gender, and education where young, low-educated males were particular-
ly difficult to recruit especially in Poland and the United States. The final sample was, as a 
result, not fully representative. 
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background
The present field report is part of the ‘User Theme’ under the Mistra Future Fashion project 
and seeks to provide a comprehensive account of the largescale consumer survey recently 
undertaken. The survey represents the empirical basis for the upcoming project delive-
rables that explore quality of life and sustainable clothing consumption, new clothing 
business models, consumer policy recommendations, and means to change consumer 
mindsets and behavior. The survey is a continuation of the previous survey conducted as 
part of Mistra Future Fashion Phase I. This survey will however, not only focus on young 
consumers, but on all consumers between the age of 18 and 65.

purpose of the survey
Consumers are a central actor in the sustainable transition of the fashion industry. 
Without the consumers’ acceptance of new and innovative approaches to sustainable 
fashion even the most ambitious efforts will be unsuccessful. There is, as a result, an 
eminent need to understand what motivates consumers to acquire sustainable fashion 
products, how these motivations can be strengthened, and identify potential barriers that 
could hinder the enactment of their sustainable motives. This entails assessing consu-
mers’ current attitudes, intentions, and goals relating to sustainable clothing consump-
tion in order to identify critical intervention points. An important and supplementary 
objective of the survey is to provide an updated and comprehensive assessment of current 
clothing consumption patterns across countries. These research objectives will be investi-
gated through the means of a four-country consumer survey (Germany, Poland, Sweden 
and United States). The international element is particularly important as contextual en-
vironments differ profoundly from country to country. Furthermore, consumers’ environ-
mental attitudes, goals, and knowledge are expected to vary significantly both within and 
among countries. 

development of survey
The survey was developed through an extensive review of relevant literature combined 
with the experiences from Mistra Future Fashion Phase I. Most scales and instruments 
used in the survey have been validated by previous research. However, in one case it was 
necessary to develop a new scale due to a lack of existing research on the topic. In the 
scale development process, industry experts from H&M, Sveriges Konsumenter and Filippa 
K took an active role by providing valuable feedback and suggestions for improvement on 
selected measurements. Furthermore, three focus group interviews were undertaken in 
June 2016 to assess the current state of awareness of alternative business models within 
a small sample of consumers. The focus group interviews were similarly used to determine 
an appropriate recall period for the assessment of consumers’ past fashion behavior. 
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quality assurance
In order to ensure the quality of the responses, extensive measures were undertaking to 
screen out inattentive respondents. The strictest measures were the attention questions 
integrated into the survey. If respondents failed to pay attention to these questions, they 
were automatically screened out of the survey. An example of an attention question is 
“please select strongly agree”, which was included amongst other items. In total, the-
re were four attention questions (two in each survey part). Respondents could also be 
screened out due to an insufficient use of time on filling out the survey. This applied to 
respondents who used less than one third of the mean completion time. In addition to 
the automatic screen-out questions, respondents were also scrutinized for their response 
quality. This process included four criteria that each could disqualify a response (see Table 
1). The four criteria have been suggested by the scientific literature as means to safeguard 
against inattentive responses (Meade & Craig, 2011; DeSimone et al., 2015).

table 1. Disqualification Criteria
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the sample

The sample for the first part of the survey was representative in regard to age, gender, 
region, and education. The total sample size for the first survey part was N = 10,363 
with 2,427 respondents from Germany, 2,485 from Poland, 2,316 from Sweden, and 3,135 
respondents from the United States. Due to the re-contact survey format, we observed 
a self-selection of respondents who decided to participate in the second survey part. No-
netheless, we similarly strived for representativeness in the second part. The total re-con-
tact rate was 40% and by country: Germany (47%), Poland (39,6%), Sweden (45,1%), and 
United States (26,7%). The final sample consisted of respondents participating in both 
survey part I and part II, which resulted in a sample of approximately 1,000 respondents 
per country (total sample N = 4,175). Respondents indicating that they never purchased 
clothing themselves (n = 166) were deleted from sample. This resulted in a final sample 
of 4,009 respondents, whereof 1,143 were from Germany, 985 from Poland, 1,045 from 
Sweden, and 836 from the United States (see Figure 1). Females were overrepresented in 
the sample with 58.19% and the average age was 43.16 years (standard deviation SD = 
13.49).

Figure 1. Final Sample

 

concepts and measurements

The following account presents the concepts and scales used in the survey. The first 
section describes the general measures applied across the different work tasks including 
background variables (e.g. age and gender) and behavioral measurements. The subse-
quent sections are sorted by task and outlines the specific constructs and scales relevant 
for each task. These sections also include detailed theoretical descriptions of certain key 
concepts relating to the tasks. The four tasks are related to: (i) quality of life; (ii) new bu-
siness models; (iii) changing consumer mindsets and behavior; and (iv) consumer policy 
implications (see Appendix for detailed information on all scales).  

general measures
Some measures are related to multiple tasks. These measures are background variables 
and measurements of environmentally friendly fashion behavior. The background variab-
les included in the survey are: country of residence; gender; age; region; education level; 
income; employment status; and marital status. In order to measure people’s fashion be-
havior, we used the environmental apparel consumption (EAC) scale by Kim & Damhorst 
(1998). The scale assesses how frequently respondents bought recycled clothing or se-
condhand apparel, purposely selected apparel products that were energy efficient or less 
polluting, and avoided or purposely bought products because of environmental concerns. 
The EAC scale was also used in Mistra Future Fashion Phase I. In addition to the EAC scale, 
the survey included measurements of self-reported fashion consumption during the last 
three months and the acquisition mode.
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quality of life and sustainable fashion 
consumption (task 3.1.1)
It is often thought that the best way to understand a person is to understand his or her 
goals. The overarching goal of people’s lives is commonly recognized as the goal of living 
a happy and satisfying life. A particularly interesting finding from Mistra Future Fashion 
phase I was the influence of fashion orientation on happiness and life satisfaction. Ge-
nerally, people with a style orientation (i.e. people with a distinct mode of tailoring) were 
found to be happier and more satisfied with their life than people with a fashion orienta-
tion (i.e. people with the style prevailing at any given time). This novel finding will be fur-
ther explored in the survey together with an investigation of the impact of other aspects 
of sustainable fashion consumption on subjective well-being.

subjective well-being
In the scientific literature, subjective well-being is separated into two constructs: cogniti-
ve well-being (i.e. life satisfaction) and affective well-being (i.e. happiness) (Diener, 1984; 
Eid & Larsen, 2008). Cognitive well-being is the cognitive evaluation of a person’s overall 
satisfaction with life (Diener et al., 2010). Put in other words, it concerns people’s reflec-
tive judgment of their lives in comparison with what they want them to be. Thus, cogni-
tive well-being reflects long-term well-being in a more global and abstract manner. In 
contrast, affective well-being involves the presence of pleasant affect and the absence of 
unpleasant affect or more simply, feeling good and not feeling bad (Diener et al., 1999). 
The affective component is comprised of moods and emotions, which represent people’s 
experiential evaluations of the events they encounter in their lives (Larsen, 2000). Affecti-
ve well-being is therefore expected to fluctuate across moments and situations. 
In summary, cognitive well-being is the retrospective evaluation of one’s life, whereas 
affective well-being is the experience of life as it goes by. Both constructs of subjective 
well-being are interesting in relation to sustainable fashion consumption. This relations-
hip has not been thoroughly explored in previous research. However, evidence from more 
general environmental studies have found a positive relationship between subjective 
well-being and environmentally friendly behaviors (e.g. Brown & Kasser, 2005). Whether 
this extends to fashion consumption is an intriguing question to be explored in the survey.

style orientation
Style and fashion are often used interchangeably, but we argued in Mistra Future Fashion 
phase 1 that they have a significantly different meaning (Bly, Gwozdz, & Reisch, 2015). 
While fashion includes following trends, newness and fastness, style is somewhat slower. 
Style is rather a mean of communicating about yourself, it is perceived as more timeless 
and enduring than fashion. By freeing clothing consumption from following trends and 
underlying the pressure of seasonality, style makes it possible to bridge fashion consump-
tion and sustainable consumption (Gwozdz, Gupta, & Gentry, 2017). In a recent study, we 
found different behaviors for style and fashion orientations, i.e. consumers with a high 
style orientation show more environmentally friendly behaviors (Gwozdz, Gupta, & Gentry, 
2017). Whether this also leads to greater happiness is an interesting research question 
that we will investigate.

materialism
Materialism is broadly defined as individual differences in people’s long-term endorse-
ment of values, goals, and associated beliefs that center on the importance of acquiring 
money and possessions that convey status. Much research has been conducted on the 
association between materialism and subjective well-being. Materialism has consistently 
been found to negatively influence subjective well-being (Boven & Gilovich, 2003; Ditt-
mar et al., 2014). Thus, the focus on the acquisition of material goods is not a consistent 
source of happiness and life satisfaction. From a consumer perspective, the endorsement 
of materialism is traditionally associated with a high level of consumption and with a lack 
of attention payed to its social and environmental consequences. As a result, research has 
found a negative relationship between materialism and the performance of sustainable 
behaviors (Kilbourne & Pickett, 2008). Materialism is similarly found to be more prevalent 
in consumers with a fashion orientation. The influence of materialism on sustainable fa-
shion behaviors, acceptance of new business models, and subjective well-being is further 
explored in the survey.  
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cross-country comparison of new business 
models (Task 3.1.2)

The current form of the fashion system is vastly unsustainable. A successful transition of 
the current fashion system to one in better balance with social and environmental sustai-
nability principles demands rethinking existing business models. Increasingly, new busi-
ness models with a strong focus on sustainability are entering both local and global mar-
kets. While these new business models (e.g. clothing libraries or fashion leasing services) 
are intriguing, little is known about the consumers’ perceptions and willingness to adopt 
them. In this survey, past experiences with eight of the most promising new business mo-
dels (as identified by industry experts, focus groups, and research) are examined as well 
as an assessment of whether consumers would use the new business models in the future. 
To measure consumers’ intention and use of new business model, we developed two new 
scales as little quantitative research has been conducted on the issue (see Appendix 9.3). 
To make the scales as valid as possible, industry experts from H&M, Sveriges Konsumenter 
and Filippa K were incorporated in the development process and provided valuable feed-
back and suggestions for improvement of the scales.

changing consumer mindsets and behavior 
(task 3.2.1)

Consumers are a heterogeneous group consisting of people with different personalities, 
cultural backgrounds, goals, habits, and cognitive abilities. All these factors have impor-
tant implications for interventions aiming to change consumer behavior towards sustai-
nability. For example, some consumers might have adequate knowledge about sustaina-
ble fashion and are motivated to forego unsustainably-produced garments, but have a 
tendency to fall prey to the tempting prospects of buying low-priced garments on sale. 
Others might be able to avoid succumbing to temptations, but have insufficient knowled-
ge about what constitutes sustainable fashion and are unfamiliar with the alternatives 
to conventional fashion products. In essence, to effectively change fashion consumption 
in a sustainable direction it is necessary to segment consumers into more homogeneous 
groups. This involves identifying groups of consumers with similar psychological and 
consumption-related characteristics. Based on the segmentation, interventions can be 
developed that specifically target facets in need of improvement (e.g. increasing know-
ledge of sustainable fashion or make the sustainable choice the easy choice). In the 
survey, much data is collected concerning the psychological and behavioral characteris-
tics of consumers useful for undertaking a competent segmentation process and ensuing 
interventions. 

life goals and goal systems
Humans are by nature goal-driven organisms (e.g. Ford, 1992). As a result, it is of parti-
cular interest to learn whether people hold personal goals related to sustainability and 
the degree of importance they attach to these goals. A person’s goals are assumed to be 
represented in a hierarchical system of goals (Carver & Scheier, 1982). At the top of the 
system are higher-order goals (i.e. life goals) which are highly important to the per-
son, spans over a long period of time, and are abstract and broadly defined (e.g. to live 
environmentally friendly). Higher-order goals are few in numbers. Due to the abstract 
nature of higher-order goals, they are organized into lower-order goals, which are more 
numerous, specific, and proximal (e.g. to acquire environmentally friendly clothing). The 
lower-order goals are defining of the higher-order goals they represent. Thus, the attain-
ment of higher-order goals is predicated on the attainment of its underlying lower-order 
goals. 



Lower-order goals can be attained through the performance of one or multiple behavi-
or(s) (e.g. purchasing second-hand clothing or clothing made from organic cotton). Un-
derstanding the goal structure of consumers is of critical importance to assess the prio-
rity attached to sustainability goals, how the goals are defined and organized, and which 
behaviors they associate with the attainment of these sustainable goals. This knowledge 
provides a valuable basis for development of more adequately targeted interventions to 
maximize the effectiveness in changing consumer behavior.

figure 2. Example of a Goal Hierarchy

evidence-based consumer policy implications 
(task 3.2.2)

Interventions aiming to change consumer behavior must be supplemented with facilita-
tive policy instruments to boost its effectiveness. This requires revisiting existing consu-
mer policies and their appropriateness in terms of encompassing new and sustainable 
business models and proposing novel recommendations to modernize policy areas cur-
rently acting as a barrier. The novel policy recommendations will be formulated based on 
the analytic findings in relation to the impacts of sustainable fashion on quality of life, 
consumers’ acceptance of new business models, and the identified action areas from the 
consumer segmentation process. 
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descriptive findings 
The following provides an account of different descriptive findings from the survey. The 
findings highlighted below relate to general fashion consumption, consumption of jeans 
and t-shirts, acquisition mode, and acceptance of new business models. To analyze sta-
tistical differences between countries, we ran independent t-tests, Kruskal-Wallis H tests, 
and ANOVAs with post-hoc tests. We do not report any p-values, but mention only diffe-
rences that are statistically significant. 

general fashion consumption
One of the primary purposes of the survey was to obtain an up-to-date assessment of the 
general fashion consumption of consumers. In the survey, consumers reported how many 
clothing items they had acquired and how much money they spent on clothing in the 
previous three months. During this period, the average consumer acquired 5.74 clothing 
items worth €153.79. We did observe a large variability in the volume acquired and money 
spent between consumers. Similarly, notable differences were found between countri-
es. Polish and American consumers acquired the highest number of clothing items and 
Swedish and German consumers the lowest (see Figure 3). As evident from Figure 3, the 
vast majority of consumers acquired less than 10 items per quarter, but certain consu-
mers acquired considerably more.

figure 3. Number of Clothing Items Acquired During the Last Three Months

 
Consumers from the four countries similarly differed in how much money they spent on 
clothing. Polish consumers reported having the lowest expenditures on clothing and Ger-
man consumers the highest. The low expenditure of Polish consumers is interesting given 
their high reported consumption volume (we return to why that might be). A similar fin-
ding was observed between gender. Here we found that females reported having a lower 
expenditure on clothing than males across the four countries, but simultaneously acqui-
ring more products than their male counterparts. These findings may reflect the shops in 
which consumers acquired their clothing. Specifically, we gathered information on where 
consumers usually acquired their clothing (see Figure 4): in budget stores (e.g. H&M or 
Forever 21), in casual/medium stores (e.g. Levi’s, Esprit, or GAP); or premium stores (e.g. 
Hugo Boss or Gucci). German and American consumers acquired more of their clothing in 
premium and casual/medium stores than Swedish and Polish consumers.

Polish consumers acquired most of their clothing in budget stores and also more than 
consumers from the other countries. This finding might explain why Polish consumers re-
ported counter-directional consumption behavior in terms of amount of clothing acquired 
and the associated expenditure. Swedish consumers acquired more of their clothing in 
budget stores than German and American consumers, but less than Polish consumers.

figure 4. The distribution of acquired clothing across clothing stores

An important factor for the environmentally friendliness of clothing items is the mate-
rial of the clothing. The consumers reported of which material their acquired clothing 
was typically made of (see Figure 5). Unsurprisingly, new conventional material was by 
far the most frequently acquired across the four countries. The most frequently prefer-
red non-conventional material was new organic material. The least preferred material 
across countries was recycled material. While the limited popularity of non-conventional 
materials may reflect an absent consumer attraction, it could similarly be the result of 
a scarce availability of such materials. Unfortunately, the data collected in the present 
survey cannot determine the underlying causation. Significant differences were observed 
in the material composition of the acquired clothing between countries. The United States 
reported the lowest percentage of their clothing being made from new and conventional 
materials compared to the three other countries. American consumers also distinguished 
themselves from the rest by having a higher percentage of their clothing coming from re-
cycled materials. Moreover, American and Polish consumers had a stronger preference in 
their clothing acquisition for second-hand clothing than Swedish and German consumers.

figure 5. The Material of Acquired Clothing
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acquisition mode

The fashion market is in continuous development and this is similarly mirrored in the out-
lets in which consumers prefer to acquire their clothing. In the survey, consumers reported 
their use of eight different modes of acquisition (plus an ‘other’ option) in the previous 
three months (Figure 6). Across the countries, shopping malls and online shopping were 
the most frequently used acquisition modes. Interestingly, second-hand stores were re-
ported to be used more often than high street stores. This is somewhat unexpected given 
the rather limited percentage of clothing acquired of second-hand material. However, 
from an environmental perspective this is a promising finding due to the assumed lower 
environmental impact of second-hand clothing. The least frequently used modes of ac-
quiring clothing were through swapping and small boutiques. 

figure 6. Frequency of use in past three months
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acceptance of new business models

An intriguing exploration of the present survey was how frequently consumers used new 
and alternative means of acquiring clothing products. The adoption of untraditional mo-
des of acquiring clothing is deemed an essential component of the transition to a sustai-
nable fashion industry. Following the integration of insights from industry experts, eight 
different new business models were identified. Consumers reported whether they had 
previously used any of these business models and whether they could image using them 
in the future. The results are illustrated in Figure 7. The most widely used new business 
models across countries were reselling clothes online (e.g. Ebay) and traditional repair 
services (e.g. mending clothes yourself or using a tailor). This finding was expected fol-
lowing the widespread popularity of platforms such as Ebay and the fact that traditional 
repair services have been prevalent in families for generations. The new business models 
of clothing libraries and fashion leasing had the lowest reported previous use across the 
countries, which may be the result of the scarce availability of such business models, 
especially outside metropolitan areas. Given the novelty of the new business models, 
only limited consumer experience was expected. To accommodate the novelty, the future 
potential of the business models was also assessed by asking the consumers whether they 
could imagine using them in the future. Again, reselling clothes online and traditional 
repair services were the most popular new business models with consumers reporting to 
be somewhat likely to use them in the future. In relation to incentivized take back servi-
ces (e.g. leaving clothing for recycling in exchange for a voucher or a buy-back program), 
fashion rental, swapping markets, and repair services in-store, consumers were more neu-
tral concerning using them over the next three months. Across countries, consumers were 
unlikely (approaching very unlikely) to use clothing libraries and fashion leasing. These 
findings might be explained by the availability and accessibility of these new business 
models. For example, fashion libraries are a new form of business that is – if at all – av-
ailable in urban areas. In this survey, we asked consumers across all regions within each 
country. Hence, it does seem reasonable that the majority of consumers are not likely to 
use these new business models over the next three months. 

figure 7. Environmental Clothing Consumption

environmental clothing consumption

Whereas many of the results reported here hint at the current sustainability of clothing 
consumption, a supplementary measurement of self-reported environmental clothing 
consumption was integrated to more specifically assess the sustainability component. 
The measurement (‘Environmental Apparel Consumption’ – Kim et al., 1998) includes 
eight questions that each relate to different aspects of environmentally friendly clothing 
consumption (see Appendix 9.1.2. for full scale). Across the countries, a moderate level 
of environmental clothing consumption was reported (mean = 2.68 on a scale from 1 to 
5). The only country distinguishing itself was Sweden who reported a significantly lower 
mean score than the other three countries. This contrasted the pre-existing perception of 
the Swedish consumer as being sustainability-oriented. However, the reported behavior 
patterns associated with this scale should be contrasted with the other measures to pro-
vide for a more complete picture. 
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• across the countries, a moderate level of environmental 
clothing consumption was reported (mean = 2.68 on 

 a scale from 1 to 5) 



summary
The present report provided an overview of a recently conducted survey comprising four 
countries and outlined the concepts that are going to be further explored in the upco-
ming deliverables for the Mistra Future Fashion project. The report highlighted a sample 
of descriptive findings to provide readers with a general overview of the current state of 
clothing consumption. A key finding from the descriptive analysis was that consumers 
from the four countries significantly differed in regards to clothing consumption volume 
and expenditures. Specifically, Polish and American consumers bought the most clothing 
items over a three-month period. Polish consumers also reported the lowest expenditures 
on clothing items, which indicates a stronger preference for budget clothing compared to 
consumers from the three other countries. Another key finding was the low use and ac-
ceptance of new business models across all countries. In fact, only reselling clothes online, 
incentivized take-back services, and traditional repair services were (moderately) likely 
to be used by consumers in the future. The descriptive analysis also revealed the Sweden 
differed from Germany, Poland, and the United States in regards to the environmentally 
friendliness of their clothing consumption, as they generally reported less environmentally 
friendly consumption patterns than the other countries. 

The present report only highlighted a brief subset of the survey findings. The upcoming 
tasks will present and elaborate on results relating to quality of life and acceptance of 
new business models as well as formulate consumer policy recommendations based on 
the survey results. 
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Appendix
In the following, the constructs, items, answer categories and literature 
references are presented in the order of task number. 

General Measures
Background Variables 
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