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Introductory 
Considerations 



For some time now, fast fashion has been all around us, but this was not enough 
of an incentive to investigate this phenomenon. First of all, it would be desirable 
to carry out such research, because fast fashion entails malignant socioecono-
mic, ethical and environmental consequences. Therefore, the ultimate purpose 
of research such as this is to have a certain pedagogical and activist influence. 
Public involvement is a prerequisite for changing our consumption patterns, 
which are unsustainable in the long term; a point we can easily agree upon.

From theoretical and research perspectives, it is justified to analyze the contem-
porary fashion industry and fast fashion lifestyle within the framework of capita-
list globalization. A barely imaginable increase in global interdependence on our 
planet affects all segments of social reality, which is reflected, in an extremely 
consequential way, in the economy, the job sector, and the environment. They 
are becoming increasingly and contradictorily globalized, and this is best seen in 
the fashion industry, a significant part of which, of course, is the phenomenon 
we are dealing with here. 

Even those who are quite familiar with what goes on around the world may be 
dumbstruck by the social injustice and environmental degradation left behind 
by the (neo)liberalized fashion industry. The unbridled expansion of the fashion 
industry is additionally spurred by the fully-fledged process of liberalization of 
the global textile trade. 

It is morally unacceptable to talk about the fashion industry without pointing out 
the position of wage earners in countless factories and manufacturing plants in 
the Global South. Low wages, difficult working conditions and overly demanding 
production standards remain the norm in the everyday life of the workforce in 
the textile industry in countries such as Bangladesh, China, and India, but in 
some European countries too. It is not uncommon for the global textile workfor-
ce to toil day and night in sweatshops, as those places are usually called. It is 
hard to imagine the appalling working conditions in such places. Dehumanized 
workers are also exposed to risks that are extremely harmful to their health 
(Hoskins, 2014: 70). 

The fact that the fashion industry is one of the greatest polluters speaks volu-
mes about the disastrous consequences that this type of industry has on the en-
vironment. The system of textile manufacturing and its consumption has a huge 
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impact on the environment, the climate, and the society. This sector of clothing, 
footwear and household textiles is the fourth largest guzzler of water resources 
(it is only surpassed by food, accommodation and transport industries), as well 
as the second largest in the use of land and the fifth largest greenhouse gas 
emitter (NCEAP, 2020).

It is worth mentioning that the European Commission has declared that clean 
technologies, innovations and research are at the top of its list of priorities with 
the aim of reducing the emission of greenhouse gases. Consequently, Europe 
sees itself as the global leader in what is now called the circular economy. The 
“European Green Deal” introduced a new Circular Economy Action Plan, which 
was adopted in March this year. The emphasis is on the sustainable use of re-
sources, primarily in the sectors of textiles and building construction (MPCES, 
2020). This Action Plan envisions the development of the “EU Strategy for Texti-
les” in the forthcoming year. In addition, under the Directive (EU) 2018/851 on 
amendments to the Framework Directive 2008/98/EC for waste management, it 
has been envisioned that, by January 1, 2025, all member states will be obliged 
to introduce separate collections of textile waste while ensuring that collected 
waste does not end up in incinerators or landfills. 
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 FAST FASHION   
      versus   
SLOW FASHION  

In order to explain what fast and slow fashion means, it is necessary to first 
say something about the underlying determinant of these terms. Namely, apart 
from their utilitarian value, clothes also acquire a symbolic value in the course 
of time. Style, taste, design, all these terms refer to a complementary dimension 
of clothing, which is, in general, subsumed under the all-encompassing category 
of fashion. What is fashion from an anthropological point of view? A concise and 
elegant answer would be that fashion is a “cultural construction of embodied 
identity” (Steele, 2005: II 12).

It is no coincidence that the term fast fashion is coined following the example of 
the more familiar fast food. Similar to fast food, new fashion garments are pro-
duced on a weekly basis, with the full awareness that such articles of clothing are 
something that quickly become obsolete, outdated (Grilec, 2018: 203).

Constantly changing tides and taste are inseparable from the fashion world, and 
the industries related to it. When the socioeconomic prerequisites were met, 
it was only logical to expect the emergence of what has become known as fast 
fashion. the steady progress of globalization and the formation of a distinctive 
consumer mentality have enabled all things characteristic of the fast fashion 
world. Relatively affordable prices are too tempting for homo consumens not to 
agree to purchase any article(s) of clothing in spite of their poor quality.
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Fast fashion is framed within a triangle in which low pricing 
strategy (1) encourages consumerism (2), which produces 
increasingly harmful social consequences, as well as de-
structive consequences for the environment (3). Fast fashi-
on is made possible by an accelerated production process, 
which, among other things, results in a short life span from 
the much wear and tear that occurs on fashion products 
(Omazić, Grilec, Šabarić, 2017: 167). At first feeling happy 
having cheaply bought a garment to their liking, the con-
sumer ends up with goods whose quality is below-average.

Bearing in mind the not-so-good flipside of fast fashion, 
it was just a matter of time before something completely 
opposite would appear. Likewise, the term slow fashion 
was coined in analogy with food (slow food). Unlike fast 
fashion, slow fashion is a term that does not highlight its 
temporal aspect, so maybe this is not the best designation. 
Slow fashion rests upon a completely different, holistically 
conceived, more balanced and sustainable strategy. Accor-
ding to that strategy, whoever participates in the fashion 
world (fashion designers, retailers, consumers) should try 
to bear in mind the many different segments of the fashion 
industry, as well as the possibilities to make noticeable im-
provements in those areas (Grilec, 2018: 204-205).
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Brief Methodological 
And Technical Notes  

With the aim of finding out to what extent our citizens are informed about fast 
fashion, and what are their consumer behaviors, we decided to conduct an onli-
ne survey. With reasonable methodological caution, we can say that, for a num-
ber of reasons, it is only logical, when a research tool like this is available, it is one 
of the best methods for research. 

The online survey was conducted in late July and early August 2020, carried out 
through the website provided for that purpose. The sample is representative 
and includes exactly 1889 respondents.1

In this type of analysis, there can be various asymmetries, which is most clearly 
shown by the fact that women predominate in our sample. Women make up 
more than 90% of our respondents, which can be explained to a certain extent 
by the fact that they are more interested and/or knowledgeable in the pheno-
menon of fast fashion, or so it is assumed.

When it comes to such research, which includes a number of items (e.g., types 
of clothing) and requires different statistical measures, tabular representations 
are indispensable. For this reason, this report also contains many tables and 
graphs. Finally, at the end of the report, to facilitate easier searching, all tables 
and graphs that are part of the presentation are listed.

1 It would be completely justified to use the feminine grammatical gender here, considering that in our sample, as 
will be seen shortly, women predominated. However, for reasons of economy in the presentation of findings, as 
a rule, the usual grammatical gender will be used, i.e., respondent.
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Research 
Findings



With the aim of presenting the findings of our research in a systematic and gra-
dual manner, we will first present the general demographic characteristics of our 
respondents. This is followed by an overview of the self-perceived social class 
position of our respondents, as well as indications of their broader value- and 
identity-based profiles. The largest part of the report, as is self-understood, will be 
dedicated to the analysis of what we have termed the consumer behaviors of our 
respondents. In short, the respondents’ consumer behaviors include: consumer 
priorities, the scope and nature of their consumption habits, the impact of the 
coronavirus on established consumption habits, the length of time clothes are 
worn and, lastly, the attitude towards clothes that are no longer usable. Finally, in 
research like this, it is essential to find out whether the respondents are familiar 
with the subject matter in question, in this case fast/slow fashion.

Demographic Configurations

As already pointed out in the methodological notes, the gender structure of our res-
pondents is highly asymmetrical. Approximately, only one out of ten respondents 
was a man, which means that women made up precisely 92% of the respondents.

Table 1. Gender-specific structure of respondents (number and percentage)

No. %

Women 1,737 92.0

Men 152 8.0

Total 1,889 100.0

When it comes to the age structure of our respondents, three-category classificati-
on was applied as the most pertinent solution: a) 18-30 years of age, b) 31-45 years 
of age, and c) 46 and older. The age-based classification also showed noticeable 
asymmetry, given that the majority of respondents were between 18 and 30 years 
of age. Three out of four respondents belong to this age category, while only 3.8% 
of them are 46 and older. There are more women than men in the age category 
from 31 to 45 years of age (23% versus 13.2%), while there are more men among 
respondents between 18 and 30 years of age (84.2% versus 73.1%).
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              Table 2. Age structure (percentages)

Total Women Men

18-30 74.0 73.1 84.2

31-45 22.2 23.0 13.2

46+ 3.8 3.9 2.6

Total 100.0 100.0 100.0

Pointing out that a given level of education in question is completed, we will use 
a six-category typology of education degrees: elementary school, secondary sc-
hool, college, university, master’s degree and doctorate. Our respondents gravi-
tate towards high school level of education, which can primarily be explained by 
their age structure. Namely, in our sample, there is an above-average number of 
students, while the level of education they completed is duly entered in the que-
stionnaire. A quarter of our respondents have graduated from university, and an 
additional ten percent of them hold a diploma from a secondary school. Finally, a 
significant number of the respondents completed master’s degree studies, that is, 
16.9% of them. The gender-based difference is most frequent among those who 
completed high school, with men outnumbering women (55.3% men versus 45.4% 
women), as well as those who completed master’s degree studies, this time women 
outnumbering men (17.7% women versus 7.9% men).

Table 3. Level of education (percentages)

Total Women Men

Elementary school completed 2.0 1.8 4.0

Secondary school completed 46.1 45.4 55.3

College completed 9.9 10.0 9.2

Faculty completed 23.4 23.5 21.0

Master’s degree studies 
completed

16.9 17.7 7.9

Doctor’s degree studies 
completed

1.7 1.6 2.6

Total 100.00 100.00 100.00
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Self-Perceived  
Social Class Position

In this research, we offered a four-category formal classification of self-perce-
ived social class position (upper class, upper middle class, lower middle class, 
and lower class). In addition, there was an option that was offered for those who 
are undecided when it comes to self-perception of social class, and this option 
was taken up by 11.7% of our respondents.
It is noticeable that the respondents gravitate towards two middle-class catego-
ries, given that slightly more than 85% of them perceive themselves as belonging 
to either the lower middle or the upper middle class. The lower middle class 
prevails, and it was chosen by almost half of the respondents (47.4%).
Only 3.1% of our respondents opted for one of the two extremes, that is, the 
upper class and the lower class, within the social class classification conceived in 
this way. Speaking in absolute numbers, only seventeen respondents (0.9%) see 
themselves as belonging to the upper class. A larger number of those who see 
themselves as belonging to the lower class, but this is only 2.2% in total.
In this gender-based stratification, we can see that female respondents are less 
inclined to declare themselves as belonging to either extreme social class ca-
tegory, that is, the upper class (0.7%) or lower class (2%). At the same time, the 
percentage of female respondents who did not opt for either of the offered 
class categories (12.1%) is significantly higher than in case of male respondents 
(6.6%). Respondents of both sexes mostly declare themselves as belonging to 
the lower middle class, but this percentage is significantly higher with male res-
pondents (53.9% men versus 46.9% women).

Table 4. What social class do you think you belong to (percentages)?

Total Women Men 

Upper class 0.9 0.7 2.6

Upper middle class 37.8 38.3 32.3

Lower middle class 47.4 46.9 53.9

Lower class 2.2 2.0 4.6

I can't decide 11.7 12.1 6.6

Total 100.00 100.00 100.00
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Horizons Of Value  
And Identity 

Respondents were asked to say how (un)important they find the values from a 
ten-category scale. As can be seen in the relevant table, there is very high degree 
of agreement about the importance of two values, namely: enjoyment of life and 
freedom. For 97.7% of the respondents, it is the axiology of hedonism that is im-
portant, whereas three out of four respondents believe that some kind of free-
dom is extremely important. With the exception of these two value categories, 
which diverge from the stated trend, all other values have over 85% importance 
for our respondents. Together with the values mentioned above, namely, enjoy-
ment of life and freedom, there are also the following ones: solidarity, tolerance 
and respect for diversity, spiritual development, social equality, harmony with 
nature and professional achievement. 

At the opposite pole of the continuum there are two values, that is, social 
power and acquisition of wealth, which diverge from the above-stated trend. 
While social power as value is considered unimportant by as many as 38.9% 
of respondents, there is a significant percentage of them who believe that the 
acquisition of wealth as value is important (22.1%). There is only one more 
value category believed to be unimportant by more than 5% of respondents, 
that is, social equality. 

The same values, that is, social power and acquisition of wealth, which are 
mostly unimportant for our respondents, also have the highest percentage 
of undecided answers. While one out of four respondents could not decide if 
social power as a value is important or unimportant for them, there was 21.1% 
of them showed similar undecidedness when it came to acquisition of wealth 
as a value category.
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Table 5. To what extent are the stated values important to you? (percentages)

Completely 
unimportant

Unimportant I can't 
decide

Important Extremely 
important

Freedom 1.0 1.4 0.8 21.6 75.2

Harmony with 
nature

0.5 2.2 10.0 48.9 38.4

Social equality 1.6 4.3 5.4 39.0 49.7

Professional 
achievement

1.0 3.6 8.4 51.0 36.0

Acquisition of 
wealth

2.6 19.5 21.1 48.7 8.1

Spiritual 
development

0.4 2.4 4.7 40.5 52.0

Tolerance and 
respect for 
diversity

0.3 1.3 4.4 39.7 54.3

Solidarity 0.3 1.4 3.6 42.1 52.6

Social power 6.7 32.2 24.7 28.6 7.8

Enjoyment of life 0.2 0.6 1.5 30.8 66.9

When it comes to identifying with various social and cultural identities/entities, 
the largest number of respondents identify with family (83.9%). A slightly smaller 
number of respondents (82.8%) identify with their circle of friends. These two 
micro-sociological levels of identification are followed by two macro-sociological 
categories: civilization/culture circle (72.3%) and humanity (70.3%). More than 
half of the respondents identify with only two other entities from those offered, 
that is, the city where they live (57.3%) and their relatives (55.9%). Finally, we 
should point out that approximately half of the respondents identify with the 
nation, while that percentage is markedly smaller in the case of identification 
with the state (37.7%). 

Let’s turn our attention to the identities/entities that had the lowest identification 
rates. Noticeably, the smallest number of respondents identify with a political par-
ty, only 4.1% of them. Subcultural movement (20.9%), social movement (27.3%) 
and local community (30.6%) scored slightly higher identification rates. Not leaving 
out any of the identities/entities offered on the list, we point out that 41.3% of our 
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respondents identify with their neighborhoods, while that percentage is slightly 
higher when it comes to identifying with the region in question (44.3%).

It is important for the research also to pay attention to the number of respon-
dents who answered that they had no opinion, and regarding what identities/
entities they did so. In the case of all other identities/entities except the family 
and the circle of friends, the number of respondents who did not have an opini-
on was above ten percent. Subcultural movement rated the highest percentage 
of respondents (34.7%) who did not have an opinion on whether they identify 
with it. Finally, two categories, civilization/culture circle and humanity, which an 
extremely large number of respondents identified with, rated a relatively high 
percentage of the answer: I have no opinion. 

Table 6. Do you identify with the listed identities/entities (percentages)?

Yes No I have no opinion

Humanity 70.3 5.2 24.5

Civilization/culture circle 72.3 6.3 21.4

State 37.7 33.6 28.7

Nation 49.5 25.4 25.1

Region 44.3 30.0 25.7

City 57.3 23.7 19.0

Political party 4.1 74.0 21.9

Social movement 27.3 44.0 28.7

Subcultural movement 20.9 44.4 34.7

Local community 30.6 41.1 28.3

Neighborhood 41.3 38.9 19.8

Relatives 55.9 28.9 15.2

Family 83.9 7.9 8.2

Circle of friends 82.8 8.1 9.1
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Consumer 
Behaviour 



Consumer Priorities

When buying clothes, more than half of the respondents (54.5%) are primarily 
guided by their quality. For just over 41% of them, price is crucial when choosing 
which garment they are going to buy. Finally, only one out of twenty respon-
dents stated that, when they go shopping, the most important thing for them is 
whether a piece of clothing is currently in fashion. Likewise, when seen through 
the category of gender, the distribution of decisive characteristics when buying 
remains the same, with the only difference being the fact that men attach less 
importance to price (34.2%) and more to the quality (60.5%) of clothes, compa-
red to women and the total average percentage. 

              Table 7. What is more crucial when buying clothes (percentages)?

Total Women Men

Price      41.2 41.8 34.2

To be trendy     4.3 4.3 5.3

Quality     54.5 53.9 60.5

Total 100.0 100.0 100.0

             Graph 1. What is more crucial for you when buying clothes (percentages)?

Approximately inasmuch as the respondents pay attention to the material which 
the clothes are made of, they do not find it important which is the country of 
origin of such clothing. Namely, almost 72% of our respondents pay attention to 

0 20 40 60 80 100

41.2%

4.3%

54.5%
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the material clothes are made of, while 70.5% of them do not find it important in 
which country such clothing was made. There are minor fluctuations between wo-
men and men when it comes to the clothing material and the country of origin of 
the clothes they buy. Namely, women pay more attention to the clothing material 
(72.2% women versus 67.1% men), whereas men pay more attention to the coun-
try in which the clothes were made (33.6% men versus 29.2% women). 

Table 8. Respondents who answered affirmatively to the question whether they pay attention 
to clothing material and the country of origin when buying clothes. (percentages)

Total Women Men

Do you pay attention to clothing 
material when buying clothes? 71.8 72.2 67.1

Do you pay attention to the 
country of origin when buying 
clothes?

29.5 29.2 33.6

More than half of the respondents, over 60%, usually buy clothes in retail stores 
of global brands. A considerable number of respondents, more than 16%, most 
often buy in second-hand clothing stores, while a slightly smaller number of 
them prefer to buy in shops of domestic clothing manufacturers (13.4%). In addi-
tion to the three indicated options, in this case, there was the possibility to write 
another place and/or manner of buying clothes. Consequently, online shopping 
and shopping at markets stood out as options most often chosen by 1.6% and 
0.6% of respondents, respectively. When respondents are differentiated based 
on their sex, women and men differ the most in two particular categories. While 

Graph 2. Do you pay attention to 
clothing material when buying clothes?

Graph 3. Do you pay attention to the 
country of origin when buying clothes?

YES
71.8%

YES
29.5%

NO
28.2%

NO
70.5%
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men prefer to buy clothes in retail stores of global brands (70.4% men against 
60.4% women), women go shopping in second-hand clothing stores much more 
often (16.8% women against 9.2% men). Finally, men are less inclined to go in 
search of clothes outside of the attached map of shopping places/patterns.

 
Table 9. Where do you buy clothes most often (percentages)?

Total Women Men
Stores of domestic clothing manufacturers 13.4 14.2 14.5
Retail stores of global brands 60.5 60.4 70.4
Second-hand clothing stores 16.2 16.8 9.2
Online shopping 1.6 1.6 2.0
On markets 0.6 0.6 0.7
Somewhere else 7.7 6.4 3.2
Total 100.0 100.0 100.0

Graph 4. Where do you buy clothes most often?

Just as we could have assumed, the youngest respondents (18-30 years of age), 
compared to other age-based groups, most often go shopping in retail stores of 
global brands (62.9%). In contrast to them, the oldest respondents buy signifi-
cantly fewer clothes in such stores (51.4%). Unexpectedly, the largest percenta-
ge of online purchases (4.2%) is made by respondents aged 46 and older. Their 
networks of shopping places/patterns are the most diverse, so as many as 11% 
of our respondents aged 46 and older buy clothes in places other than the ones 
offered in our typology. Respondents between 31 and 45 years of age buy in sto-
res of local clothing manufacturers (15.8%), which is a slightly higher percentage 
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than the other two age-based categories.
Table 10. Where do you buy clothes most often, based on age category (percentages)?

18-30 31-45 46+

Stores of domestic clothing 
manufacturers 13.7 15.8 13.9

Retail stores of global brands 62.9 57.3 51.4

Second-hand clothing stores 16.0 16.5 18.1

Online shopping 1.3 2.4 4.2

On markets 0.6 0.5 1.4

Somewhere else 5.5 7.5 11.0

Total 100.0 100.0 100.0
 

When it comes to shopping in retail stores of global brands, respondents 
with university degrees (63.1%), high school degrees (62.7%) and doctorates 
(62.5%) predominate. On the other hand, there are approximately ten per-
cent less of respondents with elementary school education who buy in such 
stores. One out of four respondents with a doctorate degree buy in stores of 
domestic clothing manufacturers, while this percentage is less than 20% in the 
case of other education-based groups. Respondents with elementary school 
education often buy clothes at markets (8.1%), which is far above the average 
percentage. When it comes to shopping in second-hand clothing stores, res-
pondents of all educational levels, except those with a doctorate (9.4%), do so 
in the range from 15% to 20%. 
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Table 11. Where do you buy clothes most often, based on education category (percentages)?

Primary Secondary College University Master Doctorate

Stores of 
domestic 
clothing 
manufacturers

18.9 14.7 13.9 13.1 12.8 25.0

Retail stores of 
global brands

54.1 62.7 59.4 63.1 56.3 62.5

Second-hand 
clothing stores

18.9 15.7 17.6 15.2 18.4 9.4

Online 
shopping

/ 1.6 / 1.4 2.5 /

On markets 8.1 0.5 1.6 0.2 1.3 /

Somewhere 
else

/ 4.8 7.5 7.0 8.7 3.1

Total 100.0 100.0 100.0 100.0 100.0 100.0

There is hardly any other point in this research like the one in which respon-
dents who declared themselves as members of the upper class who practically 
exclusively (94.1%), shop in retail stores of global brands. As we move down the 
class pyramid, the percentage of respondents who shop in such shops decrea-
ses, while among the respondents from the lower class this percentage drops 
to less than half (48.8%). When it comes to shopping in the shops of domestic 
clothing manufacturers, as we move up the class pyramid, the percentage of 
respondents who shop in such shops decreases. Approximately one out of four 
respondents from the lower class and one out of five respondents from the 
lower middle class usually buy in second-hand clothing stores. Among those 
who were undecided as to which class they belong to, by far the largest number 
of respondents shop in retail stores of global brands (62%).
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Table 12. Where do you buy clothes most often, based on self-perceived social class position 
(percentages)?

Upper Upper 
middle

Lower 
middle Lower Undecided

Stores of 
domestic clothing 
manufacturers

5.9 11.5 15.8 17.1 16.3

Retail stores of 
global brands 94.1 67.9 55.6 48.8 62.0

Second-hand 
clothing stores / 12.2 19.9 26.8 13.6

Online shopping / 1.8 1.5 2.4 1.8

On markets / 0.4 0.9 / 0.5

Somewhere else / 6.2 6.3 4.9 5.8

Total 100.0 100.0 100.0 100.0 100.0
 

Additional attention should be paid to respondents who most often buy clothes 
in retail stores of global brands, because they make up more than half of the res-
pondents from our sample. Namely, we are here interested in finding out whether 
they are familiar with the elements associated with the phenomenon of fast fashi-
on. More precisely, we ask how many such respondents there are who are infor-
med about the working conditions in the factories where the clothes they buy are 
manufactured, as well as how informed they are about the amount of water and 
energy consumed in them. In short, 48% of respondents who buy clothing from 
global brands have some awareness of what working conditions in such factories 
are like, while a significantly smaller number of them (29.7%) are aware of the 
scale of wasteful consumption of water and energy. Both percentages are slightly 
lower compared to the total sample, which will be discussed shortly in this report.
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Table 13. As someone who shops in retail stores of global brands, are you familiar with issues 
related to fast fashion (percentages)?

Yes No

Do you know in what working conditions wage earners 
work in the factories of the clothes you buy? 48.0 52.0

Do you know how much water and energy is required 
for the clothing production? 29.7 70.3

  Consumer Habits

The next part of this report will focus on consumer practices, as the central se-
gment of this research. Namely, its aim is to reconstruct the history of our respo-
ndents as consumers, and to this purpose we will apply a one-year cycle as time 
frame (from March 2019 to March 2020). Understandably, this part of the report 
will abound with a variety of mathematics and statistics. There can hardly be a 
better illustration for this than the information that 1,889 respondents, over 
the course of one year, collectively bought articles of clothing weighing more 
than 22 tons2 (to be precise, 22,149 kilograms). Simple math shows that, over 
the course of one year, each respondent bought, on average, clothes weighing 
11.73 kilograms. When we extrapolate this finding to the entire Serbian popu-
lation3, the weight of the clothes purchased by Serbian citizens on an annual 
basis reaches a staggering amount of 81,467.6 tons. When this weight is viewed 
by individual articles of clothing, it is dresses that predominated. Only trousers, 
sweaters/sweatshirts and T-shirts were the other items with over one kilogram 
of weight on average.

2 When talking about weight of various clothes, it is important first to emphasize that as an average measure of 
weight for each type of clothing, we used data from the European Commission’s report entitled Environmental 
Improvement Potential of Textiles.

3 According to the Statistical Office of the Republic of Serbia, there are 6,945,235 inhabitants of Serbia.
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Table 14. How many clothes, measured in kilograms, were bought on average in a year?

Average weight

T-shirts, undershirts 1.12

Shirts, blouses 0.48

Sweaters, sweatshirts 1.49

Trousers, jeans 1.57

Shorts 0.31

Skirts 0.36

Dresses 2.44

Overcoats 0.59

Tracksuits 0.49

Boxer briefs, panties 0.76

Bras 0.21

Nightgowns, pyjamas 0.20

Bathrobes 0.09

Tights, socks 0.50

Ski suits 0.06

Ski and winter jackets 0.12

Jackets, blazers 0.57

Coats 0.10

Suits 0.14

Gloves 0.02

Scarfs, shawls, caps 0.10

Ties, bow ties 0.01

Total 11.73
      

In this one-year period, the respondents mostly bought socks (tights, nylon stoc-
kings) and panties (boxer briefs), about eight pieces on average. T-shirts (under-
shirts) were the third most-bought article of clothing, with an average of slightly 
over five pieces. None of the remaining articles of clothing exceeded the average 
purchase rate of three pieces. As expected, a large number of articles of clothing 
(skirts, overcoats, nightgowns/pajamas, bathrobes, ski suits, ski/winter jackets, 
jackets/blazers, coats, suits, gloves, scarfs/shawls and ties/bow ties) rated less 
than one piece on average.
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When viewed through the prism of the gender category, the respondents’ pur-
chases during the one-year cycle show no significant deviations compared to 
the overall average rates. Of course, these deviations occur primarily in case of 
those articles of clothing that are, in general, gender-specific. When it comes 
to types of clothing, similarly based on the category of gender, the largest va-
riations compared to the total amount are seen in case of socks. While male 
respondents bought an average of six pairs of socks, in the case of women that 
number reached an average of eight pairs. All other articles of clothing, when di-
fferentiated based on gender, show the same average rate, or show variation in 
only one number. It can be safely concluded that gender is not a decisive factor 
when it comes to consumer practices of our respondents.

Table 15. How many pieces of clothing did you buy in a year (average)? 

Average pieces of 
clothing

Women Men

T-shirts, undershirts 5.4 5.3 5.6
Shirts, blouses 2.4 2.5 2.4
Sweaters, sweatshirts 2.6 2.6 2.9
Trousers, jeans 2.8 2.8 2.8
Shorts 1.0 0.9 1.9
Skirts 0.9 1.0 0.0
Dresses 2.2 2.4 0.0
Overcoats 0.4 0.4 0.3
Tracksuits 1.0 1.0 1.4
Boxer briefs, panties 7.6 7.7 6.6
Bras 2.1 2.3 0.1
Nightgowns, pyjamas 0.9 1.0 0.3
Bathrobes 0.2 0.2 0.1
Tights, socks 8.3 8.5 6.1
Ski suits 0.1 0.1 0.1
Ski and winter jackets 0.3 0.3 0.3
Jackets, blazers 0.8 0.8 0.7
Coats 0.2 0.2 0.1
Suits 0.1 0.1 0.4
Gloves 0.3 0.3 0.3
Scarfs, shawls, caps 0.9 0.9 0.7
Ties, bow ties 0.1 0.0 0.5
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When consumer practices are viewed through the prism of generation cate-
gories, there is a slight tendency of younger respondents buying on average 
more than the older ones. That regular pattern is most evident in the case of 
T-shirts/undershirts: respondents in the range of 18 to 30 years of age buy sli-
ghtly less than six pieces a year on average. As for the remaining two age cate-
gories, T-shirts are bought on average nearly four and a half pieces a year in the 
first category (from 31 to 45 years of age) and slightly over three pieces a year 
in the latter (46 years and older). When it comes to other garments, the average 
variations are less marked, if there are any at all. 

Table 16. How many pieces of clothing did you buy in a year (shown by age) (average)?

18-30 31-45 46+

T-shirts, undershirts 5.7 4.4 3.3

Shirts, blouses 2.8 2.2 2.2

Sweaters, sweatshirts 2.8 2.1 1.8

Trousers, jeans 2.9 2.4 2.2

Shorts 1.2 0.7 0.4

Skirts 0.9 0.9 1.0

Dresses 2.2 2.3 1.5

Overcoats 0.4 0.4 0.3

Tracksuits 1.1 0.8 1.0

Boxer briefs, panties 7.8 7.2 7.1

Bras 2.2 2.1 2.2

Nightgowns, pajamas 0.9 0.9 0.9

Bathrobes 0.2 0.1 0.1

Tights, socks 8.3 8.3 9.0

Ski suits 0.1 0.1 0.0

Ski and winter jackets 0.3 0.2 0.3

Jackets, blazers 0.8 0.8 0.9

Coats 0.2 0.2 0.1

Suits 0.2 0.1 0.1

Gloves 0.3 0.3 0.4

Scarfs, shawls, caps 0.8 0.9 1.6

Ties, bow ties 0.1 0.0 0.0
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The differentiation of consumer practices is affected by the respondents’ level 
of education markedly more than by their gender and generational structure. 
Respondents with the highest level of education (completed doctoral studies) 
have higher average consumption results. Sometimes these results are signifi-
cantly higher, as is firstly the case with socks (almost 12 pairs) and underwear 
(almost 10 pieces). At the other end of the spectrum are the respondents who 
completed elementary school, whose average consumer results are, generally, 
the lowest. As regards the other educational levels, they gravitate towards me-
dium rates, at some point between the respondents with doctor’s degree and 
respondents who completed elementary school. 
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Table 17. How many pieces of clothing did you buy in a year (shown by level of education) 
(average)?

Elementary 
school

High 
school

College Faculty Masters’ 
degree 

Doctorate

T-shirts, 
undershirts 5.2 5.9 5.6 5.0 4.2 5.3

Shirts, blouses 1.8 2.3 2.4 2.7 2.6 3.2
Sweaters, 
sweatshirts 2.7 2.7 2.7 2.5 2.2 3.7

Trousers, jeans 2.4 2.9 3.2 2.6 2.5 3.3
Shorts 1.2 1.1 1.2 0.8 0.8 1.6
Skirts 1.0 0.8 1.2 1.0 1.0 0.9
Dresses 2.0 2.0 2.6 2.2 2.3 1.8
Overcoats 0.3 0.3 0.4 0.5 0.4 0.3
Tracksuits 1.2 1.7 1.3 0.9 0.6 1.5
Boxer briefs, 
panties 5.6 7.7 9.2 7.6 6.7 9.9

Bras 1.7 2.2 2.5 2.0 1.8 3.4
Nightgowns, 
pajamas 0.8 0.9 1.2 0.9 0.8 1.8

Bathrobes 0.1 0.2 0.3 0.2 0.1 0.3
Tights, socks 7.0 8.4 8.8 8.5 7.4 11.8
Ski suits 0.0 0.0 0.0 0.1 0.1 0.2
Ski and winter 
jackets 0.5 0.3 0.3 0.3 0.2 0.4

Jackets, blazers 1.2 0.8 0.9 0.9 0.8 1.0
Coats 0.1 0.1 0.2 0.2 0.2 0.4
Suits 0.1 0.1 0.1 0.1 0.2 0.4
Gloves 0.3 0.3 0.4 0.3 0.3 0.6
Scarfs, shawls, 
caps 0.4 0.8 1.0 1.0 0.8 1.2

Ties, bow ties  0.1 0.1 0.1 0.1 0.2 0.2

The respondents’ self-perception of their social class position largely overlaps 
with their consumption practices. Accordingly, respondents who declared them-
selves as members of the upper-class were in the lead with their average pur-
chase balances. As deducible from the logic of the class pyramid, when it co-
mes to their consumer practices, the respondents from the upper-class were 
followed by those who declared themselves to be members of the middle class. 
In practically all types of clothing, its two sub-categories show the tendency of a 
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slight decline in their consumer practices, with the lower middle-class, of course, 
being the one with the lower rate. Respondents who declared themselves as 
members of the lower class had lower average figures than those from other 
social classes, almost without exception. A helpful illustration for the range that 
divides the respondents from the upper and those from the lower class is the 
fact that the former bought an average of nine and a half T-shirts a year, where-
as those at the bottom of the class pyramid bought an average of three and a 
half of the same clothing items a year. Finally, it is interesting that respondents 
who were undecided about their self-perceived social class position have an 
average consumer rate similar to that of the upper middle class. 

Table 18. How many pieces of clothing did you buy in a year (shown by self-perceived social 
class position) (average)?

Upper Upper 
middle

Lower 
middle Lower Undecided

T-shirts, undershirts 9.2 6.0 4.5 3.5 6.7
Shirts, blouses 3.5 2.9 2.1 1.0 2.9
Sweaters, sweatshirts 4.8 3.1 2.1 1.6 3.1
Trousers, jeans 3.8 3.1 2.4 1.8 3.3
Shorts 1.6 1.2 0.8 0.6 1.3
Skirts 1.2 1.2 0.8 0.4 0.9
Dresses 2.2 2.6 1.8 1.4 2.4
Overcoats 0.5 0.5 0.3 0.1 0.4
Tracksuits 2.9 1.2 0.8 0.8 1.2
Boxer briefs, panties 10.8 8.3 6.9 6.4 8.6
Bras 3.8 2.3 2.0 1.3 2.4
Nightgowns, pyjamas 2.5 1.1 0.7 0.8 1.1
Bathrobes 0.2 0.2 0.1 0.1 0.2
Tights, socks 8.1 8.5 7.8 7.0 9.8
Ski suits 0.4 0.1 0.0 0.0 0.0
Ski and winter jackets 0.4 0.3 0.2 0.1 0.3
Jackets, blazers 1.3 0.9 0.7 0.5 0.9
Coats 0.5 0.2 0.1 0.0 0.2
Suits 0.6 0.2 0.1 0.0 0.2
Gloves 0.7 0.4 0.3 0.2 0.3
Scarfs, shawls, caps 1.2 1.0 0.7 0.4 1.0
Ties, bow ties 0.3 0.1 0.0 0.0 0.1
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Consumption In  
The Times Of Coronavirus

Bearing in mind that this research took place during the period of the COVID-19 
pandemic, it is reasonable to assume that it also affected the consumption po-
ssibilities/habits of the respondents. That’s why we were interested in finding 
out to what extent, in percentages, did the respondents reduce their purchase 
of clothes since the beginning of the pandemic. On average, the respondents 
reduced their purchases by 48%, which itself shows that the coronavirus had a 
significant impact, at least in its first wave, on their consumption habits. To get a 
more nuanced picture, we provided a four-category classification of the extent 
of reduced clothing purchases since the outbreak of the coronavirus: 1) 0%-
25%, 2) 26%-50%, 3) 51%-75%, and 4) 76%-100%. One out of three respondents 
made no significant changes in their consumer practices, while approximately 
30% of respondents had to make extreme reductions in their consumer practi-
ces. It can be assumed that for two-thirds of our respondents’ daily consumpti-
on was noticeably affected by the outbreak of the coronavirus, at least when it 
comes to clothing. There were no major variations between women and men in 
their consumer practices during the coronavirus pandemic. 

Table 19. To what extent did you reduce your clothing purchases since the outbreak of the 
COVID-19 (percentages)?

Total Women Men

0%-25% 33.2 33.4 34.2

26%-50% 23.7 23.9 22.4

51%-75% 12.9 13.2 11.2

76%-100% 30.2 29.5 32.2

Total 100.0 100.0 100.0
 

When issues related to buying clothes in the times of coronavirus are broken 
down and seen through the categories of age groups, it is noticeable that it was 
the oldest respondents who reduced their spending the most. More than 50% 
of our respondents aged 46 and older reduced their shopping in recent months 
by more than 76%. In contrast, the consumption habits of the youngest respo-
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ndents were least affected by the coronavirus, whereby 36.3% of them reduced 
their purchases by, at most, 25% of their previous purchases. In the case of res-
pondents aged between 31 and 45, there was the most balanced continuum in 
the reduction of their purchases since the outbreak of the coronavirus.

Table 20. To what extent did you reduce your clothing purchases since the outbreak of CO-
VID-19 (shown by age) (percentages)?

18-30 31-45 46+

0%-25% 36.3 27.2 13.9

26%-50% 23.6 24.3 20.8

51%-75% 12.2 15.6 12.5

76%-100% 27.9 32.9 52.8

Total 100.0 100.0 100.0

The consumption habits of respondents with elementary school education were 
most affected by the coronavirus, to the extent that they drastically reduced their 
purchases of clothes. As many as 45.9% of them reduced the purchase of clothes 
by more than 76%, which is much more than other education-based categories. 
On the other hand, the respondents with higher, secondary school and university 
degrees were the ones least affected or forced to reduce their clothing purchases. 
Thus, for 37% of respondents with higher education, consumption dropped to 
25%, and the percentages are similar for high school and college-educated res-
pondents. As with the previous tables showing the impact of the coronavirus on 
purchasing power, the largest numbers of respondents are placed on the ends of 
this spectrum. A large number of respondents were either forced to significantly 
reduce their purchases of clothes, or, on the contrary, coronavirus barely affected 
the consumption habits of another large segment of our respondents. 

 
Table 21. To what extent did you reduce your clothing purchases since the outbreak of 
COVID-19 (shown by level of education) (percentages)?

Elementary 
school

High 
school

College Faculty Masters’ 
degree 

Doctorate

0% - 25% 27.1 35.3 37.0 33.8 27.5 28.2
26% - 50% 21.6 22.5 23.4 24.4 24.7 34.5
51% - 75% 5.4 13.0 15.0 11.7 14.6 9.4
76% - 100% 45.9 29.2 24.6 30.1 33.2 27.9
Total 100.0 100.0 100.0 100.0 100.0 100.0
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The fact that respondents from the lower class had to largely give up some of 
their consumer practices is a completely expected finding. Approximately 50% 
of the respondents who declared themselves as members of the lower class 
reduced the purchase of clothes to the greatest extent during the coronavirus 
period. In the case of two sub-categories of the middle class, the purchase of 
clothes decreased marginally, which is supported by the fact that about 35% of 
the respondents from those two class sub-categories reduced their purchases 
by up to 25%. Finally, the consumer practices of the upper class were visibly 
affected by the coronavirus pandemic, considering that about 35% of the res-
pondents from this class reduced their clothing purchases by more than 76%.

Table 22. How much did you reduce the purchase of clothes since the outbreak of COVID-19 
(shown by self-perceived class position) (percentages)?

Upper Upper 
middle

Lower 
middle Lower Undecided

0% - 25% 23.5 34.8 34.1 21.9 29.4

26% - 50% 29.4 23.2 23.2 12.2 28.6

51% - 75% 11.8 13.8 12.6 17.2 11.3

76% - 100% 35.3 28.2 30.1 48.7 30.7

Total 100.0 100.0 100.0 100.0 100.0
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Wear-Life Of Clothes 

It is of great importance for our research to get an accurate idea as possible about 
the length of time each particular article of clothing is worn. Understandably, for 
our respondents, it is socks (14 months) and panties (20 months) that have the 
shortest average wear-life. On the other hand, ski suits have the longest wear-life 
(58 months), followed by coats and bathrobes (both 52 months). When the wear-li-
fe of clothing items is classified by decades, we see that most types of clothing are 
worn between 30 and 40 months. The cumulative average wear-life for all types 
of clothing covered in our survey is approximately 37 months. Viewed from the 
gender-specific perspective, it is noticeable that the wear-life with men is shorter 
than with women. There are some types of clothing that show large discrepancies 
in the wear-life between men and women, which is primarily the case with those 
items of clothing that otherwise have a longer wear-life.

Graph 5. How long do you wear clothes on average (in months)?
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(ordinal numbers of clothing items from the table 23.)

34  |  It’s time for NEW FASHION!



Table 23. How long do you wear clothes on average (in months)?

Total Women Man
1. T-shirts, undershirts 30 30 29
2. Shirts, blouses 34 35 32
3. Sweaters, sweatshirts 36 36 32
4. Trousers, jeans 30 30 28
5. Shorts 33 34 30
6. Skirts 38 38 /
7. Dresses 39 39 /
8. Overcoats 52 52 45
9. Tracksuits 32 32 32
10. Boxer briefs, panties 20 20 18
11. Bras 23 23 /
12. Nightgowns, pajamas 36 36 33
13. Bathrobes 52 52 37
14. Tights, socks 14 14 14
15. Ski suits 58 59 48
16. Ski and winter jackets 45 46 36
17. Jackets, blazers 41 42 35
18. Coats 46 46 35
19. Suits 45 46 37
20. Gloves 38 38 30
21. Scarfs, shawls, caps 42 42 36
22. Ties, bow ties 45 / 45

 
Apart from the average numbers, it is important to see how long, measured in 
months, our respondents wear certain types of clothing. For this purpose, we 
applied the following monthly intervals: 1) 1-12; 2) 13-24; 3) 25-36; 4) 37-48; 5) 
49-60; 6) 61-120; and 7) 121 and more. Even in the case of articles of clothing that 
are, in general, more durable (ski suit, tie, bathrobe, winter jacket, coat, overcoat, 
suit), there is no more than three percent of respondents who wear them longer 
than ten years. The percentage increases significantly already with the next mon-
th-based interval, so that, for example, one out of four respondents wear a ski suit 
between five and ten years. On the opposite end of the spectrum, when it comes 
to their estimated/usual (shortness of) duration, the articles of clothing that stood 
out were, in the first place, tights/socks, which are worn for less than a year by 
73.1% of the respondents. It is similar to boxers/briefs and bras, which are worn 
for less than one year by 57.5% and 48.4% of the respondents respectively.
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Table 24. How long, measured in months, do you wear clothes (percentages)?

1-12 13-24 25-36 37-48 49-60 61-120
121 
and 

more
T-shirts, 
undershirts 28.9 29.1 20.1 7.6 9.6 4.7 0.0

Shirts, blouses 22.9 22.4 23.3 12.6 12.4 6.3 0.1
Sweaters, 
sweatshirts 21.4 22.1 23.6 12.7 11.9 8.1 0.2

Trousers, jeans 31.1 25.3 20.6 8.9 9.4 4.7 0.0
Shorts 24.7 24.4 20.4 11.7 11.3 7.3 0.2
Skirts 22.2 17.6 20.7 14.1 15.6 9.5 0.3
Dresses 21.5 18.5 19.7 14.7 14.6 10.7 0.3
Overcoats 14.8 12.2 18.4 16.8 18.9 17.6 1.3
Tracksuits 28.8 25.6 18.5 9.3 10.7 6.8 0.3
Boxer briefs, 
panties 57.5 22.3 10.2 4.0 4.1 1.9 0.0

Bras 48.4 25.3 13.0 5.6 4.9 2.8 0.0
Nightgowns, 
pajamas 25.2 24.6 18.6 10.3 12.5 7.8 1.0

Bathrobes 16.6 13.6 16.7 12.4 18.0 20.6 2.1
Tights, socks 73.1 14.6 6.1 2.1 2.8 1.3 0.0
Ski suits 13.9 9.8 14.3 12.1 20.6 26.5 2.8
Ski and winter 
jackets 17.1 16.3 19.9 13.1 16.8 15.2 1.6

Jackets, blazers 17.9 18.0 21.9 14.1 16.0 11.4 0.7
Coats 14.6 14.1 22.8 13.8 19.6 13.9 1.2
Suits 18.0 15.8 18.2 13.4 18.8 14.6 1.2
Gloves 25.8 20.6 17.1 10.5 14.3 10.9 0.8
Scarfs, shawls, 
caps 22.3 17.5 17.5 12.1 16.2 13.4 1.0

Ties, bow ties 19.0 16.7 16.7 16.7 7.1 21.4 2.4

Almost all types of clothing, except bathrobes, jackets and shawls/caps, are 
worn the longest by respondents aged between 31 and 45. These three items 
of clothing, which are an exception to the stated rule, are worn the longest by 
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respondents aged 46 and over. Not only is the average wear-life for all types of 
clothes shortest with the youngest respondents, it is also the period of mon-
ths in which all types of clothes are worn is significantly shorter compared to 
the other two age-based categories. Of course, we must bear in mind that the 
sample included a lot of very young respondents who, naturally, could not 
have even possibly worn any such clothes for a longer period of time. Once 
again, it is coats, ski suits and bathrobes that are worn the longest, while in 
the case of respondents aged between 31 and 45, those items of clothing are 
worn 75, 67 and 64 months, respectively. 

Table 25. How long, divided by age, do you wear clothes on average (months)?

18-30 31-45 46+

T-shirts, undershirts 29 34 30

Shirts, blouses 32 43 37

Sweaters, sweatshirts 32 46 42

Trousers, jeans 27 38 34

Shorts 30 45 37

Skirts 34 50 47

Dresses 34 51 50

Overcoats 44 75 57

Tracksuits 31 38 33

Boxer briefs, panties 19 22 18

Bras 22 25 19

Nightgowns, pajamas 34 42 38

Bathrobes 47 64 65

Tights, socks 14 17 10

Ski suits 54 67 65

Ski and winter jackets 40 58 55

Jackets, blazers 37 51 52

Coats 41 56 54

Suits 42 53 52

Gloves 34 45 44

Scarfs, shawls, caps 38 52 56

Ties, bow ties 45 50 /
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When it comes to their educational structure, most clothing items are worn the 
longest by the respondents with a master’s degree. They are followed by the 
respondents with a doctorate, who even exceed them in average wear-life with 
some types of clothing. In two cases, for coats and ties, respondents with a uni-
versity degree exceed all other educational levels. By far the smallest average 
length of wearing clothing items is recorded by respondents who completed 
primary school. They don’t wear any single item of clothing for more than 36 
months on average, which is sometimes two times less than respondents from 
other education-based categories.

Table 26. How long, divided by level of education, do you wear clothes on average (in months)?

Elementary 
school

High 
school College Faculty Masters’ 

degree Doctorate

T-shirts, 
undershirts 25 28 26 33 33 35

Shirts, blouses 20 30 31 39 42 46
Sweaters, 
sweatshirts 26 31 32 41 46 36

Trousers, jeans 23 27 27 33 36 33
Shorts 25 29 27 39 44 41
Skirts 22 31 34 43 51 51
Dresses 22 33 33 44 50 51
Overcoats 28 40 46 67 61 57
Tracksuits 25 29 28 37 40 32
Boxer briefs, 
panties 18 18 16 22 24 21

Bras 21 20 18 25 29 27
Nightgowns, 
pajamas 26 32 30 41 44 43

Bathrobes 36 43 44 58 70 64
Tights, socks 15 14 12 15 16 13
Ski suits 31 46 49 62 76 66
Ski and winter 
jackets 28 37 36 52 62 58

Jackets, blazers 27 35 37 46 54 52
Coats 23 37 41 50 59 47
Suits 16 36 44 49 58 50
Gloves 20 33 28 41 48 44
Scarfs, shawls, 
caps 22 35 32 49 56 46

Ties, bow ties 24 40 58 59 42 /
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Respondents who declared themselves to be members of the lower class are, in 
general, those who wear clothes the longest. For example, the average wear-li-
fe for ski suits among such respondents is 102 months. Respondents from the 
upper middle class exceed other class-based categories in average wear-life of 
certain articles of clothing (underpants, coats, ties). At the same time, it is hard 
not to notice that the two sub-categories within the middle class largely coincide 
with the average wear-life of most types of clothing. In the case of the upper class, 
in general, the wear-life periods of articles of clothing are markedly shorter com-
pared to other class-based categories. So, for example, members of the upper 
class wear a coat for 30 months on average, whereas members of the lower class 
wear the same item of clothing twice as long, that is, 63 months. An even greater 
disparity appears in the case of ski suits: while this item of clothing is worn by 
the respondents from the upper class for 32 months on average, those from the 
lower class wear it, as already mentioned, nearly four times longer.

Table 27. How long, based on self-perceived social class position, do you wear clothes on ave-
rage (in months)?

Upper Upper 
middle

Lower 
middle Lower Undecided

T-shirts, undershirts 34 29 31 33 26
Shirts, blouses 41 35 35 42 29
Sweaters, sweatshirts 33 36 37 40 33
Trousers, jeans 29 31 30 31 26
Shorts 28 35 34 39 28
Skirts 28 39 39 49 31
Dresses 28 39 39 49 32
Overcoats 30 56 50 63 42
Tracksuits 30 32 34 39 28
Boxer briefs, panties 16 21 20 19 18
Bras 19 23 23 24 19
Nightgowns, pajamas 27 35 38 42 32
Bathrobes 44 52 52 76 44
Tights, socks 11 15 14 18 15
Ski suits 32 60 58 102 49
Ski and winter jackets 30 49 44 49 39
Jackets, blazers 33 42 41 46 37
Coats 29 48 46 42 41
Suits 34 46 47 39 35
Gloves 23 40 38 49 31
Scarfs, shawls, caps 32 44 41 54 36
Ties, bow ties / 49 48 / 2
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What To Do With Clothes  
That Are No Longer Worn?

At the end of the consumer cycle, we always face the question of what to do with 
clothes that, for one reason or another, we will no longer wear. Our respondents 
show a considerable level of consciousness when it comes to donating clothes, 
given that more than 55% of them usually do give away their worn-out clothes. 
There is an equal percentage of respondents, nearly 16%, that usually keep their 
clothes in wardrobes and those who donate them. A significantly smaller per-
centage of respondents (3.7%) tend to throw their worn-out clothes away, while 
the smallest percentage of them tries to sell them (2.2%). 

When we compare female and male respondents, we see that both groups solve 
the issue of clothes that are no longer worn in a largely similar way. In our sample, 
differences between men and women are noticeable only in two items of clothing. 
While men are more inclined to put the clothes they no longer wear in a wardrobe 
(23.7% vs. 15.3%), women prefer to donate clothes (16.5% vs. 9.2%). Apart from 
these two differences, it can be concluded that the strategic attitudes towards 
worn-out clothes are quite similar between male and female respondents. 

Table 28. What do you most often do with clothes you no longer wear (percentages)?

Total Women Men

I keep them in a wardrobe 15.9 15.3 23.7

I throw them away 3.7 3.7 3.3

I donate them 15.9 16.5 9.2

I give them away 55.1 55.3 53.9

I sell them 2.2 2.2 1.3

Something else 7.2 7.0 8.6

Total 100.0 100.0 100.0
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Graph 6. What do you most often do with clothes you no longer wear (percentages)?

Somewhat unexpectedly, the younger the respondents are, the more they are 
inclined to keep clothes they no longer wear. Consequently, the oldest group 
of respondents tend to donate clothes (23.6%) more often than respondents 
between 18 and 30 years of age (14.7%). On the other hand, all age groups tend 
to give away the clothes they no longer wear, and in that respect, respondents 
aged 46 and older are the most generous (59.7%). Partly related to that, in the 
stated age category there are no respondents for whom selling is a way to solve 
the issue of clothes they no longer wear. 

Table 29. What do you do most often, divided by age, with clothes you no longer wear 
(percentages)?

18-30 31-45 46+
I keep them in a wardrobe 17.2 13.1 8.3
I throw them away 3.9 3.3 1.4
I donate them 14.7 18.6 23.6
I give them away 55.8 52.3 59.7
I sell them 2.2. 2.4 /
Something else 6.2 10.3 7.0
Total 100.0 100.0 100.0

 

Respondents of all educational levels are overwhelmingly most inclined to give 
away the clothes they no longer wear. This is most distinct among respondents 
with a doctorate (65.6%), college (64.2%) and elementary education (62.2%). At 
the same time, respondents who have completed a master’s degree (21.6%) and 
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university studies (20.1%) are most inclined to donate clothes. Respondents with 
a high school education are the ones who tend to keep clothes the most, given 
that 18.7% of them decide to keep clothes they no longer wear. Finally, among 
the respondents with elementary school and those with a doctorate, there was 
no one who decided to make money by selling clothes they no longer wear. 

Table 30. What do you do most often, divided by educational level, with clothes you no longer 
wear (percentages)? 

Elementary 
school

High 
school

College Faculty Masters’ 
degree 

Doctorate

I keep 
them in a 
wardrobe

16.2 18.7 15.0 14.5 11.9 6.3

I throw them 
away

2.7 5.2 4.3 2.3 0.6 9.4

I donate 
them

13.5 13.1 10.7 20.1 21.6 12.5

I give them 
away

62.2 56.6 64.2 49.3 52.2 65.6

I sell them / 2.2 0.5 3.6 1.6 /

Something 
else

5.4 4.2 5.3 10.2 12.1 6.2

Total 100.0 100.0 100.0 100.0 100.0 100.0

The one characteristic for the respondents from the upper class is that they never 
keep the clothes they no longer wear, whereas in case of respondents from the 
lower middle class the situation is exactly the opposite (18.6%). Since the upper-c-
lass respondents are not inclined at all to keep their clothes, it turned out that 
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they are very willing to give away (64.7%) or donate (23.5%) such clothes. Respon-
dents from the lower class tend to throw away clothes they no longer wear in abo-
ve-average numbers (14.6%). In contrast, respondents who perceive themselves 
to belong to one of the two highest levels of the class pyramid are either highly 
uninclined to throw away clothes, or in numbers significantly below average. The 
presumed quality of the clothes they own confirms they are right to decide so.  

Table 31. What do you do most often, divided by self-perceived social class position, with 
clothes you no longer wear (percentages)?

Upper Upper 
middle

Lower 
middle Lower Undecided

I keep them in 
a wardrobe / 13.7 18.6 7.3 14.9

I throw them 
away / 1.8 4.4 14.6 5.0

I donate them 23.5 17.8 14.4 19.5 14.9

I give them 
away 64.7 57.0 52.7 48.8 59.7

I sell them 5.9 2.4 2.1 2.4 1.4

Something 
else 5.9 7.3 7.8 7.4 4.1

Total 100.0 100.0 100.0 100.0 100.0
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Familiarity With The  
Concepts Of Fast And  

Slow Fashion
Slightly more than half of the respondents (55.3%) are familiar with the concept 
of fast fashion. On the other hand, 44.3% of the respondents answered affirma-
tively when asked whether they were familiar with the phenomenon concept of 
slow fashion. When the respondents are differentiated by their gender, the data 
confirms the widely accepted idea that women are generally more familiar with 
all things that have to do with fashion. Accordingly, it is not surprising to find out 
that there are ten percent more female respondents who are familiar with the 
concepts of fast and slow fashion compared to male respondents.

It is interesting to point out that a larger percentage of respondents are familiar 
with the less favorable notion in the binary pair of concepts consisting of fast 
and slow fashion. In both cases, it is reasonable to ask the question to what 
extent were the respondents informed about the given conceptual dichotomy? 
At the same time, it is rational to assume that a significant number of respon-
dents are not familiar with the term itself, while they are relatively familiar with 
the context and the meaning of fast and slow fashion. 

 
Table 32. Respondents who affirmatively answered that they are familiar with the phenome-
na of fast and slow fashion (in percentages)

Total Women Men
Concept of fast fashion 55.3 56.4 42.8
Concept of slow fashion 44.3 45.2 34.2

YES
55.3%

YES
44.3%

NO
44.7%

NO
55.7%

Graph 7. Are you familiar with the 
phenomenon of fast fashion?

Graph 8. Are you familiar with the 
phenomenon of slow fashion?
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In order to get as comprehensive picture of the phenomenon of fast fashion as 
possible, it is essential to pay attention to the (lack of) awareness of its broader so-
cio-ecological aspect. We were interested, on the one hand, to find out whether the 
respondents have some awareness of the working conditions in factories where 
clothes are manufactured, as well as, on the other hand, to find out whether they 
know how much water and energy is required for the clothing production process. 
Slightly less than half of the respondents (49%) are aware of the poor conditions 
in which clothes are manufactured. The situation is even worse when it comes 
to environmental awareness compared to social awareness of the condition of 
wage-earners. Namely, only one out of three respondents have some awareness 
of the amount of energy wasted in the fashion industry. When viewed from the 
gendered perspective, male respondents are on average more familiar with the 
working conditions and the amount of water and energy required in clothing facto-
ries. These findings unequivocally support the fact that it is necessary to raise awa-
reness of all the (harmful) implications of fast fashion. We should not forget that, as 
already mentioned, more than 55% of the respondents are familiar with the phe-
nomenon of fast fashion. However, we have seen that the percentages fall when it 
comes to those who are familiar with aforementioned issues associated with the 
fast fashion. This is understandable, bearing in mind that, in general, people are, for 
the most part, familiar with a given phenomenon, while the degree of their familia-
rity decreases when it comes to its concrete outcomes and consequences.

Table 33. Respondents who affirmatively answered that they are familiar with the conditions 
and consequences of the fashion industry (in percentages).

Total Women Men

Working conditions 49.0 48.5 54.6
Consumption of water and 
energy 33.4 33.0 37.5

YES
49%

YES
33.4%

NO
51%

NO
66.6%

Graph 9. Do you know what kind of conditions 
wage-earners work in in the factories where 
the clothes you buy are manufactured? 

Graph 10. Do you know how much 
water and energy is required to 
manufacture clothes?
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It is obvious that the older respondents are much better informed about the side 
effects produced by the clothing industry. Among respondents aged between 
31 and 45, 58.2% of them are familiar with the working conditions in which wa-
ge-earners work in clothing factories. On the other hand, respondents from 
the oldest category score by far the highest percentage (52.8%) on information 
about the amounts of water and energy consumed in the production cycle in 
clothing factories. The youngest respondents are far behind when it comes to 
being informed about these issues, since merely 45.9% of them are aware of 
the working conditions in clothing factories, while as little as 30.5% of them are 
informed about the degree of water and energy consumption.

Table 34. Respondents, shown by age categories, who affirmatively answered that they are 
familiar with the conditions and consequences of the fashion industry (in percentages).

18-30 31-45 46+
Working conditions 45.9 58.2 54.2
Water and energy 
consumption 30.5 39.6 52.8

The findings indicate that there is a causal relationship between the level of 
respondents’ education and their familiarity with the working conditions and 
consequences produced by clothing factories. With minor fluctuations, the hig-
her the level of their education, the higher the percentage of respondents who 
are familiar with these problems. Thus, respondents with elementary school are 
the ones who are least informed about working conditions (43.2%), while res-
pondents with high school education are the least informed about energy and 
water consumption (27.8%). On the other end of the spectrum, respondents 
with a master’s degree excel when it comes to familiarity with working conditions 
(60.3%), while those with a doctorate exceed all other educational levels in being 
informed about energy and water consumption (46.9%).

Table 35. Respondents, divided by level of education, who affirmatively answered that they 
are familiar with the conditions and consequences of the fashion industry (percentages)

Elementary 
school

High 
school College Faculty Masters’ 

degree Doctorate

Working 
conditions 43.2 44.2 46.5 51.6 60.3 50.0

Water and 
energy 
consumption

29.7 27.8 32.1 36.0 44.7 46.9
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Respondents who declared themselves as members of the lower class are the 
most informed about the working conditions and the environmental effects of 
clothing factories. With 58.5% of them being familiar with working conditions 
and 46.3% of them familiar with the amount of water and energy required by 
clothing factories, they markedly exceed other categories. They are followed in 
second place by the upper middle class, when it comes to familiarity with wor-
king conditions (52%), and the upper class, when it comes to familiarity with the 
environmental effects of clothing factories (41.2%). By far the lowest percentage 
of familiarity with the two indicated issues associated with fast fashion (39.8% 
and 24.4%, respectively) was scored by respondents who were undecided about 
their social class position.

 
Table 36. Respondents, divided by self-perceived social class position, who affirmatively an-
swered that they are familiar with the conditions and consequences of the fashion industry 
(percentages)

Upper Upper 
middle

Lower 
middle Lower Undecided

Working 
conditions 47.1 52.0 48.4 58.5 39.8

Water and 
energy 
consumption 

41.2 33.3 34.8 46.3 24.4
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Summary  
(Final Comments)



Taking into consideration the noticeable gender-based imbalance among respon-
dents from our sample, we tried to present our findings in dual form, as much as po-
ssible, according to the stated axis. It often turned out that in the case of some other 
demographic features, there were greater variations in research findings than in the 
case of gender-based distribution. Lastly, judging by male respondents, gender-ba-
sed differences appear to be less deterministic than might have been assumed, at 
least when it comes to consumer habits.
Based on the findings of the self-perceived social class position of our respondents, 
the conclusion can be drawn that the middle class appears to be a hub of functio-
nality of the system and a desirable social position. Such a conclusion is supported 
by the extremely high degree of concentration of answers converging around two 
sub-categories of the middle class. It should beyond doubt that objective indicators 
of social class position would show that a significant number of those who, for exam-
ple, perceive themselves as part of the lower middle class in fact belong to the lower 
class. By the same token, a considerable number of respondents who positioned 
themselves on the class hierarchy as members of the higher middle class would 
find themselves in a lower middle class. Finally, it is logical to assume that those who 
were undecided are on some kind of social class middle ground, which is, we suppo-
se, places them mostly between the lower class and the lower middle class.
As much as possible in research like this, we have mapped the consumer habits of our 
respondents, at least in general terms. What have been presented, first of all, are which 
spheres in the consumer universe have priority when buying clothes. A fairly detailed 
and disaggregated insight into local consumer habits has been provided, which can be 
of considerable benefit for any attempt to influence consumer trends in the public.
It was impossible for us to ignore the fact that the corona virus did affect our rese-
arch. The corona virus is a prime example of how a certain disruption in the establi-
shed social patterns leads to a (temporary) change in consumer behaviors. Equally 
important as the act of buying itself is the subsequent attitude towards the purcha-
sed clothes. How long those clothes are going to be worn, and what is going to be 
done with clothes that are, for one reason or another, no longer worn, are all issues 
that are inevitably part of consumer habits.
Based on our research, it is evident that the local public is far from being sufficiently 
informed and engaged in all the things that have to do with fast fashion and things 
that are implied by it. Numerous social contradictions and moral injustices enta-
iled by fast fashion, as well as its obviously pernicious and far-reaching effects on 
the natural environment, are not present in the public as much as they should be. 
Consequently, it is very important that the public becomes more sensitive and more 
aware of all things involved in fast fashion. It is not necessary to talk about the role 
of the media in all of this; they ought to, at the very least, describe the phenomenon 
of fast fashion in a reasoned and comprehensive manner, together with the existing 
alternatives (such as, slow fashion). Finally, if this research turns out to have been hel-
pful in this process, we will suppose that it has achieved its fundamental purpose.
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