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I. Foreword  

 

The 2030 Agenda for Sustainable Development is at the critical mid-way point. 

However, the COVID-19 pandemic, the war in Ukraine and climate-related disasters 

over the past years have significantly impeded progress (United Nations General 

Assembly Economic and Social Council, 2023). The fashion industry plays a pivotal 

role in driving change and reshaping its operations to comply with the Sustainable 

Development Goals (SDGs). Sustainable fashion, also known as eco-fashion or 

ethical fashion, focuses on reducing the environmental footprint, protecting labour 

rights, and promoting sustainable economic development to build a better future. 

 

A preliminary global data assessment reveals that only 12% of the SDGs are on 

track, nearly half of the goals have shown some progress but deviated from their 

intended trajectory, and 30% have seen no progress or even regressed (United 

Nations General Assembly Economic and Social Council, 2023). This has sparked a 

strong interest in exploring consumers' awareness of SDGs. For this purpose, The 

Hong Kong Polytechnic University released the Survey on Consumer Perceptions of 

Sustainable Fashion in Hong Kong and Macau report last year, aiming to explore 

consumers' attitudes towards SDGs and consumption habits regarding sustainable 

fashion products. In last year's report, it was found that consumers in Hong Kong 

and Macau demonstrated a higher awareness of SDGs compared to the global 

average. However, this year, we are eager to discover if there have been any 

improvements or setbacks in this regard. In the context of setbacks to global 

sustainable development, we aim to investigate whether consumers in Hong Kong 
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and Macau have undergone any changes in their attitudes towards sustainable 

fashion. These questions have become the focal point of our research. 

 

In addition, this year we further explored the relationship between consumers' 

attitudes towards sustainable fashion and their purchasing intentions and actual 

behaviour. Overall, the proportion of consumers purchasing sustainable products is 

significantly lower than their purchasing intentions, indicating the presence of an 

intention-behaviour gap. However, brand sustainability messages can narrow this 

intention-behaviour gap for sustainable products. The survey shows that companies 

can stimulate consumers to buy sustainable fashion products by using effective 

promotion methods. 

 

The survey results were compared with the Survey on Consumer Perceptions of 

Sustainable Fashion in Hong Kong and Macau (Yan et al., 2022) conducted in 2022, 

aiming to continuously monitor changes in consumers' perceptions and behaviours 

related to sustainable development. By comparing the results, we hope to gain 

insights into the differences in Hong Kong and Macau consumers' awareness of the 

SDGs over the past two years. Additionally, the survey delved into the relationship 

between brand sustainability messaging, brand marketing, and consumers' 

purchasing behaviour, providing recommendations for effective communication 

between corporations and consumers in the future. These findings serve as valuable 

references for corporations to develop more targeted sustainable development plans 

and marketing strategies, enabling them to better meet the growing consumer 

demand and awareness of sustainability. 
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II. Overview  

1. Data collection  

This survey data was collected from late April to early June 2023, targeted 

consumers residing in Hong Kong and Macau. The survey questionnaire was 

distributed in the form of an online survey. This survey report provides an overview of 

the responses from a total of 1500 participants, including 1287 Hong Kong residents 

and 213 Macau residents. 

 

The questionnaire includes questions about consumers' awareness of SDGs, their 

attitudes towards sustainable fashion, purchase intentions, and purchasing 

behaviour, including shopping frequency and expenditure. Additionally, it covers the 

level of attention consumers pay to sustainability messages when shopping for 

everyday products, as well as their attitudes towards corporations adopting 

sustainable initiatives and marketing strategies. Lastly, the questionnaire collects 

general demographic information such as respondents' gender, age, occupation, 

income, education level, and districts. 

 

All the information collected in this questionnaire was managed online through the 

Qualtrics platform. Participants were informed that the questionnaire was 

anonymous, and the data collected would be used solely for academic analysis. 

 

2. Summary of results and recommendation for actions 
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In comparison to 2022, Hong Kong and Macau consumers have shown an increase 

in their awareness of SDGs, and the priority ranking of SDGs remains largely 

consistent with last year. This indicates that sustainable energy, water resources, 

social welfare, and climate action issues are closely related to the lives of consumers 

in Hong Kong and Macau and are in urgent need of improvement. After the 

pandemic, as work and production resumed, life gradually returned to normal, 

shifting consumers' focus from global well-being to more relevant issues of 

sustainable consumption and production. 

 

The survey also revealed that the proportion of consumers’ purchase behaviour of 

sustainable fashion products is significantly lower than their intention to purchase, 

indicating the existence of an intention-behaviour gap. The level of sustainability 

messages that consumers receive is correlated with their purchase intention. The 

more sustainability messages consumers receive, the smaller the intention-

behaviour gap towards purchasing sustainable fashion products, especially for those 

consumers who pay attention to product, promotion, and place. Consumers 

expressed that sustainable products have not fully met their expectations in terms of 

texture, durability, materials, and design. This underscores the importance for brands 

to prioritize the improvement of sustainable products to align with consumers' 

preferences. 

 

Finally, the survey provides recommendations for brands. Brands should collaborate 

with reputable channels to improve communication with consumers, such as 

partnering with professional or non-profit organizations. Additionally, brands should 
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maintain transparency and consistently share their commitment and efforts in 

environmental protection and corporate social responsibility across various aspects. 
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III. General Statistics 

 

A total of 1,500 responses from Hong Kong and Macau respondents were analysed 

in this report. To compare with the results of the Survey on Consumer Perceptions of 

Sustainable Fashion in Hong Kong and Macau conducted in 2022, the gender and 

age samples in this survey showed no significant difference from last year (chi-

square test, p > 0.05). Among the respondents, 60.5% are female, 39.2% are male, 

and 0.3% identified with other genders. Most of the respondents were between the 

ages of 20 and 39 (63.4%), and 76.1% of the respondents have a college degree or 

higher education level. The samples are relatively evenly distributed across various 

occupations and districts. 

Figure 1 
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Figure 2 

 

 

Figure 3 
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Figure 4 
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Figure 5 
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Figure 6 

 

Figure 7 

 

 

Figure 8 
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IV. Findings  

1. Awareness of sustainable development goals 

1.1 SDGs awareness in 2023 

In 2023, 71% of respondents reported they knew the concept of “SDGs”. The 

awareness rate is higher than that of 56% in 2022 (Yan et al., 2022). 

Figure 9 
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them, respondents with a monthly income between HK$ 28,801 and HK$ 45,300 

have the highest SDGs awareness rate of 77.3%. 

Figure 10 
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with lower awareness rates are Macau Coloane (50%) and Hong Kong Yuen Long 

District (53.85%). 

 

1.2 Priority of SDGs in 2023 

Figure 11 shows the priority ranking of SDGs among Hong Kong and Macau 

consumers when choosing fashion brands in 2023. 

Figure 11  
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urgent improvement. However, there was an increase in the importance placed on 

SDG12 (Responsible Consumption and Production) and a relatively lower emphasis 

on SDG 1 (No Poverty) compared to the previous year. This indicates that after the 

pandemic, as work and production resume, and life gradually returns to normal, 

consumers' focus has shifted from global well-being to more relevant issues of 

sustainable consumption and production that directly impact their own lives. 

Table 1 

5 most important SDGs cited by Hong Kong and Macau customers in 
2022 2022 2023 

SDG7: Affordable and Clean Energy 1 1 

SDG6: Clean Water and Sanitation 2 2 

SDG3: Good Health and Well-Being 3 3 

SDG1: No Poverty 4 8 

SDG13: Climate Action 5 4 

 

Table 2 

5 most important SDGs cited by Hong Kong and Macau customers in 
2023 2022 2023 

SDG7: Affordable and Clean Energy 1 1 

SDG6: Clean Water and Sanitation 2 2 

SDG3: Good Health and Well-Being 3 3 

SDG13: Climate Action 5 4 

SDG12: Responsible Consumption and Production 10 5 

 

 

2. Attitude towards sustainable fashion 

2.1 Attention to sustainability messages 

Sustainability messages are one marketing strategy for businesses to communicate 

about sustainability (Djordjevic & Cotton, 2011). The following figure shows the level 
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of attention consumers pay to sustainability messages. Nearly 70% (69.7%) of 

consumers would pay attention to the brand's eco-friendly packaging. 56.7% of 

consumers indicated they would pay attention to the sustainable displays in fashion 

brand stores. Most companies will announce relevant projects and information 

through sustainability reports. However, less than half of consumers said they would 

pay attention to sustainability reports issued by companies (45.4%), and 27.3% of 

consumers said they would not pay attention to sustainability reports. 19.9% of 

consumers said they would not pay attention to sustainable information on product 

labels. 

Figure 12 
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11.4% of consumers believe in information from businesses. Consumers generally 

have doubts about the sustainability information presented in brand promotions and 

media reports, considering it as mere marketing tactics. They tend to trust 

information and evaluations provided by the academic community, authoritative 

institutions, or environmental organizations. 

Figure 13 
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Table 3 

Ranking of the importance of business sustainable development initiatives Percentage 
1 Fashion companies properly handle the pollution generated in the production process 73.2% 

2 Fashion companies using eco-friendly raw materials. 71.4% 

3 Fashion companies using recyclable raw materials. 69.9% 

4 Fashion companies considering environmental factors when setting the origin of clothing. 69.3% 

5 Fashion companies respecting the rights and health of their employees. 68.4% 

6 Fashion companies promoting a diverse and inclusive corporate culture. 65.5% 

7 
Fashion companies actively participate in activities to address circular economy issues. 

(Circular economy is an economic model that involves the design and management of systems and processes to plan, source, 

produce, and recycle materials in a way that maximizes ecosystem functioning and human well-being as outputs.) 
63.9% 

8 
Fashion companies actively organizing or participating in environmental protection 

activities (exhibitions, environmental events, collaborations with environmental organizations, etc.). 
62.1% 

 

2.3 Attitude towards sustainable marketing 

Most consumers consider sustainable marketing strategies to be important or very 

important. Among the four dimensions of marketing, consumers perceive product to 

be relatively the most important and price to be relatively the least important. 

Figure 14 
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Figure 15 

 

 

Figure 16 
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Figure 17 
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Figure 18 
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Figure 19 
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When asked about the number of sustainable fashion items they purchased in the 

past year, 67% of consumers responded that they bought three or fewer sustainable 

fashion items. Approximately 1/4 of consumers did not purchase any sustainable 

fashion products in the past year. 

Figure 20 
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attention to brands' eco-friendly packaging methods (69.7%) which is positively 

correlated with the intention-behaviour gap (r=0.0704, p<0.01), indicating that the 

packaging methods used by brands may not meet consumers' expectations. 

 

Additionally, the regression analysis of the interaction between brand communication 

of sustainability messages and sustainable marketing reveals that, overall, brand 

sustainability messages can reduce the intention-behaviour gap. This effect is 

particularly significant for consumers who are concerned about sustainable products 

(r=-0.044, p<0.01), promotion (r=-0.047, p<0.01), and place (r=-0.039, p<0.05). 

However, there was no significant effect for consumers whether concerned about the 

price factor of sustainable fashion products (p > 0.1). 

 

Lastly, we asked consumers about the reasons for not purchasing sustainable 

products, excluding the price factor (as shown in the table below). The primary 

reason consumers are unwilling to buy sustainable products is the perceived product 

quality (34.1%), followed by not meeting expectations of durability (33.6%), and then 

concerns about the materials (29.8%) and design (27.2%) of the products. 

Table 4 

Excluding product price, consumers will not consider purchasing sustainable 
fashion products for the following reasons: 

Percentage 

1 Perceived product quality 34.1% 

2 Product not meeting expectations of durability 33.6% 

3 Materials 29.8% 

4 Design 27.2% 
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V. Concluding Remarks 

 

With the 2030 Agenda for Sustainable Development at the midpoint and progress in 

sustainable development slowing down, how have Hong Kong and Macau 

consumers’ attitudes towards sustainable fashion issues changed? This survey, with 

a sample of 1,500 Hong Kong and Macau residents, aims to investigate changes in 

consumer awareness and attitudes towards sustainable fashion issues by comparing 

the results with last year's findings. Additionally, it seeks to further explore the impact 

of corporate message communication and marketing strategies on consumers' actual 

purchasing behaviour. 

 

The results show that Hong Kong and Macau consumers' awareness of SDGs has 

increased compared to last year, indicating the effectiveness of SDGs' awareness 

and education efforts. The majority of consumers express their intention to pay 

attention to brand sustainability messages and consider corporate sustainable 

development initiatives and sustainable marketing strategy to be important. This to 

some extent affirms the investment of businesses in sustainable development, 

especially concerning issues related to environmental protection. 

 

However, the survey also reveals that the rate of consumers purchasing sustainable 

fashion products is significantly lower than their purchasing intention, indicating the 

existence of an intention-behaviour gap. Brand sustainability messages can reduce 

this gap, especially for consumers who are concerned about sustainable products, 

promotion, and place, where the effect is more pronounced. Brands should strive to 
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improve the design of sustainable products to meet consumer demands while 

effectively conveying sustainable information to dispel biases consumers may have 

towards sustainable products. For example, brands could consider partnering with 

credible institutions to release more professional and transparent information, 

cultivating consumers' habits of paying attention to sustainable labels (eco-labels) 

and engaging with brand sustainability reports in their daily consumption. 
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