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I. Background

In recent years, awareness of sustainable fashion has been on the rise among Hong Kong
consumers, thanks in part to initiatives such as the collaboration between UNIQLO and the
Hong Kong Polytechnic University's School of Fashion and Textiles. A 2023 survey indicated
that 71% of consumers are now familiar with the United Nations’ Sustainable Development
Goals (SDGs), marking a significant growth in awareness. Many consumers prioritize factors
like product durability, quality, and environmental impact when making fashion purchases.
Corporate sustainability efforts, such as the use of eco-friendly materials and pollution
reduction, have become key considerations for 60-70% of respondents in their purchasing

decisions.

However, despite this growing consciousness, a notable gap remains between consumer
attitudes and actual recycling behavior. In 2022, only 11% of textile waste in Hong Kong was
recycled. To address this, the Hong Kong government proposed the Municipal Solid Waste
(MSW) Charging Scheme, intended for implementation in August 2024, to incentivize waste
reduction and recycling. Unfortunately, public support was insufficient, leading to a delay in

its rollout.

This year’s survey aims to further investigate consumer recycling behavior in the context of
sustainable fashion. While previous research highlights increasing consumer awareness of
fashion's environmental impact, actual recycling practices remain underdeveloped. The goal
of this survey is to uncover the barriers contributing to this discrepancy, including concerns
about product quality, convenience, and skepticism towards corporate sustainability claims.
By examining consumer engagement with recycling initiatives, this research seeks to offer
actionable insights to brands and policymakers, ultimately improving recycling infrastructure

and fostering more sustainable consumption practices.



II. Overview

1. Data Collection

The data was collected using an online survey distributed to Hong Kong residents in July
2024. The survey aimed to gather information on household recycling behaviors, attitudes
towards the waste charging policy, and customers’ perceptions on sustainable fashion. This

report contains the analysis of 1,404 survey responses.

The questionnaire was developed using both existing literature and newly created questions,
and it consisted of three sections: recycling behavior and attitudes toward the waste charging
policy, perceptions of sustainable fashion, and demographics. The question types primarily
include Likert scales and multiple-choice questions. The final questionnaire was translated

into Traditional Chinese for distribution.

The questionnaire was distributed by the survey company Dynata and managed through the
online platform Qualtrics. Dynata’s extensive sample pool provided the conditions for
random sampling. Responses were checked for completeness, and any incomplete responses
were removed from the analysis. In addition, a trap question was set to check for consistency;

responses that were inconsistent were also excluded.

Informed consent was obtained from all participants prior to commencing the survey.
Participants were informed that the survey was anonymous and would be used only for

academic analysis.



IT1. General Statistic

The report analyzed data from 1,404 respondents in Hong Kong. The majority of respondents
are female (almost 60%), around 40% are male, and the remaining 0.71% identify themselves
as other genders. The ages of the respondents are approximately normally distributed, with
63.25% of respondents between the ages of 20 and 39. In terms of occupation, the largest
segments were from the manufacturing sector (10.97%), construction (10.11%), and the
wholesale and retail trade industry (9.90%). Geographically, respondents came from various
districts, with the highest representation from Kowloon City (10.75%), Eastern District
(10.61%), and Central & Western District (8.19%). This broad demographic distribution
ensures a comprehensive understanding of recycling behaviors across different professions,

age groups, and geographic locations in Hong Kong.

Figure 3.1: Responses by Gender
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Figure 3.2: Responses by Age
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Figure 3.4: Responses by Education
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IV. Findings

1. Recycling among Hong Kong consumers

The survey results reveal mixed attitudes and behaviors toward recycling among Hong Kong
consumers. While there is general awareness and participation in recycling, significant gaps
remain, especially in clothing and textile recycling. The majority of respondents reported
participating in the recycling of common household materials like paper and plastic, with
37.89% indicating they recycle less than half of their apparel waste, and only 12.32%
claiming to recycle all of their clothing waste. This makes apparel the least recycled material

among surveyed categories.

When assessing how respondents perceive others' recycling habits, only 4.13% believe that
others never recycle clothing, and 6.84% think that all apparel waste is recycled by others.
Interestingly, respondents rated their own recycling behavior (mean = 3.06) higher than that
of others in Hong Kong (mean = 2.90), reflecting a common tendency to view one's own

efforts more favorably.
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Figure 4.1: Self-reported recycling behaviors
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Apparel 6i84% 20.09% 30.34% 38.60% 4 48%
Paper 8I6B%  22.65% 33.83% 31.55% 3.42%
Plastic SIO7% 25.28% 31.70% 29.91% 4 18%
Metal 8I68% 19.59% 29.63% 35.54% 6.70%
Glass 6I91% 17.52% 27.64% 37.96% 9.97%
Electronic Accessories/ltems OEI9%  19.73% 23.01% 41.67% 6.41%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Recycle all such items
Recycle more than half of this type of waste
Recycling accounts for about half of this type of waste
Recycle less than half of this type of waste

m Never recycle any such waste



11

2. Factors affecting consumer recycling behaviors

The figure reveals that Hong Kong consumers face several practical barriers to recycling, but
also highlights areas of opportunity. Around 45.3% of respondents agree they have enough
time to recycle, while about 24.86% disagree, indicating that time constraints remain a
concern for a portion of the population. Similarly, only 35.04% feel they have sufficient
household space for recycling, with 36.19% indicating a lack of space, making it one of the
most significant hurdles for consumers. On the positive side, 48.36% of respondents feel
adequately informed about recycling, though 17.95% still lack sufficient knowledge. This
suggests that while education campaigns have been somewhat effective, further efforts to

improve public understanding of recycling practices could be beneficial.

In terms of accessibility, nearly half (46.94%) of the respondents find recycling points
conveniently located, but 24.22% feel they are too far, indicating the need for more
accessible recycling facilities. Additionally, 48.07% find recycling points clean and well-
organized, which encourages participation, though improvements could be made to appeal to
the 21.72% who disagree. Finally, 56.12% of respondents consider the recycling process
simple, with only 14.38% finding it complicated, showing that while the system is generally
user-friendly, there is still room for streamlining to increase participation. Addressing these
practical barriers—space, time, and proximity—could significantly improve recycling

behaviors across the city.

Figure 4.3: Perceived convenience of recycling
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The figure reveals that a majority of respondents in Hong Kong recognize their personal
responsibility to recycle. Approximately 17.17% strongly agree and 45.51% somewhat agree
that they have an obligation to recycle, with only 1.85% strongly disagreeing. This
demonstrates a widespread acknowledgment of recycling as a civic duty. However, despite
this sense of obligation, there remains a portion of the population that expresses doubt about
the effectiveness of their recycling efforts. Around 24.14% agree that recycling does not

improve environmental quality, indicating lingering skepticism.

Moreover, there 1s considerable mistrust regarding the treatment of sorted waste, with 35.82%
agreeing that it may still end up in landfills. This lack of confidence in the recycling process
could significantly undermine participation, as individuals may feel that their efforts are futile
if the system does not function as intended. This highlights the need for greater transparency
in the handling of recyclable materials and better communication to the public about how

their efforts contribute to overall environmental goals.

Additionally, social and governmental expectations play a crucial role in shaping behavior.
More than half of the respondents (63.6%) agree that the government expects them to recycle,
while 48.93% also feel pressure from people close to them to engage in recycling practices.
This combination of external institutional and social expectations suggests that leveraging
social norms and strengthening community engagement could be an effective strategy to
boost recycling rates. However, overcoming skepticism about the impact and proper

treatment of recycled waste will be essential for sustained participation.

Figure 4.4: Consumer perception of recycling obligations
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The survey results reveal that intrinsic motivations are the strongest drivers of recycling
behavior among respondents. A significant majority, 57.97%, agree that they like recycling,
and 51.28% find it to be an enjoyable activity. Additionally, 55.49% agree that they gain
personal satisfaction from recycling, suggesting that emotional fulfillment plays a key role in
their recycling habits. While fewer respondents disagree with these statements, the overall
sentiment 1s that recycling is a positive and fulfilling activity for most. This indicates that
intrinsic rewards such as enjoyment and satisfaction are critical factors influencing

participation.

On the other hand, extrinsic motivators such as social pressure and material benefits also play
a role but to a slightly lesser extent. About 38.39% of respondents somewhat agree that they
recycle to gain money or other rewards, indicating that external incentives do have an impact
on behavior, though they are less influential than personal satisfaction. Social expectations
also contribute significantly to recycling, with around half of respondents agreeing that they
recycle because their family, friends, or society expects them to do so. These findings suggest
that while personal satisfaction drives most recycling behavior, social norms and external

rewards also support engagement in recycling.

Figure 4.5: Intrinsic and extrinsic motivation of consumer recycling
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The figure highlights the various sources from which Hong Kong consumers receive
recycling-related information and their perceptions of these sources in terms of reliability and
effectiveness. A significant portion of respondents find government and public institutions to
be a crucial source of recycling information. With 8.97% strongly agreeing and 37.82%
somewhat agreeing, it is clear that official channels play a vital role in spreading awareness
about recycling. Furthermore, 41.81% of respondents believe that the guidelines provided by
these institutions are clear, though a notable 34.05% remain neutral. Similarly, when it comes
to explaining the environmental impact of recycling, 50.72% agree that government
information is effective, indicating a strong level of trust in these channels. However, a
combined 19.73% either somewhat or strongly disagreed, suggesting there is still room for

improvement in communication clarity and effectiveness.

Peers, such as friends and colleagues, are also recognized as important sources of recycling
information, with 11.18% strongly agreeing and 32.62% somewhat agreeing on this point.
When it comes to providing clear recycling guidelines, 9.40% strongly agree that peer-shared
information is helpful, while 32.55% somewhat agree. This suggests that social networks
have a more significant influence on individuals’ recycling behaviors compared with
government sources. However, when it comes to explaining the impact of recycling on the
environment, peers are slightly less trusted, with 31.41% somewhat agreeing and only 9.54%

strongly agreeing.

Corporate marketing, including advertisements, product packaging, and sustainability
initiatives, is viewed as an important source of information by 11.40% of respondents who
strongly agree and another 34.33% who somewhat agree. This shows that corporate
communication efforts do have an impact, they are more influential than peer information but
not as influential as government information. In terms of providing clear recycling guidelines,
10.68% strongly agree that corporate materials are helpful, while 32.26% somewhat agree.
However, when it comes to explaining the environmental impact of recycling, there is

slightly less confidence, with only 11.18% strongly agreeing.

The data suggests that while government institutions are seen as the most reliable and
effective source of recycling information, peer influence and corporate marketing also play
important roles in shaping recycling behavior. However, the government falls short in
providing clear recycling guidelines, which needs to be supplemented by corporate and peers.
To maximize the impact of recycling campaigns, a multi-channel approach that leverages
both institutional authority and peer networks may be the most effective. At the same time,
efforts to improve the clarity and trustworthiness of corporate recycling messages could

further boost consumer engagement.
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Figure 4.6: Source of information about recycling and consumer perception
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3. Consumer perception towards MSW charging poilcy

The responses to the MSW Charging Policy reveal a mix of support, neutrality, and
opposition. Approximately 36.40% of respondents somewhat support the policy, while 12.25%
strongly support it, suggesting that nearly half of the participants view the policy favorably.
However, a significant portion of respondents, 27.35%, remain neutral, reflecting either
uncertainty or ambivalence toward the policy. On the opposing side, 10.19% somewhat do
not support, and 13.82% strongly do not support the policy, indicating that a notable group

remains unconvinced about its benefits or necessity.

The impact of media information on respondents' understanding of the policy is substantial.
A combined 49.15% of respondents either somewhat or strongly agree that media coverage
has helped improve their understanding of the policy. Furthermore, 48.43% believe that
media information has enhanced their knowledge of recycling, while 55.55% feel that it has
influenced their understanding of the policy’s importance. This data underscores the role of
media as a critical channel for disseminating information about the MSW policy and

enhancing public awareness.

When respondents were asked about how media information might influence other Hong
Kong residents, a similar pattern emerged. A majority of respondents believe that media
coverage positively impacts other residents’ understanding of the policy, with 10.97%
strongly agreeing and 41.88% somewhat agreeing. Likewise, 56.55% agree that media
coverage influences other residents’ understanding of the policy's importance. These findings
suggest that respondents not only perceive media as influential on their own views but also

on the wider population’s understanding of the policy.

The final set of responses provides insights into how respondents view the overall
effectiveness of the MSW policy. While 10.40% strongly agree and 32.76% somewhat agree
that the policy is a good idea, a significant portion remains neutral or skeptical. On whether
the policy will help improve the environment, 32.34% somewhat agree and 14.39% strongly
agree, indicating cautious optimism. Notably, 55.27% of respondents agree that they will be
more active in sorting and recycling waste if the policy is implemented, suggesting that the
policy has the potential to drive positive behavior changes, especially in waste management

practices.



Figure 4.7: Consumer supports to MSW changing policy of Hong Kong
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Figure 4.9: Consumer perception on the media influence on others

U 2.42%

Media information related to the Municipal Solid 10.61%
Waste Charging policy may affect other Hong Kong 34.12%

residents’ understanding of this policy. 41.88%
B 10.97% |

2.49%
Media information related to the Municipal Solid 13.46%
Waste Charging policy may affect other Hong Kong 34.54%
residents’ level of knowledge about recycling. 36.89%

Media information about the Municipal Solid . 2.49%
Waste Charging charging policy may influence
other Hong Kong residents’ understanding of the

importance of recycling. _ 42.95%
13.60%

9.62%
31.34%

m Strongly disagree Somewhat disagree Neutral Somewhat agree m Strongly agree

Figure 4.10: Consumer attitudes toward the MSW charging policy
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4. Consumer attitudes toward sustainable fashion and consumption behaviors

4.1 SDGs and awareness

This survey, following the previous two surveys, investigates consumer awareness and
preferences related to the United Nations’ Sustainable Development Goals (SDGs) in the
context of fashion brand selection. The results show a positive trend in awareness of the
SDGs, with 70.09% of respondents indicating that they are familiar with these goals. This
high level of awareness demonstrates growing public engagement with sustainability issues,
which is increasingly influencing consumer choices, especially in sectors like fashion.
However, nearly 30% of respondents still do not know about the SDGs, suggesting there is

room for continued education and outreach.

In terms of prioritization, environmental SDGs dominate consumer preferences when
choosing fashion brands. The top three SDGs—SDG 6 (Clean Water and Sanitation), SDG 7
(Affordable and Clean Energy), and SDG 13 (Climate Action)—reflect an acute awareness of
environmental sustainability and resource management. These goals are closely linked to
pressing global challenges such as water scarcity, energy consumption, and climate change,
which have direct implications for the fashion industry. Fashion brands are increasingly
scrutinized for their environmental impact, including water use in production, energy

efficiency, and contributions to global warming through supply chains.

Consumers also show a significant concern for broader environmental health with goals like
SDG 14 (Life Below Water) and SDG 12 (Responsible Consumption and Production)
receiving notable support. SDG 14 focuses on the conservation of marine ecosystems, which
are heavily impacted by textile waste and pollution, particularly microplastics. SDG 12
emphasizes the need for sustainable production patterns, aligning with consumer demands for
brands to adopt eco-friendly practices and minimize waste. These priorities suggest that
consumers are not just looking for isolated changes but expect comprehensive environmental

responsibility from fashion brands.

The data reflects a clear consumer preference for brands that address tangible environmental
issues, particularly those related to water, energy, and climate. This focus on sustainability
aligns with global trends toward more responsible consumption and suggests that fashion
brands will need to continue integrating these priorities into their operations to meet evolving
consumer expectations. However, there is still an opportunity to raise awareness around the
broader SDGs, particularly those related to partnerships and institutional cooperation, which

could further enhance public understanding and engagement with sustainability goals.



Figure 4.11: SDG awareness
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4.2 Fashion consumption behaviors

Regarding the consumption behavior of fashion products, most respondents fall within
moderate spending categories. About 30.91% of consumers spent between 4,201 and 8,400
HKD in the past year, while 28.42% spent between 1,801 and 4,200 HKD. Meanwhile, 24.50%
of respondents reported spending less than 1,800 HKD, indicating a frugal segment. On the
higher end, 12.75% spent between 8,401 and 20,000 HKD, with only 3.42% spending over
20,001 HKD. This distribution suggests that the majority of consumers are moderate in their

spending, with only a small fraction making higher-value purchases.

The results on the quantity of fashion products purchases over the past year reflects similar
trends of moderate behavior. The largest groups, 35.19% and 34.83%, purchased between 6
and 20 items, suggesting that most consumers buy a modest amount of clothing annually. A
smaller 19.37% bought 5 items or fewer, indicating minimal shopping habits for some, while
8.40% purchased between 21 and 50 items. Only 2.21% of respondents bought 51 items or

more, suggesting that large-scale purchasing is relatively uncommon.

Finally, the results on how frequently each fashion item is worn show that the majority of
respondents wear their items regularly. Around 30.13% reported wearing each item 11 to 20
times, while 20.09% wear items 21 to 30 times, and 12.96% wear them 31 to 50 times. 18.23%
report wearing items more than 50 times, suggesting there is potential to encourage
consumers to extend the lifecycle of their garments. Meanwhile, 2.56% of respondents wear

their items fewer than 5 times, which could point to a wasteful behavior pattern for some.



Figure 4.13: Annual fashion product spending
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Figure 4.14: Annual number of fashion products purchased
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Figure 4.15: Number of times of fashion products worn
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The survey results highlight different retention periods for various fashion categories,
reflecting consumer habits and the durability of certain items. Short-sleeved T-shirts and vests
are kept for moderate periods, with most respondents (27.85% and 27.49%) indicating they
retain these items for 3-5 years or 2-3 years. Only a small percentage (6.48%) reported
keeping them for less than a year, suggesting that these items are replaced at a moderate rate.

Jackets, on the other hand, tend to be kept for longer. Around 25.21% of respondents keep
them for 2-3 years, 24.22% keep them for 3-5 years, while 23.22% hold onto them for 5-10
years. A notable 13.11% of respondents keep their jackets for more than 10 years, indicating
that heavier and more expensive items like jackets are viewed as long-term investments and

used over a longer period compared to lighter clothing.

Jeans follow a similar pattern, with 26.35% of respondents keeping them for 3-5 years, 24.57%
for 2-3 years, and 21.25% for 5-10 years. Notably, 12.68% of respondents hold onto their
jeans for more than 10 years, highlighting the durability of denim and its lasting appeal in
consumer wardrobes. Sportswear, being more frequently used and subject to wear and tear,
has a shorter lifespan. The majority of respondents (30.91%) keep sportswear for 3-5 years,
and 28.77% keep it for 2-3 years. This suggests that sportswear is regularly replaced, likely

due to its higher usage and faster wear.

Suits have the longest retention rates, with 28.06% of respondents keeping them for 3-5 years
and 17.74% for more than 10 years. Only 2.78% discard their suits within one year, reflecting
the higher value, quality, and less frequent use of suits compared to other clothing items.
Overall, heavier and higher-value items such as jackets and suits tend to be retained for
longer, while more casual and frequently used items like sportswear and T-shirts are replaced

more quickly.
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Figure 4.16: Retention periods of fashion products
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The results demonstrate that repurposing textiles for other uses, such as turning them into
rags or quilts, 1s the most frequently practiced behavior. A significant majority of respondents
(36.47% and 10.83%) engage in this behavior either "fairly frequently" or "very frequently,"
indicating a strong preference for finding alternative uses for textiles within their homes.
Only a small fraction (2.92%) never participates in repurposing, showing that most

consumers are willing to reuse textiles in some form.

In contrast, reselling unwanted textiles through consignment stores or online platforms is a
less common practice. While 22.51% and 7.19% of respondents report doing so "fairly
frequently" or "very frequently," there is a larger group (15.17% and 22.72%) that rarely or
never engages in reselling. This suggests that reselling, while recognized, is not as widely
adopted as other forms of textile recycling, possibly due to barriers like convenience or the

perceived effort involved in the process.
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Passing on used textiles to family and friends, along with placing them in recycling bins, are
also popular options. Around 42.73% of respondents "very frequently" or “fairly frequently”
pass on textiles to others, while 15.10% "very frequently" use recycling bins for unwanted
clothing. These behaviors indicate that consumers are willing to either share their unwanted
items within their social circles or participate in formal recycling schemes. The relatively low
rates of non-participation in these behaviors (4.42% never use recycling bins and 7.62%
never pass on textiles) highlight that recycling and sharing practices are well established, with

potential for further growth if more convenience or incentives are introduced.

Figure 4.17: Dealing with unwanted textile products
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The results on clothing repair habits provide several key insights into consumer behavior.
According to the first chart, 35.54% of respondents do not have the habit of repairing their
clothes. This suggests that a significant portion of consumers are not regularly engaging in
repair practices, which could contribute to higher levels of clothing waste. This trend
indicates an opportunity to encourage more sustainable practices by addressing the barriers to

repairing clothes.

Among those who do not repair clothes, the main reasons identified include the perception
that the repair process is troublesome (67.33%) and a lack of knowledge about how to repair
(60.12%). Cost is also a significant factor, with 54.51% of respondents citing repairs as too

expensive, and 48.50% indicating that the durability of their clothes is insufficient to justify
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repairs. Additionally, 40.88% expressed concerns about the effectiveness of repairs, while
28.46% stated that the quality of their clothing does not warrant repairs. These findings
highlight practical, financial, and quality-related barriers to adopting repair habits, suggesting
that consumers need easier access to affordable repair services and more education on how to

perform basic repairs themselves.

In terms of willingness to pay for professional repair services, the results show that 36.04%
of respondents would only pay up to 5% of the original clothing price for repairs, while 29.56%
would be willing to pay 5-10% of the price. A smaller group, 22.29%, indicated they would
pay 10-20%, with only 1.14% willing to pay more than 30%. This suggests that while there is
some openness to paying for repairs, most consumers are only willing to invest a small
amount relative to the initial cost of the clothing, likely reflecting budget constraints and the
perceived value of the items. Promoting affordable repair options could be key to

encouraging more sustainable clothing use and reducing textile waste.

Figure 4.18: Consumers with a repairing habit
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Figure 4.19: Self-reported reasons inhibit repairing
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Figure 4.20: Willing to pay for repairing
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V. Conclusion

The overall consumer attitude toward recycling in Hong Kong reflects a mixture of intrinsic
motivation, social influence, and external incentives. A large proportion of respondents
express positive feelings toward recycling, with many finding it to be an enjoyable and
fulfilling activity. The survey shows that intrinsic factors, such as personal satisfaction and a
sense of responsibility, are the strongest drivers of recycling behavior. A majority of
respondents indicated that they like recycling and derive satisfaction from it, demonstrating

that internal motivations significantly influence their engagement in recycling activities.

At the same time, external factors such as social pressure and material incentives also play a
role. Many respondents noted that they recycle because of societal expectations or
encouragement from family and friends. Additionally, some respondents are motivated by the
potential to gain material benefits, although this factor is less prominent compared to intrinsic
satisfaction. Overall, the findings suggest that campaigns to promote recycling should
emphasize both personal and social benefits, as well as make recycling processes more

accessible to maintain and enhance consumer participation.

While awareness of sustainable development goals (SDGs) is growing, with most
respondents prioritizing environmental concerns such as water conservation, clean energy,
and climate action, there remains a noticeable gap between these attitudes and actual
consumer behaviors. Practical barriers like inconvenience, lack of knowledge, and the cost of

repair services deter many from engaging fully in sustainable practices.

When it comes to recycling behavior, consumers show a preference for repurposing or
passing on textiles to family and friends, while formal recycling channels such as donation
bins are less frequently used. Reselling used items, though an option, is not as widely adopted,
indicating potential areas for improving engagement with second-hand markets. The support
for the Municipal Solid Waste (MSW) Charging Scheme is also mixed, with many
respondents expressing only moderate support, likely due to concerns about convenience and
cost implications. Nonetheless, media campaigns have proven effective in raising awareness
of the scheme and its potential environmental benefits, highlighting the importance of

continued public education and clear communication.

Additionally, the survey reveals that consumers are generally unwilling to invest significantly
in repairing clothing, with most preferring to pay only a small percentage of the garment’s
original cost for professional repairs. The perceived hassle of the repair process, combined
with doubts about the effectiveness of repairs and the durability of clothing, further dissuades

consumers from adopting repair habits.
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