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Abstract

As recycled polyester textiles have become an effective sustainable solution in the
fashion industry, understanding consumer attitudes and the underlying motivations
driving purchases of recycled polyester products becomes crucial for green sportswear
brands and recycled textile manufacturers. In the research on recycled polyester, there
is still a gap in research on the attitudes of Chinese women towards recycled polyester
and the consumption driving factors behind it. Therefore, this study targets Chinese
female sportswear consumers, focusing on their consumption attitudes and driving
mechanisms towards recycled polyester yoga pants. Utilizing survey-based empirical
analysis, it explores consumers’ overall attitude tendency towards recycled material
products and constructs a linear regression model of four perception dimensions
(“Perceived sustainability”, “Perceived cost performance”, “Perceived positive social
image”, Perceived safety” ) and purchase intention. Key research findings are as
follows: (1) Consumers exhibit a “positive but reserved”attitude, with 50% of the
respondents expressing purchase intention (Average=3.45) and 30% maintaining a
neutral stance; (2) Perceived sustainability (Beta=0.293), perceived cost performance
(Beta=0.276), perceived positive social image (Beta=0.227), and perceived safety
(Beta=0.215) all exert significant positive influences on purchase intention; (3) The
ranking of impact intensity is “Perceived sustainability > Perceived cost performance >
Perceived positive social image > Perceived safety”, indicating that the
decision-making logic in China’s sustainable sportswear market has shifted from
economic dominance towards sustainable value dominance. This research fills a
theoretical gap at the micro-level by specifically examining Chinese women and the
targeted product category of yoga pants. It provides targeted marketing strategies for
enterprises. By deepening the understanding of consumer cognition patterns, the study

contributes to advancing the circular economy transformation of the fashion industry.
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1. Introduction

1.1. Research background

The entire fashion value chain is considered as a major source of environmental
pollution, with impacts such as CO: emissions, textile waste, water consumption and

chemical pollution (Niiniméiki et al., 2020). If no measures are taken, the fashion

industry is expected to account for a quarter of global carbon emissions by 2050 (Kim

etal.,2021). Therefore, it is urgent to solve the problems related to production pollution

and textile waste in the garment industry.

Wagner & Heinzel (2020) argue that the recycling of textiles has already become a

sustainable solution for fast fashion. Among them, terylene, also known as polyester
fiber, has become the most common recycled fiber due to its extensive use. Thanks to
its functionality such as high elasticity and good breathability, it is the first choice of
raw material for sportswear. If it is not blended or it is made from polyethylene
terephthalate (PET) bottles, it can be recycled into recycled polyester fiber by being

reduced back to polyester, thus realizing the reuse of resources (Wagner & Heinzel,

2020). The transformation from polyester fiber to recycled polyester fiber has opened
up a practical path for the sportswear industry, enabling it to effectively reduce the

adverse impact on the environment and minimize its environmental footprint (Claussen

et al., 2023). The textile and garment industry is trying to achieve the goal of a circular

economy by using recycled polyester materials (Leonas, 2017).

1.2. Problem statement

Sustainable marketing has attracted increasing attention. As a result, retailers have to
explore new approaches to adapt to the constantly changing demands and preferences
of environmentally conscious consumers. And using recycled materials to make

clothing is undoubtedly an exciting highlight in the field of sustainable marketing



(Pranta et al., 2024). Among them, in particular, recycled polyester fiber has been

proven to be a feasible solution to the sustainability issues faced by the industry.
Consumer behavior-oriented changes are of even greater significance in addressing the

challenges of sustainable development (Simurina & Mustac, 2019). Therefore, it is

crucial for sustainable sportswear brands to understand the factors that influence

consumers’ attitudes towards recycled polyester fiber.

Numerous studies have shown that although consumers’ awareness and acceptance of
sustainable fashion are constantly increasing, when compared with original polyester
materials, consumers tend to hold negative attitudes towards the quality and safety of

recycled polyester clothing (Vehmas et al., 2018; Meng & Leary, 2021). These studies

have explored consumers’ attitudes towards recycled polyester fiber and the factors that
hinder consumers from accepting it. However, few studies have discussed the
motivation of consumers to purchase cloth made of recycled polyester fiber, especially
about Chinese female consumers. Recycled polyester fibers are often used to make
sportswear, such as yoga pants, and their main consumer group is women. Moreover,
previous studies on Chinese consumers often overlooked the factors that promote the
consumption of fashion products made from recycled polyester fibers. There is still a
significant research gap in the marketing focus of sportswear made from recycled

polyester fibers (Pranta et al., 2024; Vehmas et al., 2018; Meng & Leary, 2021). More

specifically, the following research questions need to be addressed:

RQ1: What attitude do Chinese female consumers hold towards purchasing yoga pants

made from recycled polyester fibers?

RQ2: What motives prompt Chinese female consumers to choose yoga pants made

from recycled polyester fibers?



2. Literature Review

2.1. Virgin Polyester

The raw materials of traditional polyester clothing mainly come from the mining of

non-renewable fossil fuels underground (Giibitz & Quartinello, 2019; Vadicherla et al.,

2015). The extraction of this fossil fuel requires the use of drilling and pumping
methods, which not only consumes energy but also damages the surrounding
ecosystem. In addition, during the processing, in order to obtain the basic components
of PET, namely ethylene glycol and terephthalic acid (TPA), crude oil needs to undergo
fine processing, including heating, distillation and other techniques. During this
process, harmful toxins are released, such as benzene series (BTEX) compounds
(benzene, toluene, ethylbenzene and xylene), sulfur dioxide and carbon monoxide, etc.,

which in turn accelerate global warming and air pollution (Palacios-Mateo et al., 2021).

Ultimately, based on Rothers’ invention in 1941, the polycondensation reaction of
terephthalic acid (TPA) and ethylene glycol was carried out, and only then was PET

obtained (Giibitz & Quartinello, 2019). Most synthetic polyester fibers are not

biodegradable. Moreover, polyester filament has high flexibility and elastic modulus,

as well as low water absorption and low shrinkage, which makes this material widely

used in clothing manufacturing (Kumar & Yaashikaa, 2019).

2.2. Recycled polyester (rPET)

2.2.1. Definition

Recycled polyester fiber (rPET) refers to the polyethylene terephthalate fiber produced
through the regeneration process after recycling waste polyester materials (such as
bottle flakes, waste pulp, waste textiles, etc.). It is commonly known as recycled

terylene (Wagner & Heinzel, 2020). Due to its durability and other functional features,

recycled polyester fiber is often used in the production of sportswear like yoga pants

(Senthil & Janet, 2019; Claussen et al., 2023). As a sustainable alternative to traditional




virgin polyester, its industrial application is regarded as a key path for the textile

industry to move towards a circular economy (Claussen et al., 2023). According to

Kumar & Yaashikaa (2019), the energy required to produce recycled polyester fibers is

59% less than that needed to produce virgin polyester. The replacement of virgin

polyester has further reduced the extraction of crude oil and the waste of plastic.

Figure 2-2-1

Yoga Pants (“Sportswear Yoga Pants for Training in Recycled Polyester ,” 2025)

A

2.2.2. Processing technology

The processing techniques of recycled polyester fiber (rPET) mainly include physical
methods and chemical methods. The physical method mostly uses waste bottles as
raw materials. After sorting, cleaning and drying, the materials are directly subjected
to melt spinning. This mechanical recycling has little effect on the molecular structure

of textile fibers (Baloyi et al., 2023). It features simple production technology, short

process flow and low production cost. However, it mainly focuses on one-way
recycling. As the number of processing times increases, the intrinsic viscosity,
molecular weight distribution and impurity content of polyester fibers will change,

and eventually they will no longer be recyclable (Chen, 2023). The chemical method

mainly takes waste fiber or the polyester components in clothing as raw materials. It

uses chemical reactions to depolymerize waste polyester materials into polymer

monomers or intermediates (Chen, 2023). This recycling method will change the



chemical structure of the polymer (Senthil & Janet, 2019). The whole process

involves a series of transformation steps, including: purification, separation,
regeneration polymerization and melt spinning. This method can achieve the complete
recycling and regeneration of waste polyester, with lower requirements for the sorting
and cleaning of waste polyester, which is more conducive to solving the problem of

clothing waste (Chen, 2023). However, since chemical recycling involves

disassembling polymers to produce new polyesters, the process is more complex and

costly (Jones & Payne, 2021).

Figure 2-2-2

PET transformation process (Chua, 2020)

2.2.3. Advantages

One of the main advantages of recycled polyester is its potential to minimize the
environmental impacts associated with textile waste. Studies have shown that
compared with incineration and landfill disposal methods, recycled polyester can
significantly save a large amount of energy and reduce the carbon footprint (Qian et
al., 2021). In addition, the extraction of crude oil is the first step in the production of
traditional polyester clothing. The process of refining crude oil releases compounds

that contribute to air pollution and global warming (Palacios-Mateo et al., 2021). The

use of recycled polyester can help reduce the dependence on crude oil, thereby
mitigating the related environmental pollution. Therefore, the environmental benefits
brought by recycled polyester are significant. Studies show that compared with virgin
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polyester, converting old textiles or plastic bottles into new fibers through mechanical

recycling can reduce energy consumption by half (Valerio et al., 2020).

2.2.4. Challenges
Despite these advantages, there are still challenges in the widespread adoption of
recycled polyester in the fashion industry. Physical method products have been

criticized for the decline in fiber strength (Claussen et al., 2023), while chemical

methods have higher energy consumption than physical methods (Jones & Payne,

2021). Darai et al. (2024) further proposed from the perspective of recycling that the
recycling process of fabric PET is more challenging compared to bottled PET due to
their inherent structural differences, including chain length and crystallinity, as well as
the presence of various chemical additives. Recycled polyester also faces many
challenges such as the problem of microfiber shedding in the process of striving to

reduce adverse impacts on the environment (Pranta et al., 2024). In addition, studies

have shown that consumers believe that recycled clothing cannot match the quality,

style and comfort of clothing made from original materials (Vehmas et al., 2018;

Meng & Leary, 2021). However, some literature indicates that there are actually no

significant differences between virgin polyester and recycled polyester in terms of

properties such as strength and durability (Wagner & Heinzel, 2020). Even studies

have shown that recycled polyester has a better dye absorption rate than virgin

polyester at higher shades (Patil et al., 2018).Therefore, it can be seen that there is a

perception gap for recycled polyester products in the minds of consumers.

2.2.5. Consumers’ Attitudes towards Recycled Material

At present, there is already a large number of studies have explored consumers’ views

on recycled materials and the factors influencing their attitudes (Meyer, 2001; Riicker,

2009; Vehmas et al., 2018; Chi, 2015; Grasso et al., 2000; Meng & Leary, 2021;

Meyer, 2001; Eunah, 2018; Dwikesumasari et al., 2024; Zafar et al., 2021; Yu & Lee,

2019; Park & Lin, 2020; Griskevicius et al. (2010); Hein, 2022 Jannah et al.. 2024;

10



Essoussi & Linton, 2014). Meyer (2001) pointed out that the common negative

stereotypes associated with green products put green products at a disadvantage in the
market. Riicker (2009) summarized consumers’ perceptions of recycled textile fibers,
indicating that consumers have negative stereotypes such as high prices and lack of
fashion sense towards recycled textile fibers. However, price resistance can be
partially overcome through market positioning (such as emphasizing functional
attributes rather than just environmental friendliness). Moreover, some studies have
shown that price and quality remaining the core purchase drivers of eco-friendly
fashion, and sustainability often taking a secondary position, influenced by factors
such as altruism, social recognition, and cultural differences, reflecting the complexity

of eco-friendly consumption (Vehmas et al., 2018). Therefore, from the perspective of

cost performance. The price and quality of clothing are important factors influencing

purchasing decisions (Chi, 2015; Vehmas et al., 2018). Price has always been one of

the decisive factors in purchasing decisions, and at the same time, the promoting

effect of environmental labels (Grasso et al., 2000). Additionally, some studies have

indicated that consumers believe that products made from recycled materials cannot

match the overall quality of those made from virgin materials (Vehmas et al., 2018;

Meng & Leary, 2021). This might be the reason for the low consumption behavior of
recycled material products. Only when consumers believe that environmentally
friendly products are comparable to or superior to those of competitors in terms of

cost performance will they purchase such products (Meyer, 2001).

From the perspective of perceived sustainability, consumers tend to be willing to pay

a higher premium for green products (Vehmas et al, 2018). And it is believed that the

positive impact of environmentally friendly products on the environment can boost

the willingness to purchase (Eunah, 2018). This is because consumers’ empathy for
the environment makes green products to resonate with consumers, thereby

generating a positive attitude (Dwikesumasari et al., 2024). The study by Zafar et al.

(2021) also found that those who have a stronger perception of environmental benefits
usually have more possibilities of showing a sustainable purchasing attitude.
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From the perspective of social image. Clothing choice is an important medium for
self-identity construction. Customers’ choices of clothing usually reflect their
perceptions of themselves. Therefore, the acquisition or use of goods conveys
symbolic connotations to both themselves and others, thus expressing the internal

perception of personal identity (Dwikesumasari et al., 2024). For example, Patagonia

users often regard recycled jackets as an identity tag of “environmentalists”

(Patagonia Stories, 2022). In China, consumers believe that purchasing and wearing

eco-friendly clothing helps gain social recognition and leave a good impression on
others. For this reason, they have begun to change their personal consumption

behaviors (Chi, 2015). This kind of cognition also helps consumers position

themselves as green consumers responsible for the environment and society, thereby

establishing self-identity and external social image (Yu & Lee, 2019). Consumers

wearing green products helps to demonstrate their pro-environmental image, and for
this reason, consumers show a more positive attitude towards sustainable products

(Park & Lin, 2020). Griskevicius et al. (2010) also holds that purchasing green

products is regarded by others as altruism, which increases their desire for green

products.

Other studies have shown that perceived risk is also a major factor negatively

affecting purchase intention (Hein, 2022). The research by Jannah et al. (2024) on the

purchase intention of recycled products among Indonesian consumers also found that
risk has a significant impact on purchase intention and product trust. Studies have also
shown that many consumers are willing to pay an additional fee of about 5% for
recycled products, but to varying degrees, they are affected by perceived risks

(Essoussi & Linton, 2014).

2.2.6. Consumers’ Attitudes towards Recycled Polyester

There are also some articles that have explored consumers’ attitudes towards recycled

12



polyester more specifically from the perspective of different influencing factors

(Magnier et al., 2019; Henninger & Singh, 2017; Tamara & Maharani, 2024; Luu &

Baker, 2021; Queiroz et al., 2021:; Sener et al., 2022; Armutcu & Tan, 2023; Meng &

Leary, 2021; Newman et al., 2014; Michaud & Llerena, 2010; AL-AMIN & Sadachar,

2025) Studies have shown that consumers’ evaluations of Marine plastic products are

generally positive (Magnier et al., 2019). However, this attitude does not always

translate into their purchasing behavior, and the influencing factors between this

transformation process have not been fully understood (Henninger & Singh, 2017).

The research by Tamara & Maharani (2024) examined customers' loyalty to recycled

products and found that brand image and environmental concern have a positive
impact on loyalty, while product quality has a significant negative impact on loyalty.

Luu & Baker (2021) indicates that in emerging economies such as Vietnam, the three

factors of quality, sustainability and safety significantly affect consumers’ willingness
to purchase clothing made of recycled polyester materials. It was also mentioned that
the applicability of the original model across economies has limitations. There are
also studies that start from the context of Brazil and investigate the purchase
willingness of Brazilian consumers towards recycled PET products. The authors
concluded that the image of recycled products positively affects the purchase

intention of Brazilian consumers (Queiroz et al., 2021). Sener et al. (2022) analyzed

adult female consumers in Turkey. Research has found that consumers’ emotions,
cognition, values and environmental concerns have a positive impact on their

purchase intentions. Armutcu & Tan (2023) focused on the purchase intention of the

purchase group of Gen Z towards recyclable products. This study holds that the
influence of social norms on the purchase intention of Gen Z towards products made

of recycled polyester is not significant. The findings of Meng & Leary (2021) support

the view from the perspective of pollution perception that consumers have reduced
their willingness to purchase clothes made from recycled plastic bottles due to
insufficient safety perception. Some studies also indicate that products with
sustainability or recyclability can reduce consumers’ expectations for products’
quality and functionality, thereby lowering consumers’ views on the cost performance

13



of the products (Newman et al., 2014; Michaud & Llerena, 2010). The research of

AL-AMIN & Sadachar (2025) indicates from the perspective of sustainability that

strengthening the marketing strategies of sustainable fashion can help attract

consumers with a higher environmental awareness.

From this, it can be seen that, so far, existing research often focuses on the macro
level of recycled materials, there is still limited and fragmented knowledge about
Chinese female consumers’ perceptions of specific products made from recycled

polyester, such as yoga pants. This gap must be addressed.

3. Hypothetical Model

As the study aims to explore the attitudes of female consumers in China towards

recycled polyester products like yoga pants and the influencing factors, the research

hypotheses of this study are adapted from the models of Vehmas et al. (2018) and Luu

& Baker (2021), with the purpose of expanding and testing the universality of their

models in specific circumstances. Based on this model, the following hypotheses are

made:

H1: The perceived cost performance of recycled polyester yoga pants is relatively low,

which will have a negative impact on Chinese female consumers’ purchase intention.

H?2: The perceived positive social image of recycled polyester yoga pants is relatively
high, which will have a positive impact on Chinese female consumers’ purchase

intention.

H3: The perceived sustainability of recycled polyester yoga pants is relatively high,

which will have a positive impact on Chinese female consumers’ purchase intention.

H4: The perceived safety of recycled polyester yoga pants is relatively low, which

14



will have a negative impact on Chinese female consumers’ purchase intention.

Based on the above assumptions, the framework of this study is shown in Figure 3-1

Figure 3-1
Hypothetical model

Perceived cost performance

Perceived positive social image

Purchase intention

Perceived sustainability

Perceived safety

4. Research Aim and Objectives

This research examines the cognitive and consumption behavior driving factors of
Chinese female consumer groups towards yoga pants made of recycled polyester,
including perceived cost performance, perceived positive social image, perceived
sustainability, and perceived safety. This research does not require the model to be
comprehensive, instead, it aims to supplement female consumer cognition research on
recycled polyester sub-products (yoga pants) under Chinese culture and explore the
relevant attitude tendencies, highlighting innovation at the micro level. The objectives

of this research are as follows:

1.To clarify the attitude tendency of Chinese female consumer groups towards

purchasing yoga pants made from recycled polyester fibers.

15



2.To deeply explore the specific influence paths and degrees of the product on the
attitudes of Chinese female consumers towards purchasing yoga pants made of
recycled polyester fibers in four dimensions: “perceived cost performance”,
“perceived positive social image’, “perceived sustainability”, and “perceived safety”,
and clarify how these factors prompt female consumers to form specific attitudes

towards this type of sportswear.

3.To provide targeted sustainable product marketing suggestions for sportswear
enterprises based on the research results of the motivations and attitudes of Chinese

female consumers.

5. Methodology

5.1. Data Collection

This article belongs to quantitative research, and the research method is the deductive
method. This study used Questionnaire Star as an online questionnaire tool. The
questionnaire (for details, please refer to the appendix 1) is divided into five main
parts. Firstly, “Screening Questions” is the first part of the questionnaire. This part
screens qualified subjects by understanding their age, nationality and experience in
shopping sportswear. Only Chinese women who consume sportswear can participate
in this study. Then, the second part “Basic Information and Purchasing Behavior”
aims to collect the participants’ age, monthly disposable income, the habit of checking
labels and purchasing experience of recycled polyester sportswear, etc. The third part
focuses on collecting the subjects’ understanding of the recycled materials. The forth
part adopts the Likert scale design so that participants can clearly quantify their
degree of agreement with the statement. The question design draws on the research

questionnaires of Luu & Baker (2021) and Yu & Lee (2019), and designs

sub-questions respectively from the five perspectives of “Perceived cost performance”,

“Perceived positive social image”, “Perceived sustainability”, “Perceived safety”, and

16



“Purchase intention”. The rating range is from 1 (strongly disagree) to 5 (strongly
agree). Then, take the average values of these sub-problems as the representatives of
this set of variable data. The final part focuses on identifying the dimension that
consumers consider the most in need of optimization from the four aspects “Perceived
cost performance”, “Perceived positive social image”, “Perceived sustainability”,
“Perceived safety”. Then, the questions will jump to the related issues based on the
direction they have chosen to obtain the specific improvement measures they need
most. Then, based on the subjects' choices, the questionnaire will apply dynamic skip
logic to guide them to the corresponding subsequent question sets to precisely obtain
the specific improvement measures and suggestions proposed by the subjects for the
specific dimensions they have selected. Meanwhile, the questionnaire provides filling
precautions, simple science popularization about recycled polyester and visual
pictures for subjects who are not well-informed, which is conducive to improving the

reliability of subsequent data.

In regard to data collection, firstly, a pilot survey will be conducted on the
questionnaire. The data of 20 respondents will be used for the reliability and validity
tests of the questionnaire. After the questionnaire is qualified, it is expected that data
will be collected from 200 Chinese women who have purchased sportswear, as these
respondents are most likely to meet the research criteria. Consumers who have
purchased sportswear belong to the target customers who own yoga wear products,
which enhances the usability of the data in this study. This survey was conducted in
accordance with research ethics. Researchers will keep the respondents’ responses

confidential and will not use them for any purpose other than the survey.

5.2. Data Analysis

5.2.1. Variables

17



According to the previously assumed model, the independent variables are perceived
cost performance, perceived positive social image, perceived sustainability, and
perceived safety. Purchase intention is the dependent variable. Both the independent
variable and the dependent variable are continuous variables. The perception degree
of consumers towards these four factors and their shopping intentions in the survey
items were measured by calculating the mean value of each sub-questions of the

Likert scale.

5.2.2. Multiple linear regression

To analyze the data, this paper conducted a multiple linear regression analysis using
SPSS to verify the hypotheses. This statistical method can not only conduct path
analysis and model the relationship between multiple dependent variables and
independent variables by analyzing coefficients, thereby making more accurate
predictions, but also study and compare the importance among multiple independent
variables by comparing coefficients, which is helpful for predicting the impact of
independent variables on customers’ shopping intentions and confirming the
feasibility of the hypothetical model. However, multiple linear regression has
relatively high requirements for data. It demands that there be a linear relationship
among variables and that the residuals satisfy a normal distribution. Furthermore, this
method may encounter problems such as multicollinearity, which can distort the data
model. Therefore, before conducting the formal analysis in this paper, the normality

and homogeneity of the differences need to be verified.

6. Results

6.1. Reliability and Validity Analysis of Pilot Survey

First of all, in order to obtain more reliable and valuable survey results, before

conducting the formal questionnaire survey, this study actively invited 20 Chinese
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female respondents to participate in the pilot survey. Before the formal questionnaire
survey was carried out, the Cronbach coefficient test was conducted. The obtained
reliability value should be greater than or equal to 0.70 to ensure the external
reliability of the questionnaire. Meanwhile, the Kaiser-Meyer-Olkin (KMO) test was
conducted. The validity value represented by the obtained KMO was required to be
greater than or equal to 0.60, and the significance was less than 0.05, which could

confirm the structural validity of the questionnaire.

Firstly, by preprocessing the collected data, the average score of the sub-questions
associated with the independent variable and the dependent variable is calculated for
individuals, and two decimal places are taken. Secondly, reliability analysis is
conducted via SPSS. The analysis concludes that the Cronbach coefficients of
perceived cost performance, perceived positive social image, perceived sustainability,
perceived safety, and purchase intention are 0.785, 0.899, 0.900, 0.786, and 0.905
respectively (Table 6-1-1), all of which meet the established criteria (greater than or
equal to 0.70). Furthermore, validity analysis indicates that the KMO values of
perceived cost performance, perceived positive social image, perceived sustainability,
perceived safety, and purchase intention are 0.707, 0.804, 0.738, 0.700, and 0.672
respectively (Table 6-1-2), all meeting the criteria (greater than or equal to 0.60). And
the significance was all shown as 0.001 or 0.000, both less than 0.005, meeting the
significance requirements. This means that this set of data is suitable for factor

analysis and the problem design is reasonable.

After conducting reliability analysis and validity analysis, the questionnaire
demonstrated good reliability and validity, indicating that the questionnaire is stable

and capable of achieving the measurement purpose.

Table 6-1-1

Reliability analysis (pilot survey)

Variables Cronbach's Alpha The number of items
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Perceived cost performance 0.785 3
Perceived positive social image 0.899 4
Perceived sustainability 0.900 3
Perceived safety 0.789 3
Purchase intention 0.905 4
Table 6-1-2
Validity analysis (pilot survey)

Variables KMO Sig.
Perceived cost performance 0.707 0.001
Perceived positive social image 0.804 0.000
Perceived sustainability 0.738 0.000
Perceived safety 0.700 0.001
Purchase intention 0.672 0.000

6.2. Reliability and Validity Analysis of Survey

A total of 204 valid questionnaires were obtained after the questionnaires that
underwent small-scale testing were distributed. 17 questions in this questionnaire
were presented in the Likert scale form. The rating range is from 1 (strongly disagree)
to 5 (strongly agree). During the process of exporting the questionnaire to EXCEL
form, the download method displayed by serial number was adopted, which means
that the text values strongly disagree to strongly agree will be transformed into the
numerical values 1 to 5. Under the question groups of “Perceived cost performance”,
“Perceived positive social image”, “Perceived sustainability”, “Perceived safety” and
“Purchase intention”, there are 3, 4, 3, 3 and 4 sub-questions respectively. The
average value of the answer values for sub-problems is the data of the corresponding
dimension, and then the SPSS data analysis tool was used to conduct reliability and

validity analysis on these five data groups.

Firstly, the Cronbach’s coefficient test was used to evaluate the internal consistency of
the scale, that is, the reliability. The value range of Cronbach’s Alpha is from 0 to 1.
The closer this value is to 1, the higher the internal consistency is. In this paper,
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reliability tests were conducted respectively on five dimensions including the
independent variables and the dependent variable. Overall, the Cronbach’s Alpha of
all dimensions showed relatively high values, all greater than 0.8, indicating that these
questions all exhibited good internal consistency in their respective dimensions (Table

6-2-3).

The KMO (Kaiser-Meyer-Olkin) test is used to measure the extent to which data are
suitable for factor analysis. The validity value range represented by KMO is from 0 to
1. The higher the KMO value, the more suitable the data is for factor analysis. The
analysis shows that the KMO values of “Perceived cost performance”, “Perceived

»

positive social image”, “Perceived sustainability”, “Perceived safety ”and“Purchase
intention” were 0.737, 0.852, 0.746, 0.736, and 0.847 respectively, all of which were
greater than 0.6. And the significance of these five dimensions is all 0.000, which is
less than 0.005 (Table 6-2-4). It indicates that there is sufficient correlation among the

variables, which is suitable for factor analysis.

Table 6-2-3
Reliability analysis

Variables Cronbach's Alpha The number of items
Perceived cost performance 0.879 3
Perceived positive social image 0911 4
Perceived sustainability 0.897 3
Perceived safety 0.896 3
Purchase intention 0.917 4

Table 6-2-4

Validity analysis

Variables KMO Sig.
Perceived cost performance 0.737 0.000
Perceived positive social image 0.852 0.000
Perceived sustainability 0.746 0.000
Perceived safety 0.736 0.000
Purchase intention 0.847 0.000
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6.3. Descriptive Analysis

Descriptive statistical analysis shows that there are a total of 204 valid respondents in
the sample. All respondents are Chinese women and have all purchased sportswear

before.

6.3.1. Frequency Analysis

The frequency analysis of the questionnaire results is shown in Table 6-3-5. In terms
of age distribution, the largest number of respondents are aged 25-34, with 72 people,
accounting for 35.29% of the total. Next are those who aged 35-44, with 56 people,
making up 27.45% of the total respondents. The number of subjects aged 18-24 and
over 45 is similar, with 40 people (19.61%) and 36 people (17.65%) respectively. This
indicates that the majority of respondents are concentrated between 25 and 44 years

old, with those aged 25-34 having the highest proportion.

Table 6-3-5

Frequency analysis (Part 2)

Items Classification Frequency Percentage
18-24 40 19.61%
Age 25-34 72 35.29%
35-44 56 27.45%
Over 45 36 17.65%

About monthly disposable income, there are 55 people with less than 5,000 yuan,
constituting 26.96% of the total number. The number of people with monthly
disposable income between 5,001 and 10,000 yuan is roughly the same as the

previous range (5,000 yuan and below), with 54 people, accounting for 26.47% of the
total. The largest number of people, 75, fall within the range of 10,001 to 20,000 yuan,

accounting for 36.76% of the total. The fewest people, only have the number of 20,
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have more than 20,000 yuan, accounting for 9.8%.

Table 6-3-6

Frequency analysis (Part 2)

Items Classification Frequency Percentage
Less than ¥ 5,000 55 26.96%

Average monthly ¥ 5,001-10,000 54 26.47%

disposable income ¥ 10,001-20,000 75 36.76%
More than ¥ 20,000 20 9.8%

Regarding the question “Do you regularly check the labels of your clothing?”, the
frequency of respondents’ actions shows significant differences. The data indicates
that 39.71% (n=81) of the respondents stated that they “always” check the clothing
labels, accounting for the highest proportion. Secondly, 29.41% (n=60) of the
respondents chose “often” to check. Those who indicated “occasionally” checking the
ingredient labels accounted for 25% (n=51). It is notable that only 5.88% (n=12) of
the respondents reported “never” checking the clothing labels. From these data, it can
be seen that the combined proportion of those who choose “always” and “often” is
69.12%, indicating that the majority of respondents have a certain degree of attention

to the ingredient labels of clothing products.

Table 6-3-7
Frequency analysis (Part 2)

Items Classification Frequency Percentage
- arl Always 81 39.71%

© YOU TCBWALY Often 60 29.41%
check the labels of .

) Occasionally 51 25%
your clothing?
Never 12 5.88%

Among the 204 respondents, the preference for materials when purchasing
polyester-fiber sportswear in the past year have showed that recycled polyester fiber
becomes the most favored choice. 31.86% of the respondents (n=65) state that they

mainly chose such environmentally friendly materials. Only 18.63% of the consumers
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preferr virgin polyester, with 38 people. Nearly a quarter of the respondents (24.51%,
n=50) had no specific preference for the material type. 19.61% of the female
consumers admit not paying attention to the material type, totaling 50 people,
reflecting the lack of material cognition among some groups; another 11 people did
not purchase polyester products in the past year, constituting 5.39% of the overall
sample size. This indicates that although the selection rate of recycled polyester
(31.86%) is significantly higher than that of virgin polyester (18.63%), 44.12% of the
consumers do not express a preference or do not pay attention to the material type,
and have not formed a clear material selection awareness, suggesting that the

promotion of eco-friendly materials requires strengthening consumer education.

Table 6-3-8

Frequency analysis (Part 2)

Items Classification Frequency Percentage
Primarily chose regular 38 18.63%
1 t ..

When purchasing Lo oo (virgin
sportswear polyester)

p o Primarily chose 65 31.86%
containing

olyester (e recycled polyester
poly -8, No particular 50 24.51%

yoga pants, sports

tops, jackets) in preference
ps, ] Unsure, [ haven't paid 40 19.61%
the past year, :
) attention to the type of
which type of )
olyester did you material
P y Y Did not purchase any 11 5.39%
typically prefer to ..
sportswear containing
choose? .
polyester in the past
year

As shown in Table 6-3-9, in the survey on the awareness level of recycled polyester
materials, the respondents exhibit significantly different levels of understanding.
Specifically, 25.49% (n=52) indicated that they understand this material very well,
44.12% (n=90) have general understanding, and 21.08% (n=43)of respondents only
hear of it but do not know the details. This indicates that the majority of people at

least have some understanding of the concept of recycled polyester. However, 9.31%
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(19 people) also state that they have no idea about it. These data suggest that although
nearly 70% of the respondents (69.61%) have basic understanding of this material,
only one quarter have in-depth knowledge. This reflects that the public’s

understanding of recycled polyester is still mainly at the superficial level.

Table 6-3-9

Frequency analysis (Part 3)

Items Classification Frequency  Percentage
Understand very well 52 25.49%

Do you know Have general understanding 90 44.12%

about "recycled , ' ,

polyester" material I’ve heard Ofl?: but I’'m not clear 43 21.08%

before? about the details

I have no idea at all 19 9.31%

In the survey question regarding the main advantages of recycled polyester compared
to traditional polyester, the respondents’ viewpoints showed a multi-dimensional
distribution. Among them, 29.90% (n=61) regard “social responsibility (supporting
sustainable development)” as the primary advantage of recycled polyester, 20.59%
(n=42) emphasize “better performance (such as breathability and elasticity)”, while
only 18.63% (n=38) focus on “environmental benefits (reducing plastic
pollution/carbon emissions)”. It is notable that the proportion of negative perceptions
is significant, 14.71% (n=30) believe “there is no obvious advantages”, and 16.18%
(n=33) express ‘uncertainty”, totaling 30.89%. This data indicates that consumers’
perception of the value of recycled polyester has surpassed the traditional
environmental dimension, with social responsibility becoming the core driving force,
but the promotion of product characteristics and the popularization of environmental

benefits still need to be strengthened.

Table 6-3-10

Frequency analysis (Part 3)

Items Classification Frequency  Percentage
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Environmental protection

(reducing plastic 38 18.63%
What do you think  pollution/carbon emissions)
are the main Better performance (such as

e .. 42 20.59%

advantages of breathability and elasticity) ’
recycled polyester  Social Responsibility
compared with (Supporting sustainable 61 29.9%
traditional Development)
polyester? There is no obvious advantage 30 14.71%

Uncertain 33 16.18%

Regarding the concerns of consumers towards recycled polyester yoga pants, the
number of participants is 204, and the total frequency of option selections is 244 times
(multiple choices allowed for three items). Doubts about safety and hygiene became

the primary concern (n=53, 25.98%). The crisis in trust about environmental benefits
accounts for 22.6% (n=45), high prices (n=43, 21.08%), and concerns about product
performance (n=41, 20.1%) constitute secondary obstacles. Secondly, 13.24% of
respondents (n=27) point out the lack of transparency in brand information, and 12.75%
(n=26) complain about the limitations in style and color options. Only 4.41% (n=9)

express no particular concerns.

Table 6-3-11

Frequency analysis (Part 3)

Items Classification Frequency  Percentage
Concern about inferior
performance (comfort, stretch, 41 20.1%
durability)
Do yo.u know Concern about safety or hygiene 53 25.08%
What is your (due to recycled source) '
biggest ConTem Price is too high 43 21.08%
ab;)ut rteiyc ecj Doubts about the actual
POLyester yog environmental benefit or 45 22.06%
pants (Select up to ) . " .
. certification of "recycled material
three options)? o .
Limited style/color options 26 12.75%

Lack of sufficient brand

. i 27 13.24%
information/transparency
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No particular concerns 9 4.41%

In terms of the willingness to pay a premium for recycled polyester yoga pants, the
largest proportion of participants, 38.73% (n=79), show their willingness to accept a
premium of less than 5%. Next, 25.98% (n=53) are willing to take in a premium of 5%
to 10%, together forming the basic price acceptance range, accounting for 64.71%.
However, the proportion of those willing to pay a higher premium of 11% to 20%

drop sharply to 17.16% (n=35), and 10.29% (n=21) are willing to accept a premium

of over 20%. Notably, only 7.84% of the participants, a total of 16 people, explicitly
refuse to pay any premium. The size of this group is smaller than that of the high
premium acceptors, indicating that most of participants are willing to pay a premium

for sustainable products.

Table 6-3-12

Frequency analysis (Part 3)

Items Classification Frequency  Percentage
I am willing to pay Less than 5% 79 38.73%
7 higher 5%-10% 53 25.98%
premium for yoga

pants made from 11%-20% 35 17.16%
recycled polyester 1. e than 20% 21 10.29%
than for regular

products. Unwilling to pay a premium 16 7.84%

The Likert scale survey results in Part four of the questionnaire reveal Chinese female
consumers’ perceptions and purchase intention regarding yoga pants made from
recycled polyester. A total of 204 valid samples were collected. Table 6-3-13 presents
the frequency analysis results of consumers’ perceived cost performance of recycled
polyester yoga pants. Regarding quality perception, 34.80% of respondents hold a
neutral attitude towards the product (n=71), while 31.37% agree that its quality is
good (n=64), and 17.16% strongly agree (n=34). Only 13.24% and 3.43% of

respondents express disagreement or strong disagreement, respectively, totaling
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16.67%, which is significantly lower than the proportion expressing agreement.
Concerning the comparison of performance between recycled polyester and
traditional polyester materials, 31.37% consider it comparable to traditional materials
in terms of durability or comfort (n=64), 30.88% agree with the superiority of
recycled polyester, and 16.67% strongly agree this point. Those holding negative
views account for 21.08% (n=43). Finally, a total of 49.51% of respondents (n=101)
agree or strongly agree that they would prioritize choosing recycled materials if the
price are the same as traditional options. However, 18.14% (n=37) explicitly reject
this notion, while a further 32.35% remain neutral (n=66). Overall, the data from
these three questions indicate that the proportion of consumers with neutral attitudes
towards the perceived cost performance of recycled polyester is generally high
(ranging from 31.37% to 34.80%). Simultaneously, respondents perceiving better cost

performance outnumber those who did not by approximately two to three times.

Table 6-3-13

Frequency analysis (Part 4)

Variables Items Classification Frequency Percentage
L (strongly 7 3.43%
disagree)

Lo 2 (disagree) 27 13.24%
This kind of recycled
polyester yoga pants 3 (Neutral) 71 34.8%
has good quality.
4 (Agree) 64 31.37%
, > (Strongly 35 17.16%
Perceived agree)
cost 1 (strongly
. . 439
polyester yoga pants 2 (disagree) 36 17.65%
may be superior to 3 Neyral) 64 31.37%
traditional materials
in terms of durability 4 (Agree) 63 30.88%
t |
or comfort. 5 (Strongly 34 16.67%
agree)
If the price of this li(strongly 6 2 94%
recycled polyester disagree)
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yoga pants is the 2 (disagree) 31 15.2%
same as that of the

0
traditional one, I will 3 (Neutral) 66 32.35%
give priority to 4 (Agree) 60 29.41%
choosing recycled t \
e reey > (Strongly 41 20.1%
materials. agree)

Table 6-3-14 presents the frequency analysis of consumers’ perceptions regarding the
dimension of positive social image associated with recycled polyester yoga pants.
52.45% of the respondents agree that wearing yoga pants made of recycled polyester
would make others consider they care about environmental issues, with a total of 107
people, while 19.61% hold a negative attitude (n=40). Secondly, 50.98% of
consumers (n=104) agree that wearing such pants could generate positive social
evaluation, while there are 46 opponents, accounting for 22.55%. Concerning social
confidence, 47.55% of respondents (n=97) indicate that using recycled polyester yoga
pants can enhance their social confidence, whereas 22.06% (n=45) disagree. It is
notable that the highest proportion of respondents (29.90%, n=62) remain neutral
towards the improvement of social confidence. Finally, 51.96% (n=106) agree that
using recycled polyester express their concept of environmental protection, but still
22.06% express opposition (n=45). The data shows that consumers support the view
that they are more likely to feel a positive social image associated with wearing

recycled polyester yoga pants.

Table 6-3-14

Frequency analysis (Part 4)

Variables Items Classification Frequency Percentage
I think wearing (lliiit;ertlf)ly 6 2.94%

Is) c())Sil:lllViinage others think that I 3 (Neutral) 37 27.94%
care more about 4 (Agree) 63 30.88%
environmental issues. 5 (Strongly 44 21.57%

agree)
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1 (strongly

. 7 3.43%
) ) disagree)
Using this recycled ) .
polyester yoga pants 2 (disagree) 39 19.12%
would make a good 3 (Neutral) 54 26.47%
imprTssion on other 4 (Agree) 65 31.86%
people.
t |
> (Strongly 39 19.12%
agree)
L (strongly 9 4.41%
) ) disagree)
Using this recycled ) .
polyester yoga pants 2 (disagree) 36 17.65%
makes me feel more 3 (Neutral) 62 30.39%
CF)nﬁslent in social 4 (Agree) 61 2999,
situations. 5 (Strong]
&y 36 17.65%
agree)
1 (strongly
. 10 4.9%
This kind of recycled disagree) °
polyester yoga pants 2 (disagree) 35 17.16%
helps me express my 5 (o ral) 53 25.98%
concept of
environmental 4 (Agree) 74 36.27%
tection.
protection 5 (Strongly 1 15.69%

agree)

The subjects’ views on the sustainability of the products made of recycled polyester
are very positive. Compared to virgin materials, 48.53% to 51.49% agree with the
sustainability it brought. Specifically, 48.53% of respondents (n=99) agree that yoga
pants made from recycled polyester are environmentally friendly, while 28.43% (n=58)
remain neutral, and 23.04% (n=47) hold negative views. Regarding the statement that
“This yoga pants made of recycled polyester offers more environmental benefits than
other products made of virgin fiber.”, the positive agreement rate is 51.47% (n=105).
However, 20.59% (n=42) disagree with it, and 27.94% (n=57) remain neutral. For the
statement, “This recycled polyester yoga pants has more environmental concern than
other products made of virgin fiber.”, 50.49% (n=103) respond positively. The
disagreement rate is 20.10% (n=41), and 29.41% (n=60) hold neutral opinions.
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Table 6-3-15

Frequency analysis (Part 4)

Variables Items Classification Frequency Percentage
L (strongly 6 2.94%
disagree)

This kind of recycled 2 (disagree) 41 20.1%
lyest t
POIYESIEr YOga pants 3 Neutral) 58 28.43%
is environmentally
friendly. 4 (Agree) 67 32.84%
t |
> (Strongly 32 15.69%
agree)
This kind of yoga li(strongly 6 5 94%
pants made of disagree)
recycled polyester 2 (disagree) 36 17.65%
Perceived — offers more 3 (Neutral) 57 27.94%
sustainability environmental
benefits than other 4 (Agree) 72 35.29%
p@dpcts made of 5 (Strongly 1 16.18%
virgin fiber. agree)
1 (strongl
This kind of recycled - SOnely 6 2.94%
disagree)
polyester yoga pants )
has more 2 (disagree) 35 17.16%
environmental 3 (Neutral) 60 29.41%
concern than other 4 (Agree) 67 32.84%
products made of 5 (St |
virgin fiber. (Strongly 36 17.65%
agree)

Table 6-3-16 presents the frequency analysis results of consumers’ perceived safety
regarding recycled polyester yoga pants. From the perspective of safety, 34.80% of
respondents (n=71) agree that “This kind of recycled polyester yoga pants is safe for
consumers.”, representing the largest group, and 17.16% of the respondents strongly
agree (n=35). Neutral attitudes constitute the second-highest proportion at 34.31%
(n=70), and 13.72% (n=28) hold negative views. Concerning product cleanliness, 96
respondents (47.06%) believed that “this kind of recycled polyester yoga pants is
clean and uncontaminated”. However, 64 people (31.37%) remain neutral, and 44
people (21.57%) give negative evaluations. Secondly, 46.57% (n=95) agree that “The
production process of this recycled polyester yoga pants is safe and reliable”, and as
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high as 35.78% remain a neutral attitude (n= 73), while 17.65% (n=36) express
skepticism. The data indicate that positive evaluations generally constituted the
majority (ranging from 46.57% to 51.96%). Nevertheless, the proportion of negative
evaluations (ranging from 13.72% to 21.57%) reflects persistent concerns among a

segment of consumers.

Table 6-3-16

Frequency analysis (Part 4)

Variables Items Classification Frequency Percentage
L (strongly 6 2.94%
disagree)

This kind of 2 (disagree) 22 10.78%
1 lyest
recycled polyester 4" o iral) 70 34.31%
yoga pants is safe for
consumers. 4 (Agree) 71 34.8%
t |
> (Strongly 35 17.16%
agree)
L (strongly 9 4.41%
disagree)
I think this kind of 2 (disagree) 35 17.16%

Perceived recycled po‘lyester 3 (Neutral) 64 31.37%

safety yoga pants is clean

and uncontaminated. 4 (Agree) 63 30.88%

> (Strongly 33 16.18%

agree)

L (strongly 6 2.94%

) disagree)
The production ) .
process of this 2 (disagree) 30 14.71%
recycled polyester 3 (Neutral) 73 35.78%
yogapantsis safe 4 Agee) 62 30.39%
and reliable. 5 (St |
N 33 16.18%

agree)

Table 6-3-17 presents the frequency analysis results of consumers’ purchase intention
regarding yoga pants made from recycled polyester. 47.55% of respondents (n=97)
indicate they are likely to purchase the product, while 31.37% (n=64) remain neutral,
and 21.08% (n=43) express unwillingness to purchase. The second item, “future
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purchase intention”, demonstrates stronger positivity, 54.91% of respondents (n=112)
express agreement, 26.96% (n=55) are neutral, and the number of people who are
unwilling to purchase in the future accounts for 18.14% (n=37). The third item,
“continuous purchase intention," reveals that 49.02% (n=100) hold a supportive
attitude, but the neutral proportion still reaches 30.39% (n=62), and the number of
people who are unwilling to continue purchasing is 42 (20.59%). Finally, the fourth
item shows that over half of the respondents are willing to adjust their consumption
habits to support recycled materials" (50.49%, n=103), 41 people do not accept
adjusting their shopping habits (20.1%). These data reflect that consumers exhibit a

strong willingness to purchase yoga pants made of recycled polyester.

Table 6-3-17

Frequency analysis (Part 4)

Variables Items Classification Frequency Percentage
1 .(strongly 10 4.9%
disagree)

I am likely to buy 2 (disagree) 33 16.18%
this yoga pants made 3 (Neutral) 64 31.37%
of recycled polyester. 4 (Agree) 63 30.88%
> (Strongly 34 16.67%
agree)
1 .(strongly 2 3.92%
disagree)

Purchased [ will buy this yoga 2 (disagree) 29 14.22%

urchase

. ‘ pants made of o

intention recycled polyester in 3 (Neutral) 3 26.96%

the future. 4 (Agree) 77 37.15%
> (Strongly 35 17.16%
agree)

L (strongly 7 3.43%
o disagree)

T'am willing to 2 (disagree) 35 17.16%

continue buying

recycled polyester 3 (Neutral) 62 30.39%

yoga pants. 4 (Agree) 55 26.96%
5 (Strongly 45 22.06%
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I am willing to adjust
my consumption

agree)
1 (strongly
disagree)

2 (disagree)

habits to support 3 (Neutral)
recycled material 4 (Agree)
products.

5 (Strongly
agree)

33
60
65

38

3.92%

16.18%
29.41%
31.86%

18.63%

Finally, Table 6-3-18 reveals the distribution of consumers’ perception of the

improvement priorities in the recycled polyester yoga pants market (n=204). Data

shows that cost performance improvement accounts for 29.9% as the top priority,

followed closely by safety performance improvement at 27.45%. Social image

enhancement and sustainability improvement account for 21.57% and 21.08%

respectively. Sustainability ranks fourth. The combined proportion of cost

performance and safety demands is 57.35%, which clearly shows that practicality and

safety are dominant, reflecting that consumers’ core concerns are still concentrated on

the basic attributes of the product. However, the differences among the four

dimensions are not significant, only 8.82 percentage points (29.9% to 21.08%),

indicating that the market expects simultaneous optimization in multiple dimensions.

Table 6-3-18

Frequency analysis (Part 5)

Items Classification Frequency  Percentage
) Cost performance (such as
What do you think p . (. .
. reducing the price, improving 61 29.9%
is the most o
. durability or comfort)
important aspect . .
Social image (such as enhancing
that needs to be . . .
rioritized for design sense, increasing brand
P . value and strengthening the 44 21.57%
improvement in .. .
publicity of environmental
the current market .
protection concepts)
for recycled C . .
olvester vooa Sustainability (such as increasing
poty YO8 the proportion of recycled 43 21.08%
pants?

materials, transparent supply
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chains, and providing
environmental protection
certification information and
offering closed-loop services
such as used clothing recycling
programs)

Safety (such as reducing
chemical residue, and
strengthening product safety
testing and certification)

56 27.45%

Table 6-3-19 focuses on evaluating the efficacy of improvement measures targeting

the cost performance dimension for enhancing purchase intention toward recycled

polyester yoga pants (n=61). The data shows that the improvement of product

durability has become the core demand with an absolute proportion of 50.82%,

significantly higher than price adjustment (27.87%) and warranty extensions

(21.31%). Interestingly, only 27.87% chose “lower the selling price”, breaking the

traditional price-sensitive perception and reflecting that in sustainable consumption

scenarios, users pay more attention to the unit usage cost rather than the initial

purchase cost.

Table 6-3-19

Frequency analysis (Part 5)

Items Classification Frequency  Percentage
}NSICh'Of the Lower the selling price to make it
toflowing closer to ordinary polyester yoga 17 27.87%
improvement

pants
measures do you
think can best Improve product durability (such
enhance your as anti-pilling and less prone to 31 50.82%
purchase intention deformation)
or satisfaction for
recycled polyester
yoga pants? (Cost ~ Offer a longer warranty period 13 21.31%
performance)

In the data of social image improvement measures in Table 6-3-20 (n=44), the total of
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the four preset brand enhancement strategies account for only 13.64%, while the

“other” option dominates with an absolute proportion of 86.36%. Specifically, the

enhancement of product design sense receives 6.82% support, the collaboration

between designers and KOLs is only 4.55%, the promotion of environmental

protection concepts is as low as 2.27%, and the construction of environmental

protection communities has zero recognition. This data distribution reflects the

weakening of the driving force of traditional sustainability narrative promotion on

purchasing decisions. A stronger sense of design and more innovative presentation

methods such as KOL cooperation models can better meet the needs of today’s female

consumers to obtain a positive social image.

Table 6-3-20

Frequency analysis (Part 5)

Items Classification Frequency  Percentage
Enhance the fashion sense and
design sense of the product (more 3 6.82%
Which of the styles/colors/cuts)
following Launch collaborative collections
Improvement with renowned designers or .
measures do you  o.o_friendly KOLs ( key opinion 4.55%
think can best leaders)
enhance your ' Strengthen the publicity of the
purchase intention a1 4's environmental protection 1 2.27%
or satisfaction for . cent and social responsibility
recycled polyester  gyiiq yser communities and
yoga pants? enhance the sense of identity in 0 0%
(Social image) environmental protection
other 38 86.36%

The data of sustainability improvement measures in Table 6-3-21 (n=43) shows, the

support rates for “increasing the proportion of recycled polyester (>80%)” ,

“obtaining environmental protection certification”and “closed-loop recycling services”
all receive 0%, “Provide detailed and traceable information on the source of materials

and the production process” is the only option recognized by 6.98%, while the “other”
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option accounts for the majority at 93.02% (n=40). Data shows that the demand for
transparency is relatively important as the only solution that has been recognized.
Secondly, most of the silences imply that consumers refuse to bear the additional
decision-making costs of sustainable transformation, such as researching certification

systems and participating in recycling.

Table 6-3-21

Frequency analysis (Part 5)

Items Classification Frequency  Percentage

Clearly indicate the components
and increase the proportion of

Which of the recycled polyester fibers ( such 0%
following as reaching over 80%)
improvement Provide detailed and traceable
measures do you information on the source of 6.98%
think can best materials and the production '
enhance your process
purchase intention Obtain authoritative
or satisfaction for ~ €nvironmental protection/ 0 0%
recycled polyester sustainability certifications
yoga pants? Offer closed-loop services such
(Sustainability) as used clothing recycling 0 0%
programs
Other 40 93.02%

Table 6-3-22 shows that the data on safety improvement measures indicates that
“Adopt a more skin-friendly and breathable fabric structure or post-treatment process”
is the top demand among consumers, with a proportion of 41.07%. “Reduce the use of
chemical additives and dyes” follows closely with 39.29%, while “Pass stricter skin
safety and non-toxic certifications” only receives 19.64% support. It can be seen from
this that the combined proportion of physical safety improvements (fabric structure
optimization + chemical harm reduction) is 80.36%, reflecting that consumers place

direct physical safety above the endorsement of certification.
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Table 6-3-22

Frequency analysis (Part 5)

Items Classification Frequency  Percentage
Which of the p tricter ski ot d
following ass stricter skin safety an 1 19.64%

) non-toxic certifications
improvement

measures do you .

think can best Reduce the use of chemical 22 39.29%
additives and dyes

enhance your

purchase intention
or satisfaction for  Adopt a more skin-friendly and

recycled polyester  breathable fabric structure or 23 41.07%
yoga pants? post-treatment process
(Safety)

6.3.2. Descriptive Statistical Analysis of Variables

This study conducted descriptive statistical analysis of variables on 204 valid samples.
The results of the descriptive analysis of each variable are shown in Table 6-3-23,
with values are rounded to two decimal places. It can be known from the table that the
value range of Perceived cost performance is from 1.33 to 5, with an average of 3.45
and a standard deviation of 0.95. The score range of Perceived positive social image is
between 1.25 and 5, with an average of 3.44 and a standard deviation of 0.98.
Perceived sustainability covers the full scale range of 1.00 to 5.00, achieving a mean
of 3.42 and a standard deviation of 0.96. Perceived safety is distributed between 1.00
and 5.00, with a mean of 3.44 and a standard deviation of 0.94. Finally, purchase
intention has a minimum value of 1.25, a maximum value of 5.00, a mean of 3.45, and
a standard deviation of 0.97. Among these 204 participants, the maximum value for
all variables is 5, indicating that some female consumers in China hold extremely
positive attitudes toward yoga pants made from recycled polyester. The maximum and
minimum values of perceived sustainability and perceived safety are the same, and
the minimum value is the lowest 1 for both. This indicates that there are some

participants perceive a lower level of sustainability and safety. Furthermore, the mean
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values for all variables are above the median value of the scale (3 points) with very
small differences (ranging from 3.42 to 3.45), suggesting that respondents overall
exhibit a positive inclination toward recycled polyester yoga pants. This pattern also
implies that consumers’ multidimensional perceptions of the product form a
collaborative cognitive framework. Additionally, all variables exhibit relatively large
standard deviations, reflecting significant heterogeneity among respondents in terms
of perceptions (e.g., cost performance) and purchase intention. This further
demonstrates the generality and representativeness of the selected sample. The high
dispersion in purchase intention (SD = 0.97) indicates that while the overall attitude is

positive, some consumers still maintain reserved attitudes.

Table 6-3-23

Descriptive statistical analysis of variables (Part 4)

Variables N Min Max  Mean SD
Perceived cost 204 1.33 5 3.45 0.95
performance

Perceived positive social 204 1.25 5 3.44 0.98
image

Perceived sustainability 204 1 5 342 0.96
Perceived safety 204 1 5 3.44 0.94
Purchase intention 204 1.25 5 3.45 0.97

6.4. Effect of Multiple Linear Regression Analysis

To ensure the accuracy of the results of the multiple linear regression model, the
model construction needs to meet the following core prerequisite conditions: (1) The
model residuals should follow a normal distribution; (2) The error term needs to
satisfy homogeneity of variance (homoscedasticity); (3) Severe multicollinearity
should be avoided among the independent variables; (4) Mutual independence of all

variables; (5) All variables should satisfy the assumption of a linear relationship.
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6.4.1. Normal Distribution

Normal distribution is a continuous probability distribution, and its probability density
function takes on a bell-shaped curve, which peaks in the middle and tapers off at
both ends. Normality in this study was examined using both descriptive and graphical
methods, specifically employing the indices of kurtosis and skewness. Complete
conformity to the normal distribution is indicated when kurtosis and skewness are
approximately zero. Furthermore, Kline (2020) states that if the absolute value of
skewness is less than 3 and the absolute value of kurtosis is less than 10, the data,
while not perfectly normal, are generally considered acceptable as normally
distributed. In the present dataset, the absolute values of skewness and kurtosis were
0.282 and 0.757, respectively. Additionally, the histogram displayed a bell-shaped
curve, with bar heights generally aligned with the curve. The results did not indicate
significant skewness, leading to the conclusion that the residuals essentially satisfy the
assumption of normality. Given the sensitivity of normality tests, these findings are

considered to be acceptable within the academic context.

Table 6-4-1

Normality test

Skewness Kurtosis
-0.282 -0.757

Figure 6-4-1

Histogram

Histogram
Dependent variable: Purchase Intention

Numbe:

Frequency

0

Regression to Standardized residuals

40



6.4.2. Homogeneity of variance

Homogeneity of variance was examined by constructing a scatter plot of standardized
residuals and standardized predicted values. By observing the variation trend of the
residual value on the X-axis with the estimated value on the Y-axis, if the fitted line is
a horizontal straight line, the scatter plot shows a relationship where the residual value
does not increase with the increase of the estimated value, and the scatter points are
evenly distributed above and below the fitted line, indicating the existence of
homogeneity of variance. According to the pattern observed in Figure 6-4-2, it can be

concluded that the residuals satisfy the assumption of homogeneity of variance.

Figure 6-4-2

Scatter plot

Scatter plot
Dependent variable: Purchase Intention

R2Linear=-2.220E-16

° -2
° ° °
° ° .. ° o. " ." o. L .
° ° % . o o o i .\ L
L] ° s
Regression to  ° R ‘Q.'o \‘..o i L '\...
o L
standardized e % % % % o 0.'6. ‘\ ° °
residuals ° o % ° ° ® . » R

Regression standardized predicted values

6.4.3. Multicollinearity

The Variance Inflation Factor (VIF) is adopted as a method to assess multicollinearity

among independent variables in the regression model. If VIF>10, multicollinearity
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exists. The VIF values of “Perceived cost performance”, “Perceived positive social
image”, “Perceived sustainability” and “Perceived safety”are 5.560, 7.377, 7.216 and
5.644 respectively. All are below the threshold of value 10, indicating that there is no

severe multicollinearity problem.

Table 6-4-2

Multicollinearity test

Variables VIF

Perceived cost performance 5.560
Perceived positive social image 7.377
Perceived sustainability 7.216
Perceived safety 5.644

6.4.4. Independence

According to the Durbin-Watson test, the value range of the statistical values should
be between 0 and 4. If the residuals are independent of each other, the value should be
near the range of 2 (such as between 1.7 and 2.3). The data of this study show that the
value of the Durbin-Watson test is 2.135, which can prove that the residuals satisfy

the assumption of independence.

Table 6-4-3

Independence test

Model R R? Adjusted R Error in standard Durbin-Watson
estimation
1 0.947*  0.897 0.895 0.31550 2.135

6.4.5. Linear Relationship

Multiple linear regression requires a linear relationship between the independent

variable and the dependent variable. As depicted in scatter plot of Figure 6-4-3, Figure
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6-4-4, Figure 6-4-5 and Figure 6-4-6, “Perceived cost performance”, “Perceived
positive social image”, “Perceived sustainability” and “Perceived safety”. All four
independent variables have been proven to have a linear relationship with the

dependent variable of “shopping intention”.

Figure 6-4-3

Linear relationship between perceived cost performance and purchase intention

R2Linear=0.809

4.00

3.00

uopuaju| aseyding
e o o o

1.00

1.00000000000000 2.00000000000000 3.00000000000000 4.00000000000000 5.00000000000000

Perceived cost performance

Figure 6-4-4

Linear relationship between perceived positive social image and purchase intention

R2Linear=0.822

uopuaju| aseyaing

1.00 2,00 3.00 4.00 5.00

Perceived positive social image
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Figure 6-4-5

Linear relationship between perceived sustainability and purchase intention
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Figure 6-4-6
Linear relationship between perceived safety and purchase intention
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6.5. Results of Multiple Linear Regression Analysis

After organizing the data, this paper conducted a preliminary multiple linear



regression analysis via SPSS. The independent variables are perceived cost
performance, perceived positive social image, perceived sustainability, and perceived

safety. The dependent variable is the intention to purchase.

6.5.1. R"2

The determination coefficient R*2 reflects the quality of the multiple linear regression
model. The closer R*2 is to 1, the higher the fitting degree of the regression model,
which also means a higher degree of interpretation of the influence of the independent
variables on the dependent variable. It can be known from Figure 11 that R*2 is 0.897,
that is, these four independent variables can explain a total of 89.7% of the influence

on the dependent variable “purchase intention”.

6.5.2. Beta and Significance Level

Furthermore, this study evaluated the model by calculating the coefficient (Beta) and
the significance level (P). The unstandardized coefficient is used to construct the
regression model, and its coefficient (Beta) reflects the degree and direction of the
influence of the independent variables on the dependent variable. The significance
level (P)<0.005 indicates that the independent variables have a significant impact on
the dependent variable. According to Table 7, The influences of “Perceived cost
performance”, “Perceived positive social image”, “Perceived sustainability” and
“Perceived safety” on the dependent variable "Purchase Intention" are 0.276, 0.227,
0.293 and 0.215 respectively. The P values were all less than 0.05, indicating that the
influence of these four independent variables on the dependent variable was

significant. Relationships are established.

6.5.3. Linear Relationship
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Several key findings are as follows: Firstly, “Perceived cost performance’
significantly positively affects customers’ purchase intentions, with an influence
degree of 0.276 (Beta = 0.276, p < 0.05). Contrary to H1. Secondly, H2 and H3 are
investigated, and both of these two groups of relationships are significant. “Perceived
positive social image” (Beta = 0.227, p < 0.05) and “Perceived sustainability” (Beta =
0.293) p < 0.05) was positively correlated with “Purchase Intention”. Supportive
conclusions can be drawn for H2 and H3, and their influence degrees are 0.227 and
0.293, respectively. In addition, “Perceived safety” also positively affects the
dependent variable "Purchase Intention", with an influence degree of 0.215 (Beta =
0.215, p <0.05), which is contrary to the assumption of the negative impact from H4.

These new relationships are summarized in the new model (Figure 6-5-1).

10.293] > [0.276] > [0.227] > |0.215|

Finally, by comparing the absolute values of the relationship coefficients, It can be
concluded that the influence of “Perceived sustainability” on the dependent variable is
greater than that of “Perceived cost performance‘Perceived positive social image”,
greater than that of “Perceived positive social image”, and greater than that of

“Perceived safety”.

Table 6-5-1

Multiple linear regression

Relationship B P Result R"2
HI Perceived cost performance--->Purchase Intention 0.276 0.000  Supported
H?2 Perceived positive social image--->Purchase Intention ~ 0.227 0.000  Supported 0.897
H3 Perceived sustainability--->Purchase Intention 0.293 0.000  Supported '
H4 Perceived safety--->Purchase Intention 0.215 0.000  Supported
Figure 6-5-1
Model
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Perceived sustainability

Perceived cost performance

| Purchase intention

Perceived positive social image

Perceived safety

Note: —— > Direct Relationship

7. Discussion

This research responds to the research questions and hypotheses of the article through
questionnaire analysis combined with multiple linear regression analysis. In this study,
the research data describes the attitudes of Chinese female sportswear consumers
towards purchasing yoga pants made of recycled polyester and constructed a linear
relationship model between four perception dimensions and shopping intention. In
addition, based on these data, constructive improvement suggestions are put forward

for sportswear enterprises focusing on recycled materials.

The research results show that, firstly, the consumer group of Chinese female tends to
hold a positive and reserved attitude towards purchasing yoga pants made of recycled
polyester. According to the frequency analysis of the questionnaire, among these 204
participants, 47.55% of the respondents indicate that they are very likely to purchase
the product, while 21.08% of the respondents are unwilling to do so. 54.91% of the
respondents indicate that they would be willing to purchase the product in the future,
and only 18.14% of the consumers are not willing to do so in the future. 49.02% of

the respondents hold a continuous purchase intention, while 20.59% are unwilling to
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make continuous purchases. Finally, 50.49% of the respondents are willing to adjust
their consumption habits to support recycled materials, and 20.1% of the consumers
are not willing to adjust their shopping habits. The proportion of willing buyers is
approximately 50%, while the proportion of unwilling buyers is less than half of that
of willing buyers. These data reflect that consumers show a relatively positive attitude
towards purchasing yoga pants made of recycled polyester. The research data shows
that the selection rate of recycled polyester (31.86%) among yoga pants purchased
within the past year is significantly higher than that of virgin polyester (18.63%),
which also helps to confirm this finding. The descriptive statistical analysis of the
variable of “Purchase intention” further testifies to this conclusion. The results show
that the maximum value reaches 5 and the mean value is 3.45, exceeding the median
value of 2.5 of the scale. It indicates that among Chinese female consumers, there are
some who hold a relatively positive attitude towards purchasing yoga pants made of
recycled polyester. However, the standard deviation of the purchase intention is
relatively large, which is 0.97, and the consumption with a neutral attitude in the
frequency analysis accounts for approximately 30%. This means that although the
overall purchase intention of consumers is positive, some consumers still hold a
reserved attitude. This addresses Question 1 and aligns with the findings of Magnier
et al. (2019), indicating that consumers generally hold positive attitudes toward
purchasing products made from ocean plastic. It also confirms the statement that
consumers’ recognition and acceptance towards sustainable fashion are constantly

increasing (Vehmas et al., 2018; Meng & Leary, 2021).

Secondly, the findings support Hypotheses 2 and 3 (H2 and H3). According to the
frequency analysis in Table 6-3-14, consumers support that recycled polyester yoga
pants is more likely to bring them a positive social image. Figure 6-3-15 also indicates
that consumers perceive a higher level of sustainability in recycled polyester products.
It is the same as the assumed situation. Regression analysis shows that the Beta of
“perceived positive social image” is 0.227 (p < 0.05), and the Beta of “perceived
sustainability” is 0.293 (p < 0.05). Both Beta are positive numbers. Therefore, it can
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be seen that the two dimensions of “perceived positive social image” and “perceived
sustainability” are positively correlated with “purchase intention”. This is consistent
with the previous research results on a wide range of recycled materials, that is, the
perceived positive social image and perceived sustainability of recycled material
products have a positive impact on the purchase intention of Chinese female

sportswear consumers. Eunah (2018) and Zafar et al. (2021) indicated that the

environmental protection attributes of green products can enhance the purchase
intention, which confirmed the positive impact of the perceived sustainability of
recycled polyester yoga pants, which are also green products. The findings of

Dwikesumasari et al. (2024) explained this phenomenon, suggesting that it is because

consumers’ empathy for the environment promotes the emergence of positive

attitudes. Chi (2015) and Yu & Lee (2019) supported and explained the positive

impact of positive social image on shopping intention from the perspective of social
image. They believed that the positive social image derived from purchasing recycled
fashion products contributes to the establishment of both self-identity and social
identity, especially within the Chinese context where social recognition holds

significant importance.

H1 and H4 obtain opposite results. According to the frequency analysis in Table
6-3-13, the number of respondents who consider the cost performance is higher is
approximately two to three times that of respondents who do not think so. This
indicates that consumers perceive a higher cost performance. Table 6-3-16 shows that
positive evaluations of the safety of recycled polyester are generally in the majority,
indicating that consumers’ perceived safety is also relatively high. Contrary to the
assumption. Regression analysis shows that the Beta of “perceived cost performance”
is 0.276 and p < 0.05. The Beta coefficient of “perceived safety” is 0.215 and p < 0.05.
This means that “perceived cost performance” and “perceived safety” will have a
positive impact on purchase intention, rather than the assumed negative impact. This
answers Q2. The conclusion of “perceived cost performance” contradicts some

previous studies. Vehmas et al. (2018), Meng & Leary (2021), and Riicker (2009)
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stated that recycled products are often regarded as having lower overall quality than
virgin materials and being higher priced. This kind of low cost performance often
negatively affects the purchase intention. Such a contrast suggests that the perception
gap between consumers’ perception of quality and recycled polyester’s actual quality
is being bridged as the market develops. The possible underlying reason for this
difference is that the price resistance has now been partially overcome through market

positioning that emphasizes functional attributes (Riicker, 2009). The frequency

analysis of the advantages of recycled polyester testifies that the market demonstrates
more functional positioning. “Better performance (such as breathability and elasticity)”
ranks second in the survey questions about the main advantages of recycled polyester
over traditional polyester, only after “social responsibility (supporting sustainable

development)”. Meng & Leary (2021) also proposed that consumers tend to have a

negative attitude towards purchase intention due to insufficient safety perception,
which is contrary to the conclusion of this study. The frequency analysis results
related to the perceived safety of recycled polyester yoga pants explain this
contradiction. The majority of respondents agree that yoga pants made from recycled

polyester are safe and hygienic, ranging between 46.57% and 51.96%.

In addition, this study also compares the hierarchical structure of four perceived
independent variables that influence purchase intention. The results show that
“perceived sustainability” has a greater impact on shopping intention than “perceived
cost performance”, a greater impact than “perceived positive social image”, and a
greater impact than “perceived safety”. Therefore, it can be concluded that in the
marketing process of yoga pants made of recycled polyester, priority should be given
to maintaining the sustainability and cost performance perceived by consumers,
followed by the positive social image perceived, and finally the perceived safety. This

is contrary to the finding proposed by Vehmas et al. (2018) that cost performance

remains the core driver of purchase and sustainability often takes a secondary position.
Just as Riicker (2009) stated, the current market positioning that emphasizes
functional attributes can partially overcome price resistance.
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The research conclusion identifies the factors influencing shopping intention, and
constructs a model to improve the knowledge system in this field. Furthermore,
according to the Theory of Planned Behavior (TPB), behavioral intention is an direct
factor influencing behavior (Ajzen, 1985). Against the backdrop of sustainable
fashion consumption, this means that the stronger consumers’ intention to purchase
products made from recycled materials, the higher the possibility that they will buy

such products. Yadav et al. (2022)’s research on the purchase behavior of recycled

shoes further proved that purchase intention can affect purchase behavior. Therefore,
the construction of theoretical models based on perception dimensions and purchase
intentions has reference value for the sustainable marketing of enterprises. In view of
the feasibility of the theory, this paper further provides the following suggestions for
industry practitioners based on the research results. In the marketing process of yoga
pants made of recycled polyester, priority should be given to maintaining the
sustainability and cost performance perceived by consumers, followed by the positive
social image perceived, and finally the perceived safety. Specifically, enterprises need
to prioritize strengthening the sustainable value delivery of their products and focus
on the narrative of social responsibility, as 29.90% of consumers agree that social
responsibility is the core advantage of recycled polyester yoga pants (Table 6-3-10).
In this regard, in marketing, quantifying the social value of the product on the label,
such as stating “Each product is recycled from X number of plastic bottles”, not only
demonstrates sustainability but also takes advantage of the 39.71% consumer habit of
“always checking the label” (Table 6-3-7). Secondly, It is necessary for sustainable
sports enterprises to demonstrate the long-term value of cost performance while
anchoring on sustainable values. In this regard, this paper suggests adopting a stepped
pricing strategy, mainly covering 64.71% of the group accepting a premium of <10%
(Table 6-3-12), and setting different price gradients based on the proportion of
different recycled materials in the product. And contextualize the laboratory test data
of recycled polyester, marking on labels and detail pages such as the elastic retention
rate after washing and comparing it with traditional polyester data, to transform
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professional performance into a durability commitment that consumers can
understand. After ensuring the perception of sustainability and cost performance,
sustainable sports enterprises need to reconstruct the way they express their social
image, as 86.36% of Table 6-3-20 deny traditional communication. Therefore,
businesses need to enterprises need to avoid traditional moral preaching and
selectively abandon the promotion of vague or superficial eco-friendly concepts.
Finally, enterprises need to strengthen the foundation of security guarantees and
maintain the bottom line of security requirements. According to the findings in Table
6-3-22, the R&D process should prioritize physical layer improvements to address
80.36% of the perceived safety requirements, including optimizing the
skin-friendliness of fabrics and reducing the use of dyes, etc. Endorse recycled
products in terms of physical sensation. During this process, as some consumers often
hold a skeptical attitude towards the certification system (Table 6-3-11), enterprises
can to some extent avoid reliance on certification, only providing necessary security
instructions and certifications without introducing additional certification systems.
They can also alleviate consumers’ concerns through practical actions such as

transparent supply chains.

8. Conclusion

In conclusion, given that recycled polyester has become a sustainable solution for
sports fashion, further in-depth research on the consumption of products made from
this material is worth conducting. This study, through empirical analysis, explores the
purchasing attitudes of Chinese female sportswear consumers towards recycled
polyester yoga pants and the underlying driving mechanism, and constructs a
regression model between four perception dimensions and customers’ shopping
intention. The research mainly responds to two core questions: (1) The overall attitude
tendency of consumers towards products made of recycled polyester; (2) The

influence paths of the four key perception dimensions (perceived sustainability,

52



perceived cost-effectiveness, perceived positive social image, and perceived safety)
on purchase intention. The research has three main findings. Firstly, consumers as a
whole show an attitude of "positive but reserved". Approximately 50% of the
respondents express their intention to purchase, with an average value of 3.45>2.5,
but there are still 30% hold a neutral position. Secondly, the research constructs a
model through linear regression and finds that perceived sustainability, perceived
positive social image, perceived cost performance, and perceived safety all have
positive influences on consumer intention to varying degrees, with the influence
degrees being 0.293, 0.227, 0.276, and 0.215 respectively. The positive impact of
perceived sustainability (Beta=0.293) and perceived positive social image
(Beta=0.227) verifies the positive theoretical expectations of environmental protection
attributes and social identity, which is consistent with studies from Eunah (2018) and
Chi (2015). The significant positive effects of perceived cost performance
(Beta=0.276) and perceived safety (Beta=0.215) have overturned traditional
assumptions, indicating that price resistance can be partially mitigated through

functional positioning (such as emphasizing breathability/elasticity) (Riicker, 2009).

Finally, the research determines the influence priorities of these four perception
dimensions. The intensity ranking influencing shopping intentions is perceived
sustainability > perceived cost-effectiveness > perceived positive social image >
perceived safety, revealing that female customers’ decision-making logic of the
sustainable sportswear market in China has shifted from “economic dominance” to

‘sustainable value dominance”.

This paper studies the relevant attitude tendencies of female consumers towards yoga
pants made of recycled polyester materials under Chinese culture, filling the research
gap from the micro levels such as gender, nationality and products. In addition, the
research constructs regression models with consumer intention from four dimensions:
“perceived cost-effectiveness”, “perceived positive social image”, “perceived
sustainability”, and “perceived safety’. By comparing the influence degrees of the

models, the importance of the four dimensions was explored to provide targeted

53



sustainable product marketing suggestions for sportswear enterprises. This provides
sportswear enterprises with an operational and sustainable transformation path, which
is of substantive significance for promoting the circular economy in the textile

industry.

However, there are still some limitations in this study. Due to the gap in consumers’
cognition, this study was limited to choosing yoga pants, a category with a large
purchase volume and with vivid and specific images in customers’ mind, as the test
object. It is relatively limited to the single product category of yoga pants and is
representative of female sportswear consumers, but its universality is relatively poor.
Future research can conduct in-depth multi-product comparison analysis based on a
broader range of categories made from recycled polyester materials, such as sports
bags made from recycled polyester, to obtain more comprehensive consumer
cognition and behavior data, thereby providing more universal and valuable strategic

suggestions for sustainable sportswear enterprises.
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Appendix 1

Analysis of Purchase Intentions of Chinese Female Consumers for Recycled

Polyester Yoga Pants

e > FRIEAEUH T — IR T P EZCH AT AR (AR ) ARk AEinEdy
WK A A - ANERAE L Fi RS X (7 H% - EAAERES LA @ B
AR TER -

Hello, I am conducting a survey on the purchase intentions of Chinese female consumers

towards yoga pants made of recycled polyester *. I would like to invite you to take a few
minutes to help fill out this questionnaire. Before you decide whether to participate, please
read the following information carefully.

*BARLS CURBETRESS) SRIEWERZFRREME (40 PET BEHHE - ISR
oh) FHERAYEE AR T Z BRI AR BT 4 (OR) - ENREFRLIER
o) VZR AT - WiEE IR 0 BAET > BHESERE - Recycled polyester is
an environmentally friendly fiber made by recycling waste polyester materials such as
PET plastic bottles and used textiles through physical or chemical recycling processes (as
shown in the picture below). As an alternative to virgin polyester, it is widely used in fields
such as sportswear and yoga pants, featuring quick drying and high elasticity.

The purpose of this study (THZEHEY)
AT 5 EE PEH TS BN A B g g (A0E) BAFIRE TR T IRE)
RZE  (CBEREEFMENEE - BAIERGSER ~ AR Zem:) -

This study aims to explore the cognitive and consumption behavior driving factors of Chinese

female consumer groups towards yoga pants made of recycled polyester (as shown in the
picture below), including perceived cost performance, perceived positive social image,
perceived sustainability, and perceived safety.
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*EIRESS AR BleFEREMESS -
The picture is for reference only and does not involve guidance on attributes such as brand or

color.

Participation Instructions (S57541)
1. B3 ABE: XIWFE A ol s ol Mot 22 iy b B 22 TR o EFs s 7 A S
Y EARRIH o

Target population: This study is open to Chinese women who have had the experience of

consuming sportswear. Participants were not required to have knowledge of recycled polyester

or polyester materials.

2. AIBNE © REEDRSER— (ARG - REFEARL 10 7558 o [nBREFER
WA FRLHEENEEL -

Questionnaire content: You will be required to complete a questionnaire, which will take
approximately 10 minutes. The issue will focus on your opinion on recycled polyester yoga
pants.

3. BES5 1 25%e 0 GrlEMRE - (BENS SRE B T A RLH 5
P etV E R AFAIBHFERI T 2 A JE -

Voluntary participation: Participation is completely voluntary and you can withdraw at any
time, but your involvement will help advance the research on marketing preferences for
recycled polyester products and market development.

4. HBEOR L ARERAE VTR FrESHE(HTHH 0T - IBHEES - AR
BERAVIERE - IEMRIEEHYSEPRE RS - BHEHREY RS -

Filling requirements: This questionnaire is anonymous and all data are only used for statistical
analysis. Please feel free to fill it out. There is no right or wrong choice, please fill in according
to your actual situation. Thank you for your help.

THVESLE N R B R B, R E SN B STk | AR R - 1§ S
Pk -

Your true opinions are of vital importance to me, thank you for your precious time and
contribution! If you encounter any problems, please feel free to contact me.
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BHZEAG @ ZEF L
Befg © AT RS
Bt 2 = 1 24086267 g@connect.polyu.hk

Researcher: Miao Shufan
Institution: The Hong Kong Polytechnic University
Contact information: 24086267g(@connect.polyu.hk

[E—E45 : f2iRE])] [Part 1:Screening Questions ]

1. AR Your gender: [BA#E#I Single-choice question] *

o714 Female
o5t Male (IEPKEE B ARRE » HERZE %) (Please jump to the end of the questionnaire and

submit your answer sheet)

2. #XHYEEE Your nationality © [EA#ERH Single-choice question] *

ofA[E China
o HAWEZ Other Country (IGHE R MG AR » 2% %) (Please jump to the end of the

questionnaire and submit your answer sheet)

3. IR in e (AiEmineE ~imsh BAK iEasMES ) ? Have you purchased sportswear
in the past (Such as yoga pants, sports tops, sports jackets etc.)? [E2#5E/ Single-choice question] *

o2l Yes

oL No (IERLEE NG KRR » #2355 %) (Please jump to the end of the questionnaire and

submit your answer sheet)

[E—Z0 EAEESESEFT ) [Part 2: Basic Information and Purchasing Behavior )

4. TREYAERS Your age: [BA3ER Single-choice question] *
018-24
025-34

035-44
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045 %' L) | Over 45 years old

5. a3 ECUZ A Average monthly disposable income : [BA#ER Single-choice question] *
05000 JLLL T Less than 5,000 yuan

05001-10000 7T 5,001-10,000 yuan

010001-20000 7T 10,001-20,000 yuan

020000 JT.2A_F More than 20,000 yuan

6. WEBRTEHIBEEIRENK 1 ? Do you regularly check the ingredient labels of your
clothing? [ER#%&/H Single-choice question] *
EAE Always
0Z2'% Often
offi/K Occasionally

oM Never

7. R E I eGR4 (%) Bizshik (A - zsh T - 4hE%)
Bf > S8 B e T A BRI A S AU Y B S 7 4k 2 When purchasing sportswear containing
polyester (e.g., yoga pants, sports tops, jackets) in the past year, which type of polyester did you
typically prefer to choose? [EE%ER Single-choice question] *

o F R MM 4t (JFAE %40 ) Primarily chose regular polyester (virgin polyester)

o FEMEPEH A4t (%4 ) Primarily chose recycled polyester

o HF AR (WiFHERT) No particular preference

ONHTE, K F B MY Unsure, I haven't paid attention to the type of material

ot E—IERNL T & B Ma T 4EHY B 3. Did not purchase any sportswear containing polyester
in the past year
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[E=5% : WEEMRHY T  [Part 3: Understanding of Recycled Material )

8. ML Z I ER THE AL MEL? Do you know about "recycled polyester" material
before? [F#E@ Single-choice question] *

oFEH T % Understand very well

o RKE{ T fi# Have general understanding

O i HANJEEEAHTT I've heard of it but I'm not clear about the details

0584 A T fi# 1 have no idea at all

9. TONN AL SERELHELL - E2LFZE ? What do you think are the main advantages
of recycled polyester compared with traditional polyester? [E2#%/ Single-choice question] *

oML U/ ¥ERE S5 AY/RFER ) Environmental protection (reducing plastic pollution/carbon

emissions)

oMEREF AT (AIESM: ~ 5% ) Better performance (such as breathability and elasticity)

ot &THERL (THEfa[HEiL A fE ) Social Responsibility (Supporting sustainable Development)
o LHH EAL#A There is no obvious advantage

o RHfE Uncertain

oXE Al Other

10. IR PR HIMER REEIE (T2, (P #=21) ? What is your biggest concern

about recycled polyester yoga pants (Select up to three options)? [Z5#E#i Multiple-choice question]
of O MERER B Gikp et (72EFS - 98t ~ MifAMESE )  Concern about inferior performance
(comfort, stretch, durability)

of 2R AR CRIFTEIULARL)  Concern about safety or hygiene (due to recycled
source)

offt &t S Price is too high

oW F AR BV E S AR SR 5N 1E 7% Doubts about the actual environmental benefit or
certification of "recycled material"

oK/ B %E$E /) Limited style/color options

O R EZ{EEANE » A Tf# Lack of sufficient brand information/transparency
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oE M Others

o4 R FE No particular concerns

1. FEE LA FE RO AR e S AT L @™ s %RV <Tam willing to pay
% higher premium for yoga pants made from recycled polyester than for regular products. [E.
%@l Single-choice question] *

05%LL N Less than 5%

05%-10%

011%-20%

020%LA_|= More than 20%

OANEE L1 Unwilling to pay a premium

[ZEUEssy « PR ERAEESWYER] (FE5TFFESR) [Part 4: Perception of Product

Factors and Shopping Intention] (Likert Scale)

FAERLH LR R AR > BRE PET 2RHH - IRIHS5H LS - i
AV LT A T ZE R HIR AT -

FIUE BRI T E T & A AR A B IRV E S RZTT 77 W AT R AL
2T 1-5 735 (1I=9REARE > S=IRREED

The main feedstock of recycled polyester is discarded polyester materials, specifically
including PET plastic bottles, used textiles, etc., which are remade into fibers through physical
or chemical recycling processes.

Please rate the following statements on a scale of 1 to 5 based on your genuine feelings about
the yoga pants containing recycled polyester in the picture (1= Strongly disagree, 5= strongly
agree).
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[E&MEMEEY  [Perceived cost performance]

12, A B EEA R INE R =R 4F This kind of recycled polyester yoga pants has good

quality. [FR#%ERH Single-choice question] *

JEEFER  oFEE " . oJEHIFE
_ ) o—f% Neutral o[F] & agree
Strongly disagree disagree Strongly agree

13. PN AR SR EE AR A B A i P PR AN E T 2 14 5 T nTBE D T2 Ge#7) <1 think this
recycled polyester yoga pants may be superior to traditional materials in terms of durability or

comfort. [BA#E Single-choice question] *

oFFE A EE o [EE oJFE [EE
jE%KF‘I"" .KIE‘I o—fi% Neutral o[E]E agree IRHIE
Strongly disagree disagree Strongly agree

14. AFXAFEAE R BRI E I AR R E G 1 IS MU A AL - Ifthe
price of this recycled polyester yoga pants is the same as that of the traditional one, I will give

priority to choosing recycled materials. [F%E/& Single-choice question] *

oJEEFER  oFEE " . oJEHIFE
_ ) o—f% Neutral o[F] & agree
Strongly disagree disagree Strongly agree

[ Bttt & 2] [ Perceived positive social image)
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15, BN N ZF AR FEM B I 2 1R A NS SRR R » T think wearing
recycled polyester yoga pants will make others think that I care more about environmental issues.

[BE 2R Single-choice question] *

oFEH A FE oA[FIE - e oJEFFE
) ] o—f% Neutral o[d|& agree
Strongly disagree disagree Strongly agree

16. i FIXME AR BRI B % S 253\ B T 4FENZR - Using this recycled polyester yoga

pants would make a good impression on other people. [FR#%ERH Single-choice question] *

oFEH A FE oA[FEE - e oJEFFE
) ] o—f% Neutral o[d|& agree
Strongly disagree disagree Strongly agree

17. (R H AR BRI T B RAE SO & N E (& - Using this recycled polyester

yoga pants makes me feel more confident in social situations. [FE#ERR Single-choice question] *

oFEH A FE oA[FIE - . oJEFIFE
) ] o—f% Neutral o[d|& agree
Strongly disagree disagree Strongly agree

18. XA FH A AR TR B AR B 0 4 50 B PR 8 T AV ORELS: » This kind of recycled
polyester yoga pants helps me express my concept of environmental protection. [ Ff %t i

Single-choice question] *

oFFE A EE o [EE oJFE [EE
3F%K@‘° .KIEJ o—fi% Neutral o[d|E agree FRHE
Strongly disagree disagree Strongly agree

[T #eseit]  [Perceived sustainability ]

19. P H A AR R EEADRHEY B INE & W BA 5 A 2517 © This kind of recycled polyester yoga

pants is environmentally friendly. [FR3ERH Single-choice question] *

oFEH A FE oA[FIE - e oJEFIFE
) ] o—f% Neutral o[d|& agree
Strongly disagree disagree Strongly agree

20. Xt FH P AR SR B R A B (i 1 LB EAt B R A T ey i B B BF55584 » This kind
of yoga pants made of recycled polyester offers more environmental benefits than other products
made of virgin fiber. [EA%E@ Single-choice question] *
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oFFE A EE o [EE oJFE [EE
3'3'%2(@“ .KIEJ o—fi% Neutral o[E]E agree IRHIE
Strongly disagree disagree Strongly agree

21 BT {eE P PR TR A B 0 8 L At PR R A 2 R Bl 7™ i B S B SRR R0
This kind of recycled polyester yoga pants has more environmental concern than other products

made of virgin fiber. [FR#ERH Single-choice question] *

oFEH A FE oA[FE - . oJFEFEE
) . o—f% Neutral o|d]E agree
Strongly disagree disagree Strongly agree

[ BisnZze:] [Perceived safety]

22. M I FAE R BRSO P 2 2042 - This kind of recycled polyester yoga

pants is safe for consumers. [EE%E@ Single-choice question] *

oFFE A EE o [EE oJFE [EE
3F%K@‘° .KIEJ o—fi% Neutral o[d|E agree FRHE
Strongly disagree disagree Strongly agree

23, P XA AR B AR AT ER 214 JE)54HY » T think this kind of recycled

polyester yoga pants is clean and uncontaminated. [BE#ERH Single-choice question] *

oJFEAEE S NE=¢ oJFEEE
3'3'%2(@“ .KIEJ o—fi% Neutral o[ & agree IRHIE
Strongly disagree disagree Strongly agree

24, BAME AR B R e B Ay 2E 7 i A2 22 22 9] 5E - The production process of this

recycled polyester yoga pants is safe and reliable. [B2#E/ Single-choice question] *

oFFE A EE o [EE oJFE [EE
3'3'%2(@“ .KIEJ o—fi% Neutral o[E]E agree IRHIE
Strongly disagree disagree Strongly agree

[¥1&E] [Purchase intention])

25. IS > BAREE X ME R FAEEEE RIS IHE - Tam likely to buy this yoga pants

made of recycled polyester. [FR#E@ Single-choice question] *

oFEH A FE oA[FIE - e oJEFIFE
) ] o—f% Neutral o[d|& agree
Strongly disagree disagree Strongly agree
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26. F P2 LM F AR B DRI EIN#E - T will buy this yoga pants made of recycled

polyester in the future. [EA%E@ Single-choice question] *

oFFE A EE o EE oJFE [EE
3'3'%2(@“ .KIEJ o—fi% Neutral o[ & agree IRHIE
Strongly disagree disagree Strongly agree

27, R EUH RIS (19 - 1 am willing to continue buying recycled

polyester yoga pants. [EE%E@ Single-choice question] *

oIFE A EE o [EE oJFE EE
3'3'%2(@“ .KIEJ o—fi% Neutral o[ & agree IRHIE
Strongly disagree disagree Strongly agree

28. IWEEFHEBECAVHT SR - SRR 5 o T am willing to adjust my consumption

habits to support recycled material products. [EE#E/ Single-choice question] *

oFFE A EE o [EE oJFE [EE
3F%K@“’ .KIEJ o—fi% Neutral o[d|E agree FRHE
Strongly disagree disagree Strongly agree

[EFHZRS © BoHEIN] [ Part 5: Improvement suggestions )

29. SN M T bR AR R BB 4 A 7R D Se G R U I E 2 What do you think is the
most important aspect that needs to be prioritized for improvement in the current market for

recycled polyester yoga pants? [EA%E@ Single-choice question] *

oMEANTEE (AR EENT - FETHI M ECEF#ERE ) Cost performance (such as reducing the price,
improving durability or comfort) (15 k255 30 i)  (Please skip to Question 30)

ott IS (AR RN DOvE AR ME h58 S ZRAPRELE )Social image (such as enhancing
design sense, increasing brand value and strengthening the publicity of environmental protection
concepts) (IEFEEEE 31 /i)  (Please skip to Question 31)

oF[FFEEME (UHRE MK AL - EAMRNIGE - SREPMRIAEE R, REIEREWT I
FFI3FAR 25 ) Sustainability (such as increasing the proportion of recycled materials, transparent
supply chains, and providing environmental protection certification information and offering
closed-loop services such as used clothing recycling programs) (i Bk 4255 32 i) (Please skip to
Question 32)

otk (AR MEF TR - IsEm e 2 ENHAAIIER ) Safety (such as reducing
chemical residue, and strengthening product safety testing and certification) (I5Hk % 55 33 i)
(Please skip to Question 33)
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oHAth Other (HEPkRFMERE $858%74E) (Please jump to the end of the

questionnaire and submit your answer sheet)

30. AR EER I » Ay PU IR RS T i SR PR R SE B R B R (MR
EE)  ? Which of the following improvement measures do you think can best enhance your purchase
intention or satisfaction for recycled polyester yoga pants? (Cost performance) [ B #E i

Single-choice question]

OfFAREEAT - (HHE R EEES I #% Lower the selling price to make it closer to ordinary
polyester yoga pants

O S Lt A (AIPTHEER R B5 45T ) Improve product durability (such as anti-pilling and less
prone to deformation)

oF Rt AT fHA Offer a longer warranty period

MEMIEESEARNUS4E R /EZ - Please finish answering after you have filled in this question.

31 AR EEE I A PU IR RS i SR PR I SE B B R 7 (1t
2F %) Which of the following improvement measures do you think can best enhance your
purchase intention or satisfaction for recycled polyester yoga pants? (Social image) [ %t @i

Single-choice question]

obnR " TLAS i B AT TR (FE 2k /@i f/85%, ) Enhance the fashion sense and design sense
of the product (more styles/colors/cuts)

o 5L EHTEEF o KOL ( 5242 W.4T# ) #EH BEZ 2K Launch collaborative collections with
renowned designers or eco-friendly KOLs ( key opinion leaders)

o bt RIS & TH{EE L Strengthen the publicity of the brand's environmental
protection concept and social responsibility

OFETLH LR o HsRIM R E {7 IA[E] Bl Build user communities and enhance the sense of identity
in environmental protection

MEMIEESE AU G545 R {EZ - Please finish answering after you have filled in this question.

32. A TEEER I » EOAY PU IR RS i SR PR I SE B B R 7 (]
F7824 ) Which of the following improvement measures do you think can best enhance your
purchase intention or satisfaction for recycled polyester yoga pants? (Sustainability) [ 5@l

Single-choice question]

ORI R 7 HEE S P AE TR EE AT 4R (5 EE( WA E] 80% LA | )Clearly indicate the components

and increase the proportion of recycled polyester fibers (such as reaching over 80%).
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of2fitiE A - AIEMIHYADEERIFERIA: ™I #2(5 5 Provide detailed and traceable information on
the source of materials and the production process
OIS FF PR/ P FFS2IAIE Obtain authoritative environmental protection/sustainability

certifications
of It [HAR B i XIZE HEF A 55 Offer closed-loop services such as used clothing recycling

programs
MBI SR ARG R {EE - Please finish answering after you have filled in this question.

33. BN BRI - Ay DU T RS RS i B e P T I SE BB RS 2 (%
M) Which of the following improvement measures do you think can best enhance your purchase
intention or satisfaction for recycled polyester yoga pants? (Safety) [FR#E&H Single-choice
question]

o iR HH RS K B ERI e B E IR Pass stricter skin safety and non-toxic certifications

ol B FBhFIFIZSEIET{E F Reduce the use of chemical additives and dyes

o FEE ERE ~ BEAVERIEEFEEIATE T2 Adopt a more skin-friendly and breathable fabric
structure or post-treatment process
MEMIEBE S AUG 45 {ES - Please finish answering after you have filled in this question.
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