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Abstract

The paper presents research on the customer behaviour of residents of Kazakhstan
regarding eco-label on clothing. The objective for this research is to find whether
eco-label plays a role in consumer behaviour in Kazakhstan. At the beginning of
the paper, the authors study the trend of sustainable development in fashion in the
world and in Kazakhstan.

In the main part of the paper, for the purpose of achieving the objective of the
research, a survey among the residents of Kazakhstan in Google Forms was done.
Based on the collected data, the authors analysed the consumer behaviour in
Kazakhstan towards eco-labelled clothing. And additionally, based on the analysis,
they offer recommendations regarding marketing and promotion of eco-friendly
clothing.

In the paper’s conclusions, the authors describe the ways to promote the growth of
the sustainable fashion in Kazakhstan. They provide insight into customer
behaviour and what specific actions need to be taken to increase the demand for
eco-friendly clothing.
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Fashion is the planet&apos;s third biggest polluter after food and construction.
Ethical brands have already realized this, so they have bet on sustainable
development, green manufacturing, “slow” fashion.

Sustainability in fashion as a trend
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According to Research and Markets [1], the fast fashion market is expected to
grow to $184.96 billion in 2027 at a compound annual growth rate of 10.7%.
Whereas, the sustainable fashion market will maintain a growth rate of 8% and
from $7.57 billion in 2022 to reach $11.12 billion by 2027 (picture 1).
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Picture 1 — Fashion market size, billion USD

The 3Rs of Fashion: Rewear, Repair, Resel

The 3Rs of Fashion, often promoted as a sustainable approach to the fashion
industry, are "Rewear, Repair, and Resell." These principles encourage consumers
and fashion brands to reduce waste and minimize the environmental impact of the
fashion industry.

Rewear

According to statistics (EDGE,2022), one in two people in the world throw their
unwanted clothes straight into the trash. Less than 1% of all clothing is recycled
into new clothes. Whereas 95% of the textiles that end up in landfills each year can
be recycled [2].

Repair

According to statistics [3], extending the life of a garment from 1 to 2 years
reduces its carbon footprint by 24% (picture 2). Many eco-friendly brands, such as
Patagonia with its Worn Wear initiative or the Scandinavian brand Nudie Jeans
offer repair of garments.

12



Becrauk Kazaxcrancko-Hemenkoro yHuBepcutera No3-2023

Dxomnorus
Repair Resell
CDZ - +127%
A=
® 2026
-24% global fashion resale market

Picture 2 - Reduced carbon footprint as a result of Repair

Resell

According to a report by Thredup [3], the global fashion resale market is expected
to grow at a CAGR of 127% by 2026 (picture 3). There are many online platforms
where you can sell your used (or new) clothes, such as eBay, Gumtree and
Facebook. Second hand clothing is big business, as evidenced by the success of
apps such as Depop.
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Picture 3 — Global fashion resale market

Beyond the principles of the 3Rs of Fashion, there are other ways to contribute to a
more sustainable and eco-friendly approach to clothing consumption.

Rental Market

Rental stores are growing around the world, and many designers are partnering
with them to allow customers to wear their pieces for a fraction of the cost. For
example, Devout is a sustainable fashion rental platform.

Alternative materials

60% - 70% of clothing is made from synthetic fabrics.

1/3 of microplastics in the world&apos;s oceans are from washing synthetic
fabrics.
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To solve this problem, brands and manufacturers are exploring the creation and
production of new smart fabrics that eliminate waste. For example, Pangaia uses
fast-growing plants instead of cotton, and Ganni uses grape skin.

Vegan fashion

More and more environmentally conscious people are choosing clothing that does
not include animal components. They recognize that clothing can be fashionable,
high quality, inexpensive and cruelty-free to animals.

By embracing these sustainable fashion trends, consumers can make a positive
impact on the planet while still enjoying stylish and high-quality clothing.

Sustainable fashion in Kazakhstan

One of the main trends in today&apos;s fashion world is the so-called sustainable
fashion. Many countries are producing eco-friendly clothes, and Kazakhstan is no
exception. Sustainable fashion in Kazakhstan is still in its early stages, but there is
a growing movement of designers, brands, and consumers who are committed to
making the fashion industry more environmentally and socially responsible.

One of the pioneers of sustainable fashion in Kazakhstan is Aigerim Akenova, the
founder of the brand AIKEN. AIKEN is known for its timeless, gender-neutral
designs made from sustainable fabrics such as organic cotton, hemp, and recycled
polyester. Akenova is also a vocal advocate for sustainable fashion in Kazakhstan,
and she is working to educate consumers about the importance of making ethical
and sustainable fashion choices [4].

Another notable sustainable fashion brand in Kazakhstan is AGES&AGES.
AGES&AGES was founded by Tomas Akynov, who was inspired to start the
brand after learning about the environmental impact of the fashion industry. It is a
brand that creates clothes made from hemp. The brand is also committed to ethical
manufacturing practices, and it works with fair trade suppliers. AGES&AGES
targets an older audience who are in their 30s and older, who can afford more
expensive clothes. Industrial hemp, which brand uses to create clothing, is more
environmentally friendly to produce. It doesn&apos;t require huge amounts of
water and acts as a fertilizer and does not need pesticides or chemicals to grow [5].

As another example of the brand that produces sustainable clothes is Pieper. Pieper
IS a brand that sells shoppers, t-shirts, sweatshirts, stickers, jewellery and
accessories. They are made exclusively from recycled plastic. It takes an average
of 6 used plastic bottles to make 1 meter of plastic fabric. The bottles are cleaned,
cut, granulated and heated to a certain temperature. They are then melted down
into thread-like fibres. It is also possible to add cotton or spandex to them [6].
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In addition to these two brands, there are a number of other emerging sustainable
fashion brands in Kazakhstan. And all these brands are working to create
sustainable and ethical fashion that is also stylish and affordable.

Initial data of the survey

The objective for this research is to find whether eco-label plays a role in consumer
behaviour in Kazakhstan.

For the purpose of achieving this goal, a survey in Google Forms was done.

In addition to that, participants of the survey were split into two groups (A, B). To
the first half was shown an image of the T-Shirt without eco-label. To the second
half an image of the T-Shirt with eco-label (picture 4).
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Picture 4 — Images of the T-Shirt with and without eco-label shown in the survey

The total number of participants in the survey is 39, 32 of them being females and
7 males. The average age of participants equals 22, those aged from 18-21 are
68%, and those aged from 22 to 45 are 32%. It is also known that the average
budget of respondents is 221 euro, 23% of the total amount of participants have a
budged ranged from 0-100 euro, 26% from 261-650 euro and most people,
49%, have a budget from 101 to 250 euro. Regarding the occupation of the
respondents, students make up 80% of the total number of people, and the others
are employed or freelancers, each of them being 10%.

For analysing the data of the survey, an SPSS/PSPP program was used. The
participants were asked to share their point of view regarding the following factors:
quality, design, fashion, functionality and social acceptance of the T-shirt with and
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without eco-label, and additionally their willingness to buy aforementioned T-shirt
and their willingness to spend on it.

Analysis of the results of the survey

The authors of the paper prior to the collection of the data and conduction of the
survey had several hypotheses regarding the customer behaviour in Kazakhstan
towards eco-label.

The first assumption was that women are more willing to spend money on the T-
shirt with eco-label than men. To prove or disprove the statement T-test, divided
by label, was used (picture 5).
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Picture 5 — Willingness to spend divided by Gender

From the conducted T-test, no significant differences can be found, for the reason
that the p value equals 0.114, which is greater than the standard p value
of 0.05. Therefore, it shows that the gender does not play a notable role in the
willingness to spend. However, whilst the gender does not have a significant
Impact on the factor, a tendency that women are willing to spend more on the T-
shirt with eco label than men can be nonetheless observed. As a conclusion for
marketing in Kazakhstan, it is advised, that the eco-labelled T-shirt with a higher
price should be advertised for women, rather than men.

The second hypothesis was that for the residents of Kazakhstan the T-shirt with
eco-label will be more attractive in the following factors: quality, design, fashion,
functionality, social acceptance, willingness to buy and willingness to spend. To
prove or disprove the assumption, T-test was used (picture 6).
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Picture 6 — Perception of respondents towards labelled/non-labelled T-shirt
The p values of the factors are shown in the table below (table 1).

Table 1 - p values of the factors

Factors p value
Quality 0.311
Design 0.888
Fashion 0.938
Functionality 0.008
Social acceptance 0.172
Willingness to buy 0.062
Willingness to spend | 0.378

From the conducted T-test, 1 out of 7 significant differences can be found, in the
factor of functionality of the T-shirt. For the reason that the p value of functionality
Is 0.008, which is less than the standard p value of 0.05. Consequently, T-Shit
17
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without the eco label is valued more than the T-Shit with eco label. And the most
significant difference is being shown in the factor of functionality. In addition to
that, this trend can also be found in the following factors: quality, social acceptance
and willingness to spend. It can be seen that despite the fact, that the residents of
Kazakhstan are willing to pay more money for the T-Shirt with eco label, they
notwithstanding that prefer the T-Shirt without the eco label. As a recommendation
for marketing, it is advised that to increase the demand for the eco-friendly clothes
in Kazakhstan, the companies require to develop marketing campaigns, for raising
awareness regarding the advantages of eco-friendly clothes.

To increase demand for eco-friendly clothing in Kazakhstan, marketing efforts
should focus on promoting the benefits of sustainable fashion and educating
consumers on the environmental impact of their clothing choices.

The third supposition was that students are more willing to buy the T-shirt with
eco-label in comparison to the employed or freelancers. To test the supposition,
ANOVA, divided by label, was used (picture 7).

Employed

\j'I“.:..:I.' _

0 2 4 6 8

Picture 7 — Willingness to buy divided by Occupation

From the conducted ANOVA test, no significant differences can be found, for the
reason that the p value equals 0.634, which is higher than the standard p value of
0.05. Therefore, it can be concluded that the occupation does not play a notable
role on the willingness to buy to the respondents. But despite the fact that the
occupation does not have a significant impact on the factor, a tendency that
students are more willing to buy the T-shirt with eco label than the employed or
freelancers can be noted. As a conclusion for marketing, it is recommended for the
eco-labelled T-shirt to be advertised on the social media platforms, that are often
used by students, such as: TikTok and Instagram.
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The fourth hypothesis was that the buying decision of T-shirt with eco label is
most influenced by social acceptance. Method used to prove or disprove the
hypothesis was Correlation divided by label. The coherence of willingness to buy
with the following factors: quality, design, fashion, functionality, social acceptance
and willingness to spend was researched (picture 8).
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Picture 8 — Correlation between willingness to buy and factors (Pearson r)
The p values of the factors are shown in the table below (table 2).

Table 2 - p values of the factors

Factors p value
Quality 0.003
Design 0.012
Fashion 0.001
Functionality 0.005
Social acceptance 0.186
Willingness to spend | 0.081

From the conducted Correlation, 4 out of 6 significant differences can be found, in
the following factors: quality, design, fashion, functionality. In the view of the fact
that the p values of the said factors are lower than the standard p value of 0.05. It
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was discovered that quality, design, fashion, functionality show high correlation
with willingness to buy. However, contrary to the assumption, the social
acceptance does not play a significant role in buying decision. And the highest
correlation is found between fashion and willingness to buy, therefore it can be
concluded that the more fashionable the shirt is, the higher is the chance of people
making a purchasing decision. As a recommendation for marketing, it is
advised that in the marketing campaigns the emphasis should be put on how
fashionable and functional the eco-labelled T-shirt is and also on the quality of the
said product.

Conclusion

For the development of sustainable fashion in Kazakhstan it is necessary to

« eliminate the information gap;

« make eco-clothing more fashionable and attractive. Eco-friendliness
and social acceptance are not a priority when buying clothes in
Kazakhstan. As most respondents follow fashion and focus on
attractive design, a trend towards conscious consumption needs to be
developed;

« position sustainable fashion as an investment. Consumers need to
understand that sustainable fashion is profitable and that sustainability
makes the product quality and prolongs its lifespan;

« attract not just customers, but committed like-minded individuals.
Focus on creating a unique product.

By addressing these issues, Kazakhstan can develop a more sustainable fashion
industry that benefits both consumers and the environment.
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Pesrome

HccnenoBanue moBeaeHus moTpeduTesieil Mo OTHOIICHUIO K 9KO-MAPKUPOBKeE
B Kazaxcraune

A. T. bonam, T. A. /lyyenko
Kazaxcmancko-Hemeukuit Ynugepcumem
Kazaxcman, Anmamot

B cratee mpeacraBieHO HCCIEIOBaHHE MOTPEOUTEIBCKOIO IMOBEACHHS JKUTCICH
Kazaxcrana B OTHOIIEHMH D3KO-MapKHpOBKM Ha ojexjae. Ilear maHHOrO
HCCIICIOBAHUS: BBIICHUTh, WIPACT JIM DKO-MAapKUPOBKAa POJIb B IMOBEJACHUH
noTpeoOureneii. B Hayane cTaThu aBTOPHI UCCIACAYIOT TEHISHIMH YCTOMYHMBOTO
pa3BuTHs MOJIbI B Mupe U B Kazaxcrane.

B ocHOBHOIf 4acTH CTAaThbU IS TOCTHOKEHHMS M MCCIASIOBAHUS OBLI IMPOBEACH
onpoc xwuteneir Kaszaxcrana B Google Forms. Ha ocHoBe coOpaHHBIX IJaHHBIX,
aBTOpPHl NIPOAHAJIM3UPOBAIM IOBeAcHHEe morpeduTeneii B Kaszaxcrane 110
OTHOIIICHHUIO K OJICKAE C OKO MapKHPOBKOH, a Tak)Xe Ha OCHOBE aHaln3a
npejaraloT peKOMEHAAIMM MO0 MAPKETUHTY W MPOJABMKEHUIO HKOJOTHYECKHU
YHUCTOU OJIEIKBI.

B BbIBOZaX CTaThu aBTOPHI OMKCHIBAIOT ITYTH COACUCTBUS Pa3BUTHIO YCTOWMYMBOM
mozbl B Kazaxcrane. OHM JaroT MPEACTaBICHUE O MOBEJECHUU KIMEHTOB U O TOM,
KaKie KOHKPETHBIC IEUCTBHSI HEOOXOIUMO MIPEANPUHATH, YTOOBI YBEIIMYUTH CIIPOC
Ha 3KOJIOTUYECKHU YHCTYIO OJEKIY.

Kuarwuesble cioBa: 3ko-MapkupoBka, KaszaxcraH, noBeneHue MOKynaTelew,
YCTOWYMBAS MOJIA.

Tyitinaeme

Ka3zakcTanaarbl 9k0 TaHOAayFa KAThICThHI TYTHIHY IbLIAPAbIH MiHe3-
KYJIKbIH 3epTTey

A. T. bonam, T. A. J/lyyenxo

Kazaxcman-Hemic Ynueepcumemi
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Kazaxkcman, Arimamul

Makanana Kazakctan TypreIHAAPBIHBIH KHIMJIET1 KO TaHOajayra KaTbICThI
TYTBIHYIIBUIBIK MIHE3-KYJIKbIH 3€pTTEY YCHIHBUIFaH. bys 3epTTeyiiH MakcaTtbl —
9KO TaHOamay TYTHIHYIIBUIAPABIH MiHE3-KVJIKBIHIA POJl aTKapaThbIHBIH aHBIKTAy.
Makananslq OacblHIa aBTOpJap anemMjeri xoHe KazakcTaHgarbl COHHIH TYPAaKThI
JaMy TeHACHIUSIIAPBIH 3ePTTEU/I.

MakananblH HeET13r1 OesiriHae 3epTTey MakcarbiHa keTy yuiH Google Forms-te
Kazakcran TyprbiHIapbhiHa cayaiHama Xypri3uial. JKuHanraH gepekTep HeriziHie
aBTopiap KazakcTanmarbl TYTHIHYIIBUIAPABIH KO TaHOAJIaHFAH KUIMIE KAaTBICTHI
MiHE3-KYJIKbIH Tangaasl. Conpail ak Tanjay HeEri3iHAe oJiap 3KOJIOTHSUIBIK Taza
KAIMJIEPA1 caTy KoHEe JKbUDKBITY OOMBIHIIA YChIHBICTapIbl Oepel.

MakanaHbIH KOPBITBIHABICHIHAA aBTOpiap Ka3zakcraHnia TypakThl COHHIH JlaMybIHA
KopIleMJIeCcy SKOJAapblH cunartaiiipl. Onap TYTHIHYIIBUIAPABIH MiHE3-KYJIKbI
TypaJbl KOHE SKOJOTUSIIBIK Ta3a KMIMIe€ CYPaHbICThI apTThIPY YIIiH KaH/1ail HAKTHI
OpEKeTTep kKacay KEPeKTIrl Typaibl TYCIHIK Oepei.

Tyitinai ce3aep: sxo tanbanay, Kazakcrtan, caThlll anylmibuIapIblH MiHE3-KYJIKBI,
TYPaKThI COH.

Hayunwit pykosooumenv — PhD Cebacmoan I{unc, Kazaxcmancko-Hemeukuii
YHugepcumem.
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