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AnAWvw LTIELBLVA OTL N SIMAWMATIKN EPYaACia eival €' OAOKANPOU SIKO IOV EQYO KAl
Kaveva HePOoS TNS dev eival avTlyPAMEVO ATIO EVTUTIES ) NAEKTPOVIKES TINVEC,
HETADPAO ATIO EEVOYAWOTEG TINYES KAL AVATIAQAY WY ATIO epyaciec AAAWY
gpeLYNTWV N dotTnTwv. OToL eXwW BaocloTel oe 16eeg N Kelueva AAAWY, EXW
TIPOCTIABNOEL UE OAES IOV TIC SUVALELS VA TO TIPOCSLOPIoW CAPWS LECA ATIO TNV
KOAT) XpNomn avadopwy akoAouBwvTag TNV akadnuaikn deovtoloyia.
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Abstract

The fashion is one of the most resource-intensive and polluting sectors of industry. Circular
economy (CE) has been proposed as a possible solution to these issues. In spite of this, the shift
to CE, necessitates fundamental changes in the behaviour and actions of all organization
members. Consumers have been identified as crucial economic actors in driving the CE
transition process, as their purchasing, usage, and disposal decisions can either drive or
obstruct the adoption of new circular fashion models. Their environmental awareness can
encourage businesses to become more responsible and offer circular solutions, providing these
businesses with a considerable competitive edge in world's economy. This study examines the
consumer attitudes and use of various green models. These will be explored through a U&A
research. The outcomes of a questionnaire survey conducted throughout August and early
September of 2022 with 450 Greek participants will be presented. Finally, the collected data will
be analysed statistically, using IBM's SPSS.

Key words: Circular Economy, Circular Business Models, Consumers, U&A research, Theory of
Planned Behaviour.



Extended abstract in Greek

To Tapdv Keluevo ATIOTEAEL ULa EKTETAUEVN TIEPLYPAPT) TNG SIMAWLATIKNG epyaciag Ttou akoAouBel
OTA AYYAIKE, Le Bepa «Alepelivnon TwY OTACEWY KAl AVTIANPEWY TWV TIEAATWY WG TIPOC TA
KUKALKA LOVTEAQ 0 TN Blopnxavia Tng Lodag.

ZKOTTOG Kat oTOXOL TNG SUTAWUATIKNAG epyaciag

O oKoTIOC AUTNG TNS LEAETNG eival N Sle€aywyn LLAG EPELVAG «EPELVA XPNONS KAl 0TAoNG» (UA:
usage and attitudes) yla Ta akoAouBA KUKAIKA LOVTEAQ 0T Blopnxavia TN Hodag, Tn LETATIWANOT,
MV evolkiaon, TNV emdlopbwon Kal TNV YeTaroinon (upcycle) poluxwv.

Ototdyxol TNG epyaciag sivat oL akdAouvBoL:

—  Na e€etdoel TIC OTACEIC TWV TIEAATWY KAL TN XPNoN SladOpwy TIRACIVWY LOVTEAWVY KAl TILO
OULVKEKPLUEVQ, Va Slepeuvnoel SLADOPES TIAPAUETPOUS TNS CUUTIEQLDOPAS TWV
KOATAVOAWTWY, LECW TWV AKOAOUBWVY KALAKWY (constructs), TN evalocOnTtotoinong, TNg
YVWOoNG, TWV BETIKWY OTACEWY, TWV GPAYILWV KAL AVTIANTITWY KIVSUVWY KAl TWV
TIPOBETEWV.

— Na e€egpeuvnoel ToV AVTIKTUTIO CUYKEKPIUEVWY TIAPAYOVTWY OTNV TIP0Beo™ ayopds/Xpnong
XPNOLLOTIOLWVTAG TO LOVTEAD Oewpiag TNS ZXedlaouevng ZuUTeptdopdc Tou Ajzen yia To
KUKALKO ETILXELENMATIKO LOVTEAD TNG METATIWANONG.

H epyaoia ival Bactopevn otov tapaywytkd cuAloylopd. Etot n Soun mou akoAouBel sival n €ENg:
OTO TIPWTO KEPAAALO UTIAPXEL N eloaywyn), oTo SelTePO TTapouatdleTal n BIBALOYPADIKT epeliva KAl
™MV avAAUoT TWV BACIKWY OPWV TIOU £XOULV XPNOLLOTIOINOEL. X TO TPITO N uebodoAoyia yia Tnv
TIPWTOYEVN €PELVA, OTO TETAPTO TA ATIOTEAECUATA TNC KAL 1 OTATIOTIKA avAAuon e Tn BonBesta
TOU AoyLopLKoL SPSS tng IBM Kat TEA0G, GTO TIEUTITO N oLvoyn.

BiBAoypagikn gpeuvva

H Blounyxavia g nodag, eivat pia amo Tig peyailtepeg BIOUNXavies 0TOV KOO0, KAl ATIAOXOAEL
Tiepimou 300 exatouppla avBpwttoug (Ellen MacArthur, 2017), amtodpgpovtag 1,7 €wg 2,51
TPLOEKATOMMUPLA EUPW OE TIAYKOOLILA eTNOLA €006a TIPLY aTtd TNV Ttavdnuia (McKinsey & Company
and Global Fashion Agenda, 2020 ; Euromonitor International, 2018).

Elvat ettionc pa ato Tig peyaAlTtepes BLOPNXAVIES TIOU XPNOILOTIOOUV TIOAAOUG TIOPOUG Kall TTOU
E£X0UV MEYAAN ETIIOPACN OTO TIEPIRAAAOVY, EVW OpLoEVOL LoXupidovTal OTL eival n 6e0TepN TILO
puTtIoyova UeTA ato autn tetpeAaiov (Moorhouse & Moorhouse, 2018). H taxeia avamtuén kat
ETIEKTAON TNC Blopnxaviag e Hodag, ol TAXEWS LETABAAAOLIEVESG TACELC TNG MOSAC, TO TIAYKOOULO
HOVTEAO LAdIKNC TIAPAYWYNG, N METAGOPA TNG TIARAYWYNS OTIC AVATITUCOOUEVES XWPES KAL N
UVELOVOLKY TAPT TWV ATIOPPLUATWY £X0LV CUMBAAEL ONUAVTIKA OTNV AUENoN TWV
TiepLRaANOVTIKWY TIpokANcewV (Dissanayake & Weerasinghe, 2021). To Tpexov cUoTNUA
KATAOKEUNG, SLAVOUNC KAl KATAVAAWGONC pouxwV BacileTal o€ Eva YPAULLKO LOVTEAO TIOU aTtalTel
HEVAAEG TTIOCOTNTEC N AVAVEWCILLWY TIOPWVY, UETATPETIOVTACS TOV TOLEA TNC HOdag oe
TIEPIBAANOVTIKOUG KIVEUVOUG. TO LOVTEAOD «TIAlPVW-ONULOUPYW-ATIOPPITITW, XPNOLOTIOEL
TIaPOEVES TIPWTEC UAES KAL OTN CUVEXELA TIC LETATPETIEL O TIPOIOVTA TIOU XPNOLLOTIOLOUVTAL EXPL
va Slatebolv we attORANTA 08 XWPEOUS LYEIOVOUIKNG TAPNS 1 va artoTedpwbBouv (Ellen MacArthur,
2017). Ot teAdtec ayopddlouy AUTHV TN OTLYUN TIEPLOcOTEPA pouxa aTtd 6oa Ba GoPETOLV Kal eival



TIPOBU oL VA ATIOPPLPOLY ETAXEPLOUEVA TIPOIOVTA OF LUKPO XPOoVIKO Stdotnua. O uecog aplouog
POPWV TIOL POoPLETAL £VA POUXO TIPLY TO ATIOPPIPOLY EXEL LelwBel KaTd 36% TTayKOOLIWS Ta
TeAsutaia 15 xpovia. ‘ETol ol KATAVOAWTES o€ OAO TOV KOO0 OTIATAAOLV Ttepittouv 460
SloekaToLLpLa EVPW ETNCLWS aTtopPELTITOVTAG POUXA TIOL Ba UTTIOPOUCAY VA CUVEXICOUY VA HopoUV
KOl TILOTeELETAL OTL OPLOLEVA POUXA TIETIOVVTAL UETA ATIO ETITA £WC SEKA GOPES TIOU £X0LV popebel.
MNapdAANAQ, N KATACKELT) EVOULLATWY £XEL TtepiTtou SITAACLACTEL 08 oXE0N e Ta Ttponyoleva 15
XpovLa.

Kabweg avdveTtal n mapaywyr poluXwy, ALEAVOVTAL KAL Ol EKTIOUTIES AgPiwY Tou BepuoknTiiou. To
2015, oL eKTTOUTIES Aepiwv TOL BEPIOKNTIIOL ATIO TNV TIAPAY WYY KAWSTOUPAVTOURYIKWY TIPOIOVTWY
avnABav oe 1,2 dloekatoppupla Tévoug CO,, evw pexpt To 2020, n Blopnxavia Tng Lodag tav
UTTELBULVYN VLA TO 4% TWV TIAYKOC LWV EKTIOUTIWY. ETILTTAE0V, 0 KAAS0G TNG KAWoToUdavIoupyiag
eaptdral og peydlo Babuod amod Un avavewououg TTOPoUS OTIWS TO TIETPEAALO YIA TNV TIAPAYWYN
OUVOETIKWY VWV, TA MTIACUATA YA TNV KAAMEPYELA BAUBAKLOU KAl TA XNULKA YA TN TIAEAY WY, TN
Badn Kal To Pviplopa WV Kat LPAcUATWY. Evw, KatavaAwvel Tiepittou 93 SloekaTouLUpLa KUPBKA
HETPA VEPOU KABE XPOVO, ETIRAPUVOVTAS ETOL TIEPLOXES UE TIPORANA Astpudplag Kat
amneAeuBepwvel LeyAAeg TTOoOTNTES ETIRAARWY XNIUKWY OUCLWY, LECW TOU VEPOU, 0TO TIEPIBAAAOV
(Kant, 2012). ETumpocBeTwe, Ta TeAsutaia xpovia, o KAASOC auTtog EVOXOTIOLEITAL KAl YL TNV
ALENON TWV TIAACTLKWY TIOU EL0EPXOVTAL GTOV WKEAVO, YEYOVOS TO OTIolo Snutoupyel av&avouevn
avnouxia Adyw Twv eTIICAMLWY CUVETIELWV VLA TO TIEPIBAAAOV Kal TNV uyeia. YTIoAoyileTal OTL HEXPL
70 2050, ol wKeavol Tou KOGIOL Ba TIEPLEXOUV TIEPLOCOTEPO TTAACTIKO ATIO O, TL PApLa KATA BAPOS
(Global Fashion Agenda and McKinsey & Company, 2021). AKOun, UTIAPXEL LeyAANn al&nom Twv
KAWOTOUDAVTOUPYLKWY ATIOPPLUUATWY AOyw TNS paydaiag abEnong g (Taxeiag) Kataokeung Kal
KATAVAAWONG MOSAG. META TN XPNoN TwV poUXWVY, XAveTal oXedov OAN N a&la Twv VALKWYV aTtd tTa
omoia kataokevdlovtal. To 87% TwV CUVOAMKWY ELCPOWV VWV TIOU XONGCLLLOTIOOVVTAL VLA poUXa
ATIOPEEITITOVTAL 08 XWPEOUS UYELOVOIKNG TAPNG 1) ATIOTEDPWVOVTAL, |IE ATIOTEAECCA TN OTIATAAN
VALKWV Avw Twv 100 SloekaTopLPpiwy eupw €TNOIWG. KABe SeuTepOAETITO, £Va ATIOPPULUATOPOPO
VEUATO e KAWOTOUDAVTOUPYIKA TIPOIOVTA TIETIETAL 0€ XWHATEPES 1 KalyeTtal. Evw oL Ttlo
Sladedopevol AOYOL YLa TOUC Ay0opACTES VA ATIOPPIPOLY TIPOWPA TA POUXA TOUG ival N ehapuoyn, N
aAAayn Twv Tdoewv NS MOSag, To OTL Ta BaplovvTal 1) OTL £xouv kataoTpadel/dOapdet (Niinimaki,
2013). Emumpoobe1a, N mapaywyn eVOULATWY £XeL €TtioNng [ia nBikn cuviotwoda. Ot epyaldpevol oe
Blopmnyxavieg evéuudtwy cuxvd aueiBovtal Aydtepo amod evayv BLOCUOo oo kat epydlovtal oe
ETIIKIVOUVES CUVONKEG.

H KukAwkn) Owovopia (KO) eival pia cUoTNULKN TIPOCEYYLOT TIOU AVTIETWTTICEL TIAYKOOULAL
NTNUATA OTIWC N KALATIK AAAQYT, N ATIWAELA BLOTIOIKIAOTNTAG, TA ATIORANTA KAL N pUTIAVOT, EVW
TIAPAAANAC AVASEIKVUEL KPIOILES KOLVWVIKOOIKOVOULKES avaykeg. MNapexel emtiong ™ duvatotnta
avgnong TG eunuepiag, TN dnuovpyiag BE0eWV epyaciac Kal TNC AVOEKTIKOTNTAG UE TAUTOXOOVN
HUEWOoN TWV EKTIOUTIWY AEPIWV TOU BEPLIOKNTIIOU, TWV ATIORANTWVY Kal TN puTtavong. H Baoikn
APXN MLOG KUKALKNG OLKOVOLLLOG elval Ol pOES TWV TIOPWVY VA UEYLOTOTIOLOUVTAL KA OL TIOPOL Val
KUKAOGDOPOUV 0g KAELOTO BPoX0o Eavad kal Eavd, eEaAeidhovVTag TNV AVAyKN yLa TTApBEvVa UALKA KAt
Tiopoug. (Dissanayake & Weerasinghe, 2021; Ellen MacArthur, 2013) O oxedlaouog g anoppng
Kal TNG pUTIAVONG, N SLATHPENON TIPOIOVTWY KAl UAIKWY 0L XPNOTM KAL 1] avayevwnon GUCIKWY
OUOTNUATWY elval TPELG OEUEAMWSEIC OTPATNYIKES VLA TNV ETITEVEN KUKAIKNG olkovoltiag. Ot
Kirchherr et al. (2017) e€€taoe 114 oplopoug Tou CE Kal TIpoTeLVE Evay VEO WG «EVA OLKOVOLKO
oLoTNUA TIov BacileTal O€ ETIUXEIENUATIKA LOVTEAQ TIOU AVTIKABIOTOUV TNV EVVOLA TOU K TEAOUG
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CWNG» PE TN Helwon, eVAAAAKTIKA TNV ETIAVAXPNOCLOTIOMOoN, TNV AVOKUKAWGON KAl TNV avAKTNon
VALKWV O0TNV TIAPAywyn/Slavopun Kat TIC KATAVOAWTIKES SLAadIKACIES, ASLTOUPYWVTAC £TOL OE
UKpoeTITed0, HeTO TITIESO KAl LAKEOETITIESO, e 0TOXO TNV ETHTELEN BLLOIUNG AVATITUENG, TTOU
ouvemdyetal TN Sniiovpyia TIEPIBAANOVTIKWY TIOLOTNTA, OLKOVOLKT] EUNUEPLA KAL KOWVWVLKT
LoOTNTA, TIPOG OPEAOC TWV ONLLEPLVWV KAl TWV LEAANOVTIKWY YeVeEWV» (0eA. 224-225). Emtiong, To
16puua Ellen MacArthur (2013) ATelkOVIoE TIG CUVEXEIC POEC UAMKWV OE [ULOL KUKALKT) OLKOVOLLCL UECW
Tou Slaypdupatoc cuotnuatog KO (1 tetaioudag), oTwe daivetal oto Lynua 4. Mexpt to 2030, n
KO umopei va odnynoet oe Leiwon Katd 32% otn XP1on VAIKWY, eV EVOEXOLLEVWES Va UTTopoloE va
ELWOEL TIG EKTIOUTIES Slo&elSiou Tou AvBpaKaA OTO LLoo €wg To 2030.

21N U66a, n KO mpooTiabet va Snuoupynosl Tio BLWOLLLA KAl KAELOTOU BpdX0oU CUCTAMATA. TNV
KUKALKT LOSA UTTAPXOUV TEOOEPLE OTOXOL: N OTASIOKN KATAQYNOTN TWV TIPORANUATIKWY CLUVOECEWY
TIOU OULBAAAOLY OTNV ATIEASUBEPWON ULKEOIVWY, SEUTEPOV, N ATIOTEAEOLATIKN XPHON EVOULLATWY,
TpiToV, N SPACTIKN BEATIWON TNS AVAKUKAWONG KAL, TEAOS, TETAPTOV, 1 ATIOTEAECUATIKA XPNON
TIOPWV KAl N LETAPBAON O AVAVEWOCLLIEG TINYES EVEQYELAG.

Ta KukAtkd ETiixetpnuatikd Movteda (KEM) €xouv Tn SuvatdtnTa va ATtoPEQOLY OTUAVTIKA
TIEPIBAAANOVTIKA, KOLVWVIKA KOl OLKOVOULKA TIASOVEKTHLATA KAL UTIOPOUV VA €PAPUOCTOUY OE
Slddopeg eTalpieg Kal va TIPOCAPLOCTOLV e BACT Evav N TIEPLOCOTEPOUS BPdX0US TIOPWV
(Guldmann, Eva; Aalborg University, 2016). E€ optoou, Ta KEM Statnpolv Ta TipoldvTa Kal Ta UALKA
TIOU KUKAOGDOPOUV OTNV OLKOVOUIa oTnV bPnAdTEEN a&ia TOUG ETIEKTEIVOVTAC TN XPNON TOUC EVW
LELWVOLV SPACTIKA TA €050 KATAOKEUTIC KAL TN XPENOMN TIOPWV. AuTO BonBd Tov KAAS0 0TO GUVOAD
TOU VA TTAPAYEL TIEploooTEPA €008 evw TIAPAYEL AlyoTepa TTPoidvTa. QC ATIOTEAEOUA, LEWWVOVTAL
Ol EKTIOULTIES AEPLWV TOU BEPUOKNTIIOU, N PUTICLVOT KAL OL TILECELS OTN BLOTIOIKIAOTNTA TIOU
OUVEEOVTAL e TNV TIAPAYWYT TIAPOEVWV VWV, LE TNV ETIEEEPYATIA KAL TNV TIAQAYWYT TIPOIOVTWV.
Ta KEM ta&lvopolvTal og Tpelg TUTIoug: "meplocotepn XPNon avd xpnotn”, "meplocoTepol XpNoTteg
ava Tpoiov" kat " Ttepa ato Ta GuoIka TtpoiovTa” (beyond physical products). To TIpWTO ETUTPETIEL
OTOV XPNOoTN va Gopdel eva TIPoIOV TILO CUXVA KaL YA UeYAAUTEPES XPOVIKES TIEPLOdoug. To deltepo
ATIOOKOTIEl 0TN SNUouPYLa Kal N TTAPoX 1) TTAATPOPUWY 1/KAL UTTNPECLWY TIOL SLEUKOAUVOULV TT PON
TWV TIPOIOVTWV ATIO XPNOTN 0 XPNOTN, ETUTPETIOVTAC TN OUXVOTEPN XPNON TWV TIPOIOVTWVY. TEAOC,
TO TPITO Adopd TO OXESIATUO KAl TNV AVATITUEN UN PUCIKWY, PNPLAKWY TIROIOVTWY 1)/Kal
UTINPEECLWV TIOU AVTIKABLOTOUVY, EVIOYXUOLV KOl CUUTIANPWVOLV TIC ATIAUTNOELS KAl TOUG OTOXOUG TWV
XPNOTWVY OXETIKA e TN uo6da (Ellen MacArthur, 2021).

H petamwAnon, n evolkiaon, n emdldépbwon Kat N petarmnoinon (upcycle) pouxwv eival Ta TeEcoepa
BACIKA ETIXELPNATIKA LLOVTEAC TIOL UTIOPOUV VA SNIUOUPYTIOOUV POES TIPOIOVTWY KAl DALKWY OTNV
olKovouia Kat £xouv av&ooLV TO LEPISLO TOLG TTNV TIAYKOOULA ayopd Lodag atd 3,5% oe 23% ewe
T0 2030, avTimpoowTtievovTag Lia eukapia 700 dloekaTtoupupiwy eupw. (Syret, Lammas, & GFA,
2022 ; Ellen MacArthur Foundation, 2017).

'la va CUUBAAEL OTOV TIEPLOPLOO TNC UTIEPBEPIAVONC TOU TTAAVTN 0Toug 1,5 Babuouc KeAoiou, N
Blopnxavia g podag PETEL va peltwoel TIC ektoputeg CO, katd mtepitou 50% (1,1 81¢ Tévoug) ewe
10 2030. Eav ta KEM etitoxouv pepidlo ayopds 23% cwe 10 2030, ot cuvoAikeg ektioptieg CO, NG
Blopnxaviag g noédag evdéexeTal va ival LELWUEVES EWG Kal 16%, AVTLTIPOCWTIEVOVTAC £WC KAL TO
£va TPITo TNG KElwoNG TToU aTtatTeiTtal yia TNV Tapapov) og Teploplolo 1,5 Babuwv. AuTo utopst
VA OUUPBEL WG ATIOTEAECUA TNS AVENONS TNS XPNONG TWV POUXWV.
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H petanwAnon sival n dtadikaoia HEcw TNG OTIolAC TA UETAXELPLOUEVA AyaBd TTOL TIWAOLVTAL UECW
peer-to-peer, LEoW TPLTWV KAl LECW ETIAVEUTIOPIOU KOl AVAKTNONG BOKTNTNG EMWVUUIAG. TN
OSa, 0 6POC AVAPEPETAL O€ POUXA TIOL EEAKOAOUBOUV Va elval APKETA AVOEKTIKA AV KL £X0UV
xpnoyotoinBet amod KATIOLOV (TOUAGXLIOTOV) Lia Gopd KAl ITIOPoUV Va ETTavVaXpNnoLioTtointoly,
ETIOLLEVWC TA LOVTEAX UETATIWANONC TIPOODEPOLV LA EAKUOTIKT sukatpia (Ellen MacArthur, 2021).
H petanwAnon polXwv edappoleTal EUPEWS 08 OAO TOV KOO0, KUPLWS LECW PINAVOPWTILKWY
KATAOTNUATWY KAl SLASIKTUAKWY Ayopwy KAl avapeveTal va augndel katd 127% ewg 10 2026.

H evolkiaon avagdepetal TO00 og eVOLKIATELS peer-to-peer atod IBIWTEG Y) 0€ UOVTEAA LEYAANG
KAlpakag evolkicong yia pia ¢popd 600 Kal og GUVEPOUT) LECW TIAATPOPWY TIOAAATIAWY 1
Hepovwpevwy emtwvuplwy (Ellen MacArthur, 2021). H evolkiaon €xetl XaunAdtepo pubuod avamTtuéng
ato TN LETATIWANOT, AAAG avamtiooeTal oTny EupwTn kat Tic Hvwpeveg MoAtteieg kabwg ol
TIEAATES VIWBOoUV TTLO AVETA VA VOIKLAZOUV OXL MOVO O€ EIBIKES TIEPLTITWOELG, AAAA KAL YLA
KadnuepLvd TIpolovTa. Ol eoVWIEVOL TIEAATES £XOULV TIAEOV TIPOCOETA LETA VI VA TIOUAHIOOLVY, Va
AVTAAAAGEOUV KAl VA ATIOKTNOOULY evOULIATA XAET 0TO SIASIKTUO. Ta ETILXEIPNLATIKA LOVTEAA TIOU
Baoilovtal og LTINPECIES LECA 0L VA KUKALKO ETILXELPNIATIKO CUCTNA UTTOPEL va eTIEKTEIVOLY TNV
EVOLKIOo™ KAl TN oBwon evBUUATWY yla va OUUTIEPIAABOUY KABMLEPLVA poUXa, AVTL ATIAWG yia
£0PpTACTIKA T)/Kal pouxa epyaciag (Niinimaki, 2018). Qotdoo, yla va eival eTIITUXNUEVO, Ta €i6N
£vduong Ba TIPETIEL VA £X0LV KAAT TTIOLOTNTA KAl AVOEKTIKOTNTA KAl Va gival otny uoda
(Dissanayake & Weerasinghe, 2021).

H emtidlopbwon sivat n Stadikaoia emtavadopdg eVOC KATECTPAEVOU 1] OTIACUEVOU TIPOIOVTOC 1)
efaptuatog oe katdotaon xpnong (16puua Ellen MacArthur, 2021). Au€dvel Tn Sidpketa (wNe evog
TIPOIOVTOG OTOV TOTIO XP1ONG ETUOEWPWVTAC KAL CUVTNEWVTAC TO VLA va SlaTnNENoEL 1 va
ATIOKATACTAOEL TN AstToupyIKOTNTA Tou (LUdeke-Freund et al., 2018). Méow NG eTiidlopbwong, To
poUX0 SlaTnpeiTal 1)/Kat attoKTA TIAAL TN AELTOUPYIKOTNTA ToU, e atoteAeoua, N dtdpkela {wng Tou
va avEdavetat. H ettidlopbwon evoupdTwy TIOAUTEAEIAS TTAPEXEL LEYAAUTEQA TIEPLOWPELA KEPOOUG
AOYW TNC KAAUTEPNG TIOLOTNTAG KAl AVOEKTIKOTNTAC TWV UALKWY KAl TOU KIVATPOU TWV
KOTAVOAWTWY va dlatnpouy avtikeipeva uPnAng aglag. Ot TeAATES eKTILOVUV OAO KAl TIEPLOCOTEPO
TIQ UTINPEOIES ETILOKELNG, BLAITEPA € AUTOV TOV TOUEQ, ACKWVTAG TIEOT OTIG ETILXEPNOELS VA
AUVENOOLV TIG UTTIAPXOUOCEC SUVATOTNTECS ETILIOKEUNC TOOO WG TIPOC TIC KATNYOPIES TIPOLOVTWY, 000
Kal ota pgpn ota omoia eival Stabgoiueg (Ellen MacArthur, 2017),

H petamoinon (upcycle) eival n Aettoupyia e Tnv ottoia Snuoupyeital €va Tpoidy ato uTIAPYoVTA
TpoiovTa N e€apthuata. Elval pla pooeyyion yla tny mapdtaon e Sidpkelag {wng Twv pouxwy
oL SladopeTikd Ba TrpoopilovTay yia anoppupn. TedTol Letanoinong eival n ATtocLVAPLIOAOYNON
ATIOPPLTTTOUEVWY POUXWYV, N AVAKTNON XPNOLWY EEAPTNIATWY, O ETIAVACXESIACUO, N €K VEOU
Badn yla TNV Kataokeun vewv polXwV (Dissanayake & Sinha, 2015 ; Syret, Lammas, & GFA, 2022) ue
BeATwwpevn aia, ToldTNTa Kat peyaAutepn didpkela (wng (Yoo et al., 2021; Yu & Leg, 2019).

OuKirchherr et al. (2017) evtoTiioay eva KEVO 0TNV £PELVA TWV AVTIANPEWY TWV KATAVOAWTWVY
OXETIKA LE TNV KUKALKY) OlKovopia, evw ol Elzinga et al. (2020) toviouv Tnv avaykn yla HEAETN
OXETIKA UE TIG OTACEIG TWV KATAVAAWTWY Kal Ta KivnTpa yla cuppetoxn oe KEM. MapdAANnAQ, ot
KOATAVOAWTES £X0UV AVAYVWPLOTEL WS KPLOLLOL OlKOVOLLKOL Ttapdyovtec otn dladikacia petdpaong
TIPoc TNV KO, KaBwg oL ETIIAOYES ayoPAG, XPNONS Kal ATIOPPUPNG TOUG UTIOPOVV VA TIPOWBNo0oLV 1
va eUTtoSlooLY TNV LIDBETNON VEWV MOVTEAWY KUKAIKNG Modag. ‘Eva onuavTiko LEPOS Twv
KATAVOAWTWY £XEL apXioel va evepyel TiLo uTtelBLVA ATTEVAVTL 0TO TIEPRAAAOY, SivovTac spdaon
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OTLC TIEPLRAAAOVTIKES aVAYKEG KATA TN ANYn artodpdoewv ayopds (Musova et al., 2021).
EmumpdoBeta, ponyouevn epsuva exel Sei&el OTL oL TIEPIRBAAAOVTIKES 1) NOIKES avnouxieg Twv
KOTAVOAWTWY 8V AVTIKATOTITPI(OVTAL ATIAPAiTNTA OTNV AYOPACTIKT) TOUS oUTIEPLIPOPA. To XAoua
otdong-ouutepldopdg dev eival TANPWS katavonTo. Ot aroPAcelC AyoPAS TWV KATAVOAWTWY Sev
esubuypauuiCovtal amapaitnta Le ta bavikd toug (Niinimaki, 2010 ; Vehmas et al., 2018). MNapd to
yeYovOQ OTL OL KATAVOAWTERS VAL TILO TIANPODOPNLLEVOL OXETIKA LE TA GLAKA TIPOoC TO TIEPIBAAAOV
poUYXa, ot TwANoeLC elval petwpeveg. Ot McNeill kaw Moore (2015) Tovicav dlddopa eumodla oty
VLOBETNON BLWO WY POUXWV: MPWTOoV, UTIAPXEL EAASIPN YVWONCS KAl EVELADEPOVTOC VLA TIC
TIEPIBAAANOVTIKEG ETIUTITWOELS TNG TIOPAYWYNS VWV, SEUTEPOV, N KOWVWVIKN ATtoSoX 1 yla Thv
Blwoun poéda Bewpeital XaunAn, Tpitov, UTIAPXEL TIEPLOPLOUEVN SLABECILOTNTA BLLWOLLWY POUXWVY,
VW elval TIEPLOPLOUEVA KAL WS TIPOS TO OTUA, TETAPTOV, UTIAPXEL EAAEPN SlaBeoioTNTAG LEYEBWY
KOl TIEUTITOV, N TYUN Toug eivat uynAotepn (Kirchherr, et al., 2018).

Conceptual Framework

Y€ auTn TN SUMAWUATIKTY, EHAPUOCAUE, OTO LOVTEAO UETATIWANONG, LA EKTETAUEVN £kSooN TNG
Gewpiag TNG Lxedlaouevng Zuutepldpopdc Tou Ajzen yLa VA ATIOKTNO0UUE KOAUTEPN KATavonon
TOU POAOU TWV TIEAATWY TWV OTACEWY KAl TWV AVTIANPEWY TOU LLE OKOTIO VA TIPORASPOUUE TNV
TIPOOECT ULOBETNONG TOU CUYKEKPLLEVOU KUKALKOU ETILXELPNUATIKOU LOVTEAOU. Y€ auTY) TN Bewpia,
N TPOOe0 CUUTIEPLPOPAC KaBopileTal aTtd TPELC KUPLOULG TIAPAYOVTES: TN OTACN, N oTToila
AVAPEPETAL OTO BABO GTOV OTIOI0 £va ATOLO EXEL LA ELVOIKT) 1) SUCUEVT) EKTIINOT TNG €V AdYW
OUUTIEPLPOPAC, OTA UTIOKELLEVIKA TIPOTUTIA, TIOU AVADEPETAL OTNV AVTIANTITT KOWWVIKA Tiieon yla
VA EKTEAETEL T OXL TN CUUTIEPLPOPA KAL OTOV AVTIANTITO EAEYXO0 CUUTIEPLPOPAG, O OTIOI0G Bewpeltal
otLavtikatottellel TNV ponyoLuevn sutelpia. Autd sival Ta kivnTtea Tou etnEeddovy TN
OUUTIEPLPOPA LA SESOUEVNG EVEPYELAG, O AUTY) TNV TIEPITITWON TNV TIedBeo ayopdc (Ajzen,
19917). Emtiong, eVOWUATWVYOULE TN YWWoN WS GIATEO 0TV apymn, TNV eTiyvwon wg dlevpuvon TG
OTAONG KAL TNV TIOLOTNTA WS CUVTOVIOTY), OTIWS PaiveTal 0To LXNUa 6.

MeBobsoAoyia NG mMpwTOoyEVOUG EPEUVAG

OL TTOOOTIKEG KAl TIOLOTIKES [leBodoAoyieg epsuvag ival ek SIAUETPOU avTiBeTeg. H TToCOTIKN
£PEUVA ETIIKEVTPWVETAL T CUAAOYT APLOUNTIKWY 1 LETPNOLLWY SES0UEVWVY LA VA ATIAVTHOEL OE
EPWTNUATA OTIWG TL, TIOTE, TIOV KA TIOLOG, EVW OL TIOLOTIKEG Ttpooeyyioelg e£eTACouV TO VIATL KAl TO
WS AauBdavetal pia anogpaon (Given, 2008). Eueig eTIAEEQE TNV TIOCOTIKY) TIPOCEYYLOT KA
OUYKEKPLUEVA TOV SlEPELYNTIKO TUTIO £0ELVAG KATA TO OTASIO TNS TIPWTOYEVOUS £pguvag adol
OTOXO0G AG NTAV Va SlEPELVIICOULE KAl VA TIOCOTIKOTIOIOOULE TIG OTACELS KAL TIG AVTIANPELS EVOQ
eyaAou deilypatog, auTol Tou EAANVIKOU TTANBUCOU.

To gpwtnuaToAoyiou eixe cuVoAKA 450 cupueTEXoVTEG. To Baolko Selya amoTteAoUVTAY ATIO
‘EAANVvEQ yevvnuevoug petd 1o 2004, kabwg arattovvtay va eivatl TouAdxlotov 18 eTwv yia va
ouUTIEPIANGBOOUY 0TOo Selyua TNS £peuvag. e AauTo oL yuvaikee Ntav 81,7% (368) kat ot Avdpeg
17.9% (80), n mAetoyndia NTav petagd 24-35 etwv (30,5%;137), anddoltol taverotnuiov (50,6% ;
227) kat (ovoav oe IoAeLS (56,5% ; 253).

To epeuynTIKO EPYAAELD TIOL XPNOIUOTIOMCAE NTAY TO EPWTNIMATOAOVLO, Ol KAILIOKES KAl T
OTOLXEla TOU OTIoloL SNULoLEYNBNKAY CUKDWVA e TNV £peuva UKA Kal TIPOoAPUOCTNKAY ATIO
oXeTIKN BRALoypadia, 6TIwG dpaivetal otov Mivaka 33. To epwWTNUATOAOYLIO KATACKELAOTNKE/
&nuouvpynBnke oto Google Forms kat amoteAouvTay Ao eTTTA eVOTNTES. H Tpwtn NTav [ia
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£PWTNON GIATPOU OXETIKA LIE TIC YWWOELS SLAdPOPWY TIPACLVWY LIOVTEAWVY. ZTO TEAOC AUTNG, €AV oL
OULIMETEYOVTEC elyav eTIAEEEL «KaBdAoU» Kal «Alyo» o€ OAa, eV ETIPETIE VA CUVEXIOOUY TN
OUUTIANPWON ToL epwTNUAToAoyiou. H deltepn evoTnTa €€€TA0E VEVIKA EQPWTIIATA OTIWG N
TIePIBAANOVTIKN ouveidnon, n otdon anevavilt ota KEM kat n KaTavaAwTIk cuuTiepLdopd. XN
OUVEXELQ, OTO TPITO UEPOG, OL EPWTNOLEVTEG ETIPETIE VA ETIAEEOLV TO UOVTEAO |IE TO OTIO0 NTAV
TIEPLOCOTEPO EEOLKELWUEVOL, ATIO TIC AKOAOUBES ETIAOYEG: LETATIWANGCN POUXWV, EVOLKIOOT POUXWV,
eTdLOPOWON POUXWV KAL N LETATIOMON POUXWV. TN CUVEXELQ, TO EPWTNIATOAOVYLO
TIPOYPAULATIOTNKE £TOL, WOTE va LeTaBaivel oTny evodTnTa TIoU sixav eTiAegel. MeTd amod auto,
uTMPEXAV Ta dNUoypadLkd otorxeia. OL LETPNOELS EyLVaV KUPLWGS e TN XPNHon TIeVTARABLLOC
kAluakag Likert. Mpokeyuevou va SLlaodaAloTeL OTL N CULTIANPWOT) TOU attattovoe Alyo Xpovo Kat OTL
oL epWTNoEIC NTAV ATIAEG, SLEEXON ULa THAOTIKT) SOKLUT, TIPLY TOV SIAUOLPACHO TOU
EPWTNUATOAOYIOU. € AUTY) TN UEAETN, EQAPIOCAUE LLa EKTETALEVT €kSoon TNG Gewpiag TNG
2XESLAoUEVNG ZuuTEPLPOPAS TOoL Ajzen (Zynua 6), éttou Ntav duvatd. Metd amd autd To KOPUATL,
KAVOVTAG TIG KATAAANAEG OAAAYEG, EEKIVAOALE VA SIAVEUOUE TO EPWTNIATOAOYLO 0TO SLAdiKTUO.
YUAAEEQuE aTtavTHOoELS aTtd TNV TIPWTN AUuYyoUoToU £WC TIC eka XemttepBpiov 2022. Apxika
OTel\aE TO EPWTNATOAOYLIO 0€ HIAOUC KAl OUYYEVEIG, LETA TO AVERACALE OTA UEOA KOWVWVIKNG
SIKTOWOoNG, eoTAlOVTAG 0€ OUASES UE TIAPOMOLA BELIATA KA TEAOC TO SIALORACTAKAE UE
OXETIKOUC 0PYAVIOLIOUG.

ArntoteAgouata Epsuvvag

OLoTaTIOTIKOL EAEYXOL TIOU KAVAE HTAV TIEPLYPADIKT OTATIOTIKT) KAl AVAAUCT) VRAULKNAG
TIAALVEPOLNGONK (VLA TO UOVTEAO LETATIWANONG). Mla TNV UTIOOTYPLEN TOUS XPNOLLOTIONENKAVY
ettiong to Cronbach Alpha kat n tapayovTikn avaiuvon. MNpayuatomomenke emtiong n dokyur Chi-
Square Kal o avaAuon CUOYETIONG VIO TNV UTTOOTAHPLEN TWV EPELVNTIKWY HAC OTOXWVY. Ta
Sedopeva TG epeuvag LTIORANBNKAV O eTeEepyacia e To AoyLouIKO Excel kalt oTn cuvexela
avaAuinkayv pe To Aoylouiko SPSS tng IMB, To ottoio ieplAduBave peTaglh A WY Ta
TIPOAVAPEPOEVTA OTATIOTIKA TEOT.

H petamwAnon NTav To Tio SNUOPIAES UOVTEAO ETAEY TWV CULLETEXOVTWY, e 235 dtoua (51,9%).
ATIO autoug, To 69% Sev TloTEVEL OTL TA LUETAXEIPIOUEVA poLuXa Ba BeATiwvay Tov TPOTIO TIoU
daivovtal, 10 64,5% dev Tiilotelel OTL TO peTaxeplopeva povxa (MP) Ba toug BonBouoav va
atoBdavovTal anodekToi kat To 60,7% TiioTtelouy OTL Sev Ba dnuoupyoloay BETIKN eVTUTIWOT OTOUG
AAAoLG. H mAslopndia Toug (93,2%) Tiiotelel 6TL Ta MP glval OlKOVOLIKA KAl 0€ AOYIKES TILES
(92,2%), TTapexouV KAAN oxeomn ToldTNTAG/TIUNG (90,1%) Kat eival agloTioTa TIPoidVTa 08 OXECT UE
™V TN Toug (87,6%). OL TIEploodTEPOL ATIO AUTOUS gV eVOladEPOVTAL ETIIONC YIA TO TL OKEDTOVTAL
ot dpidoL Toug dtav popolv MP (82%) kat To 79% Sev avnouxel yLa To TL okedPTovTaAL ot AAAOL yLa
autolg 6tav GopolV PeTaxelplopeva polxa. To 74% viwbel dveta va ¢popdel autol Tou eidoug Ta
pouxa dnuodota kal To 83,4% Bewpel 0Tt Ta MP tatptdlouy e TNV TIPOCWTILKY) ToU elkoéva. ETiiAgoy,
T0 72,2% &ev Bewpel 0TI oTtatalovoe xpruata yia MP kat n Asoymadia (81,5%) miotelel OTL auTd
Ta pouxa eival ylevd kal kabapd. H Asiopndia (81,1%) cupdwvnoe OTL TIPETIEL VA XPNOLOTIOOUY
KEM, aAAdG TteplocOTEPOL ATTO TOUG MLooUg (55,3%) Sev TiioTeloLY OTL TA UEAN TNC OIKOYEVELAS TOUC
OUUGWVOULV OTL TIPETEL VA XpnoluoTiolobv KEM kat to 49,1% Sev emnpeddetal attd TNV OlKoyEveLa
Kal Toug dpidoug yia ™ xpnon KEM. ETumtAgoy, yia Tn Xpnon tTwv KEM, ol cupuetexovteg dev
eTnpeddovtal Katd 86,9% amod Sildaonuoug, To 77,8% amd peoa padkng EVNUEPWONG Kal To 66,85%
atd SLadIKTLaKA GOPOULL. TEAo, To 77% ocuudwvel 6t Ta MP ocupBadidouy e TIg agieg kat Tov
TPEXOVTA TPOTIO (WS TOUG.



H emtidlopbwon Ntav to SeUTEPO TILO ETIASYUEVO LOVTEAO, e 184 cupueteyovteg (40,6%). H
sAAelpn SlotTNTwy sival £va ato TA TIO ONIAVTIKA SUTIOSIA 0TNV ETILOKELT poUXWV (36%). AN
guUTIodLa eival OTL Lo TEVOLY OTL OL UTINPECIES AAAAYNS ival akpBeS (29,3%), sival TIoAU
XpovoRopec (19,5%), 6Tl Ta pouya dev Ba euotaday dla petd Tnv etudlopbwon (17,5%), OTtL ot
utpeeoieg aAAayng eivatl SuokoAo va Bpebolv oTnv KovoTnTA Toug (16,75 %), 6TL Ta poLxa Sev Ba
eddppolav To 6o petd TNy eTidlopbwon (16,2%) kat oTL eival dBolo kal dev agilel Tov KOTIo
(14,5%). Ta KOpLA KivNTEA YL TNV ETILOKELY) poUXWV NTaV OTL Ta polxa cuveyilouv va Slapkouv
TIeploocoTePO (69%), OTL Toug TAPLACOLY KAAA (64,7%), OTL Ol CUUETEXOVTEG £XOLV TIPOCWTIKO
&eouo padi toug (59,6%) kal katd 56,9% otL eixav EodePel PNAA TTooA yla AVTA 1] OTL OTOXEVOLV
VA TIEPLOPIOOLY TO TIEPLRAAAOVTIKO TOUC ATIOTUTIWUA. ETILTIAEOVY, TTIEPLOCOTEPOL ATIO TOUS [UOoOUC
(57%) TloTEVOLY OTL 1) ETILOKEULT POUXWV Elval ONUAVTIKE, KAAY] Kat TIOAUTIUN. H TTAelovoTNTA TOUg
(70,2%) &ev eival oiyoupol yia TIG IKAVOTNTES TOUC OTNV ETILIOKELT, SV BonBouv TNV olkoyEvela
/KAt TOLG GIAOUC TOUC OTNV ETILOKEUT POUXWV (68,5%), SV PTLAK VoLV TA POUXA TOUS LOVOL TOUG
(63%) kat Sev PpWTOLV TNV OLKOYEVELA TOUC /KAl PIAOUS YA VA TOUC BonBnoouy va eTiidlopBuwoouy
Ta pouxa Toug (50,7%). EmirtAcov, n Astioynadia Toug Sev eTdel poUXa TIOU UTTOPOLV Va
ETILOKELAOTOLV (89,9%), Sev TieTdEl pouxa Teldn) Sgv TILIoTEVoLV TILA OTL elval TNS Lodag (87,7%),
Sev AVaKUKAWVOUV pouxa dtav BoAeUlel uovo yia toug (72,4%), Sev ietolv pouxa ylati Ssv
Tapladouy TIAEOV 0TO YOUOTO/OTUA TOUG (68%) Kal SevV TIETOUV TA KATEOTPALEVA poUXa OTA
okouttidla (60,2%). Tehog, To 56,9% Sev okoTtielel va eTiSLopBWoEeL Ta PoUXA TOU TO ETIOLEVO £TOC,
AAAG TO 82% okoTtevel va SLopBwoel Ta poUya TOU TOV ETIOLEVO XPOVO Kal To 62,6% oKoTieVEL va
LABeL TIeplocdTEPA YIa TN BACLKN ETILOKELY) POUX WV TO ETIOLIEVO £TOC.

TEAOG, UTINPXE AVETIAPKES SEIYUA VLA TN LEAETN KAL AVAAUOT TWV MOVTEAWY TNC LETATIONONG KAl
NG evolkiaong, Ue 29 Kal 2 CUMETEXOVTES, avTioTolxa. AUTO TIIBAVWS UTIOONAWVEL OTL 0 EAANVIKOG
TTANBUOOC Sev elval aKOUN EE0LKELWUEVOG LLE AUTAL.

2 TN oLVEXELA KAVALLE AVAAUOT YPAULIKNG TIAALVOPOUNOoNG Kal epapuooalle Tn Oswpiag Tng

2 XeOAOUEVNC ZUUTIEPLPOPAC TOU Ajzen YLa TO OVTEAO TNG LETATIWANONG YIATL LOVO 0L auTh TNV
TeplmTwon to deilyua NTav ApKeTO. APXIKA, XPNOWOTIONOALLE TN ASLTOUpYIKA a&ia ylia Ty
oloTNTa Kat TNV TN (RS_FV_Q-P), yia va availooupe otaoelg. MpayuaTtoTioinoaie Lia SOKIUN
alotiotiag, xpnouotmowvtag To Cronbach’s Alpha. Xe autn tnv Tiepinmtwon ntav 0,84 deiyxvovtag
OTL N KAMAKA pag eXel LYNAO ETIHTTESO ECWTEPIKNC CUVETIELAG OTO CUYKEKPLEVO Selyua. XN
ouvexela, xpnoototnonke 1o teoT KMO yia va ekTiunBel n 1.oXVg TNG LEPIKNG CUOXETIONG METAEY
TWV LeTaBANTWVY. To armoteAeoud pag uttodnAwvel 0Tt oL Babuol TTANPOPOENONS TWV UETARANTWY
ETUKAAUTITOVTAL ONUAVTIKA/ OTL UTIAPXEL OUCLACTIKY) LEPIKT CUCXETLON. ETIopevwe, utopet va yivel
TIAPAYOVTIKN avaAuon. Meow tou Bartlett Sphericity teoT, Bprkape OTL o Tiivakag cuoXeTiong oev
elval tivakag tautoéTnTag. ATo TV Avaiuon Alaotopdg (Total Variance Explained) Bprkaue 0Tt
uTtdpx oLy duo Ttapdyovteg Kat atd T Cumulative, n ottoia eivat LPNAT, evtoTiioaue OTL oL
HeTaBANTES ouoxeTiCovtal e karolo tapdyovta. To Rotated Component Matrix et BeBatwvel
eTiong TV LTIAPEN TWV TIAPAYOVTWY. ADOU OAOKANPWOAE OAN TNV ATIAEATNTN AvAALoN,
eTuBeRawwoape OTL UTIOPOUE VA KAVOURE YPAUIKES TTaALlVSpounoelg. Meow tTng avaiuong ANOVA
Bpnkape 0TL F=6.449, eival acBeveg, av kat To significant elvat ukpotepo amo 0,001, Tou eivat
VPNAO. TEAOG, Leow TNS avaiuong ocuvteleoTwy (Coefficients) Statiiotwoape 0TL 600 ALVEAVETAL TO
RS_FV_Q_1-3 kat To RS_FV_P_1,3, av&davetal kat to RS_PI_BIP_3, aAAd kaBwce av&dveTal To
RS_FV_P_1,3, To RS_PI_BIP_3 pewwvetal. (Ma ta apxkd dsite tov MNivaka 33).
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2 TN oLVEXELA XPNOLOTIOMoAUE TNV KOWWVIKN a&ia (RS_SV_1-3) yia va €EeTACOUUE LTIOKELLEVIKOUG
KOVOVEG. ZEKLVOAUE UE TO TEOT a&loTioTiag Xpnoyotowwvtag to Cronbach's Alpha, 6tou ntav
0,870 KL £TOoL eTRERAWONKE OTL N KAILAKA LA £XEL LUNAOS £TTITIESO ECWTEPIKNG CUVETIELAS OTO
OUVKEKPLUEVO Selyua. ZTn ouvexeld, XxpnatluoTtiomonke to tTeoT KMO yia va ekTiun®ei n .oyvg e
LEPLKTIC CUOXETIONC METAED TWV LETARANTWVY. To attoTEAEoUA ag LTTOSNAWYVEL OTL oL Badpol
TIANPOPOPNONC TWV KETARANTWY ETUKAAVTITOVTAL ONUAVTIKA/ OTL UTIAPXEL OUCLACTIKY] LEPKN
OUOYXETLON. ETtopEvVwe, UTtopel va yivel TTapayovtikn avaAiuon. Meow tou Bartlett Sphericity TeoT,
BpnKape 6TL o TIivakag cuoxeTiong dev sival Tiivakag TauTotnNTag. ATo TNV AVAAUo™ ALACTIOPAS
(Total Variance Explained) Bprkagle 0Tt uTtdpyel evag Ttapdyovieg kat aro t Cumulative, n ottoia
sival vPnAn, evtotioape OTL oL peTaBANTES cuoxetifovtal pe KAToLo Ttapdyovta. To Rotated
Component Matrix eTtiReBalwvel emiong TV LTIAPEN TWV TIAPAYOVTWY. APoU OAOKANPWOALE OAN
NV anapaltnTn avaiuon, eTReRACALE OTL UTIOPOUVILE VA KAVOULE YPAUULKES TIAALVOPOUNOELS.
Meow g avaiuonc ANOVA Bpnkaue otL F= 8.708, eival aoBeveg, av kal To significant sivat
HikpoTepo amod 0,001, ou sivat uPnAd. TEAOG, Leow TNG avaluong cuvtedeotwy (Coefficients),
avakaAlupape 0Tt we RS_SV_1,3 av&dvetay, to 6o kal to RS_PI_BIP_3, aAAd KaBwe avEdveTtal To
RS_SV_2, To RS_PI_BIP_3 pewwvetal.

TEAOG, XPNOWOTIOINCAUE TNV KAILOKA TOU AQVTIANTITOU eAEyX0U cuutepidpopdc (RS_PBC_1-5) yia va
£EeTA0TOUE TOV AVTIANTITOC EAEYXOG CUUTIEQLPOPAS. ZEKLVNOALLE UE LA SOKIUT A&loTILoTIOg
Cronbach's Alpha, Ttou 1Tav 0,786, uTIoSeIkVOOVTAC OTL 1 KAILAKA aAC £XeL UYNAO eTTiTIESO
EOWTEPIKNC CLVETIELAC e AUTO TO Seiypa. MeTd amd auto, epapootnke N Sokiun KMO yia va
EKTIUNOEL N 1oYUS TNG MEPLKNG CUOXETIONG ETAEL TwV METARBANTWY, N ottoia £6el&e OTL ot Babuol
TIANEOPOPLWV VLA TIG LETABANTES ETIIKAAUTITOVTAL ONUAVTIKA/OTL UTIAPXEL OUCLACTIKY UEPLKN
OULOXETLON. Q¢ ek TOUTOU, UTIOPEL Va Vivel TtapayovTikh avaiuon. Meow Ttou Bartlett Sphericity TeoT,
BPNKaE OTL O THVOKAG CUOXETIONG SV eival Tiivakag TautdtnTag. Ao Tnv Avdluon AlaoTiopdg
(Total Variance Explained) Bprkaue 0Tl uTtdpXeL evag TtapdyovTag kat attd tn Cumulative, n otoia
elvat uPnAn, evtoticape OTL oL LETABANTES cuoxeTi(ovTal e kKATtolo Ttapdyovta. Aol
OAOKANpWoae 6AN TNV attapaitTn avaiuon, eTiReRalwoape OTL UTIOPOVUUE VA KAVOULE
VPAUULKES TTaAVEpounoelg. Meéow e availuong ANOVA Bprkape 6tLF= 21.338, sival aocBeveg, av
kal To significant elvat pkpdtepo amnd 0,001, Ttou eivat uPnAd. TEAOS, TTAPATNENOALE LECW TNG
avaAiuong cuvteAeotwy (Coefficients), 0Tt dtav avgdvetal 1o RS_PBC_1-5, av&dvetal kat To
RS_PI_BIP_3.

2 TO HoVTEAO eTIISLOPOWONG oKoTIEVAE VA £PAPOCOUE TN Oswpiag TNS ZXESACUEVNS

Y UUTIEPLDOPACS, WOTOCO ETIELON UTIOXE TIEPLOPLOUEVT) TIPOBEOT ETIIOKEUNG POUX WV OTIWC UTIOPEL va
SlakplBel attod Ta TIEPLYPAPIKA OTATIOTIKA OTOLXEL, SeV UTTOPETAE. AQXIKA TIOCYLLATOTIOINOALE
uLa SokLun aglotiotiag, xpnowotowwvtag To Cronbach's Alpha, yla To GUVOAIKO [UOVTEAO ETILOKEULNC,
To ottoio NTav 0,712, uTtodelkviovTag OTL 1 KAIUAKA Lag £XEL UPNAO ETIHTIESO ECWTEPIKNC CUVETIELAG
0€ aUTO TO SelyUa. TN CLVEYXELD, XONOLULOTIOWWVTAC TOUG MECOUC, AVOKAAUALE OTL OL
OUUMETEXOVTEC avayvwpei{ouv oNUAVTIKA eUTtodLa oTNV eTiloKeun pouxwv ([Mivakag 25) kat
XPNOWOTIOLWVTAG TN ouxvoTNTa eTIdLOPBWONS poLXwV (EP) (Mivakag 26) avakaAupaue otL dev
okoTtevouv va eTidLOPBWOoLY Ta pouxa Toug. ‘ETOol, yia va avTUETWTIICOUUE AUTO TO KEVO,
avalnthoape Tt Ba TipoeKuTITE aTd To KivnTeo TS EP (Mivakag 27) Kat avakaAUpalLe OTL auTol ot
TIaPAYOVTES lval eTIIONS AVETIAPKWS LOXUEOL, av kat ol otdoelg EP (Mivakag 28) eivatl upnAsg.
EmiutAgov, iowg edv N E0WTEPIKT KOWWWVIKT Tiieon eixe av&nBei, n pdeon tng EP va ftav
UeYaAUTEEN.
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TeAog, eEeTAoAE TIC CUOXETIOELS UeTAED TOU ATOLUKLIOMOU (INDV_1-3) Kal TNG eEWTEPIKNC
KOWWVIKNG TIleong NS METATIWANONG Kat TNG etilokeung (RS _SP_EXT_1-3 kaw RP_EXT_1-3,
avtiotoa). TNV LETATIWANGCN, PALVETAL OTL O ATOLKIOMOS KOL 1N EEWTEPIKT KOWVWVIKT TTieon
evBuypauuifovtal (aligned) evw oTnv eTSLOPBWOTN, UTIAPXEL UL AoBeVNG, AAAA OPLOKA OTATIOTIKA
ONUAVTIKY OLOXETION METAEL TwV INDV_12 kat RP_EXT_2. AuTtd utodnAwvel 6TL TA "SladIKTuaKkA
POpou” £XOLV TN LeYAAUTEPN ETILPPEOY) O AUTOUG UETAED TWV "Ueowv Hallkng evnuepwong”, Twy
"SLadIKTUAKWY GOPoUU" Kal Twv "Stdonuwyv".

A&LoAGyNoN ToU OKOTTOU KAl TWV OTOXWV TNG EPEUVAG

MeTUYALLE TOV VEVIKO O0TOXO AUTNCE TNG SUMTAWUATIKNAG, TIOL NTAV Va Sle€aydyouLLe ia epsuva UKA
(EpeLVA XPNONG KAl OTACNC) VLA TA KUKAIKA LLOVTEAQ 0N Blopnxavia Tng pédag.

MapAAANAQ KOTADEPALLE ETIITUXWCS VA EEETACOUE TIC OTACELS TWV KATAVAAWTWY KAl TN XPNon
SladpOPWV TIPACIVWY LOVTEAWV KAL TILO CUYKEKPLIEVA, VA SIEPEVVHOOUUE TIC SLAPOPES TIAPALETPOUS
NG CUUTIEPLPOPAC TWV KATAVAAWTWY, HECW TWV akOAouBwv Souwv (constructs), Tng
gualoONTOTIOINONG, TNS YVWONG, TWV BETIKWY OTACEWY, TWV PPAYHWY KAL AVTIANTITWY KIVEUVWY
KAl TWV TIPOBE0EWV.

Emtiong, epsuvnoaue Tov avTiKTUTIO CUYKEKPLULEVWVY TTAPAYOVTWY OTNV TIPOB0T ayopdc/Xpnong
XPNOLLOTIOLWVTAG TO LOVTEAD Oewpiag TNG ZXeSLAoUEVNS XUUTIEPIPOPAC TOU Ajzen Via TO KUKALKO
ETIXEENUATIKO LOVTEAO TNG LETATIWANONG, LUE eTTLTUXIA.

lMeptoptouoi kat MeAdovtikn Epeuva

‘Evac amd toug TTeploplolols TNG KEAETNS HTAV OTL Ol CUMETEXOVTECG OTNV £PEUVA ETIAEXONKAV e
TEXVIKN Tuxaiag detypatoAnyiag. Qg ek TouTou, Sev UTIopECALIE VA ETIRERALWCOUE KAl TA
TEOOEPA LOVTEAQ, AOYW AVETIAPKWY SEYUATWY ag SU0 attd auTd. H LeAAOVTIKY Epeuva UTTopEL va
XPNOWOTIOINOEL £va TTLO KaBoplopevo Selyua yia va SlaodaAioel OTL UTIAPYOUV CPKETOL
OUUMETEXOVTEC 0 KAOE LLOVTEAO KOl 0T CUVEXELA VA UTIAPEEL CUYKPLOT TWV OVTEAWV. ETILTIAEOVY,
Ba ntav evoladepov va eEepeuVOOUE SLAPOPETIKES NALKIES, XWPIG TOV TIEPLOPIOUO TNC NAKIAK,
KOl TIWG (UTTOPEL va yivel n Slaxeiplon Tou olkoyevelakoU TIPoUTIOAOYICOU XWPIG Kal Ue TN XPenon
AUTWY TWV UOVTEAWV. 2 AUTI TN SUMTAWLATIKY, MEAETAUE TA KIVNTEA TWV CUMUETEXOVTWV Va
XPNOWOTIOINOOUY AUTA TA LOVTEAQ OTO EAAOV. YUVETIWGS, Ba NTav evdladepov va dolue Ta
KivNTEA TOUG VA XPNOUUOTIOOUY AUTA TA UOVTEAQ oNepa. TEAOC, LA UEAETN TIAPAKOAOUONONG
(tracking research) 6a pumopouoe va eival ETTOIKOSOUNTIKT) TIPOKELLEVOUL VA TTIApATNENB0LV oL
ETABAAAOUEVES ATIOPELS, OTACELS KAL AVTIANPELS TWV KATAVOAWTWY VLA TA LOVTEAA [UE TNV
TIAPod0o TOU XPOVOoU.
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Chapter 1: Introduction

1.1 Introduction

This chapter serves as a guide through the main pillars of this study and the problem area we will study.
We also discuss the motivation for this dissertation, as well as its goals and objectives. Finally, we will
present the structure of the project.

1.2 Background
This research area is structured around three main pillars.

— Attitudes and perceptions of consumers
— Circular Business Models
— Fashion Industry

In the last years many researchers have taken work focusing on either one of them, with consumers'
attitudes and perceptions towards CBMs being a particularly new research subject. Circular Economy
and CBMs are typically examined from the standpoint of the manufacturer, particularly in the fashion
industry. Combinations of the aforementioned areas are only recently making their way to the surface but
there is still, a research gap on consumer attitudes and motivation to participate in CBMs (Elzinga et al.,
2020 ; Kirchherr et al., 2017 ; Catulli et al., 2017)

1.3 Reason for study

Fashion industry is one of the most polluting industries in the world, producing billions of tons of GHG
emissions, polluting the oceans, the groundwater and the soil through textile manufacturing, apparel
construction, and disposal. Circular Economy can help with global challenges including climate change,
biodiversity loss, waste, and pollution while also meeting fundamental socioeconomic requirements. By
implementing it, the industry can become more environmentally friendly. Additionally, consumers have
been identified as crucial economic actors in driving the CE transition process, as their purchasing,
usage, and disposal decisions can either drive or obstruct the adoption of new circular fashion models.
(Musova et al., 2021). Therefore, there is an urgent need to investigate their attitudes and perceptions of
CBMs.

1.4 Dissertation aim
The aim of this study is to conduct a U&A research (usage and attitude research) towards circular
models in the fashion industry (resale, rental, repair and remake, remanufacturing and upcycle).

1.4.1 Dissertation objectives
— Examine consumers’ attitudes and use of various green models and more specifically, to explore
several parameters of consumers' behaviour, through the following constructs, awareness,
knowledge, positive attitudes, barriers and perceived risks and intention.
— Explore the impact of specific factors on purchase/use intention using the Ajzen's Theory of
Planned Behaviour model for the Resale circular business model.

1.5 Research project structure

The structure of this research project is consisted of six chapters beginning with the more general
introduction to the subject, and progressing to the more specific objectives, the research methodology
and its results.



Chapter 1: Introduction

This chapter introduces the problem area and provides a general description of the approach we will use.
The study's purpose, as well as the project's aims and objectives, are also addressed.

Chapter 2: Literature Review

In this chapter, we present a critical and thorough analysis and commentary on the existing relevant
literature. The following topics are addressed in depth are the state of the fashion industry, the Linear
Business Model, the Circular Economy, Circular Fashion, Circular Business Models, the role of
consumers and the Conceptual Framework of this study.

Chapter 3: Primary research methodology

This chapter will present the various phases and processes that were followed in the primary research
execution. The various methodologies will be presented using terminology from the existing literature.
Finally, the chosen method will be thoroughly examined.

Chapter 4: Research results

In this chapter, the findings of the primary research gathered through the questionnaire will be presented,
critically analysed, and compared to the proposed conceptual model.

Chapter 5: Summary, Conclusions, and Recommendations

This chapter will provide a summary of the entire research project, evaluating whether the dissertation's
aim and objectives were adequately addressed, while also identifying areas that require additional
research and suggesting future work.

1.6 Summary

The first chapter provided an introduction to this research project, outlining the purpose and specific
objectives, as well as providing context for the decision to examine consumers' attitudes and perceptions
of CBMs in the fashion industry. The project structure was described so that readers have a general
understanding of what to expect in the following chapters. In the next chapter, we will examine and
analyse a detailed literature review around the terminology fundamental to this research project, like
linear fashion, Circular Economy and CMBs.



Section A: Secondary Research
Chapter 2: Literature review

2.1 Introduction

A literature review is a more or less systematic method of collecting and analyzing prior research (Snyder,
2019). In order to get enough information, we conducted an in-depth literature research on the subjects
of linear business models in fashion, circular economy and fashion, circular business models and
customers, and in this chapter, we will explore a detailed analysis of the findings.

2.2 The State of Fashion Industry

Fashion industry, one of the biggest industries in the world, employing about 300 million people
throughout the value chain (Ellen MacArthur Foundation, 2017), generating between 1.7 to 2.51 trillion
euros in global annual revenues before the pandemic (McKinsey & Company and Global Fashion
Agenda, 2020 ; Euromonitor International, 2018), while after, Euromonitor (2021) estimates a -18.1%
reduction in the size of the global apparel and footwear market in 2020 (to €1.45 tn), whereas McKinsey
(2021) reports a 20% decline in revenue for the fashion and apparel sector for the 2019-2020 fiscal year.

It is also one of the most resource and environment intensive industries, while some claim it is the second
most polluting after the oil industry ( Moorhouse & Moorhouse, 2018). The rapid development and
expansion of fashion industry, the fast-changing fashion trends, the global model of mass
manufacturing, the migration of production to developing nations, and the landfill of waste have all
contributed considerably to the rise of environmental challenges (Dissanayake & Weerasinghe , 2021).
The apparel sector created 2.1 billion tons CO,in 2018. (Ellen MacArthur Foundation, 2021) This
represent 4% of global carbon emissions, a larger share of emissions than France, Germany, and the
United Kingdom combined (Ritchie, Roser, & Rosado, 2020). Furthermore, this industry accounts for
approximately 70% of fashion’s greenhouse gas (GHG) emissions (Global Fashion Agenda and
McKinsey & Company, 2021) The clothing and textile industry use water abundantly, it is also
accountable for approximately 20% of industrial water pollution caused by textile processing and dyeing,
contributes approximately 35% of primary microplastic pollution in the ocean and generates enormous
amounts of textile waste, much of which is disposed of in landfills or incinerated, including unsold
product. Global textile production per capita has increased from 5.9 kg to 13 kg per year between 1975
and 2018. Similarly, global consumption of clothes has increased to an estimated 62 million tons per
year, with a projected increase to 102 million tons by 2030. (Niinimaki, et al., 2020) As a result, fashion
firms now produce nearly twice as much clothing as they did before the year 2000, yet the average
number of times a garment is worn before it is no longer usable reduced by 36% during the same period
(Ellen MacArthur Foundation, 2017).

The majority of today's fashion industry still relies on a linear business model that adheres to the "take-
make-dispose" approach, which is why all of the aforementioned things are perpetuated.

2.2.1 Linear Business Model

The current system of clothes manufacturing, distribution, and consumption is built on a linear model that
requires large amounts of nonrenewable resources, exposing the fashion sector to environmental risk.
This "take-make-dispose" rationale, uses raw materials, then transforms them into products that are
used until they are disposed of as waste at landfills or incinerated. (Ellen MacArthur Foundation, 2017)



Customers currently buy more clothing than they will wear and are eager to discard used goods. The
average number of times a garment is worn before it is no longer usable has reduced by 36% globally
during the last 15 years. Clothing underutilization is a big potential to gain value.
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Figure 1: Growth of clothing sales and decline in clothing utilization since 2000 (Ellen MacArthur Foundation, 2017)

Consumers worldwide waste approximately 460 billion euros a year by discarding clothing that they
could continue to wear, and it is believed that some garments are tossed after only seven to ten wears.
Concurrently, apparel manufacturing has roughly doubled in the previous 15 years (see Figure 1), driven
by a growing middle-class population worldwide and rising per capita sales in mature economies. In ltaly
14 .5kg of new garments are purchased annually (per person), in Germany 16.7kg, in United Kingdom
26.7kg and between 13kg-16kg of textiles in Denmark, Sweden, Norway, and Finland. (Niinimaki, et al.,
2020) The latter rise is primarily due to the 'fast fashion' phenomenon, which has shorter turnaround
times for new trends, a greater number of collections each year and often lower prices (European
Environment Agency, 2021 ; Ellen MacArthur Foundation, 2017).

As clothing production increases, greenhouse gas emissions also increase. The biggest GHG emissions
per unit of material are produced by textiles and aluminum (Kissinger, Sussmann, Moore, & Rees, 2013).
In 2015, GHG emissions from textile production amounted to 1.2 billion tons of CO, equivalent, 21 more
than all international flying and marine shipping combined (International Energy Agency, 2016). By 2020,
the fashion industry was responsible for 4% of global emissions, which is equal to the annual GHG
emissions of France, Germany, and the United Kingdom combined. Upstream activities, particularly
energy-intensive raw material production, preparation, and processing, account for more than 70% of
emissions. The remaining 30% are generated via brand activities such as transportation and retail, as well
as usage and end-of-life, as detailed in Figure 2. (McKinsey & Company and Global Fashion Agenda,
2020) Despite attempts to cut emissions, the industry is on a road that will far exceed the 1.5-degree
target set out by the Intergovernmental Panel on Climate Change (IPCC) and accepted in the 2015 Paris
Agreement to mitigate climate change (United Nations, 2015). To follow this course, the garment



industry must reduce its GHG emissions to 1.1 billion metric tons of CO, equivalent by 2030. Aligning the
industry with the 1.5-degree scenario will require a significant reduction in the use of virgin resources.
Material production accounts for over 40% of greenhouse gas emissions (Figure 2) with oil-consuming
textiles being the main contributor.

@ Material production (38%)
@ Yarn preparation (8%)

@ Fabric preparation (6%)
Wet processes (15%)
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tons CO2eq Cut Make Trim (4%)
100% Transport (3%)
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“ Upstream production (71%) Brand operations (6%) ' Usage and End-of-use (23%)

Figure 2 Apparel and Footwear GHG emissions in 2018 (McKinsey & Company and Global Fashion Agenda, 2020)

The textiles sector is heavily reliant on nonrenewable resources - 98 million tons in total annually - such
as oil to manufacture synthetic fibres, fertilisers to grow cotton, and chemicals to produce, dye, and finish
fibres and textiles. Plastic-based textile fiber production consumes an estimated 342 million barrels of oil
per year, while cotton production consumes an estimated 200,000 tons of insecticides and 8 million
tons of fertilizer per year (Ellen MacArthur Foundation, 2017). The fashion industry accounts for 60% of
global fiber output, with the remainder utilized for interiors, industrial textiles, geotextiles, agrotextiles, and
sanitary textiles, among other things. Polyester (a synthetic) accounted for 51% (54 million tons) of textile
manufacturing in 2018, followed by cotton at 25% (26 million tons). As shown in Figure 3, cotton,
polyester, non-cotton cellulosics, polyamide, and polypropylene are the most common fiber kinds, with
silk and wool grouped together as 'other.' Global population growth is also displayed. By the 2010s,
textile production had surpassed global population growth, owing partly to the rise of low-cost
manufacturing and quick fashion (Niinimaki, et al., 2020). Polyester dominates production due to its
performance attributes and cost-effectiveness, and it is expected to grow even more as consumers in
emerging Asian and African nations adopt Western lives and attire (McKinsey & Company and Global
Fashion Agenda, 2020).

Textile industry (including cotton cultivation) consumes around 93 billion cubic meters of water each
year, contributing to challenges in some water-stressed areas. The textile dyeing and finishing industry



has caused significant pollution because it is one of the most chemically intensive sectors on the globe,
contaminating pure water second only to agriculture. It releases large amounts of harmful chemical-laced
water into the environment (Kant, 2012). For example, approximately 20% of industrial water
contamination in the world is attributable to the dyeing and treatment of fabrics (Ellen MacArthur
Foundation, 2017). Indonesia's Citarum River has more than 200 textile manufacturers along its banks,
which discharge dyes and other chemicals into the water, such as lead, arsenic, chromium and mercury,
changing the color of the river, as seen in Image 1, and severely affecting the local ecosystem (Yallop,
2014). Many people suffer from dermatitis, contact rashes, and digestive difficulties as a result of these,
as well as developmental delays, renal failure, chronic bronchitis, and an increased risk of malignancies
(Carrubba, 2020). Despite these dire conditions, it is critical for the 25 million people who rely on it for
agriculture, water, and energy on a daily basis.
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Figure 3: Growth in global population and textile production by fiber type (Niinimaki, et al., 2020)

Yarn production occurs after fiber production and includes spinning and, in certain cases, wet processing
such as dyeing. Textiles are made from yarns by knitting or weaving, and wet operations such as
bleaching, dyeing, and finishing consume a lot of water and energy. Furthermore, textile manufacturing
generates a lot of trash. Finished textiles are delivered to garment makers for assembly (cutting and
sewing). Trims (such as sewing threads, buttons, zippers, linings, labels, and lace) are used in garment
production in addition to fabrics. Clothing production accounts for 19% of CO2 emissions, with wet
processing accounting for 15% and cutting, creating, and trimming the cloth accounting for 4% (Figure
2).
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Image 1: Waste products from textile mills at Rancaekek, Indonesia flow from factory buildings into the nearby Cikiging River, one
of the sources of the Citarum. Image by Larry C. Price. Indonesia, 2016

Another important concern is production waste, also known as pre-consumer waste, which is generated
throughout the textile and garment manufacturing process and consists of fiber, yarn, and fabric waste,
with the latter being the most resource intensive. More than 25% of resources are expected to leak out of
original supply chains for a variety of reasons, with the vast majority being downcycled, burned, or
dumped. Clothing losses in production account for 12% of annual fiber production. Cloth waste is created
during the cutting step of garment manufacture and is influenced by how well the flat designs fit on the
fabric as well as the overall garment design. Image 2 shows an example layout from the clothing
manufacturing industry. Furthermore, mistakes in garment assembly lead to garment waste.

Two common garment items are studied to expose their impact in order to provide an overview and

an illustration of the environmental impact of fashion: a T-shirt and a pair of jeans made in Asia (mainly
China, Bangladesh, and Turkey) and used in Sweden. The CO, equivalent of a T-shirt is 2.6kg, with 8%
from cotton production, 19% from yarn manufacturing, 50% from garment production, 4% from
distribution and selling, and 19% from the user phase. A pair of jeans emits 11.5kg of CO2, with 9%
coming from cotton production, 10% coming from yarn manufacturing, 57% coming from garment
production, 4% coming through distribution and retailing, and 20% coming from the user phase.
(Niinimaki, et al., 2020) A pair of pants requires 15,000 liters of water (Hoekstra, 2013) while a cotton t-
shirt requires 2.700 liters, which is similar to a person's 900-day water intake (National Geographic,
2013).
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VISIBLE REMANUFACTURING
— using leftover fabrics on external sections of a garment
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+ Save 2843 yards (17%) of virgin fabrics
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being spilled

* Saved 7827 kg CO,
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Image 2: Visible remanufacturing (Niinimaki, 2018)

Clothing production also has an ethical component. Workers in garment manufacturers are frequently
paid less than a livable wage while working in hazardous conditions. Rana Plaza, the world's deadliest
textile factory catastrophe, is a stark illustration. The Rana Plaza complex in Bangladesh collapsed in April
2013, killing over a thousand people. Despite the fact that fissures appeared in the building the day
before the accident, garment workers were forced back to work. The majority of the fatalities were female
textile workers, many of whom were adolescents, despite the fact that it is unlawful for factories to
engage anybody under the age of 18, and the majority of them were earning around 30€ per month to
create garments for Western fast-fashion labels (Perraudin, Frances ; The Guardian, 2019 ; Perraudin,
Frances ; The Guardian, 2019).

Customers are currently buying more clothing than they will use -60% of German and Chinese
consumers admit to owning more clothes than they require (Greenpeace, 2017)- and are willing to dump
them after little use. Over the previous 15 years, the average number of times a garment is worn before it
is no longer useable has decreased by 36% internationally (Figure 1) Given the foregoing, this behaviour
has a significant environmental impact.

Furthermore, in recent years, the textile sector has been highlighted as a major contributor to the problem
of plastics entering the ocean, which is an increasing worry due to the detrimental environmental and
health consequences. It is estimated that every time we do our laundry, washing plastic-based textiles
such as polyester, nylon, or acrylic, an average of 9 million microfibers are released into wastewater
treatment plants, where they cannot be recovered and end up in the ocean (Image 3), according to the
International Union for Conservation of Nature (2017). It is estimated that by 2050, the world's oceans
would contain more plastic than fish by weigh. (Global Fashion Agenda and McKinsey & Company,
2021). Moreover, simply wearing synthetic clothing emits plastic fibres into the air. Catarino et al. (2018)
discovered that we are eating and drinking plastic, and that plastic fibres are even raining down from the
sky. We also breathe in 13,000 to 68,000 plastic microfibers every year from our clothing, carpets,
curtains, and other fabrics. In light of this, scientists discovered microplastic contamination in human
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blood for the first time in 2022, with the microscopic particles found in nearly 80% of those examined
(Leslie, et al., 2022).

1500um

Image 3: Tiny plastic fibers taken from a water sample in Blue Hill Bay in the gulf of Maine. Photograph: Marine Environmental
Research Institute

Anincrease in textile waste by the rapid expansion of (fast) fashion manufacturing and consumption.
After clothing is used, almost all the value in the materials they are made from is lost. Almost all of the
value in the materials used to make garments is lost after use. 87% of total fiber input used for clothing is
landfilled or cremated, resulting in a material waste of more than 100 billion euros per year, based on
2.8€ per kilo for cotton yarn and 1.7€ per kilo for polyester yarn. As much as 73% of material entering the
clothing system is lost after final garment usage, 10% is lost during garment production (e.g., as offcuts),
and 2% is sent to landfill or incinerated from garments produced but never sold. It is common for premium
brands to trash unsold merchandise in order to protect the brand's value. Every second, one garbage
truck of textiles is landfilled or burnt. While the most prevalent causes for buyers to discard apparel
prematurely are fit, fashion trends change, boredom, and damaged/worn out goods (Niinimaki, 2013).
Furthermore, Western countries have traditionally dealt with textile waste by exporting old items to
developing countries like Africa. For example, the estimated annual cost to the UK economy of landfilling
garments and home textiles is 108 million euros (Ellen MacArthur Foundation, 2017).

There is also an environmental cost since harmful substances included in textiles, such as leftover dyes
or chemicals introduced during production or use, can leach out into the environment as the textiles
disintegrate. It is estimated that the degradation of textiles in landfills releases about 2,000 tons of toxic
colorants in the EU each year (KEMI, 2014).
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2.3 Circular Economy

The circular economy is a systems solution approach that addresses global issues such as climate
change, biodiversity loss, waste, and pollution while also providing critical socioeconomic needs. It also
provides the ability to increase prosperity, job creation, and resilience while reducing GHG emissions,
waste, and pollution. The essential principle of a circular economy is that resource flows are maximised
and resources are circulated in a closed loop over and over again, eliminating the need for virgin materials
and resources (Dissanayake & Weerasinghe , 2021 ; Ellen MacArthur Foundation, 2013). Designing out
waste and pollution, keeping products and materials in use, and regenerating natural systems are three
fundamental strategies for achieving circular economy. As a result, the first CE principle is to eliminate
waste and pollution. As we discussed in the previous part, our economy now operates on a take-make
dispose model. We take basic materials from the Earth, process them into products, and then dispose
them as waste. Much of this waste is lost because it winds up in landfills or incinerators. Because our
planet's resources are limited, this system cannot be sustainable in the long run. At the end of their useful
life, materials in a CE re-enter the economy. The second CE principle is to circulate products and
materials at the maximum possible value. This entails keeping materials in use as a product or, if thatis no
longer possible, as components or raw materials. Nothing goes to waste, and the essential value of
products and resources is preserved. Finally, the last principle is to renew nature in order to promote
natural processes and give nature greater space to thrive (Ellen MacArthur Foundation, 2013).

Kirchherr et al. (2017) examined 114 definitions of CE and suggested a new one as “"an economic system
that is based on business models which replace the ‘end-of-life’ concept with reducing, alternatively
reusing, recycling and recovering materials in production/distribution and consumption processes, thus
operating at the micro level (products, companies, consumers), meso level (eco-industrial parks) and
macro level (city, region, nation and beyond), with the aim to accomplish sustainable development, which
implies creating environmental quality, economic prosperity and social equity, to the benefit of current
and future generations.” (p.224-225). While Ellen MacArthur Foundation (2013) illustrated the
continuous flows of materials in a circular economy through the CE system (or butterfly) diagram, as it is
seen in Figure 4. There are two main cycles — the technical cycle and the biological cycle. The technical
cycle, which is crucial for products that are used rather than consumed, is shown on the right side of the
butterfly diagram. The diagram depicts smaller inner loops surrounded by larger outside loops. Inner
loops are where the most value can be captured because they preserve more of a product's embedded
value by keeping it intact. As a result, interior loops such as sharing, sustaining, and reusing should take
precedence over outer loops that see the product broken down and recreated. These loops also save
money for customers and businesses since they reuse items and materials that are currently in use rather
than investing in new ones. In a circular economy, the outermost loop, recycling, is thus the last choice
because it involves removing a product's embedded value by reducing it to its fundamental ingredients.
The biological cycle, shown on the left side of the diagram, is for materials that can biodegrade and safely
return to the soil. This cycle is mostly concerned with consumable products, such as food. Other
biodegradable materials, such as cotton or wood, may eventually find their way from the technical cycle
into the biological cycle after degrading to the point where they can no longer be used to manufacture
new products.
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Figure 4: The circular economy system diagram (Ellen MacArthur Foundation, 2013)

Circular Economy has the potential to have macroeconomic effects by gradually decoupling economic
growth from virgin resource inputs, encouraging innovation, increasing growth, and creating more
resilient employment. The elimination of waste from the industrial cycle through 'closing the loop' offers
lower production costs and more limited reliance on resources. Economies could benefit from significant
net savings on material and energy prices, increased supply risk mitigation, higher multipliers as a result
of industry shifts, and decreased externalities. For instance, it can create a net economic benefit of 1.8
trillion euros, and two million additional jobs until 2030 in the European Union (EU) (European
Commission, 2014). Finally, consumers and users will benefit from having more options, fewer issues
deriving from early obsolescence, improved service quality and secondary advantages (Ellen MacArthur
Foundation, 2013). In 2020, when the European Commission (2020) issued a new circular economy
action plan aimed at making Europe cleaner and more competitive, textile (clothing and fabrics) was
chosen as a priority product due to its environmental effect and circularity prospects.

The potential benefits of a circular economy go beyond the economy and into the natural world. The
circular economy contributes significantly to meeting global climate targets by eliminating waste and
pollution, reusing products and materials, and regenerating rather than deteriorating natural systems. By
2030, the CE might result in a 32% reduction in material usage, such as synthetic fertilisers, pesticides,
agricultural water use, and so on. It could potentially cut carbon dioxide emissions in half by 2030.
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2.4 Circular Economy in Fashion

In fashion, a circular economy strategy tries to create more sustainable and closed-loop systems.
Dissanayake and Weerasinghe (2021) after analyzing different definitions of Circular Fashion defined the
term as "a fashion system that moves towards a regenerative model with an improved use of sustainable
and renewable resources, reduction of non-renewable inputs, pollution and waste generation, while
facilitating long product life and material circulation via sustainable fashion design strategies and effective
reverse logistics processes” (p.5).

In CF there are four aims: first, phase out of problem compounds and microfiber release, second
efficiently utilize garment, third, drastically improve recycling, and finally, fourth effective resource usage
and transition to renewable inputs. To achieve the first, industry efforts should be aligned and
coordinated to develop safe material cycles, with a substantial reduction in plastic microfiber discharge.
For the second, the way clothes are made, sold, and utilized should be revolutionized in order to break
free from their increasingly disposable nature. Short-term garment rental should be expanded, durability
should be made more appealing, and apparel utilisation should be increased through brand pledges and
policy. For the third, to drastically improve recycling by improving clothes design, collection, and
reprocessing. There ought to be focus on technological innovation to improve the economics and quality
of recycling, as well as an increase in demand for recycled materials (Ellen MacArthur Foundation, 2017).

The Greek government (2022) has addressed the textile waste issue in its official gazette (0.111-112).
They presented three categories, each with a few solutions. The first is to reduce textile waste by
encouraging reduced consumption of new fabrics, encouraging collection for reuse, designing,
organising, and operating a Nationwide Collective Alternative Waste Management System, promoting
eco-labelling of good environmental choice of used clothing, promoting, and supporting new alternative
business models, and developing initiatives by clothing manufacturing or importing
industries/enterprises. The second, is to extend the life of textile items by developing a design guideline
for clothing producers/manufacturers, reusing old materials in new products, encouraging repair through
tax benefits, and extending warranty/service periods from companies/brands. Finally, the third goal is to
improve the environmental quality of textile products by lowering the presence of harmful chemicals in
fabrics, improving design to promote reuse and recycling, specifying quality criteria for reusable second-
hand clothes, and further promoting the EU-Ecolabel.

2.5 Circular Business Models

Circular business models have the potential to bring considerable environmental, social, and economic
advantages, and they may be applied in a variety of corporate settings and customized based on one or
more resource loops (Guldmann, Eva; Aalborg University, 2016). By definition, CBMs maintain products
and materials circulating in the economy at their highest value, increasing their use while effectively
decoupling revenue streams from manufacturing and resource use. This helps the sector as a whole to
generate more revenue while producing fewer products. Greenhouse gas emissions, pollution, and
biodiversity pressures connected with virgin fiber production, processing, and product manufacturing are
reduced as a result. Figure 5 depicts how CBMs might contribute to a circular economy by decoupling
corporate profitability from production and the use of virgin resources. These business ideas make use of
the circular economy's "inner loops" of the butterfly diagram (Figure 4).

Material and technological innovation is a critical enabler in the transition from a linear to a circular
economy. According to Pedersen et al. (2019) CBMs have additional technological requirements,
however Kirchherr et al. (2018) do not see technological restrictions (including circular design) as a
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substantial impediment. CBMs require effective policy implementation. It has been suggested that the
government is the essential player who can speed the transition to a circular economy, which can be
accomplished through good policy execution (Kirchherr, et al., 2018). Circularity requires policy
instruments that address material use, product design, manufacturing, distribution, consumption, and
waste management (Dissanayake & Weerasinghe , 2021).

Circular business models are classified into three types: "more use per user," "more users per product,”
and "beyond physical products." The first allows the user to wear a product more frequently and for
longer periods of time. This could involve developing items to be physically and emotionally durable,
offering services to enable long-term usage, and empowering consumers to use their products more
frequently and for longer periods of time. Customizing a piece of clothing, for example, increases the
emotional relationship the user has to it, making it more difficult to dispose of (Vecchi, 2020) (Ozaki,
2011). The second is to create and provide platforms and/or services that facilitate the flow of products
from user to user, allowing the products to be utilised more frequently. Products can be passed from one
user to another at any moment and on a ‘one-time' or periodic basis. Finally, the third is concerned with
the design and development of non-physical, digital products and/or services that replace, enhance, and
complement users' fashion demands and goals (Ellen MacArthur Foundation, 2021).

REVENUE

CLOTHING
PRODUCTION

TODAY 2050

Figure 5: Revenues from production and finite resource consumption are decoupled in a CE (Ellen MacArthur Foundation, 2021)

Resale, Rental, Repair and Remake, Remanufacture and Upcycle are the four key business models that
circulate products and materials in the economy and have the potential to decouple revenue streams
from manufacturing and resource consumption (Syret, Lammas, & GFA, 2022). These have grown
rapidly in recent years, with a market value of 73 billion euros as of 2019 (Business of Fashion ; McKinsey
& Company, 2020). This value has been driven mostly by the mass market segment, which accounts for
roughly 80% of revenues, with the luxury market segment accounting for the remaining 20%. Resale has
the highest revenue share, accounting for approximately 63% of these business models (46 billion
euros), with renting accounting for approximately 20%. (15bn euros). Repair and Remake,
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Remanufacture and Upcycle have seized 13% (9 billion euros) and 4% (3 billion euros) of the residual
market value, respectively. Other models, such as digital clothing, are predicted to increase dramatically
in the next years due to environmental and economic benefits, as well as other issues including body and
gender inclusion. These business models have the potential to increase their share of the global fashion
market from 3.5% to 23% by 2030, representing a 700-billion-euro opportunity. North America and
Europe are likely to drive the development of these models, which have the potential to reach USD 430
billion by 2030 as buyers progressively adopt new means of accessing fashion, motivated by
considerations such as affordability, empowerment, convenience, and environmental consciousness
(Ellen MacArthur Foundation, 2021). Despite their undeniable potential for reputation development and
revenue creation, major luxury companies are currently sluggish to implement circular business models.
Circular offers by fashion businesses have thus far been primarily minor additions to current business
structures (Syret, Lammas, & GFA, 2022). Although it would be preferable to first introduce new models
in premium categories where profits can support high shipping costs, this would enhance logistics
optimisation and reduce prices, hence aiding in scalability. Starting with high-end categories can help
establish brand value and consumer trust, both of which are beneficial when expanding rental and resale
models into mass-market segments (Ellen MacArthur Foundation, 2017).

To contribute to limiting global warming to 1.5 degrees Celsius, the fashion industry must reduce CO,
emissions by about 50% (1.1 billion tons) by 2030. If these CBMs achieve a 23% market share by 2030,
the fashion industry's overall CO, emissions might be reduced by up to 16%, accounting for up to one-
third of the abatement required to stay on a 1.5-degree course. This could occur as a result of increased
clothing utilisation. This is essential given that the textile sector now relies primarily on nonrenewable
resources, and by 2030, we are estimated to discard more than 134 million tons of textiles per year
globally (Global Fashion Agenda & Boston Consulting Group, 2017). At the same time, land-use change
for commodity production is the major cause of terrestrial biodiversity loss, with human activities altering
about 75% of the Earth's surface (Intergovernmental Science-Policy Platform on Biodiversity and
Ecosystem Services (IPBES), 2019).

What follows next is a thorough examination of these four models:

2.5.1 Resale

Resale is the process through which previously owned things are sold via peer-to-peer (online and
offline), third-party marketplaces (online and offline), and own-brand re-commerce and take-back
(online and offline). In fashion, the term refers to clothes that have become undesirable but are still

durable enough to be reused, so resale models present an appealing opportunity (Ellen MacArthur
Foundation, 2021).

Clothing resale is currently widely practiced around the world, primarily through charity shops and online
marketplace, but it misses out on opportunities, particularly in places with poor rates of clothing
utilisation, where over 70% of items collected for reuse are transported overseas. As clothing becomes
more durable, adopting appealing resale models suitable to a broader customer base locally could
considerably enhance garment utilisation (Ellen MacArthur Foundation, 2017). It is a worldwide
phenomenon that is anticipated to grow 127% by 2026. Technology and online marketplaces are
propelling the expansion of the secondhand market, with offline thrift and donation coming in second and
offline research coming in third in the United States by 2026 (ThredUp, 2022). It is predicted to grow
three times faster than the global apparel market overall, with the highest increase occurring in 2022 at
24%. Some quality-focused firms are already successfully capturing the resale value of their products.
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Patagonia , for example, is already benefiting from building up a platform for the selling of their pre-
owned goods through their Worn Wear project, Stella McCartney has joined with resale platform The
RealReal to encourage shoppers to sell their belongings when they no longer need them (Abad, Mario ;
Forbs, 2018). Vestiaire Collective, another resale site that supports local peer-to-peer sales, has tried to
develop a user experience comparable to major e-commerce firms while managing and verifying all
things once sold. In doing so, it encourages consumers to acquire long-lasting products and take good
care of their possessions in order to maximise their resale value. 85% of Vestiaire clients said they are
buying fewer but higher quality used things.

When compared to the linear model, resale might result in a 67% reduction in CO2 emissions from
production, which, now, accounts for approximately 70% of total emissions (Figure 2). The decrease in
production translates directly into a decrease in production emissions. Transportation, logistics, and
retail, which account for around 6% of total emissions (Figure 2), remain unaffected. There is a reduction
in initial logistics and transportation due to decreased volumes of virgin products, but there are added
reverse logistics and local transportation. The use phase, which accounts for approximately 20% of total
emissions (Figure 2), would result in a 13% rise in CO2 emissions. Assuming that consumers wash after
every second usage, further processing is required before each resale. End-of-life (EoL), which accounts
for around 3% of total emissions (Figure 2), may result in a 67% reduction in CO2 emissions, assuming
decreased production translates directly to lower EolL. emissions. In sum, the resale model saves around
47% CO2 emissions when compared to the linear model. For example, if a non-seasonal dress is resold
on aresale marketplace after 20 wears, then worn 20 more times and resold twice more, it can achieve
the same number of uses as three dresses, which is 60, saving nearly 50% of CO2 emissions as
compared to the linear model (Ellen MacArthur Foundation, 2021).

The majority of consumers (70%) believe that it is easier to shop secondhand now than it was five years
ago, owing to the rise of technology and online marketplaces. The overall number of sellers in the United
States is 129 million, with 73 million of them alone in 2021, while 195 million are expected. In the United
States, used clothing replaced roughly one billion new apparel purchases that would have been made
new in 2021. In general, rising environmental knowledge about sustainability issues in the fashion sector
has influenced consumers' attitudes and perceptions of buying secondhand clothing (Kim, Woo, &
Ramkumar, 2021). Compared to five years ago, nearly half of Generation Z and Millennials are spending
a bigger share of their clothing expenditure on secondhand. These generations also report they look for
an item secondhand before buying it new (62%), and they examine the resale value of a clothes item
(46%). 21% of Generation Z would pay more for clothing they could resell. The top three reasons
customers buy used over new are to save money (63%), afford higher-end brands, and find one-of-a-
kind products, (Machado et. al, 2019) while Gen Z motivators include being more sustainable and having
fun while shopping. Thrifting also elicits pleasant feelings and a sense of pride, with 82% of buyers
reporting that they feel a positive mood after purchasing a used item. As a result, by prioritising the
customer experience and making resale models straightforward and accessible, resale might become
the new norm. Aside from the economic rationale, steps might be taken to make the purchase of used
clothing more appealing to customers by increasing convenience (ThredUp, 2022).

2.5.2 Rental
Rental refers to both one-time peer-to-peer rentals by private owners or large-scale rental and
subscription models by multi-brand platforms or individual brands (Ellen MacArthur Foundation, 2021).
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Rental has a slower growth rate than resale (based on current growth estimates), but it is a growing
business in Europe and the United States as customers become more comfortable renting not only on
special occasions, but also for everyday products. Individual customers now have additional instruments
to sell, swap, and acquire textile products thanks to digitization and the internet. Service-based business
models within a circular business ecosystem might expand garment renting and leasing to include
everyday and leisure clothing, rather than merely festive and/or work clothing (Niinimaki, 2018).
However, in order to be successful, clothing items must incorporate quality, durability, and trend
(Dissanayake & Weerasinghe , 2021).

Meanwhile, the user base of peer-to-peer fashion rental app "By Rotation" has increased by 425% in the
year since March 2020 (Parcker, Jennifer Barton ; Wired, 2021). These models are also being funded by
established industry stakeholders. This includes Ralph Lauren, which has launched a rental platform
called "The Lauren Look" and H&M Group, which is experimenting with a variety of resale and rental
ideas for its brands. Another example is Rent the Runway (RTR), a prominent designer clothes leasing
service in which members can rent clothing for a set monthly fee. Customers can rent a variety of apparel
starting with four articles and increasing to an endless number of items through subscription options.
Forward and reverse logistics operations are well-organized, with reusable garment bags utilised for
shipping and return services, along with a pre-paid return label. Drop-off boxes have been introduced to
help with the return process. Rent the Runway drew clients because of its commitment to sustainability,
which includes reducing plastic consumption, recycling, and using a toxic-free cleaning procedure. RTR
anticipates a 45 to 50 percent year-over-year revenue increase in 2022, totaling 295 million to 305
million euros. Furthermore, active users increased from 74,018 to 134,998, which is slightly higher than
pre-pandemic levels (Kennedy, Joan; Business of Fashion, 2022).

Rental and leasing can create collaborative economic models to keep garments in use. Developing long-
lasting and stylish clothing items and making them available through sharing platforms has the potential
to revolutionize the way people buy and consume clothing. When consumers are willing to change their
clothing more frequently, and also when the garment can be worn more times than the owner is willing to,
this type of business model can give environmental benefits and resource savings (Dissanayake &
Weerasinghe , 2021). Each customer rents an item 20 times and wears it four times on average. The
garment is sold and worn another 20 times by the final client after 20 rental cycles, for a total of 100
times over its lifecycle. The clothing is then no longer suitable for reuse and must be discarded. In the
linear approach, however, 5 new gowns are required to accomplish 100 uses (Ellen MacArthur
Foundation, 2021).

Carbon dioxide emissions can be decreased by roughly 40% in a scenario where a rental model reaches
100 uses, the same number of uses as five non-seasonal garments. This scenario considers potential
additional CO2 emissions from rental-model-specific processes (such as cleaning, drying, transport, and
logistics). When compared to the linear model, it delivers a significant reduction in emissions from
manufacturing and end-of-life processing by not having to generate as many items to accomplish the
same number of total uses. When compared to the linear model, rental might result in an 80% reduction
in CO2 emissions from manufacturing, which today accounts for roughly 70% of total emissions (Figure
2). Assumes a decrease in production, which translates directly into a decrease in production emissions.
Transportation, logistics, and retail, which account for around 6% of total emissions (Figure 2), would see
a 60% rise in CO2 emissions. Logistics activities have increased fourfold, but initial transit has decreased
by 80%. The consumption phase, which accounts for about 20% of total emissions (Figure 2), would
result in an increase of 80% in CO2 emissions (industrial cleaning and drying after every rental).
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Assuming customers wash their clothes after every second usage; industrial cleaning after every rental;
and some further processing (e.g., repair). End-of-life (EoL) emissions, which account for around 3% of
total emissions (Figure 2), may result in an 80% reduction in CO2 emissions; lower production directly
correlates to lower EolL emissions. In total, the resale model reduces CO2 emissions by 41% as compared
to the linear model. Increasing the number of uses of an occasion dress, which is typically worn only twice
before being discarded (compared to an average of 20 uses of a non-seasonal dress), through a peer-
to-peer (P2P) rental platform can achieve the same number of uses as 26 individual dresses - saving
around 60% of CO2 emissions compared to the linear model (Ellen MacArthur Foundation, 2021).

This allows consumers to wear the latest fashion products without paying exorbitant prices, having more
regular access to new designs, and being able to reduce waste through sharing have all been identified
as important motivators for customers. On the contrary, some impediments include the possibility of
financial loss and concerns about the sanitation and hygiene of rented equipment (Armstrong, Niinimaki,
Kujala, Karell, & Lang, 2015). Furthermore, customers have shown a lesser willingness to wear apparel
items that have already been worn by others. The hygiene of rental items is one of the primary problems.
Meanwhile, the fast fashion’s reduced prices allow consumers to purchase clothes more easily.
Furthermore, Lee and Chow's (2019) findings imply that if consumers have past fashion rental
experience, they are more likely to seek online fashion renting. This means that customers who have
previously rented clothing online could generate powerful referrals and word-of-mouth promotion to new
renters.

2.5.3 Repair

Repair is the process of restoring a damaged or broken product or component to useable condition (Ellen
MacArthur Foundation, 2021). It increases the life of a product at the place of use by inspecting and
maintaining it to retain or restore its functionality (Ludeke-Freund, Gold, & Bocken, 2018).

Repair of luxury apparel provides larger margins due to better quality and durability of items, and
consumers' motivation in keeping high-value items. Customers increasingly appreciate repair services,
particularly in the luxury sector, putting pressure on businesses to scale existing repair capabilities across
geographies and product categories, particularly beyond 2025 due to the repair market's predicted
growth trajectory (Ellen MacArthur Foundation, 2017).

Repair might result in an approximately 43% reduction in CO2 emissions from manufacturing, when
compared to the linear model, which today accounts for roughly 70% of total emissions (Figure 2).
Assumes a decrease in production, which translates directly into a decrease in production emissions.
Transportation, logistics, and retail, which account for around 6% of total emissions (Figure 2), are
expected to remain constant. Reduced initial logistics and transportation, but increased repair logistics
and local transportation — unclear, but likely minor adjustment. The use phase, which accounts for
around 20% of total emissions (Figure 2), would result in a 6% rise in CO2 emissions due to additional
repair processing. End-of-life (EoL) emissions, which account for around 3% of total emissions (Figure
2), might result in a 43% reduction in CO2 emissions if production is reduced. When compared to the
linear model, the repair model reduces CO2 emissions by 41%. In the cotton dress example, the user
wears it 20 times before taking it to a repair business, where a seam is damaged. The dress is worn
another 15 times after the repair, increasing the number of uses by 75%. When compared to the linear
model, a repair service can achieve the same number of uses as 1.75 gowns, saving roughly 30% of CO2
emissions. The dress is remade or recycled after 35 wears. To reach this amount of uses in the linear
model, nearly two new gowns must be manufactured (Ellen MacArthur Foundation, 2021). In 2016, the
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Renewal Workshop, who repairs and resells brand-new clothing on their site, removed approximately
9,000 kg of clothing from U.S. landfills, saved 56,000 liters of petrol, conserved approximately
400,000,000 liters of water, and saved 27,215 of chemicals by repairing them (Scarano, 2017).

Adoption of clothes repair and restyle services on a large scale could greatly boost apparel utilisation.
However, if a company implements a repair model but the consumer needs to go to considerable lengths
to identify and use it, it will not be helpful in expanding product usage. According to the findings of the
Worldwide Responsible Accredited Production's (2017) consumer apparel study, nearly one third of U K.
customers polled had garments that they had not worn because they needed some form of repair (e.g.,
broken zipper, button replacement, ripped seam). Nearly 30% of participants said they would be more
likely to mend garments if they had the requisite abilities, and around 20% said they could have utilised
half of their unused clothes if they had been fixed. This translates to 166 million clothing pieces in the
United Kingdom alone (Diddi & Yan, 2019). Another frequently cited reason for not repairing clothes is
the expensive expense of repair, which is a time-consuming operation needing a high degree of ability.
Clothing mending also has a negative connotation, as it is considered "women's job", a domestic and
nonessential chore. In Fisher et al.’s (2008) participants stated that they connected repairs with poverty
or old age, and that they would prefer to avoid clothing with obvious repairs to shield themselves and
their families from stigma. Another factor is that consumers may be discouraged from mending their own
clothes at home due to a lack of sewing abilities (Dissanayake & Weerasinghe , 2021). Furthermore,
rapid fashion consumption has exacerbated the situation since buyers no longer feel emotionally linked
to their clothes and hence have little motive to repair and extend their usable life. This lack of connection
has had a significant impact on consumer psychology regarding repair (Diddi & Yan, 2019).

However, as the physical and emotional longevity of clothes improves, so will the demand for and
economics of those services. Product design, design for disassembly and reassembly, isolating materials
that will enter in biological and in technological cycles (Bocken, de Pauw, Bakker, & van der Grinten,
2016), and specific manufacturing techniques are all important in allowing for high repair and
maintenance rates. Retailers are beginning to offer repair services, in which customers may bring their
clothes to the store and have them fixed. These types of repairing services extend product life while also
building long-term client relationships and new revenue streams for retailers (Geissdoerfer, Pieroni,
Pigosso, & Soufani, 2020). New independent cloth repairing shops are emerging, offering cloth
repairing, mending services, and sewing skill classes, allowing consumers to extend the life of their
products. Self-repair by product owners may increase if standard, globally applicable components, and
standard interfaces were adopted to allow for the easy replacement of broken parts with a minimal
number of tools. Other criteria could include providing (free) repair instructions and designing 'use cues'
in the product to help repair, as well as making the most vulnerable elements (likely to break or wear
down) easy to access and handle (Niinimaki, 2018). Nudie Jeans, for example, gives repair kits to
consumers so that they can mend their jeans at home (Guldmann, Eva; Aalborg University, 2016). In
March 2020, the EU released its New EU Circular Economy Action Plan (CEAP) to ensure that products
have lengthy lifecycles and may be repaired or repurposed (European Commision, 2020).

In McNeill et al. (2020) study fashion-conscious customers revealed a propensity to maintain (repair)
and manage items in their fashion wardrobe depending on emotional "liking" for the garment as well as
greater price of the garment. Furthermore, these fashion-conscious young buyers expressed an interest
in fixing fast fashion apparel. This seeming paradox highlights the importance of emotional attachment to
garments, as a consumer may mend a low-quality or low-cost item that they love rather than discarding a
higher-priced or branded garment that they do not.
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2.5.4 Remake, remanufacture and upcycle

Remake and remanufacture is the operation by which a product is created from existing products or
components. It is a valuable approach for extending the life of clothing that would otherwise be destined
for obsolescence. It entails disassembling discarded clothing, recovering useful component parts,
redesigning, re-dyeing, and resembling them to manufacture new clothing (Dissanayake & Sinha, 2015
Syret, Lammas, & GFA, 2022) with improved value and quality in their future lifespan (Yoo, Jung, & Oh,
2021; Yu & Lee, 2019).

The terms “remanufacture”, and “upcycling” are frequently used interchangeably. Both are tactics for
avoiding material waste by designing goods that are at least as valuable as, if not more valuable than, the
original product. The goal or design strategy for upcycling is to achieve a higher retail value than the
original product would ( McDonough & Braungart, 2002), whereas the goal or design strategy for
remanufacture is to achieve an 'as good as new' product that is at least equal to, if not better than, the
original product. The material input in upcycling may or may not have been utilised, the materials may
have been spare for the production line and thus may or may not be faulty, whereas in remanufacturing
the materials have been used, they may be worn out in portions, or intended for garbage if not used
(Dissanayake & Sinha, 2015).

Several fashion designers used the notion of remanufacturing to create sustainable fashion collections
utilising post-consumer textile waste at the beginning of the twenty-first century (Niinimaki & Hassi,
2011). Fabric that has already been manufactured is extracted from the garbage and used as a resource
in this process. As it generates additional money revenues, this has been identified as a potential
business possibility for sustainable fashion designers (Dissanayake & Sinha, 2015). For example, Viktor
and Rolf used fabrics from past collections in the new one. The demand for distinctive and individual
works is also driving growth (Ellen MacArthur Foundation, 2021). Furthermore, the global upcycling
market is approximately 150 million euros, and upcycling has seen particularly rapid growth in the United
States. For instance, the number of products labelled "upcycled" went from 30,000 in 2011 to 263,685
in 2013, representing an increase of 879% (Yu & Lee, 2019). Material innovation and product design
advancements, driven by the expansion of other CBMs such as rental and resale, are expected to make it
easier for manufacturers and merchants to reproduce things. Regulation and investments increase
demand forecasting tools and reverse logistics technology, minimising overstock over time. Meanwhile,
the expansion of other CBMs and waste regulations increase the amount of worn clothing accessible for
remaking (Ellen MacArthur Foundation, 2021).

Clothing that has been remanufactured may not retain its original identity or functionality; for example, a
trouser can be remanufactured into a skirt, a top or a bag. As a result, it is critical that clothes be designed
in such a way that they can be simply dismantled. By incorporating appropriate stitch kinds or bonding
technologies, the design process can promote easy disassembly. Fabrics must be durable and of
reasonable quality in order to be used in the remanufacturing process. Some process level challenges,
such as sourcing suitable input, high process throughput time, and skill requirements for disassembly
and redesigning, are preventing the remanufacturing industry from scaling up. These challenges may be
overcome by designing garments for disassembly and remanufacturing (Dissanayake & Weerasinghe ,
2021).

A number of companies, including Adidas, FREITAG, and Patagonia, as well as several social
entrepreneurs and startups, have actively pushed and practised upcycling. Adidas, one of the world's
leading clothing brands, has also manufactured and marketed a running shoe prototype made partially
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from recovered fishing nets (Morgan, Clancy ; Insider, 2020 ; Wilson, 2016). For Days, for example,
creates its clothing from 100% cellulosic fibres -mostly organic cotton- so that they may be easily
converted into new outfits or recycled once they are worn out. For Days incentivizes clients to return
unwanted garments in exchange for a financial reward, allowing them to repair and recycle them in
practise (Ellen MacArthur Foundation, 2021).

Customer opinion around environmental issues is particularly pressing ecommerce firms to reduce waste
and keep things in circulation. They also make an effort to maintain their true self-image by purchasing
things that reflect their self-identity and personality. Upcycling products, in particular, may impart
personal meaning and character by giving it more charm. According to Sung et al. (2015), upcycling, as a
creative and engaging user activity, may provide feelings of self-expression, group affiliation, special
memories, and pleasure, all of which are potential product attachment determinants. When consumers
perceive that a product represents their personal image or personality, they form a strong attachment to
it. Although it is commonly considered that upcycled products pose a functional risk, consumers who
have purchased and upcycled products have more knowledge of the product stored in their memory
than non-purchasers, allowing them to more favorably appraise the price and quality of the product.
Finally, consumers may seek aesthetic appeal, economic savings, environmental benefits, and intrinsic
pleasure when purchasing an upcycled product (Wilson, 2016).

2.6 The consumers’role

Kirchherr et al. (2017) identified a broad research gap in addressing consumers' perspectives on the
Circular Economy. This reinforces the assertion by Borrello et al. (2017), p. 1) that "little is known about
consumers' willingness to participate in a Circular Economy". Catulli et al. (2017) argue that consumer
acceptability of CBMs is understudied, and Elzinga et al. (2020) emphasise the need for study on
consumer attitudes and motivation to participate in CBMs.

Consumers have been recognized as critical economic actors in driving the CE transition process, as
their purchase, usage, and disposal choices can promote or impede the adoption of new circular fashion
models. A considerable portion of consumers have begun to act more responsibly toward the
environment, emphasising environmental needs while making purchasing decisions (Musova, Musa,
Drugdova, Lazaroiu, & Alayasa, 2021). Furthermore, the cofounder of Doodlage -which is a sustainable
fashion brand- argued that sustainable fashion would be impossible unless consumers are aware
(Mishra, Jain, & Malhotra, 2021)

Around 21% of the potential for expedited abatement is directly tied to consumer activities in the use and
end-of-use phases, which are facilitated by mindful consumption and innovative industrial business
models. According to an analysis, in order to follow the 1.5-degree trajectory, we must live in a society
where one out of every five clothes is traded via circular business models by 2030. They must contribute
to industry emissions reduction initiatives through their purchasing habits. Consumers may choose
products with reduced emissions footprints, such as those manufactured using low-carbon materials,
when given knowledge. They can also use circular business models to extend the life of fashion products
and reduce emissions associated with manufacture. Additionally, users can take better care of products
during the use phase by limiting washing and drying. If, for example, one in every six washing loads were
skipped, half of the loads were washed at temperatures below 30 degrees, and every sixth dryer usage
was replaced with open-air drying, an additional 186 million tons of CO2 emissions might be avoided
(McKinsey & Company and Global Fashion Agenda, 2020).
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Previous research has shown that consumers' environmental or ethical concerns do not necessarily
reflect into their shopping behaviour. The attitude-behavior gap is not completely understood. Consumer
purchase decisions are illogical and are not necessarily aligned with their ideals (Niinimaki, 2010 ;
Vehmas et al., 2018) Despite the fact that consumers are growing more aware of eco-friendly clothing
and that there is a demand for it, it is still not selling well. They care about the environment, with 74% of
US citizens believing that their individual consumption habits have a significant impact on the planet and
half of fast fashion shoppers believing that fast fashion is harmful to the environment, but they also
believe that fast fashion is cheap and convenient, with 72% of consumers shopping fast fashion because
it is good value for money and nearly half choosing it because it saves them time. Furthermore, 59% of
fast fashion shoppers feel it is difficult to break the habit (ThredUp, 2022). Despite this, over two-thirds
of FF shoppers say they want to buy more secondhand clothing. 65% of those who bought their first
thrifted item a year ago claim they wish to stop buying fast fashion, 48% of FF shoppers say they strive to
avoid buying it whenever possible, and 43% of FF buyers say they feel guilty for wearing or purchasing
fast fashion (ThredUp, 2022). Consumers also feel powerless at the start of the life cycle of a

garment because the majority of are made in developing countries. Participants in Vehmas et al.’s (p.
293, (2018)study indicated, "l am not as interested in finding out where my garments came from as | am
in knowing where they will end up." In practise, the majority of them donated their old clothes to a charity
or someone in heed, traded them with friends, or sold them at flea markets. Another survey found that
while 30% of customers express an intention to buy ethically, only 3% actually do so (Carrington, Neville,
& Whitwell, 2010).

McNeill and Moore (2015) highlighted various barriers to the adoption of sustainable clothes. First, there
is a lack of knowledge and interest in the environmental effects of different fiber production; second,
social acceptability for sustainable fashion is perceived as low; and third, there is a limited availability of
sustainable clothing outlets, which are also available in limited styles (e.g. lack of business suits). There is
also a lack of availability of required sizes and fits; higher pricing for sustainable clothes, as well as poor
presentation of clothing in second-hand shops, are cited as barriers in the literature. Furthermore, there
is a hesitant corporate culture (Kirchherr, et al., 2018). According to Harris et al. (2016) sustainability
alone will not suffice to make the necessary adjustments in consumer apparel purchasing. There are
three reasons for this: clothing sustainability is too complex, customers' ethical concerns are too broad,
clothing is not an altruistic purchase; and sustainability is a low priority concern in consumers' purchase
criteria. Additionally, status products and products that connect people and communities rely heavily on
the social community. Consumption decisions are influenced by the consumer's desired image and
lifestyle (WE MAKE ; Rousseau, Sandra ; Carmen, Raisa, 2021) and people demand high quality,
elegant, and fashionable apparel from circular clothing (Vehmas et. al, 2018). Finally, according to de
Aguiar Hugo et al. (2021), systems are excessively bureaucratic and convoluted; for instance, thereis a
lack of clear government standards and policies, and installation costs are exorbitant, preventing fashion
enterprises from embracing alternative energy sources.

Another difficulty is that 77% of customers believe it is difficult to find trustworthy information regarding
the circularity of businesses' actions (Mostaghel & Chirumalla, 2021). Furthermore, when a company's
goals for corporal responsibility do not match its actual practises, the mismatch is obvious, and its supply
chain members (e.g., consumers) may perceive the discrepancy as hypocrisy, which is generally
recognized as the company is claiming to be something that it is not. For instance, although H&M
promises to encourage sustainability, shoppers may notice that the company still produces around 600
million fashion products each year, many of which end up in landfills. In this case, some customers may
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believe that H&M's claims do not match its behaviour, and so the company is hypocritical (Ki, Park, & Ha-
Brookshire, 2020).

Age is also an essential factor in environmental awareness. When compared to prior generations, the
younger generations Y (born 1977-1994) and Z (born after 1995) generally have a better understanding
(Kusa & Greskova, 2016). Younger consumers are also more willing to spend a greater amount for
garments than for a competitive product with no environmental concept.

According to Calvo-Porral and Lévy-Mangin (2020), customers' attitudes toward ecologically
responsible apparel are influenced by compassion, status improvement, perceived consumer
effectiveness, and happiness. Furthermore, the favourable image of circular products and their perceived
safety are the primary motivators for consumer acceptance (Calvo-Porral & Lévy-Mangin, 2020).
Camacho-Otero et al. (2018) discovered, based on a review of the literature, that the main factors
influencing the perception and acceptance of circular solutions fall into one of seven major themes:
personal characteristics, product and service offering, knowledge and understanding, experience and
social aspects, risks and uncertainty, benefits, and other psychological factors. Other key challenges
surround customers' ownership worries, particularly in the business-to-consumer sector, as well as
customers' apathy when they lease rather than purchase things (Mostaghel & Chirumalla, 2021). Gomes
et al. (2022) on the other hand, discovered that political and legal, economic, environmental,
demographic, customer-related, product/service offer, and product/service-related factors influence
circular consumer behaviour.

Apparel firms, with the help of government and non-governmental organisations, can create a system
that informs customers about the materials used in the production of their clothes, who made them, and
the environmental impact of the production. Circularity should be communicated through a variety of
platforms, including social media, web pages, radio, television, public space advertisements, or price tag
information. Musova et al. (2021) discovered that respondents' desire to support innovative circular
models in the fashion sector is greater than their awareness (knowledge). Morgan and Birtwistle (2009)
attributed the lack of knowledge to a lack of media coverage. The usage of digital and social media
channels in communication and marketing is now mandatory. Naturally, using digital platforms for
advertising allows you to reach enormous audiences quickly and affordably. Furthermore, as Harris et al.
(2016) have noted, transparency of the entire production process loop is critical since it enhances
consumer trust.

2.7 Conceptual Framework

A conceptual framework is used in research to define the major concepts or variables that must be
analyzed, as well as the relationships between them (Afribary, 2020). Miles et al. (2020) defined it as
“[An explanation], either graphically or in narrative form, [of] the main things to be studied—the key
factors, variables, or constructs—and the presumed relationships among them” (p. 15). It covers the
existing literature's state of general knowledge, exposes gaps in understanding of a certain phenomenon
or research challenge, and discusses the methodological grounds of a given study under examination.

In this dissertation, we applied, in the resale model an extended version of Ajzen's Theory of Planned
Behavior to obtain a better understanding of the role of consumers' attitudes and perceptions in
forecasting the intentions to adopt specific circular business models. In this theory, behavioural intention
is determined by three primary factors: attitude, which refers to the degree to which a person has a
favourable or unfavourable evaluation or appraisal of the behaviour in question, subjective norms, which
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refers to the perceived social pressure to perform or not perform the behaviour, and perceived
behavioural control, which is assumed to reflect past experience. These are the motivators that influence
a given action's behaviour, in this case the intention to buy (Ajzen, 1991). We also incorporate knowledge
as a filter at the beginning, awareness as an attitude expansion and quality as moderator, as seen in
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Figure 6: Model based on Conceptual Framework

The TPB model has been widely used to explain human motives for participating in specific actions, such
as the direct association between TPB variables and behavioural intent to engage in environmentally
friendly practices. For instance, in the study of Mansilla-Obando et al. (2021), the TPB is utilised to
understand the social behaviour of stakeholders that collaborate in a charity shop that implements
circular economy techniques. In Elzingaet al.'s (2021) study they employ a modified TPB to obtain a
better understanding of the relative importance of consumers' beliefs and socio-demographic factors in
predicting intentions to adopt CBM and activities. Elzinga et al. (2020) investigate the research gap
concerning the consumer perspective on the CE and analyse environmental decision making.

2.8 Summary

In this chapter we thoroughly analysed the existing literature. We examined the current situation in the
fashion industry, which is strongly reliant on the linear "take-make-dispose" model, as well as the
significant environmental impact it has. Thereupon, we studied the circular economy in fashion industry
and the circular business models, giving emphasis on resale, rental, repair, and remake, remanufacture
and upcycle. Subsequently, we identified the role that consumers have in adapting the CBMs, their
attitudes, their behaviours, and their perceptions. Finally, we presented the proposed conceptual
framework we developed for this study.
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Section B: Primary research

Chapter 3: Primary research methodology
3.7 Introduction

This chapter works as a guide through the methodology and research approaches that were chosen for
the primary research. In addition to presenting the methodology and research process, we will describe
why they were selected. The reason for selecting the quantitative method will also be discussed. This
chapter also includes the questionnaire's design, measures, and data collection.

3.2 Primary research

According to Hox and Boeije (2005), primary research, data are obtained for a specific study topic by
utilizing procedures best suited to the research challenge. It is also important when examining a local
problem or discovering how a larger issue plays out at the local level (Lynn Driscoll, 2011).

3.3 Qualitative and Quantitative Research

3.3.1 Qualitative Research

Quialitative approaches are effective for resolving the ways that researchers have when developing
projects, and they are often used to capture individuals' thoughts, feelings, or interpretations of meaning
and process (Given, 2008). It may also be required because the topic is innovative, has never been
addressed with a specific sample or group of individuals, or current theories do not apply to the specific
sample or group under research (Creswell, 1994). In-depth interviews, focus group discussions,
observation, content analysis, visual approaches, and life histories or bios are used to accomplish this
(Hennink , Hutter, & Bailey, 2020).

3.3.2 Quantitative Research

Quantitative and qualitative research methodologies are diametrically opposed. Quantitative research
concentrates on collecting numerical or countable data to answer queries like what, when, where, and
who (Given, 2008). According to Creswell (1994) the researchers examine the link between variables by
asking questions or by making hypotheses. It is useful when it is necessary to quantify a problem or topic
and/or categorize it more easily to generalize results to a population. As a result, a large sample size is
required. This method utilizes inquiry strategies such as surveys, online polls, systematic observations,
and longitudinal studies (Creswell, 1994).

3.4 Selected methodology

We chose the quantitative approach, and specifically the exploratory research type, during the primary
research stage since our goal was to explore and quantify the attitudes and the perceptions of a large
sample, that of the Greek population, and quantify their responses. Thus, this approach was the

most appropriate.

A qualitative method would have been ineffective in this case since we did not intend to review all data as
individual cases and examine the material independently, but rather as a total in quantified form.

This research project was founded entirely on deductive logic. We began with the purpose for this
dissertation and its aims, which were then enhanced and supported by the literature review, and then
confirmed by primary research.
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3.5 Methods

3.5.1 Population and sampling

The research sample follows the structure of the Greek population, which was 10,423,481 people,
according to the Hellenic Statistical Authority (2022), in terms of gender and age. With such a research
population and an adopted error margin of 5 percent, at least 385 responses are required (Taherdoost,
2016). We followed the random sampling technique and in total, 450 respondents participated in the
questionnaire survey. The basic sample consisted of inhabitants in Greece born after 2004, as it was
required to be at least 18 years to be included in the survey sample. From those, 81.7% (368) were
women, 17.9% (80) men and 0.4% (2) identified as other. The majority (30.5%) were between the ages
of 24-35 (137), 19.4% (88) were 45-54,17.4% (78) were 55-64, 15.2% (69) were 35-44,14.1% (63)
were 18-24, and 3.3% (15) were older than 64. Nearly half of them are university graduates (50.6%) and
most of them (56.5%) live in cities. 33.6% of them (152) have as a monthly income of 501-1000€ and
28%, 1001-1500€ (127). The majority of them (56.3%, 255) spends 0-50<€ in apparel per month.

3.5.2 Research tool

The research tool we used was a questionnaire, the scales, and items of which were created in
accordance with the U&A research. That includes the awareness and knowledge, image, and attitudes
(positive and barriers/risks) and willingness to implement, as well as with the research structure. These
were adapted from relevant literature, as shown in Table 33. It was built in Google Forms and consisted of
seven sections. The first was a filter question about the knowledge of various CBMs. After the end of this,
if the participants had selected "“Strongly disagree” and “disagree” in all of them, they were not to
continue with completing the questionnaire. The second section addressed general questions such as
environmental awareness, attitudes towards CBMs, and consumption behaviour. Then, in the third,
responders had to choose the model they were most familiar with, from the following options: clothes
resale, clothes rental, clothes repair, and clothes remake, remanufacture and upcycle. Then, the
questionnaire was set up to go to the section they had selected. After that, there were the demographics.
The measurement were mainly five-point Likert scales, with 1 being strongly disagree, 2 disagree, 3
moderately agree, 4 agree, and 5 strongly agree. There were a few multiple choices, in the model
selection and in the demographics.

In order to ensure that the survey was the appropriate length and that the questions were
straightforward, we conducted a pilot test to our survey. In this, while they were completing the
questionnaire, they were encouraged to think aloud. Four people participated. Our main concern was the
amount of time required and the intricacy of selecting the model that they know best. The feedback in
terms of time was good; the minimum that a participant took to finish was 8.13 minutes and the
maximum, 13.45". However, remarks were made about how tough it was to choose because they had to
manually pick the proper section and bypass the ones they didn't know about. One who wanted to
complete the fifth section stated, "I'm not sure whether I'm doing the right thing by skipping the
questions" and had to go back and forth a few times to make sure they didn't miss anything, as none of
the questions could be marked as “required”. Another couldn't figure out how to select the category he
desired. Taking these issues into consideration, we altered the method participants could select models.
We created a question asking which model they were most familiar with, and by choosing on their
preferred option, we designed the questionnaire to only show that area.
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3.5.3 Measures

In this study, as we previously addressed, we have applied an extended version of Ajzen's Theory of
Planned Behavior (Figure 6), where it was possible. According to this theory, three key elements
influence behavioural intention: attitude, subjective norms, and perceived behavioural control. These are
the motivators that influence the behaviour of a certain action, in this case the intention to buy (Ajzen,
1991).

In the beginning we added a filter question, about the knowledge of certain circular models. The following
measures were used to assess awareness: environmental awareness (AW_G_1-10), attitudes toward
CBMs (ATT_CBM_1-5) and consumption behaviour, specifically quality consciousness (CNS_BH_1-4).
These were used as an extension to attitude. To examine attitudes, we used measures such as
perceptions (social and functional value), risks (social, financial, and sanitary), barriers (RP_BAR 1-7),
motivations (RP_MOT 1-5), attitudes (RP_ATT 1-3), and garment disposal behaviour (RP_DIS 1-6).
Subjective norms were addressed by the scale of social pressure, specifically by interpersonal and
external influence (SP_INT_1-4 and SP_EXT_1-3 respectively). Perceived behavioural control (PBC_1-5)
and frequency (RP_FRQ_1-4) scales were used to assess perceived behavioural control. Finally, the
scales of compatibility (PI_C_1-3), behavioural intention to purchase (PI_BIP_1-4), and clothes repairing
intention (RP_INTE_1-3) were used to assess purchase intention. You can see them in extensive detail on
Table 33.

3.5.4 Data collection

After the questionnaire design (Appendix B: Questionnaire from Google forms as it was distributed) and
the pilot tests we started distributing the questionnaire online. We collected responses from the first of
August until the tenth of September 2022. We first shared it with friends and family, then on social
media, focusing on groups with similar topics such as Reuse it, Zero Waste, Circular Economy, etc., and
finally with organizations such as Consumers' Association "The Quality of Life" (EKPIZO), Circular Greece
(LIFE-IP CEI-Greece), NoWaste21 and Education Center for the Environment and Sustainability of Syros
Ermoupolis (KEPEA).

3.7 Summary

This chapter presented and justified all of the methodologies employed in this study in detail. From
primary and secondary research approaches to the decision to use a questionnaire as a quantitative
approach, this chapter thoroughly examined its design, its measures, and data collection. The next
chapter will provide a thorough analysis of the results.
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Chapter 4: Research Results

4.1 Introduction

In this chapter we will present and analyse the resalts for our questionnaire. The statistical checks we did
were descriptive statistics and linear regression analysis (for the Resale model). Cronbach's alpha and
factor analysis were also used to support them. A Chi-Square test and a correlation analysis were also
carried out to support our research objectives. The survey data was processed with Excel software and
then analysed with IMB's SPSS (Statistical Package for Social Sciences) software, which included the
aforementioned statistical tests, among others.

4.2 Descriptive statistics

The initial questions covered knowledge of several CBMs. From these mentioned, participants knew
moderately and more, clothes swapping by 75.6% (343), remake, remanufacture and upcycle by 81.2%
(367), clothes resale by 91.2% (413) and clothing repair by 92.1% (413). Clothes rental were not or fairly
known by 59.6% (270).

In the second section, general questions were asked. The first part focused on environmental awareness.
Participants agreed or strongly agreed on all of the issues (68.89%), indicating that their environmental
awareness is high. The second part was focused on the attitudes towards CBMs, which were favorable
(78.5%). The third and final section investigated consumer behaviour, specifically quality consciousness,
and discovered that they are generally interested in acquiring high-quality clothing (62.4%).

6.400 02%

e

51.9%

40.6%

= Resale = Repair Remake, remanufacture and upcycle = Rental
Figure 7: Chart of the chosen models

The most popular model among respondents was resale (51.9%; 235). The social value was low, with
64.54%', stating that they don't or fairly agree with the following “secondhand clothes would help me to
feel acceptable” by 33.5%", “would improve the way that | am perceived"” according to 35.8%', and
"would make a good impression on other people” by 31.5%'. The participants agreed moderately that
secondhand clothes have consistent quality, are well made, and perform consistently by 44,5%" while
they agreed and agreed moderately that they are reasonably priced, offer value for money, are good

T From those who chose this model
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product for the price and are economical by 71,52%'. The social risk was low, with 77.55%" not agreeing
in RS_SCR_1-7 (see Table 33). The financial risk was also low, with 72.25%' won't feel like they wasted
money to secondhand clothing. Sanitary risk was low as well, with 52.4%" believing that SCHC is likely to
be hygienic. The majority of the participants (55.29%") think that their family members don't believe that
they should use CBMs but they believe they should moderately and more by 81.1%'. Furthermore, mass
media, online forums and celebrities don't influence their intention of using CBMs by 52.33%". They
moderately believe that they have the resources, knowledge, and ability to buy secondhand clothes by
39.11%'". When asked if they are confident that they can choose SCHC over buying new ones in the next
6 months, there was a division, with 27.16%' agreeing moderately and 27.55%" strongly agreeing. The
34,87%' found SCHC to be sufficiently suitable with their values and their current lifestyle. A 32.75%'
usually prefer to buy secondhand clothes rather than purchasing new one's clothes and a 35.64%'
moderately believe that in the future, they will buy secondhand clothes rather than purchasing clothes.

Repair was the second most chosen model with 40.6% (184). The barriers to clothes repair were low,
with 51.35%' strongly disagreeing in questions RP_BAR_1-7 (see Table 33). The motivation for clothes
mending was substantial, with 61.42%' agreeing or strongly agreeing in questions RP_MOT_1-5 (see
Table 33). CRP is regarded as important by 55.41%' of participants, good by 62.27%", and valuable by
50.49%'. 33.74%' do not mend their own clothes and 45%' are not confidence in their mending abilities.
49%' don't discard garments because they are no longer fashionable or do no longer suit their
taste/style. They don't dispose garments that can be repaired by 62%' and 42.85%' do not put damaged
garments in the trash but when they do, they recycle them by 46.3%'. A 41%' of the participants are not
persuaded by their family members to use CBMSs. Furthermore, 57.7%" do not believe that mass media,
online forums, or celebrities influence their intention to use CBMs. Finally, 62.56%" intends to learn more
about basic clothes repair in the next year.

Remake, remanufacture and upcycle was chosen by 6.4% (29). 67.18%', stating that moderately or less
agree with the following “upcycled clothes would help me to feel acceptable”. In the question "upcycled
clothes would improve the way that | am perceived"” a conflict occurred, with 28,12%' choosing strongly
to disagree and another 28,12%" agreeing. The participants agreed moderately that remanufactured
clothes have consistent quality, are well made, and perform consistently by 41%' while they agreed and
agreed moderately that they are reasonably priced, offer value for money, are good product for the price
and are economical by 79.68%'. The social risk was low, with 62.18%" not agreeing in RM_SCR_1-7 (see
Table 33). The financial risk was also low, with 66%' won't feel like they wasted money on upcycled
clothing. Sanitary risk was low as well, with 58.9%" believing that remade clothes are likely to be hygienic.
More than half of the participants (53,12%') don't believe that their friends and family members influence
their use of CBMs. Furthermore, mass media, online forums and celebrities don't influence their intention
of using CBMs by 59.84%'. 76.56%' moderately or more believe that they have the resources,
knowledge, and ability to buy upcycled clothes. When asked if they are confident that they can choose
upcycled clothes over new ones in the next 6 months, there was a division, with 31.25%" agreeing
moderately and 31.25%' strongly agreeing. The 40.62%' found remade clothes to be sufficiently suitable
with their values and their current lifestyle. A 48.43%" moderately prefer to buy upcycled clothes rather
than purchasing new one's clothes and a 54.68%' moderately believe that in the future, they will buy
secondhand clothes rather than purchasing clothes.

The least chosen model was rental, with only two people (0.4%), knowing this model best to choose it.
Thus, we didn't have a sufficient sample to analyse it. However, we believe that this was anticipated
because Greece has only one clothes renting service.
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The last questions were about individualism. The majority of the participants (93.6%) said that they live
their life in their own way. For 79.3% it is important for them to pursue their own personality. Finally, more
than half (57.6%) disagreed or moderately agreed that they make decisions and act in consideration of
their own interests rather than the interests of the group.

4.3 Statistical controls of the proposed model

The statistical checks we did was Cronbach's alpha and factor analysis. A Chi-Square test analysis as
well as a correlation analysis were also implemented to support our research objectives. Then we did
linear regression analysis for the Resale model because only in this case the sample was sufficient.

4.3.1 Resale

In the resale model we implemented Ajzen's TPB model. We employed the functional value for quality
and price (RS_FV_Q-P?), to analyse attitudes. Initially we conducted a reliability test, using Cronbach'’s
Alpha. In this case it was .84 (as shown in Table 1), indicating that our scale has a high level of internal
consistency with this specific sample. Then, the KMO test was used to assess the strength of the partial
correlation between the variables. From our result, we had a KMO value of .836 (Table 2). This suggests
that the variables' degrees of information overlap significantly/that there is a substantial partial
correlation. Therefore, factor analysis is a possibility. Through Bartlett's Sphericity test, we found that the
significant is less than .001, indicating that the correlation matrix is not an identity matrix.

Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems [+ of ltems
840 847 7

Table 1: Reliability Statistics (RS_Q-P?)

KMO and Bartlett's Test

Kaiser-Meyer-0lkin Measure of Sampling Adeguacy. B36
Bartlett's Test of Sphericity  Approx. Chi-Square 711,511
df 21
Sig. =,001

Table 2: KMO and Bartlett's Test (RS_Q-P?)

2See Table 33
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Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Component Total % of Variance  Cumulative % Total % ofwvariance  Cumulative % Total % ofvariance  Cumulative %
1 3,669 52,421 52,421 3,669 52,421 52,421 2,726 38,944 38,944
2 1,325 18,934 71,355 1,325 18,934 71,355 2,269 32411 71,355
3 509 7267 78,622
4 A73 6,756 85,377
A 368 5272 90,649
G 357 5106 95755
7 287 4,245 100,000

Extraction Method: Principal Component Analysis.

Table 3: Total Variance Explained (RS_Q-P?)

Rotated Component Matrix”

Component

1 2
RE_FV_P_1 866 089
RS_FV P _4 842 11
RS_FV P_2 779 325
RS_FV P _3 743 355
RS_FV_Q_2 162 845
RS_FV_Q_3 221 823
RS_FV_Q_1 181 791

Extraction Method: Principal
Component Analysis.
Rotation Method: WVarimasx with
Kaiser Normalization. ®

a. Rotation converged in 3
iterations.

Table 4: Rotated Component Matrix (RS_Q-P?)

Hotelling's T-Squared Test

Hotelling's T-
Squared F dft df2 Sig
437 066 71,288 ] 2249 =,001

Table 5: Hotelling's T-Squared Test (RS_Q-P?)

From the Total Variance Explained (Table 3) we found that there are two factors made, and the
Cumulative in the second row shows a value of 71,355, which is high, and therefore means that the
variables are correlated with some factor. The Rotated Component Matrix (Table 4) also confirms the
existence of the factors because the loadings are high (greater than 0.6). Lastly, we conducted the
Hotelling's T-Squared Test (Table 5), which also showed that the significant is less than .001.

After we finished all the necessary analysis, we confirmed that we can do linear regressions. In Table 6
we can see that the Adjusted R Square is .140, indicating that 14% of the variance of the variable
RS_PI_BIP_32is explained by the variable RS_ Q-P2. Through ANOVA analysis (Table 7) we found that
F=6,449, which is weak, although the significant is less than .001, which is high. Finally, through the
Coefficients analysis (Table 7), we found that as the RS_FV_Q_1-32and RS_FV_P_1,3%increases, so does
the RS_PI_BIP_3?, but as the RS_FV_P_1,3%increases, the RS_PI|_BIP_32 decreases.
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Model Summau'lfJ

Adjusted B Std. Error of the
Maodel R F Square Square Estimate

1 4078 166 140 874

a. Predictors: (Constant), RS_FY_P_4 RS_FV_Q_2,
RS_FV_G_1,RS_FV_P_2 R5_FV_Q_3 RS_FV_P_3
RS_FV_P_1

. DependentVariable: RS_PI_BIP_3

Table 6: Model Summary (RS_Q-P/RS_PI_BIP_3?)

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 34 484 7 4926 G449 <,UU1t'
Residual 173,413 227 764
Total 207 898 234

a. DependentVariable: RS_PI_BIP_3

b. Predictors: (Constanf), RS_FV_P_4 RS_FV_0Q_2 RS_FV_Q_1, RS_FV_P_2
RS_Fv_0_3 RS_FV_P_3 RS_FV_P_1

Table 7: ANOVA (RS_Q-P/RS_PI_BIP_3?)
Coefficients”

Standardized
Unstandardized Coefficients Coefficients Cuollinearity Statistics
Model B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 1,311 371 3,536 <001
RE_FV_0_1 040 0748 0as 1,137 257 615 1,627
RS_FV_0_2 074 098 062 752 453 532 1,879
RS_FV_0_3 240 094 214 2,556 011 522 1,916
RS_Fv_P_1 015 130 010 118 908 A62 2166
RS_Fv P 2 -077 A27 -055 - 602 548 A4 2267
RS_FV_P_3 ,285 118 212 2410 017 AT4 2110
RS_FV_P_4 - 076 128 -051 -,593 554 A96 2017

a. Dependent Variable: RS_PI_BIP_3
Table 8: Coefficients (RS_Q-P/RS_PI_BIP_3?)

Then we used the social value (RS_SV_1-32) to examine subjective norms. We started with a reliability
test using Cronbach's Alpha. It was .870 in this case (as shown in Table 9), confirming that our scale has
a high level of internal consistency with this particular sample. The KMO test was then applied to
determine the strength of the partial correlation between the variables. Our KMO value was .719 based
on our results (Table 10). This implies that the degrees of information for the variables overlap
significantly/that there is a substantial partial correlation. Therefore, factor analysis is a possibility.
Through Bartlett's Sphericity test, we found that the significant is less than .001, indicating that the
correlation matrix is not an identity matrix. From the Total Variance Explained (Table 11) we found that
there is one factor made, and the Cumulative in the first row shows a value of 79,419, which is high, and
therefore means that the variables are correlated with some factor. Lastly, we conducted the Hotelling's
T-Squared Test (Table 12), which also showed that the significant is less than .001.
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Reliability Statistics

Cronhach's
Alpha Based
an
Cronbach's Standardized
Alpha ltems M oof ltems
a70 870 3

Table 9: Reliability Statistics (RS_SV_1-32)

KMO and Bartlett's Test

Kaiser-Meyer-Clkin Measure of Sampling Adequacy. 7148
Bartlett's Test of Sphericity  Approx. Chi-Square 358,787
df 3
Sig. <,001

Table 10: KMO and Bartlett's Test (RS_SV_1-39)

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % of Variance Cumulative % Total % of Wariance  Cumulative %
1 2,383 794189 79,418 2,383 79,418 79,418
2 385 12,831 92,250
3 232 7,750 100,000

Extraction Method: Principal Component Analysis.

Table 11: Total Variance Explained (RS_SV_1-3?)

Hotelling's T-Squared Test

Huotelling's T-
Squared F df df2 Sin

23,363 11,631 2 233 =,001

Table 12: Hotelling's T-Squared Test (RS_SV_1-3?)

We confirmed that we can perform linear regressions after completing all of the necessary analysis. In
Table 13 we can see that the Adjusted R Square is .102, indicating that 10.2% of the variance of the
variable RS_PI_BIP_32?is explained by the variable RS_SV_1-32. We discovered F=8,708 by ANOVA
analysis (Table 14), which is weak, despite the significant being less than .001, which is high. Finally,
through the Coefficients analysis (Table 15), we discovered that as the RS_SV_1,3? increases, so does
the RS_PI_BIP_3?, but as the RS_SV_22?increases, the RS_PI_BIP_32 decreases.
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Model Summar;fJ

Adjusted R Std. Error ofthe
Model R R Sguare Square Estimate

1 3199 02 ,0a0 go0
a. Predictors: (Constant), RS_SYV_3 R5_5SW_ 1 RS5_SWV 2
h. DependentVariable: RS_PI_BIP_3

Table 13: Model Summary (RS_SV_1-3/RS_PI_BIP_3?)

ANOVA®
Sum of
Model Sguares df Mean Sguare F Sig.
1 Regression 21,123 3 7,041 8,708 <,Uﬂ1b
Residual 186,775 231 8089
Total 207,898 234

a. Dependent Variable: RS_PI_BIP_3
h. Predictors: (Constanf), RS_SY_3 RS 5V 1, RS_SV 2

Table 14: ANOVA (RS_SV_1-3/RS_PI_BIP_3?)

Coefficients”
Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
WModel B Std. Error Beta t Sig. Tolerance WIF
1 (Constant) 2176 153 14,225 =001
RS_SWV_1 16T 087 187 1,826 055 42 2,427
RS_8V 2 -,008 ,0aa -.oo8 - 076 939 348 2,871
RS_SV_3 V165 084 74 1,962 051 485 2,0

a. Dependent Variable: RS_PI_BIP_3
Table 15: Coefficients (RS_SV_1-3/ RS_PI_BIP_3?)

The perceived behavioural control (RS_PBC_1-5%) was then utilized to examine perceived behavioural
control. (RS_PBC_1-5?) to examine perceived behavioral control. We began with a Cronbach's Alpha
reliability test. In this case it was .786, as shown in Table 16, indicating that our scale has a high level of
internal consistency with this sample. After that, the KMO test was applied to assess the strength of the
partial correlation between the variables. Based on our findings, our KMO value was .766 (Table 17).This
indicates that the degrees of information for the variables overlap significantly/that there is a substantial
partial correlation. Hence, factor analysis is a possibility. We next discovered that the significant is less
than .001 using Bartlett's Sphericity test, indicating that the correlation matrix is not an identity matrix.
From the Total Variance Explained (Table 18) we found that there is one factor made, and the Cumulative
in the first row has a value of 55,394, which is high, therefore means that the variables are correlated
with some factor. Lastly, we conducted the Hotelling's T-Squared Test (Table 19), which revealed that
the significant is less than .001.
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Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha lterms M of tems
785 786 ]

Table 16: Reliability Statistics (RS_PBC_1-52)

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. [TE6
Bartlett's Test of Sphericity  Approx. Chi-Square 3948 3749
df 10
Sig. =001

Table 17: KMO and Bartlett's Test (RS_PBC_1-5?)

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component Total % ofVariance  Cumulative % Total % ofVariance  Cumulative %
1 2,770 55394 55,394 2,770 55,394 55,394
2 957 19147 74,541
3 553 11,062 85,603
4 4480 8,996 54 599
5 270 5,401 100,000

Extraction Method: Principal Component Analysis.

Table 18: Total Variance Explained (RS_PBC_1-5?)

Hotelling's T-Squared Test

Hotelling's T-
Squared F df df2 Sig

80,270 19,810 4 231 =001

Table 19: Hotelling's T-Squared Test (RS_PBC_1-52)

After performing all of the necessary analysis, we confirmed that we can do linear regressions. In Table
20 we can see that the Adjusted R Square is .303, indicating that 30.3% of the variance of the variable
RS_PI_BIP_3%is explained by the variable RS_PBC_1-52. ANOVA analysis revealed F=21,338 (Table 21),
which is weak, despite the significant being less than .001, which is high. Finally, we noticed through the
Coefficients analysis (Table 22), that when RS_PBC_1-5? increases, so does RS_PI_BIP_32.
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Model Summary”
Adjusted R

Madel R R Square

Square

Std. Error of the
Estimate

1 GE47 318

ao3

7ar

a. Predictors: (Constant), RS_PBC_5 R5_PBC_1, RS_PBC_4,

R5_PBC_3 R5_PBC_2

h. Dependent Variable: RS_PI_BIP_3

Table 20: Model Summary (RS_PBC_1-5/RS_PI_BIP_3?)

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 66,075 5 13,215 21,338 <001°
Residual 141,823 224 G149
Total 207,398 234

a. Dependent Variable: RS_PI_BIP_3

b. Predictors: (Constant), RS_PBC_5, RS_PBC_1, RS_PBC_4, RS_PBC_3,RS_PBC_?

Table 21: ANOVA (RS_PBC_1-5/RS_PI_BIP_3?)

Coefficients”
Standardized

Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta 1 Sig. Tolerance WIF
1 {Constant) a4 327 2,090 038
RS_PBC_1 002 080 002 021 883 455 2,198
RS_PBC_2 181 113 136 1,601 A1 A1 2,436
RS_PBC_3 045 080 040 A54 580 A7 1,752
RS_PBC_4 443 JOEB JAED 6680 =001 629 1,590
RS_PBC_5 006 074 005 084 933 860 1,163

a. Dependent Variable: RS_PI_BIP_3

Table 22: Coefficients (RS_PBC_1-5/RS_PI_BIP_3?)
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4.3.2 Repair
In the repair model we intended to implement Ajzen's TPB model, however because limited clothing

repairing intention can be distinguished from descriptive statistics, as shown by means in Table 23, we
couldn't.

Statistics
RP_INT_1 RP_INT_2 RP_INT_3 RP_INT_4
M Valid 184 184 184 184
Missing 266 266 266 266
Mean 2,66 3,36 2,22 1,89
Std. Deviation 1,027 770 1101 1,051
Variance 1,055 593 1212 1104

Table 23: Statistics of Repair Intention (RP_INT_1-42)

Initially we conducted a reliability test, using Cronbach'’s Alpha, for overall the repair model, which was
.712, as shown in Table 24 indicating that our scale has a high level of internal consistency with this
specific sample.

Reliability Statistics

Cronbach's
Alpha Based
an
Cronhach's Standardized
Alpha [tems [ oof ltems
714 72 35

Table 24: Cronbach's Alpha for Repair

Statistics
RP_BAR_1 RP_BAR_? RP_BAR_3 RP_BAR_4 RP_BAR_5 RP_BAR_G RP_BAR_7
N Valid 184 184 184 1684 164 164 164
Missing 266 266 266 266 266 266 266
Mean 215 1,80 1,60 1,73 1,74 2,01 1,64
Stdl. Deviation 1,210 840 875 8917 814 872 8913
Variance 1,463 883 766 841 836 545 834

Table 25: Statistics on Repair Barriers (RP_BAR_1-7?)

Statistics
RP_FRO_1 RP_FRG_2 RP_FRGQ_3 RP_FRQ_4
I Valid 184 184 184 184
Missing 266 266 266 266
Mean 2.21 207 1.94 2.48
Std. Deviation 1.088 1.061 882 1.140
Wariance 1.184 1.126 864 1.300

Table 26: Statistics of the Repair Frequency (RP_FRQ_1-42)
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Statistics
RP_MOT_1 RP_MOT_2 RP_MOT_3 RP_MOT_4 RP_MOT_5

N Valid 184 184 184 184 184

Missing 266 266 266 266 266
Mean 3,22 3,23 3,44 3,57 3,33
Std. Deviation 1,040 1,074 BR6 765 888
Variance 1,081 1,153 751 586 789

Table 27: Statistics of the Motivation to Repair (RP_MOT_1-5?)

Then, using means, we discovered that the participants acknowledge significant barriers to clothing
repair (Table 25), and using CRP frequency (Table 26) we discovered that they do not intend to mend
their clothes. So, in order to address this gap, we searched for what would emerge from CRP motivation
(Table 27) and discovered that these factors are also insufficiently strong, although CRP attitudes (Table
28) are high. Furthermore, perhaps if internal social pressure had been increased, the CRP's intention
would have been greater.

Statistics
RP_ATT_1 RP_ATT_2? RP_ATT_3
N Valid 184 184 184
Missing 266 266 266
Mean 4.42 167 432
Std. Deviation 735 1.057 810
Variance 541 1.117 656

Table 28: Statistics of Repair Attitudes (RP_ATT_1-32)

Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems [ of ltems
824 814 43

Table 29: Cronbach’s Alpha for Remake, remanufacture and upcycle

Reliability Statistics

Cronbach's
Alpha Based
an
Cronbach's Standardized
Alpha [tems [ of tems
837 b32 29

Table 30: Cronbach's Alpha for Rental
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Finally, while the Cronbach'’s Alpha was sufficient for both Remake, remanufacture and upcycle and
rental models, as shown in Tables Table 29 and Table 30 respectively, the sample size was insufficient
for further analysis.

Lastly, we examined the correlations between Individualism (INDV_1-3?) and resale’s and repair's
External Social Pressure (RS _SP_EXT_1-3?and RP_EXT_1-32, respectively). Table 31 shows that
individualism and external social pressure are aligned. From the Table 32, we can see that there is a weak
correlation, but marginally statistically significant between INDV_12 and RP_EXT_22. This suggests that
"online forums" are the most influential to them among "mass media," "online forums," and "celebrities".

Correlations
RS_SP_EXT_1 RS_SP_EXT_2 RS_SP_EXT_3 INDV_1 INDV_2 INDV_3

RS_SP_EXT_1 Pearson Gorrelation 1 6487 598" 045 013 106
Sig. (2-tailed) <001 <001 489 843 106
N 235 235 235 235 235 235
RS_SP_EXT_2 Pearson Correlation 648" 1 480" 024 019 035
Sig. (2-tailed) <001 <001 713 767 590
N 235 235 235 235 235 235
RS_SP_EXT_3 Pearson Correlation 598" 480" 1 025 016 098
Sig. (2-tailed) <001 <001 706 810 133
N 235 235 235 235 235 235
INDV_1 Pearson Correlation 045 024 025 1 526 2107
Sig. (2-tailed) 489 713 706 <001 <001
N 235 235 235 450 450 450
INDV_2 Pearson Correlation 013 019 016 526" 1 1497
Sig. (2-tailed) 843 767 810 <001 002
N 235 235 235 450 450 450
INDV_3 Pearson Correlation 106 035 098 2107 1497 1
Sig. (2-tailed) 106 590 133 <001 002
N 235 235 235 450 450 450

** Correlation is significant atthe 0.01 level (2-tailed).

Table 31: Correlations between Individualism and Resale's External Social Pressure

Correlations
MDV_1  INDV_2  INDV_3 RP_EXT_1 RP_EXT_2 RP_EXT 3
INDV_1 Pearson Correlation 1 526 2107 015 133 -,062
Sig. (2-tailed) <,001 <001 543 071 406
N 450 450 450 184 184 184
INDY_2 Pearson Correlation 526 1 d4g” -.003 - 064 -.095
Sig. (2-tailed) <001 002 967 387 189
N 450 450 450 184 184 184
INDY_3 Pearson Corralation 210 149 1 013 032 005
Sig. (2-tailed) <,001 002 BBS 663 051
N 450 450 450 184 184 184
RP_EXT_1 Pearson Correlation 015 -,003 013 1 568" 5627
Sig. (2-tailed) 543 967 B65 =001 =001
N 184 184 184 184 184 184
RP_EXT_2? Pearson Gorrelation -133 - 064 032 568" 1 516
Sig. (2-tailed) 071 387 663 <001 <001
N 184 184 184 184 184 184
RP_EXT_3 Pearson Correlation - 062 -085 005 5627 516 1
Sig. (2-tailed) 406 199 951 =,001 =,001
N 184 184 184 184 184 184

** Correlation is significant at the 0.01 level (2-tailed).

Table 32: Correlations between Individualism and Repair's External Social Pressure
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4.4 Summary

In this chapter we reported and analysed the resalts for our questionnaire. Firstly, we thoroughly
presented the descriptive statistics. We then performed Cronbach's alpha and factor analysis to
complement the linear regression analysis, for the resale model. To support our research objectives, a
Chi-Square test and a correlation analysis were also performed. The aforementioned were thoroughly
examined using multiple tables.
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Chapter 5: Summary, Conclusions, Recommendations

5.1 Introduction

The final chapter of this dissertation will serve as a conclusion, analyzing the study findings, evaluating
the degree to which the aims and objectives were achieved, and providing insights and
recommendations for future research. This research project's limitations will also be acknowledged.

5.2 Research aims and objectives revised
We achieved the overall aim of this dissertation, which was to conduct a U&A research (usage and
attitude research) towards circular models in the fashion industry.

Additionally, the individual objectives that we established were the following:

o We effectually examine consumers' attitudes and use of various green models and more specifically,
to explore several parameters of consumers' behaviour, through the following constructs,
awareness, knowledge, positive attitudes, barriers and perceived risks and intention.

o We explored the impact of specific factors on purchase/use intention using the Ajzen's Theory of
Planned Behaviour model for the Resale circular business model, with success.

5.3 Summary of research findings and Conclusions

The questionnaire survey had 450 respondents in total. The basic sample consisted of Greeks born after
2004, as being at least 18 years old was required for inclusion in the survey sample. There were 81.7%
(368) women and 17.9% (80) men among them; the majority were between the ages of 24-35 (30.5% ;
137), university graduates (50.6% ; 227), and lived in cities (56.5% ; 253).

Resale was the most popular model among the participants, with 235 responders (51.9%). From those,
69% do not believe that secondhand clothing would improve how they are seen, 64.5% do not believe
that SCHC would help them feel accepted, and 60.7% believe that they would not create a positive
impression on others. The majority of them (93.2%) believe that SCHC are inexpensive, and reasonably
priced (92.2%), provide good value for money (90.1%), and are a good product for the price (87.6%).
Most of them are also unconcerned with what their friends think of them when they wear secondhand
clothing (82%) and 79% are not worried about what others think of them when they wear secondhand
apparel. 74% are comfortable wearing this sort of clothing in public, and 83.4% consider that SCHC
complement their personal image. Moreover, 72.2% do not consider they wasted money on SCHC, and
the majority (81.5%) believe these clothes are hygienic and clean. The majority (81.1%) agreed that they
should use CBMSs, but more than half (55.3%) do not believe that their family members agree that they
should use CBMs, and 49.1% are not influenced by family and friends to use CBMs. Furthermore, for
their use of CBMs, participants are not influenced by 86.9% of celebrities, 77.8% of mass media, and
66.85% of online forums. Finally, 77% agree that SCHCs are in line with their values and current way of
living.

Repair was the second most chosen model, with 184 responders (40.6%). The lack of skills is one of the
most significant impediments to clothing repair (36%). Other barriers are that they believe alteration
services are expensive (29.3%), it is too time consuming (19.5%), the clothes would not look the same
after mending (17.5%), alteration services are difficult to find in their community (16.75%), the clothes
would not fit the same after mending (16.2%), and it is inconvenient and not worth the effort (14.5%). The
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main incentives for clothing repair were that the clothes continue to last longer (69%), that they fit well
(64.7%), that the participants have a personal attachment to them (59.6%), and by 56.9% that they had
spent high costs for them or that they aim to limit their environmental footprint. Furthermore, more than
half (57%) believe that clothing repair is important, good, and valuable. The majority of them (70.2%) are
not confident in their mending abilities, do not assist their family and/or friends in mending clothes
(68.5%), do not fix their own clothes (63%), and do not ask their family and/or friends to assist them in
mending their clothes (50.7%). Moreover, the majority of them do not dispose of garments that can be
repaired (89.9%), they do not dispose of garments because they no longer think they are fashionable
(87.7%), they do not recycle garments when it is only convenient for them (72.4%), they do not dispose
of garments because they no longer suit their taste/style (68%), and they do not throw damaged
garments in the trash (60.2%). Finally, 56.9% do not intend to mend their clothing in the next year, but
82% intend to get their clothes patched in the next year, and 62.6% intend to learn more about basic
clothes mending in the coming year.

There was insufficient sample to study and analyse Remake, remanufacture, and upcycle and Rental,
with each having 29 and 2 responders, respectively. This probably indicates that the Greek population is
not yet familiar with these models.

Participants' awareness of CBM was high, and they had positive attitudes toward them. Most of them
believe that using them will positively impact the environment. According to the findings, we can
conclude that in Greece, the most well-known models were resale and repair; however, while
participants recognized remake, remanufacture, and upcycle as model in the filter question of this
study's questionnaire, only a few selected it as a model they knew best among the others. The majority of
participants believe that secondhand clothing is cost effective, and they are unconcerned about how
they appear when wearing them. They believe they are consistent with their lifestyle, and the majority of
them will prefer to buy used garments instead of new ones in the future. Moreover, garment repair
intention was low. Participants highlighted substantial barriers, such as a lack of skills or the high cost of
repair services. They have no plans to mend their own garments in the future, unless they continue to last
longer, fit well, or they are emotionally attached to them. If their friends and relatives put pressure on
them, their motivation to mend their clothes might have been stronger. Finally, the majority makes
decisions and acts in their own self-interest rather than the community's.

5.4 Limitations and Recommendation for Future Research

One of the study's limitations was that the survey participants were chosen by random sampling
technique. Hence, we unable to confirm all four models, due to insufficient samples in two of them.
Future research may use a more defined sample to ensure that there are enough participants on each
model to compare them afterwards. Additionally, it would be interesting to explore different ages, without
the restriction of those over the age of 18, and how family budget management is or may be done
without and with the use of these models. In this dissertation, we study participants' motivations to use
these models in the future; consequently, it would be interesting to see their incentives to utilize these
models today. Finally, a tracking study could be engrossing in order to observe their changing views,
attitudes, and perceptions on the models over time.
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5.5 Summary

This research project provided a literature overview of the current state of the fashion industry and its
problems, of the circular economy and of the circular business models that can be implemented in
apparel industry as well as the consumers’ role. Then we presented a picture of consumers' attitudes and
perceptions mainly on the resale and rental business models in Greece. Lastly, this chapter provided a
synopsis of how well we achieved our aims and objectives, a review of research findings, limitations, and
suggestions for future research.
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Section C: Appendix

Appendix A: Questionnaire table
Table 33: Questionnaire table, with the scales, items, code names, and references

1¢t section:
Filter
Knowledge Knowledge of 5-point (Musova, Musa, Drugdova,
(7 items) 1.1 Patchwork (KN_PTW) Likert Lazaroiu, & Alayasa, 2021)
1.2 Clothes swapping
(KN_CSW)
1.3 Upcycling (KN_RM)
1.4 Second-hand clothing
(KN_RS)
1.5 Clothing rental (KN_RN)
1.6 Lease of jeans (KN_JL)
1.7 Clothing repair (KN_RP)
2 section:
General
Awareness 2. Environmental | 2.1 Chemical pollutants are 5-point (Diddi & Niehm, 2016)
(10 items) (AW_G_1-10) produced during Likert
manufacturing of scale
synthetic or

manufactured fibres such
as polyester.

2.2 Air pollution can occur
during some common
textile dyeing processes.

2.3 Textile dyeing and
finishing processes use a
lot of water.

2.4 Phosphate-containing
laundry detergents can
be a source of water
pollution.

2.5 Plants and animals have
as much right as humans
to exist.

2.6 We are approaching the
limit of the number of
people that the Earth can
support.

2.7 Humankind is severely
abusing the environment.

2.8 Theearthislikea
spaceship with only
limited room and
resources.
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2.9 When humans interfere
with nature, it often
produces disastrous
consequences.

210  The balance of nature
is very delicate and can
easily be upset.

Attitudes
(5 items)

3. Attitudes
towards CBMs
(ATT_CBM_1-5)

3.1 | believe that my use of
sustainable products will
benefit society,
environment, and the
economy.

3.2 | feel good about myself
when | use sustainable
products.

3.3 Ithink sustainability is a
meaningful exercise.

3.4 | feel sad when | see how
much the natural
environment is spoiled.

3.5 | believe that my use of
sustainable products will
help reduce pollution and
improve the environment,
society, and the economy

5-point
Likert
scale

(Kazeminia, Hultman, &
Mostaghel, 2016)

Consumption
behaviour
(4 items)

4. Quality
consciousness
(CNS_BH_1-4)

4.1 | care more about the
quality of clothing than
price

4.2 | make a special effort to
choose the very best
quality clothing

4.3 In general, quality is not
the first factor | look for
when | go shopping

4.4 1 usually buy high-quality
brands

5-point
Likert
scale

(Lang, Armstrong, &
Brannon, 2013)

3 section:
Chose model

(CH_MDL)

— Clothes Resale

— Clothes Rental

— Clothes Repair

— Clothes Remake,
remanufacture and
upcycle

Multiple
choice
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4% section:
Resale

Perceptions
(11 items)

6. Social value
(RS_SV_1-3)

7. Functional
value
(RS_FV)

6.1 Secondhand clothes
would help me to feel
acceptable.

6.2 Secondhand clothes
would improve the way
that | am perceived.

6.3 Secondhand clothes
would make a good
impression on other
people.

Functional value-quality
(RS_FV_Q_1-3)

711 Secondhand clothes
have consistent
quality.

Secondhand clothes
are well made.
Secondhand clothes
would perform
consistently

7.1.2

7.1.3

Functional value-price

(RS_FV_P_1-4)

7.21 Secondhand clothes
are reasonably
priced.

7.2.2 Secondhand clothes

offer value for money.

7.2.3 Secondhand clothes
are good product for
the price.

Secondhand clothes

would be economical

7.2.4

5-point
Likert
scale

(Mohd Suki, 2016)

Risks
(14 Items)

8. Social risks
(RS_SCR_1-7)
9. Financial risks
(RS_FIR_1-3)
10. Sanitary risks
(RS_SNR_1-4)

8.1 am worried about what
others will think of me
when | wear secondhand
clothing

8.2 | am worried that my
friends might think | look
weird or funny in
secondhand clothing

5-point
Likert
scale

10-11. (Lang, Seo, & Liu,
2019)

12. (Kim, Jung, & Lee, 2021)
from (Park & Choo, 2015)
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8.3 I will feel that the clothing |
buy in secondhand shops
might not be in fashion

8.4 1 will not feel comfortable
wearing the secondhand
clothing in public

8.5 It will be difficult for me to
be able to match the
secondhand clothing with
my current clothing

8.6 Secondhand clothing will
not match my own
personal image

8.7 am worried that
secondhand clothing will
not look good on me

9.1 I will feel that | wasted
money to buy
secondhand clothing

9.2 It will cost a lot to manage
and keep the
secondhand clothing in
good shape

9.3 I will feel that | wasted
money to secondhand
clothing

10.1  Thisclothing is
unlikely to be clean.
10.2  Thisclothing is likely
to have stains or dirt.

10.3  Thisclothing is
unlikely to be hygienic.

10.4  This clothing would
not be seen as a new
product

Social pressure
(7 items)

11. Interpersonal
influence
(RS_SP_INT_1-

4)

12. External
influence
(RS_SP_EXT_1-

3)

11.1 My family members
believe that | should use
CBMs

11.2  Ibelieve that | should
use CBMs

1.3 My family members
influence my using of
CBMs

1.4 My friends influence
my using of CBMs

5-point
Likert
scale

(Tu &Hu, 2018) from
(Bhattacherjee, 2000)
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121 | think mass media
influences my intention of
using CBMs

12.2  Ithink the viewsin
online forums influence
my intention of using
CBMs

12.3  Ithink what
celebrities say influences
my intention of using
CBMs

Perceived Control
(5 items)

13. Perceived
behavioral
control

(RS_PBC_1-5)

13.1 | have the resources,
knowledge, and ability to
buy secondhand clothes.

13.2 | can make good use
of secondhand clothes.

13.3  Everything is under
my control when | buy
secondhand clothe

13.4  lam confident that |
can choose secondhand
clothes instead of buying
new ones in the next 6
months

13.5  Buying secondhand
clothes instead of buying
new ones is up to me

5-point
Likert
scale

13.1-4 (Tu & Hu, 2018) from
(Ajzen, Action Control,
1985) and (Taylor & Todd,
1995)

13.5 (Ajzen, 2006)

Purchase intention
(7 ltems)

14. Compatibility
(RS_PI_C_1-3)

15. Behavioral
intention to
purchase
(RS_PI_BIP_1-4)

14.1 1 think the products of
secondhand clothes are
consistent with my values

14.2  Ithink the products of
secondhand clothes are
consistent with my
current lifestyle.

14.3  Ithink the products of
secondhand clothes
fascinate me

15.1 I choose to buy
secondhand clothes
rather than purchasing
clothes.

15.2  Itrytoreplace the
purchase of clothes with
the secondhand clothes.

15.3  Inthefuture, | will buy
secondhand clothes

5-point
Likert
scale

14. (Tu & Hu, 2018) from
(Taylor & Todd, 1995)

15. (Fishbein & Ajzen, 1977)
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rather than purchasing
clothes.

15.4  Inthe future, | will
voluntarily share my
thoughts on secondhand

clothes
5™ section:
Repair
Barriers to Clothes 16. | do not mend or have my clothes mended | 5-point (Diddi & Yan, 2019) from
Mending because: Likert (Gwilt, 2014), (Durrani,
(RP_BAR_1-7) — |don't have the skills scale 2018) and (Goworek, Fisher,
(7 items) —  It's too time consuming Cooper, Woodward, & Hiller,
— It'sinconvenient and not worth the effort 2012)
— lworry they would not look the same after
mending
— lworry they would not fit the same after
mending
— Alteration services are expensive
— Alteration services are hard to find in my
community
Motivations for 17. I would consider having my clothes mended | 5-point (Diddi & Yan, 2019) from
Clothes Mending if: Likert (Gwilt, 2014), (McLaren &
(RP_MOT_1-5) — ...l paid high prices for them scale McLauchlan, 2015) (Diddi,
(5items) — ...lhave a personal attachment to them Yan, Bloodhart, Bajtelsmit, &
— .. they fit me really McShane, 2019) and (Scott
— ...they continue to last longer & Weaver, 2014)
- . | try to reduce my environmental footprint
Attitudes toward 18. I feel repairing or mending clothing is: Semantic | (Diddi & Yan, 2019) from
Clothes Mending —  Unimportant—Important Differential | (Diddi, Yan, Bloodhart,
(RP_ATT_1-3) — Bad-Good Bajtelsmit, & McShane,
(3 items) —  Worthless—Valuable 2019) and (Scott & Weaver,
2014)
Clothes Mending 19. Clothes Mending Frequency: 5-point (Diddi & Yan, 2019) from
Frequency — I mend my own clothes Likert (Diddi, Yan, Bloodhart,
(RP_FRQ_1-4) — I help mend clothes for my family and/or scale Bajtelsmit, & McShane,
(4 items) friends 2019) and (Holroyd, 2016)
— I feel confident in my mending skills
— lask my family and/or friends to help mend my
clothes
Garment Disposal — Imainly dispose of garments because | no 5-point (McNeill, et al., 2020)
Behaviour longer think they are fashionable Likert
(RP_DIS_1-6) — I'mainly dispose of garments because they no | scale
(6 items) longer suit my taste/style

| often dispose of garments that can be
repaired

| normally throw damaged garments in the
trash
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— How | dispose of unwanted clothing greatly
depends on convenience to me
— lonly recycle garments when it's convenient to

me
Social pressure 21. Interpersonal 211 My family members 5-point (Tu & Hu, 2018) from
(7 items) influence believe that | should use Likert (Bhattacherjee, 2000)
(RP_INT_1-4) CBMs scale
21.2  |believe that | should
22. External use CBMs
influence 21.3 My family members
(RP_EXT_1-3) influence my using of
CBMs
21.4 My friends influence
my using of CBMs
221  Ithink mass media
influences my intention of
using CBMs
22.2  |think the viewsin
online forums influence
my intention of using
CBMs
22.3  |think what
celebrities say influences
my intention of using
CBMs
Clothes Mending 23. | intend to: 5-point (Diddi & Yan, 2019) from
Intention — Mend my clothes in the next year Likert (Gwilt, 2014), (McLaren &
(RP_INTE_1-3) —  Get my clothes mended in the next scale McLauchlan, 2015) and
(3 items) —  Learn more about basic clothes mending in (McLaren, Oxborrow,
the next year Cooper, & Goworek, 2015)
6™ section:
Rental
Perceptions 24. Social value 24 1Renting clothes would 5-point (Mohd Suki, 2016)
(10 items) (RN_SV_1-3) help me to feel Likert
25. Functional acceptable. scale

value
(RN_FV)

24.2 Renting clothes
would improve the way
that | am perceived.

24.3  Renting clothes
would make a good
impression on other
people.

Functional value-quality

(RN_FV_Q_1-3)

25.1.1 Renting clothes have
consistent quality.
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25.1.2 Renting clothes are
well made.

25.1.3 Renting clothes
would perform
consistently

Functional value-price

(RN_FV_P_1-4)

25.2.1 Renting clothes are
reasonably priced.

25.2.2 Renting clothes offer
value for money.

25.2.3 Renting clothes are
good product for the
price.

25.2.4 Renting clothes

would be economical

Risks
(14 items)

26. Social risks
(RN_SCR_1-7)
27. Financial risks
(RN_FIR_1-3)
28. Sanitary risks
(RN_SNR_1-4)

26.1 1 am worried about what
others will think of me
when | rent clothes

26.2  lam worried that my
friends might think | look
weird or funny in rented
clothing

26.3 lwill feel that the
clothing | rent might not
be in fashion

26.4  |willnot feel
comfortable wearing
rented clothes in public

26.5 It will be difficult for
me to be able to match
the rented clothes with
my current clothing

26.6 Rented clothing will
not match my own
personal image

26.7 lam worried that
rented clothing will not
look good on me

27 N will feel that | wasted
money to rent clothing
just for a shorter time

27.2 ltwillcostalotto
manage and keep the
rented clothing in good
shape

5-point
Likert
scale

26-27. (Lang, Seo, & Liu,
2019)

28. (Kim, Jung, & Lee,
2021) from (Park & Choo,
2015)
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27.3  |will feel that | wasted
money to rent clothing
but not own it

28.1This clothing is unlikely to
be clean.

28.2  Thisclothing is likely
to have stains or dirt.

28.3 Thisclothing is
unlikely to be hygienic.

28.4  This clothing would
not be seen as a new
product

Social pressure
(7 items)

29. Interpersonal
influence
(RP_INT_1-4)

30. External
influence
(RP_EXT_1-3)

29.1 My family members
believe that | should use
CBMs

29.2 |believe that | should
use CBMs

29.3 My family members
influence my using of
CBMs

29.4 My friends influence
my using of CBMs

30.1 I think mass media
influences my intention
of using CBMs

30.2 Ithinkthe viewsin
online forums influence
my intention of using
CBMs

30.3 Ithink what
celebrities say influences
my intention of using
CBMs

5-point
Likert
scale

(Tu &Hu, 2018) from
(Bhattacherjee, 2000)

Perceived Control
(5 items)

31. Perceived
behavioral control
(RN_PBC_1-5)

31.11 have the resources,
knowledge, and ability to
rent clothes.

31.2  Icanmake good use
of rented clothes.

31.3  Everything is under
my control when | rent
clothes

31.4  |am confident that |
can choose renting
clothes instead of buying
new ones in the next 6
months

5-point
Likert
scale

31.1-4 (Tu & Hu, 2018) from
(Ajzen, Action Control,
1985) and (Taylor & Todd,
1995)

31.5 (Ajzen, 2000)
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315 Renting clothes
instead of buying new
onesis up tome

Purchase intention
(7 ltems)

32. Compatibility
(RN_PI_C_1-3)
33. Behavioral
intention to
purchase

(RN_PI_BIP_1-3)

32.1 I think the products of
clothes renting are
consistent with my
values

32.2 Ithink the products of
clothes renting are
consistent with my
current lifestyle.

32.3 Ithink the products of
clothes renting fascinate
me

33.1 I choose to rent clothes
rather than purchasing
clothes.
| try to replace the
purchase of clothes with
the renting of clothes.
33.3 Inthe future, | will rent
clothes rather than
purchasing clothes.
33.4 Inthe future, | will
voluntarily share my
thoughts on clothes
renting

33.2

5-point
Likert
scale

32. (Tu & Hu, 2018) from
(Taylor & Todd, 1995)

33. (Fishbein & Ajzen, 1977

7" section:
Remake and
remanufacture
(Upcycle)

Perceptions
(10 items)

34. Social value
(RM_SV_1-3)
35. Functional
value

(RM_FV)

34.1 Upcycled clothes would
help me to feel
acceptable.

34.2 Upcycled clothes
would improve the way
that | am perceived.

34.3 Upcycled clothes
would make a good
impression on other
people.

Functional value-quality

(RM_FV_Q_1-3)

35.1.1 Upcycled clothes
have consistent
quality.

5-point
Likert
scale

(Mohd Suki, 2016)
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35.1.2 Upcycled clothes are
well made.

35.1.3 Upcycled clothes
would perform
consistently

Functional value-price

(RM_FV_Q_1-4)

35.2.1 Upcycled clothes are
reasonably priced.

35.2.2 Upcycled clothes
offer value for money.

35.2.3 Upcycled clothes are
good product for the
price.

35.2.4 Upcycled clothes
would be economical

Risks
(14 Items)

36. Social risks
(RM_SCR_1-7)

37. Financial risks
(RM_FIR_1-3)

38. Sanitary risks
(RM_SNR_1-4)

36.11 am worried about what
others will think of me
when | use upcycled
clothes

36.2 |am worried that my
friends might think | look
weird or funny in
upcycled clothing

36.3 lwillfeelthat the
upcycled clothing might
not be in fashion

36.4 |willnot feel
comfortable wearing
upcycled clothes in
public

36.5 It will be difficult for
me to be able to match
the upcycled clothes
with my current clothing

36.6 Upcycled clothing will
not match my own
personal image

36.7 lam worried that
upcycled clothing will not
look good on me

37 1l will feel that | wasted
money to buy upcycled
clothing just for a shorter
time

37.2 ltwillcostalotto
manage and keep the

5-point
Likert
scale

36-37. (Lang, Seo, & Liu,
2019)

38. (Kim, Jung, & Lee,
2021) from (Park & Choo,
2015)
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upcycled clothing in
good shape

37.3 lwill feel that | wasted
money to upcycled
clothing

38.1This clothing is unlikely
to be clean.

38.2 Thisclothing is likely
to have stains or dirt.

38.3 Thisclothingis
unlikely to be hygienic.

38.4  This clothing would
not be seen as a new
product

Social pressure
(7 items)

39. Interpersonal
influence
(RM_SP_INT_1-
4)

40. External
influence
(RM_SP_EXT_1-
4)

39.1 My family members
believe that | should use
CBMs

39.2 |believe that | should
use CBMs

39.3 My family members
influence my using of
CBMs

39.4 My friends influence
my using of CBMs

40.1 I think mass media
influences my intention
of using CBMs

40.2 Ithink the views in
online forums influence
my intention of using
CBMs

40.3  Ithink what
celebrities say influences
my intention of using
CBMs

5-point
Likert
scale

(Tu & Hu, 2018) from
(Bhattacherjee, 2000)
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Perceived Control
(5 items)

41. Perceived
behavioral control
(RM_PBC_1-5)

4111 have the resources,
knowledge, and ability to
buy upcycled clothes.

41.2  |canmake good use
of upcycled clothes.

41.3  Everything is under
my control when | buy
upcycled clothes

41.4  lam confident that |
can choose upcycled
clothes instead of buying
new ones in the next 6
months

415  Upcycled clothes
instead of buying new
onesis uptome

5-point
Likert
scale

41.1-4 (Tu & Hu, 2018) from
(Fishbein & Ajzen, 1977)
and (Taylor & Todd, 1995)

41.5 (Ajzen, 2000)

Purchase intention
(7 ltems)

42. Compatibility
(RM_PI_C_1-3)

43. Behavioral
intention to
purchase
(RM_PI_BIP_1-
4)

42 1l think the upcycled
products consistent with
my values

42.2  Ithink the upcycled
products are consistent
with my current lifestyle.

42.3 Ithink upcycled
clothes fascinate me

43.11 choose to upcycled
clothes rather than
purchasing clothes.

| try to replace the
purchase of clothes with
upcycled clothes.
43.3 Inthe future, | will

upcycle clothes rather

43.2

than purchasing clothes.

43.4  Inthe future, | will
voluntarily share my
thoughts on upcycling
clothes

5-point
Likert
scale

42, (Tu & Hu, 2018) from
(Taylor & Todd, 1995)

43. (Fishbein & Ajzen, 1977)

8™ section:
Demographic

Demographic

44 Individualism
(INDV_1-3)
45. Demographic

44 1 Ilive my life in my own
way

4472  ltisimportant for me
to pursue my own
personality

443 | make decisions and
act in consideration of
my own interests rather

44 5-
point
Likert
scale

45,
Multiple
choice

44. (Kim, Jung, & Lee,
2021) from (Lee & Suk,
2017) and (Han & Na,
2004)
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than the interests of the
group.

451 Sex (SEX):
—  Woman
- Man
—  Other

45.2 Age (AGE).
- 18-24
- 25-34
- 35-44
- 45-54
- bb-64
— Overo4

45.3 Education (EDU):
— Secondary school
graduate
— Graduate of higher
education
— Master's degree
holder
— Holder of aPh.D
45 .4 Stay (STAY):
— Village
- City
— large urban center
45.5 Monthly income
(M_INC):
— Uptob00€
— 501-1,000€
- 1,001-1.500€
- 1.501-2.000€
— Over2.001€
45.6 Monthly clothing
expenses (M_EXP):
- 0-50€
- 51-100€
- 101-200€
- 201-300€
- 301-400€
— 400-500€
—  Overb01€
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Appendix B: Questionnaire from Google forms as it was distributed

EpwtnuatoAoylo

KaAeioTte va CUPPETAOXETE OE Pl HEAETN OXETIKA UE SLEPELVNON TWV OTACEWY KAl TWV
QVTIAYEWYV TWV TTEAATWY WG TPOG TA KUKALKA povTéNa otn Blopnxavia tng podag. H peAétn
anotelel p€pog NG AtmAwpaATIkinG Epyaciag tng Xaptg KapBouvn oto Tuipa Mnxavikwy Zxediaong
MpolovTwWY Kat ZuoTnuAtwy Tou Maverotnuiov Atyaiov. H cuppeToxn eivat evieAwg eBENOVTLIKA.
Ma va AaBete pEpog anatteital va eiote TovAdylotov 18 eTwyv. H peAétn Ba diapkeoel mepimou 10-
15 AeMTA Kal €xel eyKpLOei amo tnyv emuBAENovoa kadnyntpta tng AE, ka. E. PnyomovAov. EXeTe To
SiKaiwpa va anocVpeTE TN CUPUETOX 0Ag OToLAdNTIOTE OTLYHR KATA TN SldpKela TNG HENETNG
XWpig ouveneleg, KAeivovTag amAwg To Mpoypappa eptnynong. Kabwg dev cuAAEyoupe oTolxeia
TavTomoinong, 6Aa ta dedopéva Ba eival avwvupa. EQv €XETE OMOLETONTIOTE EPWTNOELG, OTEIATE OV
email oto charakarvouni@gmail.com

* Required

1. Tvwpilw ta e€ng povteAa: *
Mark only one oval per row.

KaBohov  Alyo  Apketd ToAd  AmoAuvta

Patchwork O

AvtalAayr) pooxwv @D, @) ) (

Metanoinon povxwv N —
(Upcycling) — — ks () (D

Metayeipiopéva N — ; ‘
povxa (Second-hand) ~— ~— 5

Evoikiaon polxwv D ) @)

MicOwon Qv —
navreAoviwv ==

ETuoKevn polywv D @) ) (

Eav oe 0Aa €xete anavTroel "KaBoAov' 1) "Aiyo" oag euxaplotw moAL yia Tov xpovo oag! Aev
XPELAZETAL VA CUVEXIOETE OTNV CUUTANPWON TOU LTIOAOLTIOU EpWTNHATOAOYIOU.
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2.

leVIKEG EpWTNOELG

EniAe€te peTagd Twv emAoywy avaloya pe tov Badpo dtagpwviag f cuppwviag oag *

Mark only one oval per row.

Aev yvwpilw/ Aev

‘ KaBoAou
anavtw

Alyo

ApKeTd

MoAl

AnoAvta

O YnuKoi pomot
napdyovrat Kata
TNV KaTaoKevn
CUVOETIKWV N
Blopnxavikwv
WV ONwg o
TIOAVECTEPQAG.

Mropei va cupBei
aTHOCPALPIKD
pomavon Kata
duapkela
OPLOPEVWV KOLVWV
Sadbikacuwv
Bapric
UPACHATWV.

O1 dadikaoieg
Baeprig kat
pwipiopatog
UPACHATWYV
XPrOHOTIOL00V
TOAD VEPO.

Ta anoppunavtika
pOUXWV IOV
TMEPLEXOLV
(PWOPOPLKA AAata
Hmopei va givat
Tmyi ponavong
TOU VEPOU.

Ta putad kaL Ta
{wa £xouvv T0
Sikaiwpa vapéng
HE TOUug
avBpwioug.

MAnowaZovpe oto
0OpLo ToL apLBpoL
Twv avlpwnwv
TIOU PTOPEL va
unootnpigeL n .

H avBpwnomra

Karaypdrat
coBapa to
nepBailov.
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H yn eivaw cav éva
SaotnuomAolo pe — — ~ — — p
TIEPLOPLIOPEVO — — — — R )
XWPO Kat Iepoug.

‘Otav o1 avlpwnot

napeppaivouv otn

pioT, avTo £xeL — — — = —
m,xvd o -/ S 4,' \ / \\”7/‘
KATACTPOPLKEG

OUVETELEG.

H woopporia tng

(puoNG €ival oAV

ettt kat pmopei D @D @) O (
€0KoAa va

SuatapayOei.

3. EmiAe€te petagd twv emhoywyv avdloya pe tov Babuo dapwviag r cuppwviag oag *
Mark only one oval per row.

KaBohov  Ailyo  Apketd ToA0  AmoAuta

Motedw OTL N Xprion
BlwowY TPOIOVIWY
0a wpeAoeL TV ‘
Kowwvia, To —
mepBAAAov Kat Tnv

olKovopia.

NuwBw KkaAa pe tov
€aUTO pov otav — ’ —
XPNOWOTIOLW — — —/ / _
Buwoa npoiovra.

Motedw Mwg n
aswpopia sival pua D @ ) @) (
ONUAVTIKI) GOKNOT).

JTevaywplépal otav
BAénw oo — — — — ~—
KATaoTpEPETAL To — — — — —
(PUOLKO TIEPLBAAAOV.

Motedw OTL N Xprion

BLWOIHWY TIPOIOVTWYV

ano pépoug pov Ba

cupBdAel otn peiwon

G poTaveng Kat O - -, @)
otn BeAtiwon tov

nepiBdlhovrog, Tng

KOLVWviag kat Ineg

OLKOVOHiagG.
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4. Emnilegte petadL twv emtAoywyv avdloya pe Tov Babpo dapwviag r cuppwviag oag *
Mark only one oval per row.

KaBohov  Ailyo  Apketd ToAd  AmoAuta

Me evdiapepet

TIEPLOCOTEPO N — — — — —
ToLOTNTA TWV — — e
POUXWV TLapad n Tn.

Kdvw 8uaitepn

Tpoonabela ywa va

EMAEEW TNV - ) @) @) O
KAAUTEPN TOLOTNTA

pPOUXWV.

levikq, n mowdtnTa

bev eival o mpwtog

TlapAyovTac mov @D ) @) ) @)
avaintw otav

Tyaivw ya pwvia

Juvr0wg ayopalw
HAPKEG LPNARG D D, @ ) ()
moLoTNTAG.

Mpémnel va SLaAEEETE pia amo TIG MAPAKATW EVOTNTEG We BAon ToLd HOVTEAD
i YVwpileTe eplooodTEPO!
Mpocoxn! (EruAé€Te kat matrnote Next yla va cuvexioeTe)

5. MapakaAw eMAEETE TO HOVTENO TIOL YVwpPileTal KAADTEpa: *
Mark only one oval.

() Metayetptopéva povxa (Second-hand) Skip to question 6
@) Evoikiaon pouxwv Skip to question 27

() Eudtopbwon pobywv Skip to question 17

() Metanowuéva povxa (Upcycled) Skip to question 37

75



Skip to question 48

Metayelplopgva pouya (Second-hand)

6. Emile€te peTagh Twv emhoywv avaloya pe tov Babud dtapwviag i cuppwviag oag *

Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAbd  AmoAuta

Ta petaxeipiopéva

momgae 5 O O
ponBovocav va viwbw — — = — —
anodeKTOC/N).

Ta petaxeipiopéva

pouxa 6a BeAtiwvav

oV 'Tpt'mo HE TOV — s B —= O
ornoio pe —
avtiAapBdvovTtat ot
YOpWw pov.

Ta petaxeipopéva

pouxa 6a ékavav

KaAr} evronwon @D ¢ ) D) @) )
oTOoUG GAAOUG

avlpwmnoug.

7. Emike€te peTagL Twy emAoywv avaloya pe tov Badpo dtapwviag i cuppwyiag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAb  Amoiuta

Ta petaxeiplopéva
poixa £xouv otadepi) D @) D @) D)
mowoTNTa

Ta petaxeipiopéva
pouxa givat
Kaho@Tlaypéva.

Ta petaxeipiopéva ‘
polxa anodidouvv -, @)
otabepd.
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8. EmiAe€te petagd twv emthoywv avdloya pe tov Babpo dapwviag r cuppwviag oag *
Mark only one oval per row.

KaBohov  Alyo  Apketd ToAd  AmoAuvta

Ta petayeipiopéva - -
povxa £X0uV AOYIKEG @) @) ) D D
TIPEG.

Ta petaxeipiopéva

pol'IX(l Hpompépouv C ) O N TN 7%
Kkahr) oxéon — = - O )
TOLOTNTAG Kat TLYAG.

Ta petaxeiplopéva

pouxa givat

a€16moTa poiovTa @D ) @)
OE OXEON PE TNV Tiun

TOuG.

Ta petayeipiopéva
pouxa sivat @) @& ) ) D
OLKOVOWILKA.

9. EmiAe€te petagd twy emhoywyv avdloya pe tov Babuo dapwviag r cuppwviag oag *
Mark only one oval per row.

KaBohov  Alyo  Apketd ToAd  AmoAuta

Avnouyw yta 1o Tt 8a

OKEPTOUV oL GAAOL

ya péva 6tav popdaw @D, @D D) @) @D
UETaxELPLOPEVA

pouxa.

Avnovxw PAMwG ot

iAot pov pe

Bewpovv nepiepyo/n — ~— — — ~—
1 aoteio/a gav Popw — S " 7 7
HETaxeLPLOPEVA

pouxa.

Motedw oTL Ta

pouxa rov ayopalw

o€ Kataotipata — — —, P -
HETAXELPLOPEVWV ~— — — N
UTopEi va pnv givau

e podag.
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Asv viwbw aveta

(PopWVTAg Ta — — — — —
PETaEIPIOPEVa — —t e S x
pouxa dnpoota.

©a givat 50okoAo yla

Héva va PTiopéocw va

ouvbudow Ta D @) ) @) D
UETAXELPLOPEVa PE Ta

TpEXOVTA polXa Hov.

Ta petaxeipiopéva

pouxa bev Ba

TapLaouv P TNV ) ) O ) @)
TIPOCWTILKI} HOL

€Kova.

Avnovxw OTL Ta

UETaXELPLOPEVA — — — P —
pouxa dev Ba pov — st — ~— ~—/
TapLafouv.

Enile€te petagh Twv emAoywyv avaloya pe Tov Babuo dtapwviag f cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

Moteldw OTL

onatrdAnoa xpnuara

yia va ayopaow @) D) @ @) @)
HETAXEPLOPEVa

pouxa.

Motedw OTL KOOoTi{EL

oAU n daxeipion kau

I CUVTIPNOT TWV ) - — p— PR
HETAXELPLOPEVWV — R — — —
POUXWV o€ KaAr)

Katdaotaor.

0a viwow oTL

onatdAnoa xpnuata — — — — —
yla peTaxelpiopéva — — — = =
polxa.
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11.  EmiAegte petagy twy emhoywyv avdloya pe tov Babpo dapwviag n cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd [oAb0  AmoAuta

AvuTO TO poU)O Eival
amniBavo va givat @D D ) @) (
Kabapo.

AuTO TO pOoUYO eival
Tuéavé va Exet D D) ) @
AEKEDEG 1) BpwpLd

AvuTo 10 poU)o eivat
amniBavo va givat @) @) @ ) (
UYLELVO.

AuTO 10 pouxo dev Ba

pmopouloe va N Y ~ i a
OswpnBei wg véo —r — Rt —— —
TPOoIoV.

KukALKd povtela
Ta KUKALKA HovTEAQ oTnV Blopnxavia Tng Hodag cupmepAauBAvouy: Tn HETAMWANGCN, TNV ETILOKELN, TNV
gvolk{aon Kat TNV avakatackeun Twy pouxwV.

12.  Emile€te petagL twv emhoywv avdloya pe tov Babpo dapwviag n cupewviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAU0  AmoAuta

Ta péAn g

OLKOYEVELAC POV Kat

I OLKOYEVELd HOU ' — — ) —
TOTEDOLV OTL IPEMEL = == —
va XProtonoLw

KUKALKG HOVTEAQL

MoTedw OTL IPEMEL
Va XproL|IOTION oW @D D @) ) )
KUKALKG HOVTEAQ

Ta péAn g

OLKOYEVELAG POV

£mnpealouy To Toco - - @) ) )
XPNOHOTIOLW

KUKALKG povTEAQ.

O iAot pou

€MNPEG{OLV TO TIOCO — — — — o
XPNOLOTIOWR — e \ )

KUKAIKA HOVTEAQ

79



13.  Emile€te petagy twv emhoywyv avdloya pe tov Babpo dtapwviag n cupgewviag oag *
Mark only one oval per row.

KaBohouv  Aiyo  Apketd TMoAb  AmdAuta

Ta péoa paqikng

evnpépwong

ennpeadouvv tnv — — — p— —
TpG6OEoT) pov va — ~— N/ —/ )
XPNOHOTIOU|0W

KUKALKA HOVTEAQ

O anoyelg oe

SiadbikTuaxa popovp

€MNPealouvv TNV ~— — —
TipoOEaT) pov va — — — — S
XPNOLHOTIO oW

KUKALKG pOVTEAQ.

AuTO TIov A€VE oL

Sudonpol emnpeadet

TNV TpdBeoT Pov va @) D D @) @
XpPnoonoujocw

KUKALKG HOVTEAQ

14. Emile€te petagL twy emhoywyv avdloya pe tov Babuo dapwviag n cupewviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

‘EXw TOUug IOpouG, TIg

YVWOELC Kat TNV

Kavotnta va — — — — —
avopdzm ‘;\7/, = = J ‘7/’ \\ . ‘\*/,
HETAXEPLOPEVA

pouxa.

Mnopw va

XPNoOToI oW

owoTd Ta @) @) - -
HETaXepLoPéva

pouxa.

‘OAa givat uno tov

€AEYXO pou otav

ayopalw &) @) @) @D D
HETAXEPLOPEVa

poixa
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Eipat ciyovpog ot

HUnopw va eMAEEW

HETaepLopEva

poixa avti va @) @D @) ) @)
ayopdow Kawvoupyla

Péoa oToug

EMOPEVOUG 6 PNVEG.

To va ayopaiw
HETaXEPLOPEVA
polxa avti va
ayopd{w kawvoupyla
e€aptaral ano spéva.

15. Emile€te petagL twy emhoywyv avdloya pe tov Babuo diapwviag n cupewviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

Ta petayeipiopéva
poixa cuvadouv pe
TG agieg pov.

Ta petayxeplopéva

pouxa ocuvadouv pe PR — — o S
Tov TpEYXovTa TPOTo — Nt — — —
{wng pou.

Ta petaxepiopéva
povya e o O o o O
ouvapnafovv.
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16. ZupPWVW Pe Ta akoAovba: *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

EmiA\éyw va ayopalw

HETaXePLOPEVa

povxa avti va O o O O O
ayopadw kawovpyla

poixa.

MNMpoomadw va

avTIKaTaoTiow v — — — — P
ayopa VEwV podxwv : / \ \
HE PETAXELPIOPEVA.

(
C
(
l

C

210 HENAOV, Ba

ayopalw

HETAXEPIopEVa @) O O - -
pouxa avti va

ayopadw veéa.

310 péNAov, 6a

Hopactw

OIKEL0BEAWG TIG —
OKEWELG POV yia Ta h
HETaXEPLOPEVa
poixa
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Skip to question 48

Emudiopbwon polxwyv

17.  Aev emokevdlw, OLTE TNYAiVW VA POU ETILOKELACOLY TA pouXA HOU ylati: *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

Aev £Xw T p
e, -, o O O -,
Eivat moA0 @ @ O @
XpovoBopo.

(3 & O

a&ilel Tov KoTMo.

Avnouxw otTL 6ev 6a
(paivovtat To idlo
HETA TNV ETUOKEUN).

)
Aev BoAebel kat bev O O
@) O

0
0
0

Avnouyxw otL 6ev Ba
€XEL TNV idla
£Qappoyn PeTa v
ETLOKEDN).

O
O
O
O
O

OLunnpeoieg
Hetamnoinong sivat ) )
axkpiLBEG.

0
O
O

OL unnpeoieg

peTanoinong ivat : . ) R —
60okoAo va BpeBoiv O O -/ @) -,

OTNV MEPLOYT) HOU.

M
)
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18. Oa OKEQTOWPOULV va ETILOKELACW TA POUXA HOU EAV: *

Mark only one oval per row.

KaBohov  Aiyo  Apketd [oA0  AmoAuta
... fitav akpiBa oo o o O

. . . €iXa MPocWIKO
s -, o O

600 padi toug

.. . pou taipalav P —
Hosrigtag O O O

TOAD

010

... ouvExi{av va

poplovvral yua ) @)
TMEPLOCOTEPO KALPO

0

O

-
-
-

... mpoontadovoa va

HEWOW TO O O O

nEPLBAAAOVTIKO OV
anotinwpa

O
O

19. AwBavopat 0TL n €MLOKELN pouXwYV eivat: *

Mark only one oval.

Emovolwdng InUavTikn

20. AwoBdvopatl OTL N EMOKELN pPoUXwWV givat: *

Mark only one oval.

Kahn Kakn

21. AwoBdvopal OTL n EMOKELN polXwWV givat: *

Mark only one oval.

EuteAng MoALTLUN
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22.  Tuxvotnta emudlopbwong pouxwy: *
Mark only one oval per row.

KaBoAouv Alyo Apketda oAb  AmoAvta

Emokevadw povog
HOL Ta pova Hou.

BonBaw otnv
ETLOKELI TWV
pPOUXWV yia Tnv
OLKOYEVELG HOU Ka/f)
Toug piloug pov.

AwoBavopat
oiyovpog/n yia TG
LKAvOTNTEG HOU OTNV
embLopOwon
POUXWV.

ZnTw anod v
OLKOYEVELA HOL Kau/h)
TOUG PiAoug pou va
pE BonBrjcouv va
EMOKEVAOW TA
pouyxa pou.

23.  Iuppwvw pe Ta akoouvba: *
Mark only one oval per row.

KaBdohou  Alyo  Apketda TMoAd  Amoivta

Metaw Kupiwg povxa

yuati dev vopidw 6T @) O @) (@) )
€ivat ma ¢ podag.

MeTaw Kupiwg povxa

ylati 6ev taipraovv — ) N ) )
TAEoV 0T0 OTUN/ = = = = =
yoUoTo pou.

Juxva netdw povxa

TIOL PTIOPODV va D @) O ) -,
EMLOKEVACTOUV.

Juvibwe METAW Ta

KateoTpappéva D) O @) @) @)
polxa ota oKoutidia.

To mov Ba netalw Ta

avemOounta povxa

e€apratatoe peydho () o O O )

BaBpo amo 1o mov pe
BOAELEL va TO KAVW.

AvakukAwvw podxa
povo Otav pe
BoAeveL

j
J
O
0




24. Emnike€te petagh Twv emAoywyv avaloya pe tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Alyo  Apketa ToAd  AmoAuta

Ta péAn g

OLKOYEVELAC POV Kat

N OIKOYEVELG pHov — — P ‘
TucTEVOLV OTLTIpENEL — — — —
va XprotUonoLw

KUKAIKA pHOVTEAQ

Motedw OTL MPEMEL
va XprolHoToow @D @D ) @D, O
KUKALKG PHOVTEAQL

Ta péhn tng

OLKOYEVELAG POV

£MMPEG{OLV TO TIOGO @) ) @D @D
XPNOLHOTIOLW

KUKALKG pOVTEAQ

Ot iAot pou

€NNPEGOLY TO TIOCO — — — . P
XPNOLHOTIOLW —/ N -, = -
KUKAIKA pHOVTEAQ

25. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd TloA0  AmoAuta

Ta péoa pagikng

evnuépwong

ennpeadouvv TNV — — — — —=
]'[péasol"l 'lou vu \ ‘7‘," \ " . TR , S N
XPNOHOTIOU oW

KUKALKA HOVTEAQ

Ou anoyeig o

61ad1KTVAKG POPOLY

€Mnpealovyv TNV — o — = =
Tip6BeaT) pov va — — — /) .
XPNOHOTIOU oW

KUKALKG povTEAQ.

AuTO TIoU A€VE OL

didaonpol emnpeadet

NV npoBeot] pov va @D ) & D D)
XPNOLHOTIOU oW

KUKALKA HOVTEAQL
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26. Emike€te peTagh Twv eTAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd [oAl0  AmoAuta

Na emokevaow

povog/f pouv Ta — 7
poiya jov Tov . >
EMOPEVO XPOVO.

Na ndw va pov
€MLOKEVACOLY Ta — — — — —

polxa pov Tov
EMOPEVO XPOVO.

Na padéw

MEPLOCOTEPQ YIA TNV

Baoiki} EMOKELN @) @D (
POUXWV TOV EMOPEVO

XpOvo.
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Skip to question 48

Evolkiaon pouxwy

27. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBoAou Alyo  Apketd oAb  AmoAuta

H evoiaon podxwv
6a pe BonBoioe va @) O
VIwOw anodekTog/1).

)
0

H evoiaon podywv

0a BeAtiwve TOV

TPOTO IE TOV OO0 D D
He avtihapBavovtat

oL yOpw pov.

H evoikiaon poldxwv

6a €kave Kahn — N — P— P

EVTOTIW ( — — g )
0T} GTOUG

GAAoUG avOpwIoug.

28. Emike€te petagh Twv emAoywyv avaloya pe tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

Ta evowkia{opeva

pouxa £xouv oTabep) @) D S O @D
nowTnTa

Ta evowkia{opeva
pouyxa sivat D @) O @) @)
KahopTiaypEva.

Ta evokia{opeva
pouxa Ba arnodidouvv
HE CLVENELQL

O
0

)
)
O
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29. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

Ta evowkia{opeva
poUXa £X0UV AOYIKEG )
TIPEG.

Ta evowkia{opeva

poUxa TPOCPEPOLV - ) = ) S
Kalkiyoxeon - - () ) -
MoLOTNTAG Kat TING.

Ta evowia{opeva

pouxa givat

aiémorta npoiovra @) @) ) ) @)
OE OXEOT) PE TNV TN

TOUgG.

Ta evowiaopeva
pobya sivat D D @) @) @D
OLKOVOUIKA.

30. Emihe€te petagh Twv emAoywyv avaloya pe tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

Avnouyw yua To Tt 6a

OKEPTOULV oL GAAOL ) — N — S
yla péva 6tav popdw — — ’
evolKla{opeva pouya.

(
e
[

Avnouxw pRnwe ot

iAot pou pe

Oswpolv mepicepyo/n - — ~ — e
N aoteio/a — — — N

(PopWVTAg

evolKla{opeva povya.

Motedw OTL Ta

poUxa Tov VOIKLA{w —_— — — — —
propei va pnv givat — ! -
e podag.

Aev viwbw aveta

(popwvTag Ta — — —
€volKlaopeva povya — s = = —
dnuooa
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BOa eival d0okolo yla

Héva va pmopgow va

ouvbvaow Ta D @) -, @ -
evolKla{opeva Pe ta

TpEXOVTA povya Hov.

Ta evowkia{opeva

poulxa dev Ba

Taiplaouvv Pe TNV @D @D @D @ (
TPOCWIILKN HOU

€1Kova.

Avnouyw OTL Ta

evolklaopeva pooxa — — — — —
Sev 6a pov — — — —
Taipladouv.

31. Emihe€te petagd Twv emAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToA0  AmoAuta

Motedw ot

onatrdAnoa xpnuata

yia va voikiaow O @) & J @) -
polxa yla Jikpo

XPOVIKO diaotnua.

Motedw OTL KOOTi{EL

oAU ) daxeipion kat

) CUVTIPNOT) TWV — — s P .
EVOLKLA{OPEVWV S— ~— N - __J
polXwV o KaAn

Katdotaon.

Oa viwow oTL
onatrdAnoa xpnuata
yla va volK1aow ~ — Y
poixa Tou dev Ba e = — — —
£XW oTNV Katoxn

Hou.
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32. Emike€te petagh Twv eTAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd oAl  AmoAuta

AuTO TO pOUYO Eival

amnifavo va givat D) D) @) D @)
Kabapo.

AuTO TO poU)oO eival

Tuéavo va £xet @) @) D @D @)
AeKEDEG 1) BpwpLd

AuTO TO poU)O eival

anibavo va givat @) @) S @) @)
UYLEWVO.
AuToO 1O pou)o dev Ba

TIopooE va - — — J— -
B 4 @) O O O O
BewpnBei wg veo — — — — —

TPOIOV.

KukALkd povtela
Ta KUKALKA HovTEAQ oTnV Blopnxavia Tng Hodag cupmepAapBAavouy: Tn HETAMWANGCN, TNV ETILOKELN, TNV
gvolk{aon Kat TNV avakatackeun Twy pouxwy.

33. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

Ta péAn g

OLKOYEVELAG POV Kat

n OI.KO'Y!'-:VEl'd Hou ' @ O S O )
TUOTEVOLV OTL MPEMEL — — o —
va XpnotLyoToLw

KUKALKG HOVTEAQ

Motedw OTL IPEMEL
va XpnoLonoLow @) ) ) -,
KUKALKA HOVTEAQ

Ta péAn g

OLKOYEVELAG POV

£TnpEalouY TO 006 C O O O O
XPNOLHOTIOLW

KUKALKA pOVTEAQ.

Ot iAot pou

€Mnpea{ouvv To OCO ) — — — —
XPNOLHOTIOLW = = =
KUKALKA povTEAQ
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34. Emike€te petagh Twv emAoywyv avaloya pe tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd TloA0  AmoAuta

Ta péoa pafikng

evnuépwong

€MnNpeaouvv TNV — gy — — =
Tip6BeoT) pou va — — — —/ -
XPNOHOTIOU oW

KUKALKG PHOVTEAQ

O anoyelg oe

SiadbikTuaxa popovp

€MNPEAouvv TNV — — — ~ —
Tip6BeoT pov va =— — — N~ :
XPNOHOTIOU oW

KUKALKG povTEAQ

AuTO TIoU A€vE oL

dldaonpol emnpeadet

NV ipéBeoT Pov va @) D) O D O
XPNOLHOTIO oW

KUKALKA POVTEAQ

35. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd [loAl0  AmoAuta

‘EXw TOUg IOpouG, TIg

YVWOELG Kat TNV — — — — —
KavotTa va o it — et
volKLa{w pouxa.

'OAa givat un6 tov
£AeyX0 pov 6Tav @) CH) ) @)
VOIKLG{w pouxa.

Eipat oiyovpog ot

pmopw va eTAEEW va

VOIKIGow povxa avti

va ayopdow -, O O -, O
Kawvoupyla yéca

OTOUG EMOPEVOUG 6

prives.

To va voikidow poivxa

avti va ayopaiw — — — — —
kawvovpywa e€apratat St ; .
ano spéva.
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36. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAb0  AmoAuta

Ta evowiaopeva
poixa cuvadouv pe @) @) @D @D @D
TG a&ieg pov.

Ta evowia{opeva

pouxa cuvadouv pe — — — — —
ToV TpEXOVTA TPOTOo — — — — —
{wrig pov.

Ta evowia{opeva
poixa pe ) ) @) ) -
ouvapnalovyv.

Emi\éyw va voikiadw

pouxa avti va ~ ~ ~— ~— —
ayopaZw Kawvoipyla ot e =¥ = —
pouxa.

Mpoonadw va

avTIKaTaotrow tnv — — ~— — —
ayopd VEwv polxwv — — ~— =
He evokia{opeva.

210 yéNhov, 6a
vOIKLG{w pouxa avti ) D @) () ),
va ayopddw véa.

310 péNhov, 6a

Holpactw

OIKEL00EAWC TIC D) D C
OKEWPELG HOU Yia Ta

evolKla{opeva pooya.
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Skip to question 48
Metarnotwnuéva potya (Upcycled)
37. Emike€te petagh Twv emAoywyv avaloya pe Tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

H petanoinon
pouXwv Ba pe ) ) ) = —
BonBouoe va viwbw — — — — —
anodeKTOG/N).

H petarnoinon

polixwv Ba BeAtiwve

TOV TPOTO JE TOV — P s s —
omnoio pe — e/ -
avtiAayBavovtat ot

YyOpw pov.

H petanoinon

polXwvV Ba ékave

KaAr) evtonwon C_ D ) @D @)
0ToUug AAAOLG

avlpwmnoug.

38. Emike€te petagh Twv emAoywyv avaloya pe tov Babuo dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

Ta petanownpéva B
poUxa £xouv otabepr) @) @) @D @) @)
nowTnTA

Ta petanownpéva
povxa giva @) ) @) (D)
KaAOQTLaypEva

Ta petanowmnpéva
polya anodidouvv @) O @ ) -
otaBepa.
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39. EmiAe€te petagh Twv emAoywyv avaloya pe Tov Babuod dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohouv Alyo  Apketd ToAb  AmoAuta

Ta petanowmnpéva
poUxa £X0UV AOYIKEG D ) @, @) )
TIPEG.

Ta petanownpéva

polxa TPOCPEPOLV — — — —
. . \ J \ Y/ \ \ J \ y

KaAr) oxéon = = = — =

MoLOTNTAG KAt TWNG.

Ta petanowmnpéva

poulxa eivat

a€lomorta npoiovra @) ) @) ) @)
OE OXEOT) JE TNV TIpi

TOUuG.

Ta petanownpéva
pouxa givat @) @) ) S )
OLKOVOMIKA.

40. EmiAe€te peTtal Twyv emAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohouv  Aiyo  Apketd TMoAb  AmdAuta

Avnouxw yla To Tt 6a

OKEPTOULV oL GAAOL — e ==Y p— e,
yia péva 6tav gopdw — — -
peTanoinpéva povya.

AvnouXw PRnwe ot

pilot pou pe

Bswpoiv mepiepyo/n — S ™ — o
1 aoteio/a 6tav — — — — —
popaw

pETanonpéva povya.

Motedw 6T Ta

HeTanounpéva povxa

Tov ayopalw pmopei - @) - - -,
va pnv givat g

Hobdag.

95



Agv viwbw aveta

(popwvtag Ta — — — — —
pETanonpéva povya = = et ‘
dnuooa

BOa givar d0okoAo yia

Héva va pmopéow va

ouvbuaow ta @) D ) D)
HETamonpéva Je ta

TpEXOVTA pouxa Hov.

Ta petanowmnpéva

poixa dev 6a

Taptadouv pe TNV @) - ) (
TIPOCWITLKI] HOL

€1KOVa.

Avnouyw OTL Ta

peTanonpéva povxa — = —~ s —_
5ev 6a pou ~— — — — —
Taipladouv.

41.  Emnihe€te peTagl Twv erAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl  AmoAuta

Motedw ot

onatrdAnoa xpnuara — — — — —
yla va ayopaow Rt o — — —
HeTanounpéva povya.

Miotedw OTL KOOTIZEL

TOoAU n daxeipion kau

I CUVTIPNOT TWV ) ~— ) — )
HETATONUEVWV === P — —=
POUXWV OF KaAn

Kataotaor.

Oa viwow 6Tt

onatrdAnoa xpripata — P P . .
yia petanonpéva — \

poixa.
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42. Emnihe€te petagl Twyv emAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *

Mark only one oval per row.

KaBoAouv Aiyo

ApkeTd

MoAL

AmoAuTa

AvuTo 10 pou)o eivat
aniavo va ivat @) @)
Kadapo.

)
—/

AuTO TO pOoUYO Eival
Tlavo va xet
AeKEDEC 1) Bpwpid

AuTO 1O poUxo Eivat
anifavo va sivat D) @)
UYLEWVO.

AvuTo 1O pou)o dev Ba

HMopoUloE va o —
OswpnOei wg véo —
TPOLOV.

KUKALKA povTéAa

Ta KUKALKA HOVTEAA oTnV Blopnxavia Tng Hodag cupmepAapBAavouy: T JETAMWANGCN, TNV ETILOKELN, TNV

€volKiaon Kat TNV avakataokeur Twy pouxwV.

43. Emile€te peTagl Twv erAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *

Mark only one oval per row.

KaBohov  Aiyo

ApKeTd

MoAL

AmoAuTa

Ta péAn g

OLKOYEVELAG POV Kat

I OKOYEVELA OV —
TOTEVOULV OTL MPEMEL — —
va XproLyomnoLw

KUKALKG pOVTEAQ

Motedw OTL IPEMEL
va XproLonoujow
KUKAIKG HOVTEAQL

Ta péAn g

OLKOYEVELAG POV

€NMNPEG(OLV TO IOCO @) @)
XPNOHOTIOLW

KUKALKA povTEAQ.

O iAot pou

€MNPEGA{OLV TO TIOGO ~— —
XPNOOTIOW =
KUKAIKG pHOVTEAQ
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44. Enile€te petagl Twv emhoywy avaloya pe tov Babuo diapwviag ) cuppwviag oag *
Mark only one oval per row.

KaBolov  Aiyo  Apketa [loAd  AmoAuta

Ta p€oa pafiking
EVIHEPWOTC
ennpeaiouv v
TGO pou va
XPnoonouiow
KUKAIKG HOVTEAQ

O anoyelg oe
Siadiktuaka popoup
ennpeaiouv v
PGB pou va
XPNOLHOTOL oW
KUKAIKG pHOVTEAQ
AuTO oV A€VE oL
Siaonpot emnpealet
v npobeot) pou va
XPnoonouiow
KUKAIKG HOVTEAQ

45. Enile€te peTagh Twv emuhoywy avaloya pe Tov Babpo diapwviag f cuppwviag oag *
Mark only one oval per row.
KaBohov  Ailyo  Apketda oAb  AmoAuta

'EXw TOUG MOPOUG, TIG
YVWOELS Kal v
Kavotnta va
ayopaiw
pETanomnpéva povya.

Mropw va
XPnoonouiow
owoTta ta
pETanomnpéva povya.

'OAa givat vno Tov
€AEYXO pov otav
ayopaiw
peTanomnpéva povxa.

Eipat oiyoupog o1t
HIopw va ETUAEEW
peTanowmnpéva povxa
avti va ayopaow
Kawvovpyla pEoa
OTOUG EMOPEVOLG 6
Hriveg.

To va ayopalw
HETanomnpéva povxa
avri yua kawvovpyla
e€aptaral anod epéva.
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46. Emihe€te peTtagl Twyv emAoywv avaloya pe Tov Babud dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd [oAld  AmoAuta

Ta petanounpéva - o
polxa cuvadouv e @) @) O ) -,
TG a&ieg pov.

Ta petanowmnpéva

povxa ouvadouv pe — —
p i @) ) ) @D )
Tov TpEXOVTa TPOTOo ‘4 - : - —

Zwrg pou.

Ta petanowmnpéva
povya pe @) @) O @D) @)
ouvapnafouv.

47. Emnihe€te peTtagl Twv emAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohouv Aiyo Apketd ToA0  AmoAuvta

EmAéyw va ayopadw

HETanomnpéva povxa — — = S —
avti va ayopaiw =
Kawoupyla povyxa.

MNMpoonabw va

avTiKaTacthow TV — — \ S
ayopa vEwv polxwv O ) ¢ O —
HE PETAnopéva.

310 péNAov, 6a

ayopddw — ) — P P—
peTanonpéva povxa ) '
avti yua véa

3710 péNhov, 6a

Holpaotw

OIKELOBEAWIC TIG @) O @) @) @)
OKEWPELG POV Yia Ta

petanonpéva povxa
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Skip to question 48

Anpoypa@tkd otolyeia

48. Emihe€te peTal Twv emAoywyv avaloya pe Tov Babud dtapwviag i cuppwviag oag *
Mark only one oval per row.

KaBohov  Aiyo  Apketd ToAl0  AmoAuta

Zw Tt {Wi pov pe —~ — — o P
ToV H1KO oV TPOTIOo. ! \ ) )

Eivat onpavtiko ya

Héva va akoAovlnow S - — p— —
T &1kn pov — — 4 3
TPOCWIUKOTNTA.

AapBdvw anopacelg

Kal EVEPYW PE

yvwpova ta dika pov ) N — —
CULHPEPOVTA Kat Ot —= = —
Ta CUPPEPOVTA TNG

ouadag.

49. OO *
Mark only one oval.
() Avdpag
() ruvaika

() Ao
50. HAwia*

Mark only one oval.

(1824
( )2534
()3544
() 4554
() 5564

. )
() 64kaldvw
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51. Ekmaidevon *

Mark only one oval.

() Anopottog deuTePoBABLAg eKTaidELONG
() AopolTog TpIToRAdpLAg EKTAIBELONG
() KATOX0G PETATTUXLAKOU SIMAWUATOG

kj) Kdtoxog 616akToptkoL SIMAWUATOg

52.  Awapovn *
Mark only one oval.
(D Xwpio
() noan

() MeydAo aoTIiko KEVTPO
53. Mnviaio elo66nua *

Mark only one oval.

(" )'Ewg 500€
() 501-1.000€
(" )1.001-1.500¢€
(" )1.501-2.000¢€

() 2.001€ kat avw
54. Mnviaia €€0da évbuong *
Mark only one oval.

() 0-50€
() 51-100€
() 101-200¢€
() 201-300¢€
() 301-400¢€
(") 400-500¢€

() 501€ kat avw

320G EUXAPLOTW TIOAL!

This content is neither created nor endorsed by Google.

Google Forms
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Appendix C: Frequency Tables (SPSS)

KN_PTW
Frequency | Percent | Valid Percent Cumulative
Percent
Valid 3 7 7 7
ATtoAUTa 72 15,9 15,9 16,6
Apketd 78 17,2 17,2 33,8
KaBohou 163 36,0 36,0 69,8
Alyo 91 20,1 20,1 89,8
oAU 46 10,2 10,2 100,0
Total 453 100,0 100,0
KN_CSW
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
ATIOAUTA 119 26,3 26,3 26,9
ApKeTd 133 29,4 29,4 56,3
KaBdohou 31 6,8 6,8 63,1
Alyo 76 16,8 16,8 79,9
MoAU 91 20,1 20,1 100,0
Total 453 100,0 100,0
KN_RM
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
ATIOAUTA 138 30,5 30,5 311
ApkeTd 135 29,8 29,8 60,9
KaBdhou 8 1,8 1,8 62,7
Alyo 75 16,6 16,6 79,2
MoAU 94 20,8 20,8 100,0
Total 453 100,0 100,0
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KN_RS

Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 190 41,9 41,9 42,6
ApKeTA 123 27,2 27,2 69,8
KaBoAou 7 15 1,5 71,3
Aiyo 30 6,6 6,6 77,9
[MoAU 100 221 221 100,0
Total 453 100,0 100,0
KN_RN
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 55 12,1 121 12,8
ApkeTtd 80 17,7 17,7 30,5
KabdAouv 134 29,6 29,6 60,0
Aiyo 136 30,0 30,0 90,1
[MoAU 45 9,9 9,9 100,0
Total 453 100,0 100,0
KN_JL
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 12 2,6 2,6 3,3
ApkeTtd 18 40 4,0 7,3
KaBoAou 343 75,7 75,7 83,0
Aiyo 67 14,8 14,8 97,8
oAU 10 2,2 2,2 100,0
Total 453 100,0 100,0
KN_RP
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtéAuTa 198 43,7 43,7 44,4
ApKkeTd 124 27,4 27,4 71,7
KaBoAou 9 2,0 2,0 73,7
Aiyo 24 53 53 79,0
oAU 95 21,0 21,0 100,0
Total 453 100,0 100,0
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AW_G_1

Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 81 17,9 17,9 18,5
ApkeTtd 94 20,8 20,8 39,3
Aev 12 24,7 24,7 64,0
YVwpilw/
Aev amavtw
KaBoAou 1 2 2 64,2
Aiyo 34 7,5 7,5 71,7
oAU 128 28,3 28,3 100,0
Total 453 100,0 100,0
AW _G_2
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7/ 7 7/
ATtéAuTa 100 221 22,1 22,7
ApkeTd 115 25,4 25,4 481
Aev 45 9,9 9,9 58,1
YVwpidw/
Aev aTavTw
KaBdAouv 7 1,5 1,5 59,6
Aiyo 48 10,6 10,6 70,2
oAU 135 29,8 29,8 100,0
Total 453 100,0 100,0
AW_G_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
ATIOAUTA 137 30,2 30,2 30,9
ApkeTtd 75 16,6 16,6 47,5
Aev 93 20,5 20,5 68,0
yVwpilw/
Aev amavtw
KabdAouv 2 4 4 68,4
Alyo 28 6,2 6,2 74,6
oAU 115 25,4 25,4 100,0
Total 453 100,0 100,0
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AW_G_4

Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 166 36,6 36,6 37,3
ApkeTtd 67 14,8 14,8 521
Aev 60 13,2 13,2 65,3
YVwpilw/
Aev amavtw
KaBoAou 9 2,0 2,0 67,3
Aiyo 38 8,4 8,4 75,7
oAU 10 24,3 24,3 100,0
Total 453 100,0 100,0
AW_G_5
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7/ 7 7/
ATtéAuTa 388 85,7 85,7 86,3
ApkeTd 5 11 11 87,4
Aev 2 4 4 87,9
YVwpidw/
Aev aTavTw
KaBoAou 4 9 9 88,7
Alyo 10 2,2 2,2 90,9
oAU 41 9,1 9,1 100,0
Total 453 100,0 100,0
AW_G_6
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
ATIOAUTA 115 25,4 25,4 26,0
ApkeTtd 77 17,0 17,0 43,0
Aev 56 12,4 12,4 55,4
yVwpilw/
Aev amavtw
KabdAou 35 7,7 7,7 63,1
Alyo 40 8,8 8,8 72,0
oAU 127 28,0 28,0 100,0
Total 453 100,0 100,0
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AW_G_7
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 345 76,2 76,2 76,8
ApkeTtd 9 2,0 2,0 78,8
KaBoAou 4 9 9 79,7
Aiyo 16 3,5 3,5 83,2
[MoAL 76 16,8 16,8 100,0
Total 453 100,0 100,0
AW_G_8
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 209 46,1 46,1 46,8
ApkeTtd 54 11,9 11,9 58,7
Aev 14 31 31 61,8
yvwpiw/
Aev amaviw
KaBoAou 24 53 53 67,1
Aiyo 43 9,6 9,5 76,6
oAU 106 23,4 23,4 100,0
Total 453 100,0 100,0
AW_G_9
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7/ 7 7/
AmtéAuTa 268 59,2 59,2 59,8
ApkeTd 47 10,4 10,4 70,2
Aev 1 2 2 70,4
yvwpidw/
Aev aTIavVTW
KaBoAou 7 1,5 1,5 72,0
Aiyo 16 35 3,5 75,5
oAU M 24,5 24,5 100,0
Total 453 100,0 100,0
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AW_G_10

Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AToAUTA 245 541 541 54,7
ApkeTtd 48 10,6 10,6 65,3
Aev 3 7 7 66,0
YVwpilw/
Aev amavtw
KaBoAou 9 2,0 2,0 68,0
Aiyo 28 6,2 6,2 74,2
oAU 117 25,8 25,8 100,0
Total 453 100,0 100,0
ATT_CBM_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7/ 7/
ATtéAuTa 237 52,3 52,3 53,0
ApkeTd 67 14,8 14,8 67,8
KaBoAou 1 2 2 68,0
Aiyo 1 2,4 2,4 70,4
oAU 134 29,6 29,6 100,0
Total 453 100,0 100,0
ATT_CBM_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7/ 7/
AmtéAuTa 198 43,7 43,7 44,4
ApkeTd 90 19,9 19,9 64,2
KaBoAou 3 7 7/ 64,9
Aiyo 19 4,2 4,2 69,1
MoAL 140 30,9 30,9 100,0
Total 453 100,0 100,0
ATT_CBM_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7/ 7/
AmtoAuTa 220 48,6 48,6 49,2
Apketd 76 16,8 16,8 66,0
KabdAou 13 2,9 2,9 68,9
Aiyo 12 2,6 2,6 71,5
[MoAL 129 28,5 28,5 100,0
Total 453 100,0 100,0
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ATT_CBM_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 341 75,3 75,3 75,9
ApkeTtd 25 5,5 5,5 81,5
KabdAou 4 9 9 82,3
Aiyo 7 1,5 1,5 83,9
[MoAU 73 16,1 16,1 100,0
Total 453 100,0 100,0
ATT_CBM_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 184 40,6 40,6 41,3
ApkeTtd 79 17.4 17.4 58,7
KaBoAou 12 2,6 2,6 61,4
Aiyo 53 n,7 "7 731
oAU 122 26,9 26,9 100,0
Total 453 100,0 100,0
CNS_BH_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAuTa 57 12,6 12,6 13,2
ApkeTtd 209 46,1 46,1 59,4
KaBoAou 12 2,6 2,6 62,0
Aiyo 80 17,7 17,7 79,7
oAU 92 20,3 20,3 100,0
Total 453 100,0 100,0
CNS_BH_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtéAuTa 53 n,7 "7 12,4
ApkeTtd 180 39,7 39,7 521
KaBoAou 14 31 31 55,2
Aiyo 96 21,2 21,2 76,4
oAU 107 23,6 23,6 100,0
Total 453 100,0 100,0
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CNS_BH_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
AmtoAvTa 18 4,0 40 4.6
ApkeTtd 96 21,2 21,2 25,8
KabdAou 123 27,2 27,2 53,0
Aiyo 167 36,9 36,9 89,8
[MoAL 46 10,2 10,2 100,0
Total 453 100,0 100,0
CNS_BH_4
Frequency | Percent Valid Cumulative
Percent Percent
Valid 3 7 7 7
ATt uTa 16 3,5 3,5 4,2
ApkeTtd 131 28,9 28,9 33,1
KabdAou 97 21,4 21,4 54,5
Aiyo 149 329 329 87,4
oAU 57 12,6 12,6 100,0
Total 453 100,0 100,0
CH_MDL
Frequency Percent Valid Percent Cumulative
Percent
Valid 3 7 7 7
Evolkiaon pouxwv 2 4 A4 1.1
Emdiopbwon polxwv 184 40,6 40,6 41,7
MeTtarmompueva 29 6,4 6,4 48,1
pPOUXWV
Metaxelplopgva 235 51,9 51,9 100,0
pPOLXWV
Total 453 100,0 100,0
RS_SV_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtéAuTa 8 1,8 1,8 49,9
Apketd 54 11,9 11,9 61,8
KabdAou 92 20,3 20,3 82,1
Alyo 60 13,2 13,2 95,4
oAU 21 4,6 4,6 100,0
Total 453 100,0 100,0
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RS_SV_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 9 2,0 2,0 50,1
ApkeTtd 48 10,6 10,6 60,7
KabdAou 92 20,3 20,3 81,0
Aiyo 70 15,5 15,5 96,5
[MoAL 16 3,5 35 100,0
Total 453 100,0 100,0
RS_SV_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
ATt uTa 7 1,5 1.5 49,7
ApkeTtd 60 13,2 13,2 62,9
KabdAou 60 13,2 13,2 76,2
Aiyo 83 18,3 18,3 94,5
oAU 25 55 55 100,0
Total 453 100,0 100,0
RS_FV_Q_1
Freque Percent Valid Percent Cumulative
ncy Percent
Valid 218 481 481 481
AmtoAvTa 2 4 4 48,6
ApkeTtd 78 17,2 17,2 65,8
KaBoAou 54 11,9 1,9 77,7
Aiyo 81 17,9 17,9 95,6
oAU 20 4,4 4,4 100,0
Total 453 100,0 100,0
RS_FV_Q 2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 6 1,3 1,3 49,4
ApKkeTd 132 291 29,1 78,6
KaBoAou 20 4,4 4,4 83,0
Aiyo 50 1,0 11,0 94,0
oAU 27 6,0 6,0 100,0
Total 453 100,0 100,0
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RS_FV_Q_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAuTa 15 3,3 3,3 51,4
ApkeTtd 104 23,0 23,0 74,4
KaBoAou 13 2,9 2,9 77,3
Aiyo 61 13,5 13,5 90,7
[MoAU 42 9,3 9,3 100,0
Total 453 100,0 100,0
RS_FV_P_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 43 9,5 9,5 57,6
ApkeTtd 97 21,4 21,4 79,0
KabdAouv 1 2 2 79,2
Aiyo 17 3,8 3,8 83,0
oAU 77 17,0 17,0 100,0
Total 453 100,0 100,0
RS_FV_P_2
Frequency | Percent Valid Cumulative
Percent Percent
Valid 218 481 481 481
AmtoAuTa 45 9,9 9,9 58,1
ApkeTd 90 19,9 19,9 77,9
KaBoAou 1 2 2 78.1
Aiyo 22 49 4,9 83,0
oAU 77 17,0 17,0 100,0
Total 453 100,0 100,0
RS_FV_P_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 30 6,6 6,6 54,7
ApKkeTd 94 20,8 20,8 75,5
KaBoAou 1 2 2 75,7
Aiyo 28 6,2 6,2 81,9
oAU 82 18,1 18,1 100,0
Total 453 100,0 100,0
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RS_FV_P_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 63 13,9 13,9 62,0
ApkeTtd 76 16,8 16,8 78,8
KaBdAouv 1 2 2 79,0
Aiyo 15 3,3 33 82,3
[MoAL 80 17,7 17,7 100,0
Total 453 100,0 100,0
RS_SCR_1
Frequency Percent Valid Cumulative
Percent Percent
Valid 218 481 481 48,1
AmtoAvTa 4 9 9 49,0
ApkeTtd 9 2,0 2,0 51,0
KaBoAou 186 411 411 92,1
Aiyo 34 7,5 7,5 99,6
oAU 2 A A 100,0
Total 453 100,0 100,0
RS_SCR_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAvTa 3 7 7 48,8
ApkeTtd 10 2,2 2,2 51,0
KaBoAou 193 42,6 42,6 93,6
Aiyo 25 55 55 99,1
oAU 4 9 9 100,0
Total 453 100,0 100,0
RS_SCR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 4 9 9 49,0
ApkeTtd 29 6,4 6,4 55,4
KaBoAou 136 30,0 30,0 85,4
Aiyo 52 1,5 11,5 96,9
oAU 14 31 31 100,0
Total 453 100,0 100,0

112




RS_SCR_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 3 7 7 48,8
ApKeTA 7 1,5 1,5 50,3
KabdAou 198 43,7 43,7 94,0
Aiyo 24 5,3 5,3 99,3
[MoAU 3 7 7/ 100,0
Total 453 100,0 100,0
RS_SCR_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmoAuTA 2 4 4 48,6
ApkeTtd 1 2,4 2,4 51,0
KaBoAou 183 40,4 40,4 91,4
Aiyo 35 7,7 7,7 991
[MoAU 4 9 9 100,0
Total 453 100,0 100,0
RS_SCR_6
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAvTa 3 7 7 48,8
ApkeTtd 15 3,3 3,3 521
KaBoAou 196 43,3 43,3 95,4
Aiyo 17 3,8 38 99,1
oAU 4 9 9 100,0
Total 453 100,0 100,0
RS_SCR_7
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 2 4 4 48,6
ApKeTd 17 3,8 3,8 52,3
KaBoAou 185 40,8 40,8 93,2
Aiyo 28 6,2 6,2 99,3
oAU 3 7 7/ 100,0
Total 453 100,0 100,0
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RS_FIR_1

Frequency | Percent Valid Cumulative
Percent Percent
Valid 218 48,1 48,1 48,1
AmtoAuTa 1 2 2 48,3
ApkeTtd 8 1,8 1,8 50,1
KabdAou 159 35,1 35,1 85,2
Aiyo 64 141 141 99,3
[MoAL 3 7/ 7/ 100,0
Total 453 100,0 100,0
RS_FIR_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 3 7 7 48,8
ApkeTtd 28 6,2 6,2 55,0
KaBoAou 104 23,0 23,0 77,9
Aiyo 98 21,6 21,6 99,6
oAU 2 A A 100,0
Total 453 100,0 100,0
RS_FIR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAvTa 2 4 4 48,6
ApkeTtd 10 2,2 2,2 50,8
KaBoAou 170 37,5 37,5 88,3
Aiyo 52 1,5 11,5 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RS_SNR_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 6 1,3 1,3 49,4
ApkeTtd 30 6,6 6,6 56,1
KaBoAou 84 18,5 18,5 74,6
Aiyo 95 21,0 21,0 95,6
oAU 20 4,4 4,4 100,0
Total 453 100,0 100,0
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RS_SNR_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAuTa 2 4 4 48,6
ApkeTtd 61 13,5 13,5 62,0
KabdAou 33 7,3 7,3 69,3
Aiyo 129 28,5 28,5 97,8
[MoAU 10 2,2 2,2 100,0
Total 453 100,0 100,0
RS_SNR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoauTa 2 4 4 48,6
ApKeTA 20 4.4 4.4 53,0
KaBoAou 123 27,2 27,2 80,1
Alyo 81 17,9 17,9 98,0
[MoAU 9 2,0 2,0 100,0
Total 453 100,0 100,0
RS_SNR_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAuTa 14 3,1 31 51,2
ApkeTd 46 10,2 10,2 61,4
KaBoAou 70 15,5 15,5 76,8
Aiyo 81 17,9 17,9 94,7
oAU 24 53 53 100,0
Total 453 100,0 100,0
RS_SP_INT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 21 4,6 4,6 52,8
ApKkeTd 59 13,0 13,0 65,8
KaBoAou 64 141 141 79,9
Aiyo 66 14,6 14,6 94,5
oAU 25 55 55 100,0
Total 453 100,0 100,0
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RS_SP_INT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 59 13,0 13,0 61,1
ApkeTtd 72 15,9 15,9 77,0
KaBoAou 10 2,2 2,2 79,2
Aiyo 34 7,5 7,5 86,8
[MoAU 60 13,2 13,2 100,0
Total 453 100,0 100,0
RS_SP_INT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoauTa 12 2,6 2,6 50,8
ApkeTtd 42 9.3 9,3 60,0
KaBoAou 120 26,5 26,5 86,5
Alyo 44 9,7 9,7 96,2
[MoAU 17 3,8 3,8 100,0
Total 453 100,0 100,0
RS_SP_INT_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAvTa 8 1,8 1,8 49,9
ApkeTtd 37 8,2 8,2 58,1
KaBoAou M 24,5 24,5 82,6
Aiyo 60 13,2 13,2 95,8
oAU 19 4,2 4,2 100,0
Total 453 100,0 100,0
RS_SP_EXT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 3 7 7 48,8
ApkeTtd 32 7.1 71 55,8
KaBoAou 120 26,5 26,5 82,3
Aiyo 63 13,9 13,9 96,2
oAU 17 3,8 3,8 100,0
Total 453 100,0 100,0
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RS_SP_EXT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAuTa 5 1.1 1.1 49,2
ApkeTtd 50 11,0 11,0 60,3
KaBoAou 96 21,2 21,2 81,5
Aiyo 61 13,5 13,5 94,9
[MoAU 23 51 51 100,0
Total 453 100,0 100,0
RS_SP_EXT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
ApkeTtd 20 4.4 44 52,5
KaBoAou 153 33,8 33,8 86,3
Aiyo 51 1,3 11,3 97,6
[MoAL 1 2,4 2,4 100,0
Total 453 100,0 100,0
RS_PBC_1
Frequency | Percent Valid Cumulative
Percent Percent
Valid 218 481 481 481
AmtoAvTa 54 11,9 11,9 60,0
ApKkeTd 92 20,3 20,3 80,4
KaBoAou 12 2,6 2,6 83,0
Aiyo 29 6,4 6,4 89,4
oAU 48 10,6 10,6 100,0
Total 453 100,0 100,0
RS_PBC_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAuTa 56 12,4 12,4 60,5
ApKkeTd 85 18,8 18,8 79,2
KaBoAou 4 9 9 80,1
Aiyo 18 4,0 4,0 84,1
oAU 72 15,9 15,9 100,0
Total 453 100,0 100,0
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RS_PBC_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 51 11,3 11,3 59,4
ApkeTtd 85 18,8 18,8 78,1
KaBoAou 10 2,2 2,2 80,4
Aiyo 33 7,3 7,3 87,6
[MoAU 56 12,4 12,4 100,0
Total 453 100,0 100,0
RS_PBC_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 65 14,3 14,3 62,5
ApkeTtd 64 141 141 76,6
KaBoAou 20 4.4 4,4 81,0
Aiyo 35 7,7 7,7 88,7
[MoAU 51 1,3 11,3 100,0
Total 453 100,0 100,0
RS_PBC_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAuTa 115 254 254 73,5
ApkeTtd 43 9,5 9,56 83,0
KaBoAou 7 1,5 1,5 84,5
Aiyo 16 3,5 35 88,1
oAU 54 1,9 1,9 100,0
Total 453 100,0 100,0
RS_PI C_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAuTa 47 10,4 10,4 58,5
ApKeTd 84 18,5 18,5 77,0
KaBoAou 15 3,3 33 80,4
Aiyo 32 71 71 87,4
[MoAU 57 12,6 12,6 100,0
Total 453 100,0 100,0
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RS_PI C_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 40 8,8 8,8 57,0
ApkeTtd 80 17,7 17,7 74,6
KabdAou 17 3,8 3,8 78,4
Aiyo 44 9,7 9,7 88,1
[MoAU 54 11,9 1,9 100,0
Total 453 100,0 100,0
RS_PI_C_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 35 7,7 7,7 55,8
ApkeTtd 80 17,7 17,7 73,5
KabdAouv 31 6,8 6,8 80,4
Aiyo 51 1,3 11,3 91,6
[MoAU 38 8,4 8,4 100,0
Total 453 100,0 100,0
RS_PI_BIP_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtoAuTa 32 71 71 55,2
ApkeTd 77 17,0 17,0 72,2
KaBoAou 20 4,4 4,4 76,6
Aiyo 65 14,3 14,3 90,9
oAU 41 9,1 9,1 100,0
Total 453 100,0 100,0
RS_PI_BIP_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 481 481
AmtéAuTa 30 6,6 6,6 54,7
ApKkeTd 69 15,2 15,2 70,0
KaBoAou 34 7,5 7.5 77,5
Aiyo 65 14,3 14,3 91,8
oAU 37 8,2 8,2 100,0
Total 453 100,0 100,0
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RS_PI_BIP_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 23 51 51 53,2
ApkeTtd 84 18,5 18,5 71,7
KaBoAou 20 4.4 4,4 76,2
Aiyo 59 13,0 13,0 89,2
[MoAU 49 10,8 10,8 100,0
Total 453 100,0 100,0
RS_PI_BIP_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 218 481 48,1 48,1
AmtoAvTa 59 13,0 13,0 61,1
ApkeTtd 72 15,9 15,9 77,0
KabdAouv 14 3,1 3,1 80,1
Aiyo 34 7,5 7,5 87,6
[MoAU 56 12,4 12,4 100,0
Total 453 100,0 100,0
RP_BAR_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 28 6,2 6,2 64,9
ApkeTtd 27 6,0 6,0 70,9
KaBoAou 83 18,3 18,3 89,2
Aiyo 35 7,7 7,7 96,9
oAU 14 3,1 31 100,0
Total 453 100,0 100,0
RP_BAR 2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtéAuTa 4 9 9 59,6
ApKeTd 24 53 53 64,9
KaBoAou 90 19,9 19,9 84,8
Aiyo 58 12,8 12,8 97,6
oAU 1 2,4 2,4 100,0
Total 453 100,0 100,0
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RP_BAR_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmoAuTa 2 4 4 59,2
ApKeTA 21 46 4.6 63,8
KaBdAouv 114 25,2 25,2 89,0
Aiyo 43 9,5 9,5 98,5
[MoAL 7 15 1,5 100,0
Total 453 100,0 100,0
RP_BAR 4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmoAuTA 2 4 4 59,2
ApkeTtd 23 51 51 64,2
KabdAou 97 21,4 21,4 85,7
Aiyo 55 12,1 12,1 97,8
oAU 10 2,2 2,2 100,0
Total 453 100,0 100,0
RP_BAR 5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAUTa 2 4 4 59,2
ApkeTtd 20 4.4 4.4 63,6
KaBoAou 95 21,0 21,0 84,5
Aiyo 59 13,0 13,0 97,6
oAU 1 2,4 2,4 100,0
Total 453 100,0 100,0
RP_BAR_6
Frequency | Percent Valid Cumulative
Percent Percent
Valid 266 58,7 58,7 58,7
AmtoAuTa 4 9 9 59,6
ApkeTtd 41 9.1 9.1 68,7
KaboAou 70 15,5 15,5 841
Aiyo 60 13,2 13,2 97,4
oAU 12 2,6 2,6 100,0
Total 453 100,0 100,0
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RP_BAR_7

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 3 7 7 59,4
ApkeTtd 23 51 51 64,5
KabdAou 12 24,7 24,7 89,2
Aiyo 41 9.1 91 98,2
[MoAL 8 1,8 1,8 100,0
Total 453 100,0 100,0
RP_MOT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
ATt uTa 65 14,3 14,3 731
ApkeTtd 41 9.1 91 82,1
KaBoAou 21 4,6 4,6 86,8
Aiyo 20 4,4 4.4 91,2
oAU 40 8,8 8,8 100,0
Total 453 100,0 100,0
RP_MOT_2
Freque Percent Valid Percent Cumulative
ncy Percent
Valid 266 58,7 58,7 58,7
AmtoAuTa 65 14,3 14,3 731
ApkeTtd 36 79 7,9 81,0
KaBoAou 24 53 53 86,3
Aiyo 17 38 38 90,1
oAU 45 9,9 9,9 100,0
Total 453 100,0 100,0
RP_MOT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtéAuTa 68 15,0 15,0 73,7
ApkeTtd 44 9,7 9,7 83,4
KaBoAou 1 2,4 2,4 85,9
Aiyo 13 2,9 2,9 88,7
oAU 51 1,3 11,3 100,0
Total 453 100,0 100,0
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RP_MOT_4
Frequency | Percent Valid Percent Cumulative
Percent

Valid 266 58,7 58,7 58,7

AmtoAvTa 67 14,8 14,8 73,5

ApkeTtd 46 10,2 10,2 83,7

KabdAou 9 2,0 2,0 85,7

Aiyo 5 1.1 1.1 86,8

[MoAL 60 13,2 13,2 100,0

Total 453 100,0 100,0

RP_MOT_5
Frequency Perce Valid Percent Cumulative
nt Percent

Valid 266 58,7 58,7 58,7

ATt uTa 65 14,3 14,3 731

ApkeTtd 45 9,9 9,9 83,0

KabdAouv 8 1,8 1,8 84,8

Aiyo 29 6,4 6,4 91,2

[MoAU 40 8,8 8,8 100,0

Total 453 100,0 100,0

RP_ATT_1
Frequency Percent Valid Percent Cumulative
Percent

Valid 266 58,7 58,7 58,7

Emouoiwdng 1 2 2 58,9

Alyo eTouowdng 1 2 2 59,2

OuUte emovolwdng/ olte 19 4,2 4,2 63,4

ONUAVTIKN

AlyO ONUAVTIKN 64 14,1 141 77,5

I NUAVTIKNA 102 22,5 22,5 100,0

Total 453 100,0 100,0

RP_ATT_2
Frequency Percent Valid Percent Cumulative
Percent

Valid 266 58,7 58,7 58,7

KaAn 120 26,5 26,5 85,2

Alyo KaAn 32 71 71 92,3

OUTe KaAY)/ oUTE KaKN 16 3,5 3,5 95,8

Alyo Kakn 16 3,5 3,5 99,3

Kakn 3 7 7 100,0

Total 453 100,0 100,0
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RP_ATT_3

Frequency Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
EuteAng 2 A 4 59,2
Alyo euteAng 1 2 2 59,4
OUTe euTEANG/ OUTE 26 5,7 5,7 65,1
[MoAOTIUN
Atyo MoAUTIUN 65 14,3 14,3 79,5
MoAUTIUN 93 20,5 20,5 100,0
Total 453 100,0 100,0
RP_FRQ_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
ATtéAuTa 1 2,4 2,4 61,1
ApkeTd 39 8,6 8,6 69,8
KaBoAou 62 13,7 13,7 83,4
Aiyo 54 11,9 1,9 95,4
oAU 21 4,6 4,6 100,0
Total 453 100,0 100,0
RP_FRQ_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AtmtéAuTa 1 2,4 2,4 61,1
ApkeTd 35 7,7 7,7 68,9
KaBoAou 74 16,3 16,3 85,2
Aiyo 52 1,5 11,5 96,7
oAU 15 3,3 33 100,0
Total 453 100,0 100,0
RP_FRQ_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAuTa 7 1,5 1,5 60,3
ApkeTtd 45 9,9 9,9 70,2
KabdoAou 83 18,3 18,3 88,5
Aiyo 46 10,2 10,2 98,7
[MoAL 6 1,3 1,3 100,0
Total 453 100,0 100,0
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RP_FRQ_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 27 6,0 6,0 64,7
ApkeTtd 46 10,2 10,2 74,8
KabdAou 51 1,3 11,3 86,1
Aiyo 42 9,3 9,3 95,4
[MoAL 21 4,6 4,6 100,0
Total 453 100,0 100,0
RP_DIS_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 3 7 7 59,4
ApkeTtd 17 3,8 3,8 63,1
KabdAouv 105 23,2 23,2 86,3
Aiyo 56 12,4 12,4 98,7
[MoAU 6 1,3 1,3 100,0
Total 453 100,0 100,0
RP_DIS_2
Frequency | Percent Valid Cumulative
Percent Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 8 1,8 1,8 60,5
ApkeTtd 33 7,3 7.3 67,8
KaBoAou 75 16,6 16,6 84,3
Aiyo 50 11,0 11,0 95,4
oAU 21 4,6 4,6 100,0
Total 453 100,0 100,0
RP_DIS_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtéAuTa 4 9 9 59,6
ApkeTtd 10 2,2 2,2 61,8
KaBoAou 14 25,2 25,2 87,0
Aiyo 51 1,3 11,3 98,2
oAU 8 1,8 1,8 100,0
Total 453 100,0 100,0
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RP_DIS_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAuTa 21 4.6 4.6 63,4
ApkeTtd 20 4.4 4.4 67,8
KaBoAou 79 17,4 17,4 85,2
Aiyo 43 9,5 9,5 94,7
[MoAU 24 53 53 100,0
Total 453 100,0 100,0
RP_DIS_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoauTa 14 3,1 3,1 61,8
ApkeTtd 24 5,3 5,3 67,1
KabdAouv 81 17,9 17,9 85,0
Aiyo 48 10,6 10,6 95,6
oAU 20 4.4 4,4 100,0
Total 453 100,0 100,0
RP_DIS_6
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 10 2,2 2,2 60,9
ApKeTd 30 6,6 6,6 67,5
KaBoAou 85 18,8 18,8 86,3
Aiyo 48 10,6 10,6 96,9
oAU 14 3,1 31 100,0
Total 453 100,0 100,0
RP_INT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtéAuTa 19 4,2 4,2 62,9
ApKkeTd 63 13,9 13,9 76,8
KaBoAou 33 7,3 7,3 841
Aiyo 45 9,9 9,9 94,0
oAU 27 6,0 6,0 100,0
Total 453 100,0 100,0
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RP_INT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 40 8,8 8,8 67,5
ApkeTtd 69 15,2 15,2 82,8
KabdAou 7 1,5 1,5 84,3
Aiyo 15 3,3 33 87,6
[MoAU 56 12,4 12,4 100,0
Total 453 100,0 100,0
RP_INT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
ATt uTa 12 2,6 2,6 61,4
ApkeTtd 43 9,5 9,5 70,9
KaBoAou 67 14,8 14,8 85,7
Aiyo 46 10,2 10,2 95,8
oAU 19 4,2 4,2 100,0
Total 453 100,0 100,0
RP_INT_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 3 7 7 59,4
ApkeTtd 40 8,8 8,8 68,2
KaBoAou 84 18,5 18,5 86,8
Aiyo 43 9,5 9,56 96,2
oAU 17 3,8 38 100,0
Total 453 100,0 100,0
RP_EXT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtéAuTa 3 7 7 59,4
ApkeTtd 36 7.9 7.9 67,3
KaBoAou 99 21,9 21,9 89,2
Aiyo 44 9,7 9,7 98,9
oAU 5 1.1 11 100,0
Total 453 100,0 100,0
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RP_EXT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 3 7 7 59,4
ApkeTtd 39 8,6 8,6 68,0
KabdAou 90 19,9 19,9 87,9
Aiyo 38 8,4 8,4 96,2
[MoAU 17 3,8 3,8 100,0
Total 453 100,0 100,0
RP_EXT_3
Frequency | Percent | Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
ApkeTtd 19 4,2 4.2 62,9
KaBoAou 129 28,5 28,5 91,4
Aiyo 36 7,9 79 99,3
[MoAU 3 7 7/ 100,0
Total 453 100,0 100,0
RP_INTE_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAuTa 19 4,2 4,2 62,9
ApkeTtd 40 8,8 8,8 71,7
KaBoAou 50 1,0 11,0 82,8
Aiyo 55 121 121 94,9
oAU 23 51 51 100,0
Total 453 100,0 100,0
RP_INTE_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
ATIOAUTO 35 7.7 7.7 66,4
ApKkeTd 59 13,0 13,0 79,5
KaBoAou 5 1.1 11 80,6
Aiyo 31 6,8 6,8 87,4
oAU 57 12,6 12,6 100,0
Total 453 100,0 100,0
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RP_INTE_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 266 58,7 58,7 58,7
AmtoAvTa 28 6,2 6,2 64,9
ApkeTtd 44 9,7 9,7 74,6
KabdAou 24 5,3 5,3 79,9
Aiyo 48 10,6 10,6 90,5
[MoAL 43 9,5 9,5 100,0
Total 453 100,0 100,0
RN_SV_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SV_2
Freque Percent Valid Percent Cumulative
ncy Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SV_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_FV_Q_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Apketd 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
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RN_FV_Q_2

Frequency Percent Valid Percent Cumulative
Percent
Valid 4517 99,6 99,6 99,6
ApKeTA 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_FV_Q_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 457 99,6 99,6 99,6
ApKeTA 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_FV_P_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApKeTA 2 4 4 100,0
Total 453 100,0 100,0
RN_FV_P_2
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 2 4 4 100,0
Total 453 100,0 100,0
RN_FV_P_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 2 4 4 100,0
Total 453 100,0 100,0
RN_FV_P_4
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTtd 2 4 4 100,0
Total 453 100,0 100,0
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RN_SCR_1

Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Alyo 2 4 4 100,0
Total 453 100,0 100,0
RN_SCR_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SCR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SCR_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SCR_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Apketd 1 2 2 99,8
KabdAouv 1 2 2 100,0
Total 453 100,0 100,0
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RN_SCR_6

Frequency Percent Valid Cumulative
Percent Percent
Valid 451 99,6 99,6 99,6
ApKeTA 1 2 2 99,8
KaBoAou 1 2 2 100,0
Total 453 100,0 100,0
RN_SCR_7
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApKeTA 2 4 4 100,0
Total 453 100,0 100,0
RN_FIR_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0
RN_FIR_2
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 2 4 4 100,0
Total 453 100,0 100,0
RN_FIR_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 1 2 2 99,8
[MoAL 1 2 2 100,0
Total 453 100,0 100,0
RN_SNR_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTtd 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0




RN_SNR_2

Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Alyo 2 4 4 100,0
Total 453 100,0 100,0
RN_SNR_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApKeTA 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SNR_4
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApkeTd 2 4 4 100,0
Total 453 100,0 100,0
RN_SP_INT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SP_INT_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SP_INT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KabdAouv 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0




RN_SP_INT_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SP_EXT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SP_EXT_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0
RN_SP_EXT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_PBC_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Apketd 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
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RN_PBC_2

Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
ApKeTA 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_PBC_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_PBC_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
AmoAuTa 1 2 2 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RN_PI_C_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Aiyo 2 4 4 100,0
Total 453 100,0 100,0
RN_PI_C_2
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Aiyo 2 4 4 100,0
Total 453 100,0 100,0
RN_PI_C_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KabdAouv 1 2 2 99,8
Alyo 1 2 2 100,0
Total 453 100,0 100,0




RN_PI_BIP_1

Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RN_PI_BIP_2
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Aiyo 1 2 2 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RN_PI_BIP_3
Frequency Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
Alyo 2 4 4 100,0
Total 453 100,0 100,0
RN_PI_BIP_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 451 99,6 99,6 99,6
KaBoAou 1 2 2 99,8
Aiyo 1 2 2 100,0
Total 453 100,0 100,0
RM_SV_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAuTa 5 1.1 1.1 94,7
ApkeTtd 7 1,5 1,5 96,2
KabdAou 6 1,3 1,3 97,6
Aiyo 7 1,5 1,5 99,1
[MoAL 4 9 9 100,0
Total 453 100,0 100,0
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RM_SV_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 4 9 9 94,5
ApkeTtd 3 7 7 95,1
KabdAou 8 1,8 1,8 96,9
Aiyo 6 1,3 1,3 98,2
[MoAU 8 1,8 1,8 100,0
Total 453 100,0 100,0
RM_SV_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 6 1,3 1,3 94,9
ApKeTA 5 11 1.1 96,0
KaBoAou 3 7 7 96,7
Aiyo 8 1,8 1,8 98,5
oAU 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_FV_Q_1
Frequency Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ATIOA 4 9 9 94,5
uta
APKET 1 2,4 2,4 96,9
a
Kabo 2 4 4 97,4
AOU
Aiyo 5 11 11 98,5
oAU 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_FV_Q_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtéAuTa 3 7 7 94,3
ApkeTtd 13 2,9 29 97.1
Aiyo 1 2 2 97,4
oAU 12 2,6 2,6 100,0
Total 453 100,0 100,0
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RM_FV_Q_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAuTa 5 1.1 1.1 94,7
ApkeTtd 12 2,6 2,6 97,4
Aiyo 1 2 2 97,6
[MoAL 1 2,4 2,4 100,0
Total 453 100,0 100,0
RM_FV_P_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmoAuTa 2 4 4 94,0
ApkeTtd 18 4,0 40 98,0
KaBoAou 1 2 2 98,2
Aiyo 5 1.1 11 99,3
oAU 3 7 7/ 100,0
Total 453 100,0 100,0
RM_FV_P_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 2 4 4 94,0
ApkeTtd 17 3,8 3,8 97,8
Aiyo 1 2 2 98,0
oAU 9 2,0 2,0 100,0
Total 453 100,0 100,0
RM_FV_P_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAuTa 3 7 7 94,3
ApkeTtd 15 3,3 3,3 97,6
Aiyo 2 A A 98,0
oAU 9 2,0 2,0 100,0
Total 453 100,0 100,0
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RM_FV_P_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmoAuTa 2 4 4 94,0
ApKeTA 12 2,6 2,6 96,7
KabdAouv 2 4 4 97.1
Aiyo 4 9 9 98,0
[MoAU 9 2,0 2,0 100,0
Total 453 100,0 100,0
RM_SCR_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTA 1 2 2 93,8
Kabdrou 25 5,5 5,5 99,3
Aiyo 3 7 7 100,0
Total 453 100,0 100,0
RM_SCR_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTa 1 2 2 93,8
KaBoAou 25 55 55 99,3
Aiyo 3 7 7/ 100,0
Total 453 100,0 100,0
RM_SCR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApkeTtd 2 4 4 94,0
KaBoAou 19 4,2 4,2 98,2
Aiyo 8 1,8 1,8 100,0
Total 453 100,0 100,0
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RM_SCR_4

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmoAuTa 1 2 2 93,8
KaBoAou 22 4,9 4,9 98,7
Aiyo 5 1.1 1.1 99,8
[MoAL 1 2 2 100,0
Total 453 100,0 100,0
RM_SCR_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTA 1 2 2 93,8
KaBdAouv 21 46 4.6 98,5
Aiyo 5 1.1 11 99,6
oAU 2 A A 100,0
Total 453 100,0 100,0
RM_SCR_6
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
KaBoAou 24 53 53 98,9
Aiyo 4 9 9 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RM_SCR_7
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTa 1 2 2 93,8
KaBoAou 23 51 51 98,9
Aiyo 3 7 7 99,6
[MoAU 2 A A 100,0
Total 453 100,0 100,0
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RM_FIR_1

Freque Percent Valid Percent Cumulative
ncy Percent
Valid 424 93,6 93,6 93,6
ApKeTA 1 2 2 93,8
KaBoAou 22 4,9 4,9 98,7
Aiyo 6 1,3 1,3 100,0
Total 453 100,0 100,0
RM_FIR_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApkeTtd 3 7 7 94,3
KabdAou 13 2,9 2,9 971
Aiyo 13 2,9 2,9 100,0
Total 453 100,0 100,0
RM_FIR_3
Frequency Percent Valid Cumulative
Percent Percent
Valid 424 93,6 93,6 93,6
KaBoAou 22 4,9 4,9 98,5
Aiyo 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_SNR_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoauTa 1 2 2 93,8
ApkeTd 4 9 9 94,7
KaBoAou 15 3,3 3,3 98,0
Aiyo 8 1,8 1,8 99,8
[MoAU 1 2 2 100,0
Total 453 100,0 100,0
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RM_SNR_2

Frequency | Percent Valid Cumulative
Percent Percent
Valid 424 93,6 93,6 93,6
AmtoAuTa 1 2 2 93,8
ApkeTtd 6 1,3 1,3 95,1
KabdAou 13 2,9 2,9 98,0
Aiyo 9 2,0 2,0 100,0
Total 453 100,0 100,0
RM_SNR_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTA 1 2 2 93,8
KabdAouv 23 51 51 98,9
Aiyo 4 9 9 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RM_SNR_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 1 2 2 93,8
ApkeTtd 4 9 9 94,7
KaBoAou 17 3,8 38 98,5
Aiyo 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_SP_INT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 6 1,3 1,3 949
ApkeTtd 9 2,0 2,0 96,9
KaBoAou 5 1,1 11 98,0
Aiyo 7 1,5 1,5 99,6
oAU 2 A A 100,0
Total 453 100,0 100,0
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RM_SP_INT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 13 2,9 2,9 96,5
ApkeTtd 9 2,0 2,0 98,5
Aiyo 2 4 4 98,9
[MoAL 5 1.1 11 100,0
Total 453 100,0 100,0
RM_SP_INT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmoAuTa 2 4 4 94,0
ApkeTtd 5 1.1 1.1 95,1
Kabdrou 15 3,3 3,3 98,5
Alyo 5 1.1 11 99,6
[MoAL 2 A A 100,0
Total 453 100,0 100,0
RM_SP_INT_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 1 2 2 93,8
ApkeTtd 4 9 9 94,7
KaBoAou 16 3,5 35 98,2
Aiyo 7 15 1,5 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RM_SP_EXT_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTA 3 7 7 94,3
KaBoAou 18 4,0 4,0 98,2
Aiyo 5 1.1 11 99,3
oAU 3 7 7/ 100,0
Total 453 100,0 100,0
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RM_SP_EXT_2

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApkeTtd 3 7 7 94,3
KaBoAou 14 31 31 97,4
Aiyo 7 1,5 1,5 98,9
[MoAL 5 1.1 11 100,0
Total 453 100,0 100,0
RM_SP_EXT_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
ApKeTA 2 4 4 94,0
KaBdAouv 20 4.4 4.4 98,5
Aiyo 6 1,3 1,3 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
RM_PBC_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 8 1,8 1,8 95,4
ApkeTtd 9 2,0 2,0 97,4
KaBoAou 2 4 4 97,8
Aiyo 5 1.1 11 98,9
oAU 5 1.1 11 100,0
Total 453 100,0 100,0
RM_PBC_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoavTa 8 1,8 1,8 95,4
ApkeTtd 7 1,5 1,5 96,9
KaBoAou 2 4 4 97,4
Aiyo 5 1.1 11 98,5
oAU 7 1,5 1,5 100,0
Total 453 100,0 100,0
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RM_PBC_3

Frequency | Percent Valid Cumulative
Percent Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 4 9 9 94,5
ApkeTtd 10 2,2 2,2 96,7
KabdAou 2 4 4 97.1
Aiyo 6 1,3 1,3 98,5
[MoAL 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_PBC_4
Frequency | Percent Valid Cumulative
Percent Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 9 2,0 2,0 95,6
ApkeTtd 9 2,0 2,0 97,6
KabdAouv 4 9 9 98,5
Alyo 2 4 4 98,9
oAU 5 11 11 100,0
Total 453 100,0 100,0
RM_PBC_5
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 12 2,6 2,6 96,2
ApkeTtd 5 1.1 1.1 97,4
KaBoAou 2 4 4 97,8
Aiyo 2 A A 98,2
oAU 8 1,8 1,8 100,0
Total 453 100,0 100,0
RM_PI_C_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtéAuTa 7 1,5 1,5 95,1
ApkeTtd 12 2,6 2,6 97,8
Aiyo 2 A A 98,2
oAU 8 1,8 1,8 100,0
Total 453 100,0 100,0
RM_PI_C_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
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AmtoAvTa 7 1,5 1,5 95,1
ApKeTA 12 2,6 2,6 97,8
KaBoAou 1 2 2 98,0
Aiyo 2 4 4 98,5
[MoAL 7 1,5 1,5 100,0
Total 453 100,0 100,0
RM_PI_C_3
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 4 9 9 94,5
ApkeTtd 12 2,6 2,6 97.1
Kabdrouv 1 2 2 97,4
Aiyo 4 9 9 98,2
[MoAL 8 1,8 1,8 100,0
Total 453 100,0 100,0
RM_PI_BIP_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoavTa 3 7 7 94,3
ApkeTtd 14 31 3,1 97,4
KaBoAou 2 4 4 97,8
Aiyo 7 1,5 1,5 99,3
oAU 3 7 7 100,0
Total 453 100,0 100,0
RM_PI_BIP_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoavTa 3 7 7 94,3
ApkeTtd 13 2,9 2,9 97,1
KaBoAou 2 4 4 97,6
Aiyo 10 2,2 2,2 99,8
oAU 1 2 2 100,0
Total 453 100,0 100,0
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RM_PI_BIP_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmtoAvTa 3 7 7 94,3
ApkeTtd 16 3,5 3,5 97,8
KaBoAou 1 2 2 98,0
Aiyo 4 9 9 98,9
[MoAL 5 1.1 11 100,0
Total 453 100,0 100,0
RM_PI_BIP_4
Frequency | Percent Valid Percent Cumulative
Percent
Valid 424 93,6 93,6 93,6
AmoAuTA 1 2,4 2,4 96,0
ApkeTtd 8 1.8 1.8 97.8
KaBoAou 1 2 2 98,0
Alyo 2 4 4 98,5
oAU 7 15 1,5 100,0
Total 453 100,0 100,0
INDV_1
Frequency | Percent Valid Percent Cumulative
Percent
Valid AmtoAvTa 104 23,0 23,0 23,0
ApKkeTd 175 38,6 38,6 61,6
KaBoAou 5 1,1 11 62,7
Aiyo 24 53 53 68,0
oAU 145 32,0 32,0 100,0
Total 453 100,0 100,0
INDV_2
Frequency | Percent Valid Percent Cumulative
Percent
Valid AmtoAuTa 196 43,3 43,3 43,3
ApkeTtd 88 19,4 19,4 62,7
KaBoAou 2 4 4 63,1
Aiyo 4 9 9 64,0
oAU 163 36,0 36,0 100,0
Total 453 100,0 100,0
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INDV_3

Frequency | Percent Valid Percent Cumulative
Percent
Valid AmoAuTa 65 14,3 14,3 14,3
ApkeTtd 120 26,5 26,5 40,8
KabdAou 64 141 141 55,0
Aiyo 141 311 311 86,1
[MoAU 63 13,9 13,9 100,0
Total 453 100,0 100,0
SEX
Frequency Percent Valid Percent Cumulative
Percent
Valid AANO 2 4 4 4
Avdpag 81 17,9 17,9 18,3
[uvaika 370 81,7 81,7 100,0
Total 453 100,0 100,0
AGE
Frequency Percent Valid Percent Cumulative
Percent
Valid 18-24 64 14,1 14,1 141
25-34 138 30,5 30,5 44,6
35-44 69 15,2 15,2 59,8
45-54 88 19,4 19,4 79,2
b55-64 79 17,4 17,4 96,7
64 kat 15 3,3 3,3 100,0
Total 453 100,0 100,0
EDU
Frequency Percent Valid Percent Cumulative
Percent
Valid ATIOAUTADOLTOG 93 20,5 20,5 20,5
deuTepoPabag
AmtéAuTadoltog 229 50,6 50,6 711
TPLTORABILAG
Kdtoyog SI6aKTopLlkou 15 3,3 3,3 74,4
Katoyog 116 25,6 25,6 100,0
METATITUXLAKOU
Total 453 100,0 100,0

148




STAY

Frequency Percent Valid Percent Cumulative
Percent
Valid MeydA\o Ao Tk 163 36,0 36,0 36,0
KEVTPO
MoAN 256 56,5 56,5 92,5
Xwplo 34 7,5 7.5 100,0
Total 453 100,0 100,0
M_INC
Frequency Percent Valid Percent Cumulative
Percent
Valid 1.001-1.500€ 127 28,0 28,0 28,0
1.501-2.000€ 43 9,5 9,5 37,5
2.001€ ka 31 6,8 6,8 44,4
avw
501-1.000€ 152 33,6 33,6 77,9
‘Ewg 500€ 100 22,1 22,1 100,0
Total 453 100,0 100,0
M_EXP
Frequency Percent Valid Percent Cumulative
Percent
Valid 0-100€ 3 7 7 7
0-50€ 255 56,3 56,3 57,0
101-200€ 41 9,1 9,1 66,0
201-300€ 13 2,9 2,9 68,9
301-400€ 2 A A 69,3
400-500€ 6 1,3 1,3 70,6
501€ kat 1 2 2 70,9
avw
51-100€ 132 29,1 29,1 100,0
Total 453 100,0 100,0
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