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Abstract

This study builds on the Circular Economy paradigm which recognises consumers as

key stakeholders in extending textiles' lifespan. The paper unfolds how consumers

engage in the textile disposal practices of reuse, repair, donate and resell. In doing so,

consumers create a value-in-disposition, here conceptualised as the enhanced value

that consumers generate through the process of transforming depleted textiles into

new meaningful ones. This research adopts a multimethod platform focused ethnog-

raphy that combines textual, visual and audio data, generated in the domestic envi-

ronment, which facilitates contextual and situational insights. The findings highlight

that value-in-disposition goes far beyond the utilitarian aspects (e.g. economic or func-

tional) and includes social, aesthetic, emotional and moral value dimensions, which

contribute in building an overarching environmental value. The study shows that con-

sumer disposal practices not only reduce waste but also favour consumer empower-

ment through the transformation of unused/depleted resources into new value.

Finally, the article provides specific managerial insights on the design of textile prod-

ucts and services to encourage consumer engagement in reuse, repair, donation, and

resell practices, supporting companies in the Circular Economy uptake.

K E YWORD S

circular economy, consumer empowerment, platform focused ethnography, textile disposal
practices, value-in-disposition

1 | INTRODUCTION

To keep or not to keep is a life-or-death matter when we address tex-

tiles' lifespan, and this is a question that presents a serious environ-

mental challenge. Currently, across Europe, it is estimated that

consumers dispose between 80% and 85% of their unwanted textiles

between regular household waste, resulting in incineration or

landfilling (EPRS, 2019). Overall, the Textile & Clothing industry,

which includes both home and fashion textiles, is the fourth worst-

ranked category for the use of primary raw materials and water—after

food, housing and transport—and fifth for GHG emissions

(Vercalsteren et al., 2019). To tackle these challenges, the European

Union (EU) has included textiles as one of the priority sectors of the

‘Circular Economy Action Plan’, a roadmap of actions aiming to ‘close
the loop’ of products' life cycles through resource-efficient processes,

recycling and reuse practices. Within this strategic plan, the EUAbbreviations: EU, European Union; CE, Circular Economy; GHG, greenhouse gases.
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recognises consumers as key actors (European Commission, 2020) as

they can support or hinder the Circular Economy (CE) uptake through

their purchasing, use and disposal choices (Lehner et al., 2020).

Despite consumers determine textiles' lifespan by deciding when,

where, and how they dispose of them, most of the academic research

on textiles predominantly focuses on the company's perspective,

exploring drivers, barriers or enablers of circular practices' adoption (Ki

et al., 2020; Stewart & Niero, 2018; Testa et al., 2020). Conversely, the

marketing and consumer literature regarding the end stages of con-

sumption are notably undertheorized (Cruz-Cárdenas et al., 2019; De

Coverly et al., 2008; Parsons & Maclaran, 2009; Sarigöllü et al., 2021).

Since the limited understanding of consumers' perspective is a pivotal

reason for the failure to actually close the loop and to scale institutional

strategies (Elf et al., 2022; Sarigöllü et al., 2021; Testa et al., 2020), this

study explores the consumers' textile disposal practices of reuse, repair,

donate and resell which have recently been suggested to be particularly

beneficial in tackling the textile waste challenge (Ellen MacArthur

Foundation, 2021). Such behaviours positively affect the lifespan of

textiles, keeping their value in cycle and getting the most out of textile

waste (Elf et al., 2022; Niinimäki et al., 2020).

To comprehend the sensemaking process consumers produce in

relation to textile disposal practices, this paper adopts and unpacks

the construct of value-in-disposition (Türe, 2014), which is the reflec-

tive way consumers use disposition processes to enhance the value

obtained from their possessions. Following Gummerus (2013), this

study explains whether consumer textile disposal practices are inter-

preted as valuable, and if so, in which terms.

In order to explore these overlooked aspects of consumer behav-

ior that occur in domestic contexts, we conducted a platform focused

ethnography that allows access to participants' private environments

producing contextual and situational insights. The study reveals that

participants entrust a relevant role to the textile disposal practices of

reuse, repair, donate and resell going beyond their utilitarian benefits,

which are typically associated with perceived usefulness and

convenience.

This paper makes two main contributions to the theoretical con-

versation regarding consumers' role in textile disposal processes.

1. On the one hand, the findings advance knowledge of the CE

through the lens of consumers (Niinimäki et al., 2020), uncovering

that consumers' enactment of textile disposal practices results in

consumer empowerment. Instead of investigating consumers

in reaction to companies' circular initiatives (Elf et al., 2022; Ki

et al., 2021; Sarigöllü et al., 2021), this study conceptualizes that

consumers are empowered stakeholders who are able to indepen-

dently orchestrate the practices of reuse, repair, donate and resell,

thereby taking agency over textiles' lifespan and, for this reason,

their role is crucial to fully adopt a CE paradigm. The study explains

how consumer empowerment manifests uniquely across the four

investigated practices delineated in the paper. Moreover, the paper

unveils a number of conflicting issues that hinder consumers'

engagement in textile disposal practices: (a) consumer's lack of

time, patience and energy; (b) consumer's lack of skills

(imagination, know-how); (c) consumer's lack of information; and

(d) consumer's idleness eased by the fast-fashion logic.

2. On the other hand, the study contributes to consumer value theory

(Gordon et al., 2018; Gummerus, 2013), by empirically developing

the concept of value-in-disposition initially formalised by Türe

(2014) and applying it to the Textile & Clothing industry. Within

the CE paradigm, we introduce an innovative value taxonomy

encompassing the interactive dimensions of value-in-disposition.

The study explains the interplay between functional, social, emo-

tional, aesthetic and moral values, which collectively contribute to

the establishment of an overarching consumer ‘environmental’
value. As a result, this paper deviates from the well-established

technical interpretation offered by the CE paradigm (e.g. Kirchherr

et al., 2017) by conceptualizing value-in-disposition as the enhanced

value that consumers generate through the process of transform-

ing depleted resources into new meaningful ones.

The article is structured as follows: first, a CE framework is outlined

and consumer textile disposal practices in this context are canvassed.

Next, we explain why a platform focused ethnography is a suitable and

effective method for this research. Subsequently, we discuss the sense-

making processes participants attribute to the textile disposal practices

of reuse, repair, donate and resell in terms of their value attribution.

Finally, we provide a set of marketing actions that facilitate the prac-

tices of reuse, repair, donate and resell. These actions offer support to

both companies in devising new products and services (e.g. designing

products easy to disassemble or providing online courses that enhance

consumers' repair skills) and policymakers in regulating both corporate

and consumer disposal behaviours (e.g. increasing textiles' traceability

or mapping out the location of textiles charity bins).

2 | LITERATURE REVIEW

2.1 | Consumers' textile disposal practices in
the CE

The CE is gaining momentum worldwide as a way to shift from a linear

‘take-make-dispose’ productive model, towards a regenerative and

restorative one by (a) designing out waste and pollution, (b) keeping

products and materials in use and (c) regenerating natural systems

(MacArthur et al., 2015).

By embracing this direction, the current study addresses the over-

arching proposition of Niinimäki et al. (2020), who advocate for the

necessity of altering consumer behavior through a reduction in textile

purchases and an increase in the longevity of garments. Indeed, to

effectively engage with the CE principles and ensure that products

and materials are kept in use, a greater effort to consider behavioural

aspects is imperative. Disregarding these aspects limits circular strate-

gies' effective implementation (Elf et al., 2022; Sarigöllü et al., 2021).

In addition to an effective CE implementation, Elf et al. (2022) support

the critical importance of an active and extended engagement with

consumers, in the form of communication and joint activities, for small
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fashion companies striving to find effective CE solutions that tran-

scend conventional technology-focused approaches.

Nevertheless, despite the recognition of consumers' behavioural

significance in the CE domain, the prevailing literature predominantly

frames consumers as subjects who are examined in reaction to corpo-

rates' CE initiatives. Academic investigations primarily concentrate on

consumer's perceptions, expectations and attitudes agreeing on the

general idea that consumers' interest and appreciation of CE offerings

is growing (e.g. Vehmas et al., 2018). Taking a step beyond consumers'

perceptions and attitudes, Ki et al. (2021), for instance, demonstrate

that corporate moral responsibility influences consumers' attitudes

and intentions to engage with corporations' circular fashion offerings,

showing that consumers themselves feel a moral responsibility in cre-

ating a circular fashion.

Closer to the scope of this study which centres on consumer dis-

posal practices, Sarigöllü et al. (2021) explore the factors that influ-

ence the redistribution of products—namely sunglasses and mobile

phones—and investigate the profiles of consumers who engage in dis-

posal behaviours. The authors reveal that when both product quality

and product self-image congruence coexist, but consumers are unable

to entirely exhaust the product's value through usage, they are more

likely to consider redistributing it to others. This allows others to par-

take in fully exhausting the residual value of the product.

To grasp how value can be effectively maintained or even

enhanced within the system, achieved by either retaining it or by

redistributing it to others, we turn to a set of practices delineated

by the Ellen MacArthur Foundation (2021). Their overview sheds light

on the potential exhibited by alternative business models that have

significantly grown in recent years. Among the various business

models taken into account, this study specifically focuses on four pri-

mary textile disposal practices that are prevalent within domestic

environments: reuse, repair, donate and resell. While repair and reuse

exhaust the value of the textile within the inner person's cycle, the

practices of donation and reselling involve redistributing the textile to

others and occur within the consumers' outer cycle.

Focusing on the most significant academic contributions concern-

ing consumer behaviours in textiles disposal through the lens of con-

sumer research, Jacoby et al. (1977) associate disposition behaviour

with consumers' actions once they decide to cease using a still-usable

product. Building upon this seminal definition, Cruz-Cárdenas et al.

(2019) extend its application to the domain of clothing, Cruz-Cárdenas

et al. (2019) apply this seminal definition, to the context of clothing,

identifying various clothing disposal behaviours, including giving it

away, donating it, reusing it, selling it, storing it, lending it or discard-

ing it. The limited studies on the main values that underlie textile dis-

posal behaviours mainly refer to clothing and do not include home

textiles (Lehner et al., 2020) and generally focus on a single practice.

Finally, research is heavily skewed toward survey methods, indicating

a need for other research designs, including multimethod research and

triangulation (Laitala, 2014).

This study intends to give an overarching account of common dis-

posal practices consumers daily engage with, focusing on the four

practices of reuse, repair, donate and resell. Each of the examined

practices represents compelling cases against the always more com-

mon behaviour of discarding a textile product.

Addressing the practice of reuse, which involves reorienting a

product from the originally intended purpose, Cruz-Cárdenas et al.

(2019) identify personal, psychological and physical environmental

factors as significant predictors of consumers' tendency to reuse

clothing. Taking a more granular approach, Robson et al. (2019) sug-

gest that reuse can be driven by consumers' motivation to solve spe-

cific problems or for the sake of creative exploration.

Shifting the focus to the domain of repair practices, Scott and

Weaver (2018) reveal that replacement costs, attachment to a prod-

uct, stewardship and innovativeness play a significant role in con-

sumers' repair propensity. According to Niinimäki and Hassi (2011),

repairing or product modification services provided by sellers can

delay the psychological obsolescence perceived by customers, while

Hirscher et al. (2018) supported consumers' active participation in

redesign or repair garments to increase clothes' emotional value per-

ceptions. Conversely, consumers seem to be unmotivated to repair

clothes due to a lack of skill or time and are attracted by low-cost

replacements (Chris & Elyse, 2013). Finally, clear trends related to age

were observed for all forms of clothing repair. Older consumers are

more inclined to engage in self-repair and opt for professional repair

services for their garments (Armstrong et al., 2015), while the youn-

gest consumers (18–24 years) tend to rely on friends or family mem-

bers to repair their clothing (McQueen et al., 2023).

Regarding donation practices, giving clothing to charities and to

family and friends is widely acknowledged by consumer studies

(Birtwistle & Moore, 2007; Norum, 2015; Paço et al., 2021) as the

most commonly practised method of sustainable clothing disposal.

Consumers engage in clothing donation not solely driven by the rela-

tional benefits of strengthening the ties with the receivers of disposed

clothing (Cruz-Cárdenas & del Val Núñez, 2016) or by altruistic moti-

vations, such as a reluctance to waste usable garments, a desire to

assist those in need and, to a lesser extent, environmental concerns

(Laitala, 2014), allowing the feeling of doing something morally right.

Limited closet space and a desire for novelty also prompt textile dona-

tions (Ha-Brookshire & Hodges, 2009).

Concluding with respect to the selling practice, it was predomi-

nantly motivated by economic considerations, along with the desire to

avoid the wastage of usable items (Joung & Park-Poaps, 2013;

Shim, 1995). According to a study by the Ellen MacArthur Foundation

(2021), virtual marketplaces such as Depop or Vinted are likely to grow

from 3.5% to 23% of the global fashion market share by 2030. Never-

theless, Paço et al. (2021) assert that, despite this trend, consumers still

prefer to give/donate old/not-used clothes rather than sell them.

Aside from the motivations behind the specific practices, an

understanding of the meanings and values members bring into the

practices is undertheorized.

2.2 | Value and disposal practices

While an extensive review of the value literature is beyond the scope

of this article, the following synthesis elucidates the notion of value in
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marketing research and underscores the reasons why the value con-

struct is relevant for this study.

In alignment with the interpretative approach of this paper, it is

crucial to understand that the notion that value, rather than being

intrinsic to goods, is shaped by how consumers perceive and use

objects (Parsons, 2008). This perspective emphasises that consumer

value is a relative rather than an absolute concept, diverging from the

well-established technical interpretation offered by the CE paradigm

(e.g. Kirchherr et al., 2017) wherein consumer value primarily arises

from the responsible and efficient use of resources, reducing wastes

and therefore fostering a more cyclical and less linear approach to

consumption. Conversely, the Service-Dominant logic states that

value is uniquely and phenomenologically determined by the benefi-

ciary (Vargo et al., 2008).

Marketing researchers have identified two main processes

through which consumers derive value from their possessions. Value-

in-exchange frames value as embedded in objects and realised during

acquisition (Bagozzi, 1975). Extending the notion of value-in-exchange

to the disposition phase of consumption, consumers might, for

instance, assess the value of purchasing a new garment by performing

a cost–benefit evaluation, comparing the purchase cost with the repair

savings of an old one. Value-in-use portrays value as interactively cre-

ated through consumers' usage (Prahalad & Ramaswamy, 2004), focus-

ing on the actual consumption experience. This encompasses the

experiential value that consumers not only perceive but also actively

generate. For instance, within the context of disposition, they may

experience the value of wearing a garment they personally repaired.

Taking a step forward toward the purpose and context of this

research, the notion of value-in-behaviour appears relevant. According

to Gordon et al. (2018), while value-in-exchange and value-in-use per-

spectives can help to understand the perceived value about exchang-

ing and using goods and services, they fall short in capturing the

perceived value that is realised through these behaviours, which is

the focus of this study. As such value-in-behaviour has been defined as

the value consumers associate with the performance of behaviours

(Gordon et al., 2018), which could be interpreted within the context

of disposition as the value, in terms of performance, consumers attri-

bute to the act that involves the transformation of a specific textile.

Finally, this study incorporates the notion of value-in-disposition,

which, according to Türe (2014, p. 57), is created well beyond objects'

initial acquisition, or during use, and is defined as: ‘the reflective ways

consumers use disposition processes and prospects to enhance the

value obtained from their possessions’. As such, the central tenet of

this research is that consumers may perceive value not only in exchang-

ing for (value-in-exchange) or using and experiencing (value-in-use) tex-

tiles but also in performing disposal behaviours as elaborated by

Gordon et al. (2018) and Türe (2014). Türe's study (2014) elucidates

the ways consumers transfer and create value through disposition by

forming new relations and maintaining and strengthening their social

connections around discarded objects. The study shows how, through

disposition, consumers move the object into new contexts, transferring

the object's perceived value into its next life, even fostering object

attachment. This form of value becomes especially pertinent when

advocating for behaviours that prolong the lifespan of textiles. Embrac-

ing the CE paradigm within the Textile & Clothing sector entails recog-

nizing that objects considered for disposal still encapsulate transferable

value. Applying Türe's study (2014) to this specific sector, value is not

only accumulated or residual; it is also potential and imagined. Within

the context of consumer textile disposition, value-in-disposition can be

exemplified by how consumers create new value by donating a textile

to someone who might not have access to it otherwise.

In addition to considering different value theory perspectives, to

understand how consumers assess value-in-disposition and how con-

sumers determine value-in-disposition (Gummerus, 2013), the dimen-

sions of value come into our help. The research stream of value as an

experience outcome reflects the versatility of the value experiences in

consumptions and it can support this study by acknowledging that

value is idiosyncratic, experiential, contextual and meaning-laden. Hol-

brook (1999) defines, in fact, consumer value as the interactive, experi-

ential and subjective relation with goods and identifies its dimensions in

efficiency, spirituality or aesthetics. In the fashion industry context, per-

ceived consumer value is defined as the consumer's general assessment

of a product's benefit (Şener et al., 2019), evaluated through the four

dimensions of quality value, price value, emotional value and social

value. Central to the focus of this study is the dimension of ecological

value, which, despite not being explicitly adopted in the fashion indus-

try, refers to the utility for the environment and ecological issues that

the consumer perceives from consumption (Zauner et al., 2015).

In sum, textiles reuse, repair, donate and resell are practices

whereby most commonly consumers create value independently from

companies and often occur in a private/domestic context where con-

sumers perform a series of practices to create added value that is

retained by them. Following the discussion above, we argue that con-

sumers' textile disposal practices are potentially a central phenome-

non for consumers with important implications not only for the

environment but also for consumers themselves.

Thus, the primary objective of this study is to investigate whether

consumers perceive value in disposal practices within the textile con-

text and if so, how value is determined across the practices of reuse,

repair, donate and resell. This leads the formulation of the following

research question:

Do consumers perceive value in textile disposal practices?

If so, considering the unique characteristics of reuse, repair, donate

and resell practices in terms of consumer motivation and expected bene-

fits, we anticipate that consumers will attribute varied meanings and

values to each. This anticipation probes the following research question:

Which forms of value do consumers discern within textile disposal

practices, and how do these distinctions manifest across the practices of

reuse, repair, donate, and resell?

3 | THE EMPIRICAL RESEARCH CONTEXT
AND METHOD

Owing to the paucity of previous research probing consumer textile

disposal's attitudes and practices and the acknowledged complexity
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of researching such a topic, this study adopts a qualitative explor-

atory approach. A theoretical orientation towards practice necessi-

tates a focus on ‘doings’ as well as ‘sayings’ (Schatzki, 1996).

This commands, although it seldom receives, a methodological

approach that locates talk within ongoing and situated action.

Therefore, a platform focused ethnography allows access to

participants' private environments producing contextual and situa-

tional insights (Murthy, 2008). This is key in investigating how con-

sumers perceive value, which is a context-specific construct

(Holbrook, 1999) within the practices under investigation. Further-

more, in alignment with Sarigöllü et al. (2021), caution is imperative

when interpreting results derived from consumer's subjective verbal

opinions.

To obtain rich and relevant data on this underexplored phenome-

non, we employed purposive sampling which allows the use of selection

criteria (Yin, 2013). As such, we deliberately selected environmentally

conscious participants who possessed some form of prior experience in

the practices of reuse, repair, donate and resell, to uncover the sense-

making participants associated with them. Participants were initially

recruited through the internal university platform and then through the

snowballing technique (Biernacki & Waldorf, 1981) and comprised both

men and women aged between 18 and 35 years old, living in both rural

and urban areas, who were responsible for managing everyday domes-

tic waste (see table in appendix).

The digital fieldwork was conducted in Italy for 2 months,

employing a dedicated platform called Sicché (www.sicche.com). This

platform enabled participants to collectively generate diverse data in

various formats, including digital diaries, sentence completion, photo-

voice (where participants record their impressions over a photograph),

photographs, video recordings, storytelling exercises and projective

visual and verbal methods. It is worth noting that only a portion of the

amassed data is presented within this paper.

The multimethod nature of this study (see Creswell & Plano

Clark, 2007, p. 273), by incorporating different sources of visual/

textual/audio data, fostered novel insights into consumers' disposal

behaviours and supported the validation of the most recurrent

themes (i.d. data triangulation), enhancing the reliability of results

(Stavros & Westberg, 2009) and the attainment of data saturation

(Fusch & Ness, 2015). Following Pera et al. (2022), this research

heavily relied on visual methods renowned for their capacity to

move beyond the representational and offer a transformative capa-

bility for participants in making abstract constructs more concrete.

Specifically, this study reports on data generated through projective

techniques that encourage consumers to reveal their inner thoughts

and feelings in a more spontaneous and less rationally

bounded way.

Projective techniques are well-established consumer and market-

ing research techniques (e.g. Haire, 1950; McGrath et al., 1993, and

more recently Holder et al., 2023) that involve the use of vague,

ambiguous, unstructured stimuli. This research adopted three distinct

types of projective techniques to uncover consumer attitudes,

thoughts and feelings that would not be necessarily detected by more

straightforward questioning:

1. Art-based stimuli: Participants were presented with a collection of

artworks and asked to select one that resonated with their emo-

tions when enacting each practice under study.

2. Visual-ambiguous stimuli: Participants were provided with a series

of ambiguous and unstructured images and asked to select one

that inspired them to share their perceptions and beliefs related to

each practice being studied.

3. Associative stimuli: Participants were presented with prompts such

as, ‘If the practice of reuse/repair/donate/resell were a famous per-

son, who would it be? Why?’. This approach was intended to prompt

discussions by connecting the practices with distant yet recogniz-

able personalities, whose attributes are subsequently transferred

to the original stimuli.

These three categories of visual stimuli facilitated conversa-

tions that delved into participants' personal experiences and

recollections, enriching the depth of the qualitative data generation

process.

The platform focused ethnography comprised two phases. The

initial phase involved individual interactions, wherein moderators

engaged in one-to-one sessions with participants concentrating on

participants' attitudes, particularly their awareness and concerns

regarding textile disposal. During the first phase, we prompted partici-

pants to elucidate the characteristics of a textile (e.g. age, value and

utility) that influenced their decision to retain it or not. The second

phase stimulated a collective concept exploration of the value partici-

pants attached to consumer textiles disposal practices. By inviting par-

ticipants to capture pictures/videos of a textile they reused, repaired,

donated or resold, we facilitated an open dialogue. Within this

discussion, participants were encouraged to freely articulate their

decision-making process, to express how they felt and the kinds of

value associated with each practice.

Figure 1 below offers a visual description of the data generation

process.

4 | DATA ANALYSIS

Our focus was on phenomenographic conceptions, in terms of con-

sumers' interpretation of textile disposal practices. The study adopted

an interpretive methodology to identify the recurrent themes emerg-

ing from the analysis of the data. Following Yin (2013), the analytic

framework comprised three stages: (a) analysis of individual data,

(b) identification of common recurrent themes and (c) analysis of

shared themes.

The qualitative data analysis involved organising, accounting for

and explaining the textual and visual data, in short, making sense of

the data in terms of the participants' representations of the situa-

tion, noting patterns, themes, categories and regularities. To con-

duct the analysis, participants' responses were grouped into

concepts and semantic areas according to the activities undertaken

and the research objectives. Manual coding was employed to

code participants' material, such as the videos and photos
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(Saldaña, 2021). These categories coalesced around consumer

behaviours in relation to textiles disposal with patterns and consis-

tency shaping the search for meaning. Consequently, this enabled

the researchers to build an overarching overview of how partici-

pants experience textile disposal practices in terms of the value

that was created.

5 | RESULTS

The first section of the results describes the overall sensemaking par-

ticipants share regarding the practices under investigation, in terms of

the motivations to engage in them. Consumers engage in reuse, repair,

donate and resell practices as a response to damaged textiles but also

to a sense of psychological obsolescence. By enacting these practices,

participants avoid unnecessary waste, representing a compelling case

against rapid purchase and disposal trends. Our data confirm that

extending the lifespan of textiles is deemed urgent and crucial in com-

bating textile waste. By providing a consumer perspective, our find-

ings serve as a valuable complement to the existing firm-focused

literature (Niinimäki et al., 2020; Sarigöllü et al., 2021;

Stanescu, 2021). Participants perceive textiles' terminal disposal as

wasteful and unethical, uncovering the belief of individual duty and

moral responsibility related to textiles disposal management. Discard-

ing textiles equates to a failed moral duty that raises in participants

feelings of guilt, disturbance and shame, reflecting a direct moral obli-

gation to respect environmental and social issues. In the following

quote, a participant describes how she perceives the disposal of tex-

tiles as a sin to be ashamed of:

‘Climate change and a general concern for the environ-

ment are leading us to conceive textile disposal almost as

a crime, as a sin’
(Elisabetta, 27, Architect).

Along these lines, our findings investigate the perceived value

related to each practice, and offer a value taxonomy to support the

understanding and meaning participants associate with the practice.

The following paragraphs analyse each textile disposal practice, by

elucidating the significance each practice has from the participants'

perspective, and its related values, all enriched by illustrative

quotes.

5.1 | Consumer reuse practice

5.1.1 | Sensemaking

The study explores the practice of reuse, also defined by partici-

pants as repurpose, interpreting it as the use consumers make of

textiles for a purpose other than that for which they were origi-

nally intended. The results show how the majority of reuse prac-

tices involve downsizing activities where participants transform old

and/or damaged materials (e.g. t-shirts and sheets) into functional

daily-use products, such as cleaning clothes. As such, the value of

the materials of the original item is, in some way, broken down

but it still avoids part of the original textile to finish in the

garbage.

Conversely, participants also shared personal accounts of crea-

tive transformations that can be interpreted as instances of upsizing

practices involving the repurposing of textiles at the end of their

life. These transformations result in new, meaningful and valuable

artefacts, enriched by the creative conversion process. In certain

instances, the transformation occurs within the same thematic realm

(e.g. a stained tablecloth evolving into table napkins): ‘I took a

stained tablecloth that was no longer used and painted it using it as a

‘cover’ of a red cabinet which certainly didn't match the colours of my

room but the result was unique’ (Valentina, 25, Student). In others,

the creative transformation integrates different semantic areas

F IGURE 1 Data generation process description.
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(e.g. an old garment becomes animal's furniture), as the following

extract uncovers: ‘An old jacket has become my dog's bed. I like the

idea of changing a garment's life by making it something different from

its previous life. Like humans … it's good to change the purpose’

(Davide, 26, Gardener).

The concept of empowerment emerges in terms of the satisfac-

tion of being a creator, capable of transforming depleted resources

into something of value. Although the new artefact may incorporate

traces of wear of the original purpose, it is the uniqueness afforded by

participants' creative resources that provides specialness to the new

product. Participants engage in conversations about how repurposing

textiles grants them a sense of genuine creativity, akin to becoming

designers of their own style, rather than mere consumers. This senti-

ment is articulated by Franci (26, Ph.D. student), who expresses:

‘When I can reuse something by doing it with my hands, I feel super

proud of myself as if I had done something impossible’. This is an enrich-

ing and empowering process that helps participants self-express and

give their identity personality and uniqueness. The results unveil how

the ‘unperfect’ outcome of a reuse process is able to overturn aes-

thetic canons imposing a novelty in a panorama in which mass pro-

duction becomes more and more anonymous. Creative

transformation, in terms of novelty and effectiveness, is at the core of

the reuse practice, as Figure 2 displays.

However, participants who lack creative and handicraft compe-

tencies mostly describe the reuse practice as time-consuming and

exhausting, effectively denying any value that used textiles could pro-

vide: ‘I haven't done anything so creative because I don't have creative

skills’ (Bea, 30, Post-doc), is an example of the lack of creativity as a

hindering obstacle. In addition, such creativity is often hindered by

a lack of imagination, which becomes the main constraint to textiles'

repurposing: ‘I have too few ideas for a reuse of textile material’
(Andrea, 27, Nurse).

Results show that the contextual disposal experiences involve the

simultaneous perception and the creation of more than one type of

value. Table 1 displays the most recurrent dimensions of value within

the reuse practice.

F IGURE 2 Illustrative examples of data generated through projective techniques for the reuse practice.

TABLE 1 Consumer reuse practice and disposal value.

Practice Value taxonomy Illustrative quotes

Reuse Functional (utility) ‘I converted old sheets into rags, the most beautiful rags ever!’ (Salvasaro, 34, Public Servant)

Emotional (fun, joy, challenge) ‘When I start adapting or transforming a fabric I just get hooked on it’ (Chiara, 27, Designer)

Aesthetic (visual appreciation) ‘I used old curtains that have become beautiful cushions’ (Chantal, 32, Housewife)

Moral (doing the right thing, being

ethical)

‘I've been educated not to waste. Things shouldn't be thrown away unnecessarily until they have life’
(Valentina, 25, Student)

Social (linking, bonding, connecting to

others, self-expression)

‘My aunt had found an old fabric in the wardrobe and we decided to create a pair of pants. Every

time I put them on I feel a wow moment, I feel special because they are special compared to the

other items I have, for an emotional matter and also for the uniqueness of the product’
(Francesca, 27, Lawer)
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5.2 | Consumer repair practice

5.2.1 | Sensemaking

Repair is a priority avenue frequently mentioned by participants to

lengthen product lifespans and it includes the repairing of textile items

by oneself or by a professional. Participants shared their experiences

of when and how they decided to repair their garments to keep

them in use, reporting that while not so long ago repaired textiles

were stigmatised with poverty and privation, this is no longer the case

and it is not the reason that prevents consumers from fixing damaged

textiles.

In this study repair propensity by the participants can be

explained through the experience offered by Emilio (35, Designer):

‘Instead of buying something new, when I am fond of a textile, I repair it:

it's such a regret when I throw something away. However, when I think of

how much stuff I throw away that comes from Zara, for example, I feel

quite awful’. While this is perceived as a worthy practice, it is enacted

in a limited way because of the poor quality of products sold in fast

fashion shops. Such underpinning fast fashion philosophy has led to a

sense of detachment from textiles that offer little emotional connec-

tion. This aspect, in addition to low cost, could explain why they are

not considered worthy of repair and raise a concern of wasting a lot

and repairing too little. Besides moral reasons, participants give mean-

ing to the repair practice for financial and environmental advantages

and also with more emotional ones in terms of attachment to the

product: The theme of taking care is enriched by the use of

the intriguing metaphor of Kintsugi, the Japanese art of putting bro-

ken pottery pieces back together with gold. Participants use this as a

metaphor to express how the act of repair goes beyond the simple life

extension of a textile, including instead deeper meanings. The

breakage or simple wearing out of a textile can become valuable; par-

ticipants suggest that by repairing things, we obtain more valuable

objects because they hold memories, adventures, stories and experi-

ences that make the artifact special and, as an extension, make each

person unique and precious. ‘Expressive embroidery stitches’ are what

participants define as the repair practice to enable personalisation. By

embracing flaws and imperfections, participants can create an even

stronger, more beautiful piece of garment. Visible mending of some-

thing ‘broken’ becomes a proud display of uniqueness and personality

that are signaled to the self and to others.

By repairing items, participants experience a sense of agency,

autonomy and empowerment thanks to which they take back control

of their material worlds, as expressed by the following quote: ‘Knitting
could easily become my favourite day activity, it makes me feel complete

and in tune with the world, having also control over it’ (Franci, 26, Ph.D.

student).

Figure 3 expresses the profound satisfaction derived from not

only salvaging a depleted textile but also enhancing its value. While

the act of repair should come naturally on the one hand, the skills

essential for this practice are rather uncommon on the other.

However, the ease of replacing textiles with cheap new ones is

recognized by participants as an overall disabling effect; as we no lon-

ger need the skills to repair or reuse textiles, we have become incapa-

ble of doing so. A lack of proper knowledge (‘how to’) calls

participants to outsource the activity or search for help, usually to

grandmothers, who are still seen as keepers of ancient and important

skills, as Andrea (27, Nurse) pointed out: ‘my dear grandmother is the

salvation of every broken/frayed garment. Nowadays, sewing is an art

less and less appreciated, but so useful …’.
Table 2 displays the most recurrent dimensions of value within

the repair practice.

F IGURE 3 Illustrative examples of data generated through projective techniques for the repair practice.
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5.3 | Consumer donation practice

5.3.1 | Sensemaking

The results disentangle the different types of the overarching

donation practice which participants describe as giving away a tex-

tile because they no longer want it, including in this practice tex-

tiles that are given to an organisation and textiles that are handed

down to friends, family, neighbours or other acquaintances. Partici-

pants have a positive attitude in regard to this practice and are

driven to donate because they feel that throwing away a textile

still in good shape would be a waste, especially thinking that other

people could benefit from the act. Ideas such as ‘I would feel really

bad to throw away something that could still be used’ are recurrent

in the study. Regardless of whether the textiles are brand new and

participants are simply bored of the style, or because they were a

purchase mistake, or whether they have been worn to pieces, the

donation is perceived as a win-win act of goodwill. Since partici-

pants feel at fault for overconsuming textiles, donation becomes a

counter-goodwill practice, able to cleanse one's consciousness,

compensating for the initial ‘sin’. Donation represents among par-

ticipants an overall and recurrent desire to wipe one's conscience

clean, a sort of ‘fashion detox’. Textile overconsumption threatens

participants' moral integrity: the unethical deed generates feelings

of immorality which activate a desire to cleanse, and donation

becomes the means of it.

Intracommunity donation occurs when participants donate a

textile within their close community, specifically to friends and

family. For participants, intracommunity donation is a culturally

automated and ordinary act; all participants have, in fact, donated

to family and friends. In addition, participants also express a

desire to give their special garments to special people, rather

than dispose of them. The passing on of the textiles may establish

and/or reinforce relationships with significant others, representing

a sort of legacy. As such, while on one side intracommunity

donation is a culturally interiorized common practice, on the other,

it acquires a meaning of embodiment of the relationship marking

the importance of it. Along these lines, the intracommunity

donation is able to generate feelings of warmth, connection and

bonding.

The second donation practice, less common than the first but still

highly enacted, is extracommunity donation which occurs when partici-

pants donate a textile to an entity outside their close community

which can be a charity association, such as Caritas, Red Cross or

Humana or to local churches. The act of donation is explained by par-

ticipants as an expression of altruism and an overall faith in humanity

benefiting society at a larger scale and having a positive environmen-

tal impact. This practice conveys a fundamental goodness of oneself

through a nonreciprocal act in a nondyadic setting. Such feelings of

moral collective altruism prompt participants with faith in humanity to

behave in ways that are generated by empathy and good feelings. Par-

ticipants describe extracommunity donation as a practice charac-

terised by moral care and moral altruism, without any particular cost

or loss for the donator. Such deep interaction is elaborated through

the metaphor of a window by Chiara (24, Babysitter): ‘For me, textile

donation is like an open window. An open window for me, who wants to

change the air in the room, open myself to new things and maybe change

something that no longer suits me or no longer suits the new me in con-

stant evolution. But it is also an open window for those who receive, open

to opportunities, a new possibility! The window, if we think about it, also

represents the idea of exchange: something that goes out and something

that enters, a continuous bridge of connection between the inside and the

outside’.
Participants express positive feelings of moral collective altruism

when donating to an unknown community: ‘Solidarity and equal dignity

among human beings. Donation is something genuine and simple, without

having something in return.’ (Sabrina, 28, GDO saleswoman).

The positive feelings of goodness and connection are at the base

of the perception of donation as a social and moral practice, as

Figure 4 displays.

However, at the same time, a certain distrust and scepticism

towards what happens to the items that are donated to unknown

people through association emerges, as Lindi (24, Student) clearly

expresses: ‘People often don't trust charities. It's very difficult to under-

stand what is going on. The fact that there is no confirmation, no trace-

ability of the donation, you will never know if it arrived effectively to

TABLE 2 Consumer repair practice and disposal value.

Practice Value taxonomy Illustrative quote

Repair Functional (utility, economic) ‘Repairing is certainly a money saver, first of all it would be a waste to throw something away that

could be repaired instead’ (Marty, 28, Consultant)

Emotional (taking care, self-

efficiency)

‘I like to repair the clothes I love and have value to me and, as everything that is valuable, taking care

of them is a demonstration of how important they are to me’ (Valentina, 25, Student)

Social (support from others, cultural

heritage)

‘It reminds me of my grandmother, but also my mom and aunt. When I need to sew up something, I

turn to them!’ (Salvasaro, 34, Public Servant)

Moral (doing the right thing, being

ethical)

‘If a garment can be fixed, I feel obligated to repair it instead of replacing it with some Zara item and

when I get at it I feel great!’ (Laura, 29, Designer)

Aesthetic (visual pleasure out of a

symbolic uniqueness)

‘I repaired some pants that had a hole in the back. I used another fabric to make a pocket: the result

was 100 times more beautiful’ (Franci, 26, PhD student)
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someone or if it was in vain. Often countries who receive the stuff don't

have any say in what they actually do receive, causing them to shoulder

our fast fashion overconsumption problem, which they did not create’.

Participants express the concern that donation could actually foster a

second-hand clothing economy for profit, creating more problems

than solving them. Moreover, other witnessed barriers are the lack of

textile bins in the municipalities and wide misinformation towards col-

lection services, which certainly limit the donation toward outer

cycles.

Table 3 displays the most recurrent dimensions of value within

the donation practice.

5.4 | Consumer reselling practice

5.4.1 | Sensemaking

The results pinpoint reselling practices as the selling of used yet

valuable textiles via physical avenues (e.g. Vintage shops, local mar-

kets) and digital platforms (e.g. Facebook Market, Vinted and

Depop). Participants report that reselling second-hand items

primarily fulfils the practical and functional needs of decluttering

unused yet fully functioning and sometimes valuable textiles, while

also providing an economic reward for the effort invested in the

practice.

In addition to online purchase mistakes, participants share that

changing sizes or tastes are key drivers to reselling items: Since throw-

ing something away seems wasteful and wrong, reselling them to

someone who will use them relieves that guilt and makes them feel

clever about it. While participants still resell their unwanted textiles in

flea markets and second-hand shops, social media is the more com-

monly adopted channel, and although reselling becomes easier thanks

to social media and digital apps, reselling is perceived as a high-effort

activity in terms of expertise and time required. Indeed, participants

prefer to donate their textiles instead of reselling them mainly

because of its ease.

The results unveil that reselling is perceived as an ethical practice

rich in moral value that transcends its environmental and economic

utility. Reselling is viewed as a key compromise between the altruism

of donation and the selfishness of throwing away. However, in con-

trast to reuse and donation, this practice is seen as a more efficient

and ‘cold’ action. Participants represent an efficient market wherein

F IGURE 4 Illustrative examples of data generated through projective techniques for the donation practice.

TABLE 3 Consumer donation practice and disposal value.

Practice Value taxonomy Illustrative quote

Donation Functional (utility, ease, automatism) ‘I have three older sisters, so I wore a lot of hand-me-downs, that's how I grew up and how

now giving away stuff I no longer use is just normal’ (Valentina, 25, Student)

Social (linking to others, relational

meaning, connecting to special others)

‘I know my friend understood the meaning of the coat I gave her. Despite it really didn't suit me

anymore, it was my grandmother's and I loved it. I hope that that special never-aging

garment will be a reminder of our friendship’ (Bea, 30, Post-doc)

Moral (goodness, altruism, caring for

others)

‘We're the ones that are buying too much stuff and then we want our unwanted things to

somehow be good for the world. I donate to feel good about my conscience knowing that I

am doing the right thing’ (Andrea, 27, Nurse)
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sellers and buyers co-create value. A used textile, which may have lost

value for the seller, undergoes a transformation to become valuable

for the buyer, engendering reciprocal gains. This alternative efficient

market is further enriched by positive social meanings, including a net-

work of relations triggered by a single product. The ‘I earn and you

save’ motto offered by Chantal (32, Housewife) who describes how

the reselling practice highlights its moral efficiency: ‘I sell stuff at every
change of season because maybe I've used those garments very little ….

what I no longer use may be interesting to someone else. I earn money

and he or she spends less than buying something new’ (Miki,

28, Employee).

Figure 5 provides evidence of how the reselling practice is per-

ceived as an efficient practice able to blend personal utilitarian gains

with collectivistic benefits.

Selling an item is certainly a skill that does not go without obsta-

cles, as expressed by Elisabetta (27, Architect): “To become a ‘seller’

you need to know how to take good pictures, know how to describe a

product, and know which platforms are more appropriate. Knowing all

this is far from obvious”. The lack of these resources leads participants

to prefer other lower-effort practices, such as donation: ‘The time

devoted to shipping and all the rest that is required to manage the app

holds me back. I prefer to donate them’ (Elisabetta, 27, Architect). The
frustration arising from managing the conversations with potential

buyers is compared with proper selling activities, making the practice

time-consuming and demanding, potentially hindering its

performance.

Furthermore, participants not only emphasise the technical and

practical facets of this skill but also underscore the necessity to culti-

vate a comprehensive entrepreneurial mindset. This mindset, as

described by participants, entails a mental inclination to embrace intri-

cate and occasionally precarious situations. Participants acknowledge

that making decisions in such contexts is not always straightforward.

Table 4 displays the most recurrent dimensions of value within

the resell practice.

F IGURE 5 Illustrative examples of data generated through projective techniques for the resell practice.

TABLE 4 Consumer reselling practice and disposal value.

Practice Value taxonomy Illustrative quote

Resell Functional (efficient, utilitarian,

convenience, monetary)

‘It is a very simple and pragmatic experience; I take the clothes to be evaluated at the flea market in the

hope that they have potential value for resale’ (Emilio, 35, Designer)

Moral (efficient partnership) ‘Selling my used stuff seems to me to join forces with the buyer. I sell something I no longer use and the

other person finds something they are looking for’ (Franci, 26, Ph.D. Student)

Social (network; collectivism) ‘The spiderweb reminds me of a network. Because the sale and consequently the purchase of textile

products can generate a network, a network of people, with connections, stories behind them,

friendships etc. And this practice can unite everyone, unite multiple realities through a simple

product’ (Chiara, 24, Babysitter)
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5.5 | Comparing the practices

To provide a comprehensive understanding, Table 5 below offers a

comparison of the disposal value attributed to the four practices

under investigation. The symbol ✓ indicates the specific type of value

associated with each practice, and the brackets clarify the terms in

which it is expressed.

6 | DISCUSSION AND THEORETICAL
IMPLICATIONS

Consumer textile disposal is a process that begins with a consumer's

decision to stop using a textile that no longer satisfies the owner.

The study begins by revealing that discarding textiles equates to a

failed moral duty that raises in participants feelings of guilt, distur-

bance and shame, reflecting a direct moral obligation to respect envi-

ronmental and social issues. The study confirms that used textiles'

lifespan is only partly influenced by garment damage and perceived

quality (McNeill et al., 2020), instead participants report typical drivers

of disposal such as shopping mistakes, changes in sizes and changes in

tastes. However, young responsible consumers believe that fast fash-

ion is the main responsible for throwing a textile away. Conversely,

the pivotal factor behind consumers' inclination to delay the disposal

of textiles is their profound emotional attachment to these items, an

insight that has been substantiated by numerous prior studies

(e.g. Dommer & Winterich, 2021).

Drawing from the value-in-disposition construct, this research

explored the sensemaking consumers experience when enacting the

practices of reuse, repair, donate and resell. According to our study,

participants attribute relevant value to disposal practices. Such value

can be appreciated at different layers of interpretation, with the

mechanisms of consumer empowerment at the inner core of

the study, the specific value-in-disposition dimensions in the middle

and the barriers positioned in the outer core (as expressed in

Figure 7).

By exploring consumers' sensemaking of textile disposal practices,

this paper offers two theoretical contributions to the literature.

First, this study addresses the overarching call for research to

include consumers more extensively in the CE paradigm (Niinimäki

et al., 2020). However, this research deviates from previous research

within this consumer-centric conversation. While prior research has

emphasised understanding consumers' perceptions and expectations

(Vehmas et al., 2018) to effectively shape their disposal behaviours

with the aim of supporting the companies' CE uptake, this study goes

further by attributing greater empowerment to consumers. Indeed,

the emphasis on prioritising the role of consumers in the CE can be

traced in previous studies: Ki et al. (2021) demonstrate, for example,

that consumers' positive attitudes and moral stance are predictors of

the willingness to engage with corporate circular offerings. Similarly,

Sarigöllü et al. (2021), by investigating the profiles of consumers who

engage in disposal behaviours, recognize the importance of under-

standing consumers' redistribution strategies in the CE. Moreover, Elf

et al. (2022) have advocated for an extensive consumer engagement

approach in order to find the most effective CE solutions. While the

aforementioned studies contribute to generating new knowledge

around this undertheorized research area, this paper marks a theo-

retical advancement by considering consumers not merely as

receivers or as collaborators of corporate strategies but rather as

empowered stakeholders who possess the ability to independently

orchestrate the practices of reuse, repair, donate and resell. In doing

so, consumers assume control and agency over textiles' lifespan.

Thus, the first theoretical contribution resides in elucidating how

value-in-disposition determines consumer empowerment, unveiling its

manifestation across the four investigated practices delineated in

the paper. The practice of reuse fosters consumer empowerment by

providing a sense of gratification as being a ‘creator’ who trans-

forms exhausted resources into novel and distinctive entities.

TABLE 5 Value taxonomy across practices.

Value taxonomy

Functional Emotional Aesthetic Moral Social

Reuse ✓

(utilitarian)

✓

(fun, joy, challenge)

✓

(visual appreciation out of

individual creativity)

✓

(doing the right

thing, being

ethical)

✓

(linking, bonding, connecting

to others, self-expression)

Repair ✓

(utilitarian, monetary)

✓

(taking care, self-

efficiency,

agency)

✓

(visual pleasure out of a

symbolic uniqueness)

✓

(doing the right

thing, being

ethical)

✓

(support from others, cultural

heritage)

Donate ✓

(utilitarian, ease,

automatism)

✓

(goodness, altruism,

caring for others)

✓

(linking to others, connecting

to special ones)

Resell ✓

(utilitarian, efficiency,

convenience,

monetary)

✓

(efficient

partnership)

✓

(network; collectivism)
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Similarly, the repair practice stimulates consumer empowerment by

instilling a feeling of agency and autonomy, allowing consumers to

regain control over their material surroundings. The act of donation

induces a form of empowerment rooted in empathy and positive

emotions, centering around altruistic care for others. Lastly, empow-

erment is evident within the resell practice due to consumers' ability

to collaboratively establish an effective alternative market. Through

reselling, consumers–sellers metamorphose depleted resources with

minimal value into commodities that hold new value for buyers,

engendering mutual advantages. In sum, all disposal practices allow

consumers, in different ways, to regain control of their material

worlds, avoiding textiles from becoming waste and thus keeping the

value into cycle.

Furthermore, to effectively respond to the proposition put forth

by Niinimäki et al. (2020), advocating for the imperative change of

consumer behaviour through decreased textile purchases and height-

ened garment longevity, this study emphasises, for the first time to

the best of our knowledge, the disempowering obstacles consumers

experience in textile disposal practices.

On the one hand, consumers highlight that such external barriers

can be traced back to the overarching philosophy of fast fashion. The

convenience of replacing textiles with cheap new ones is recognized

by participants as an overall disabling effect; due to the diminishing

necessity for textile repair or reuse skills, participants have gradually

become incapable of effectively engaging in these practices. Similar

reasons apply to the resell practice, where the exerted effort is

deemed excessive for the majority of fast fashion products. The dona-

tion practice seems to be less affected by the low intrinsic value

attached to fast fashion products. Consumers seem willing to donate

depleted fast fashion textiles, primarily because the act of donation

involves less effort compared to other disposal practices.

On the other hand, the paper reveals that consumer disposal

practices encounter internal barriers as well. This study highlights

three major categories of obstacles that are synthesised as follows:

(a) consumer's lack of time, patience and energy, (b) consumer's lack

of skills (imagination, know-how), (c) consumer's lack of information

that leads to an overall consumer skepticism and distrust and

(d) consumer's idleness eased by the fast-fashion logic. The above

points (a), (c) and (d) are consistent with the recent study carried out

by Acuti et al. (2023), who demonstrate that the physical proximity to

a drop-off point determines sustainable disposal and that when con-

sumers are able to process information easily, such communication

drives positive disposal behaviours. More specifically, the paper iden-

tifies physical proximity to a bin, a service or a person as strong

enabling factors for the practices of repair, donate and resell, that help

consumers contrast idleness, lack of time and lack of energy. More-

over, clearer information sharing from companies and municipalities

might help consumers understand the complexity of the textile dis-

posal system and improve an acknowledgment of their positive or

negative impact within it. These barriers are translated into actionable

guidelines in Section 6.1.

Second, thanks to the exploratory nature of the present research,

this paper contributes to the conceptualisation of the construct of

value-in-disposition initially formalised by Türe (2014) and here applied

to the Textile & Clothing industry. While Türe's study (2014) eluci-

dates the ways consumers transfer and create value through disposi-

tion by forming new relations and maintaining and strengthening their

social connections around discarded objects, this study offers an inno-

vative value taxonomy encompassing the interactive dimensions of

value-in-disposition within the CE paradigm. The study explains the

interplay between functional, social, emotional, aesthetic and moral

values, which collectively contribute to the establishment of an over-

arching consumer ‘environmental’ value. As a result, this paper devi-

ates from the well-established technical interpretation offered by the

CE paradigm (e.g. Kirchherr et al., 2017) by conceptualising value-in-

disposition as the enhanced value that consumers generate through

the process of transforming depleted resources into new

meaningful ones.

F IGURE 6 ‘Environmental value’ (functional, social, emotional, aesthetic and moral) redistributed within the inner VS the outer person's
cycle.
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While all four practices are perceived as powerful in extending

the textiles' lifespan, reuse and repair are practices that afford value

that is retained by the same owner (inner circle), expressing a self-

oriented locus of value. Donate and resell are practices that afford

value both to the initial owner and to external people (outer circle),

expressing an other-oriented locus of value. Consumers, through indi-

vidual acts, move textiles from one person to another and, as such,

can be regarded as a collective resource system able to slow down

the production and consumption of textiles thus lowering the nega-

tive impact on the environment (as evident in Figure 6). Along these

lines, our research confirms Sarigöllü et al.’s (2021) study stating that

when consumers are no longer capable of fully exploiting a product's

value while owning it, they will be willing to redistribute it to others to

allow them to fully exhaust the product's residual value.

Consequently, if in a linear economy paradigm, the value valence

can be classified according to a three-layer scale (1. downsizing/

depleted value; 2. same value; 3. upsizing/added value), in a CE para-

digm, we contend that consumers, by enacting the four disposal prac-

tices, prevent the textile from ending up in landfills and therefore

generate an added value. This specifically occurs thanks to consumers'

disposal behaviours who still recognize a potential value in this textile

waste, which is later extended and given a deeper meaning through

reuse, repair, donate and resell practices. Along these lines, under the

CE paradigm, even when the value is downsized for functional stances

(e.g. making wipes out of textiles' scraps, or repairing damages, or

wardrobes decluttering), it assumes an environmental connotation

that elevates it to an upsizing practice, as it prevents waste to go to

the landfill. In essence, the second contribution conceptualises

value-in-disposition as the enhanced value consumers operate by

transforming depleted resources into new meaningful ones.

Figure 7 summarises the conceptual contribution of this study

visualising the relationship between consumer empowerment, a value-

in-disposition taxonomy, and the barriers that hinder textile disposal

practices.

6.1 | Managerial implications

The study has focused on the final part of the consumers' textile dis-

posal behaviour journey, providing insightful opportunities for

F IGURE 7 Visual conceptual contribution of the relation between consumer empowerment, value in-disposition taxonomy and barriers.
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sustainable organisations and policymakers, with the intent of extend-

ing the lifespan of existing products, reducing textiles' landfilling and

also reducing future replacement product purchases. When a con-

sumer is faced with a disposal decision, the disposal option practices

of reuse, repair, donate and resell must ‘compete’ with the throwing

away option. By understanding how consumers feel empowered

thanks to the enactment of disposal practices, policymakers and com-

panies are able to define appropriate strategies to actively engage

consumers in the CE paradigm. To achieve this objective, companies

can integrate the principles of reuse, repair, donation, and resale into

their mindset. By designing products and services that actively sup-

port these practices instead of creating items for disposal, companies

can align with the goals outlined in the EU strategy for sustainable

and circular textiles (European Commission, 2022). Building on Sari-

göllü et al. (2021), companies can favour value-increasing actions to

leverage consumers' social, emotional and moral values (e.g. self-

expression, social reinforcement, altruism and freedom) and thus

engage them more in sustainable textile disposal practices. Table 6

integrates the insights derived from this study with pertinent practices

identified in existing literature (e.g. Acuti et al., 2023; Vehmas

et al., 2018; dos Santos & Campos, 2021), proposing a series of

actions that companies can undertake to tackle their environmental

impact when engaging consumers as pivotal and empowered

stakeholders.

6.2 | Future research and main limitations

We suggest that further research should continue to enrich a general

theory of consumer disposal, maximising the environmental,

economic, personal and community value of partially depleted

resources. First, this paper uncovers how consumers experience

empowerment as a result of their transforming depleted or partially

depleted resources into something of value. To deepen the knowl-

edge of this research stream, future research should explicitly be con-

cerned with the consumer resources involved in disposal practices.

Which skills and competencies do consumers need to develop? How

can companies and stakeholders stimulate them?

Second, although all four of the consumer disposal practices

described in this paper belong to the overarching ‘reduce’ philosophy,
future studies could explore this consumption behaviour as a stand-

alone practice. The ‘buy less, buy better’ practice is recognized as a

powerful means to embrace sustainability by reducing waste (Sun

et al., 2021). It would be interesting to investigate what leads con-

sumers to purchase fewer, higher-end textiles that will last longer,

rather than many inexpensive textiles that will be quickly thrown away.

This insight would help practitioners and policymakers in nudging them

toward concentrating their budget on fewer high-end textiles.

Third, this study has centred on environmentally conscious con-

sumers who possessed some form of prior experience with the inves-

tigated practices. Future research should examine consumers with

moderate environmental and moral inclinations, in order to gain dee-

per insights into the obstacles they face when carrying out disposal

practices. This approach would contribute to a more comprehensive

understanding of these findings.

Also, the present research has focused on the domains of textiles.

Given the exploratory nature of this research, our findings and

insights are not generalizable to different industries and product cate-

gories, and it may be a worthwhile pursuit to investigate consumers'

practices in other domains (e.g. food, sports equipment).

TABLE 6 Companies' actionable implications.

Practice Barriers Managerial implications

Reuse Lack of imagination and patience;

Lack of know-how and creative skills

• Design the product as it can be easily disassembled

• Suggest possible reusing ideas for items and communicate them through a QR code on

the label

• Design creative contests through social media that reward consumers for successful

textiles transformations

Repair Lack of know-how;

Lack of tools;

Lack of patience

• Design short online courses to increase repairing skills

• Provide nice tools to favour repair (e.g. colour-matched thread, nice patch)

• Offer discount for repairing services

• Support or partner up with repair cafes

• Improve communication channels and campaigns, based on transparent informations

Donate Lack of dedicated textiles bins;

Lack of textiles collection services;

Skepticism,

Lack of information

• Map out the textiles bins in the city and design an app to show them

• Develop agreements with NGOs or specific charity shops and suggest them to consumers

through the label

• Partnering with textiles' collecting services to increase traceability

• Institute more collection points (ecopoint, flea market, charity shops) in public areas,

transport chain, sorting Centre

• Sponsor swap events

Resell Lack of time,

Lack of expertise in managing apps;

Knowing how to manage price,

competition, pictures

• Develop app integrations to guide consumers in setting a good selling service

• Use AI to match-make consumers' interests and items sold

PERA and FERRULLI 2945

 10990836, 2024, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/bse.3616 by Politecnico D

i T
orino Sist. B

ibl D
el Polit D

i T
orino, W

iley O
nline L

ibrary on [09/08/2024]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense



ORCID

Eliana Ferrulli https://orcid.org/0000-0003-3380-2766

REFERENCES

Acuti, D., Lemarié, L., & Viglia, G. (2023). How to enhance the sustainable

disposal of harmful products. Technological Forecasting and Social

Change, 186, 122151. https://doi.org/10.1016/j.techfore.2022.

122151

Armstrong, C. M., Niinimäki, K., Kujala, S., Karell, E., & Lang, C. (2015). Sus-

tainable product-service systems for clothing: exploring consumer per-

ceptions of consumption alternatives in Finland. Journal of Cleaner

Production, 97, 30–39.
Bagozzi, R. P. (1975). Marketing as exchange. Journal of Marketing, 39(4),

32–39. https://doi.org/10.1177/002224297503900405
Biernacki, P., & Waldorf, D. (1981). Snowball sampling: Problems and tech-

niques of chain referral sampling. Sociological Methods & Research,

10(2), 141–163. https://doi.org/10.1177/004912418101000205
Birtwistle, G., & Moore, C. M. (2007). Fashion clothing–where does it all

end up? International Journal of Retail & Distribution Management, 35,

210–216. https://doi.org/10.1108/09590550710735068
Chris, G., & Elyse, S. (2013). Is green the new black?: Exploring ethical fash-

ion consumption. In Ethical consumption (pp. 169–185). Routledge.
Creswell, J. W., & Plano Clark, V. (2007). Designing and conducting mixed

methods research. Sage Publications.

Cruz-Cárdenas, J., & del Val Núñez, M. T. (2016). Clothing disposition by

gifting: Benefits for consumers and new consumption. Journal of Busi-

ness Research, 69(11), 4975–4979. https://doi.org/10.1016/j.jbusres.
2016.04.062

Cruz-Cárdenas, J., Guadalupe-Lanas, J., & Velín-Fárez, M. (2019). Con-

sumer value creation through clothing reuse: A mixed methods

approach to determining influential factors. Journal of Business

Research, 101, 846–853. https://doi.org/10.1016/j.jbusres.2018.

11.043

De Coverly, E., McDonagh, P., O'Malley, L., & Patterson, M. (2008). Hid-

den mountain: The social avoidance of waste. Journal of

Macromarketing, 28(3), 289–303. https://doi.org/10.1177/

0276146708320442

Dommer, S. L., & Winterich, K. P. (2021). Disposing of the self: The role of

attachment in the disposition process. Current Opinion in Psychology,

39, 43–47.
dos Santos, P. S., & Campos, L. M. (2021). Practices for garment industry's

post-consumer textile waste management in the circular economy

context: An analysis on literature. Brazilian Journal of Operations & Pro-

duction Management, 18(1), 1–17. https://doi.org/10.14488/BJOPM.

2021.004

Elf, P., Werner, A., & Black, S. (2022). Advancing the circular economy

through dynamic capabilities and extended customer engagement:

Insights from small sustainable fashion enterprises in the UK. Business

Strategy and the Environment, 31, 2682–2699. https://doi.org/10.

1002/bse.2999

Ellen MacArthur Foundation. (2021). Circular business models: redefining

growth for a thriving fashion industry. Ellen MacArthur Foundation,

1–78. https://ellenmacarthurfoundation.org/fashion-business-

models/overview

EPRS - European Parliamentary Research Service. (2019) Environmental

impact of the textile and clothing industry - What consumers need to

know. Retrieved: May 25, 2022 from https://www.europarl.europa.

eu/RegData/etudes/BRIE/2019/633143/EPRSBRI(2019)633143_

EN.pdf

European Commission. (2020). The european Circular Economy Action

Plan. Retrieved from https://environment.ec.europa.eu/strategy/

circular-economy-action-plan_en

European Commission. (2022). The european Textile Strategy. Retrieved

from https://environment.ec.europa.eu/strategy/textiles-strategy_en

Fusch, P., & Ness, L. (2015). Are we there yet? Data saturation in qualita-

tive research. The Qualitative Report, 20, 1208–1416. https://doi.org/
10.46743/2160-3715/2015.2281

Gordon, R., Dibb, S., Magee, C., Cooper, P., & Waitt, G. (2018). Empirically

testing the concept of value-in-behavior and its relevance for social

marketing. Journal of Business Research, 82, 56–67. https://doi.org/10.
1016/j.jbusres.2017.08.035

Gummerus, J. (2013). Value creation processes and value outcomes in

marketing theory: Strangers or siblings? Marketing Theory, 13(1), 19–
46. https://doi.org/10.1177/1470593112467267

Ha-Brookshire, J. E., & Hodges, N. N. (2009). Socially responsible con-

sumer behavior? Exploring used clothing donation behavior. Clothing

and Textiles Research Journal, 27(3), 179–196.
Haire, M. (1950). Projective techniques in marketing research. Journal of

Marketing, 14(5), 649–656. https://doi.org/10.1177/

002224295001400501

Hirscher, A. L., Niinimäki, K., & Armstrong, C. M. J. (2018). Social

manufacturing in the fashion sector: New value creation through alter-

native design strategies? Journal of Cleaner Production, 172, 4544–
4554. https://doi.org/10.1016/j.jclepro.2017.11.020

Holbrook, M. B. (1999). Consumer value: A framework for analysis and

research. Routledge.

Holder, A., Ruhanen, L., Walters, G., & Mkono, M. (2023). “I think … I feel

…”: Using projective techniques to explore socio-cultural aversions

towards indigenous tourism. Tourism Management, 98, 104778.

https://doi.org/10.1016/j.tourman.2023.104778

Jacoby, J., Berning, C. K., & Dietvorst, T. F. (1977). What about disposi-

tion? Journal of Marketing, 41(2), 22–28. https://doi.org/10.1177/

002224297704100212

Joung, H. M., & Park-Poaps, H. (2013). Factors motivating and influencing

clothing disposal behaviours. International Journal of Consumer Studies,

37(1), 105–111. https://doi.org/10.1111/j.1470-6431.2011.01048.x
Ki, C. W., Chong, S. M., & Ha-Brookshire, J. E. (2020). How fashion can

achieve sustainable development through a circular economy and

stakeholder engagement: A systematic literature review. Corporate

Social Responsibility and Environmental Management, 27(6), 2401–
2424. https://doi.org/10.1002/csr.1970

Ki, C. W., Park, S., & Ha-Brookshire, J. E. (2021). Toward a circular econ-

omy: Understanding consumers' moral stance on corporations' and

individuals' responsibilities in creating a circular fashion economy.

Business Strategy and the Environment, 30(2), 1121–1135. https://doi.
org/10.1002/bse.2675

Kirchherr, J., Reike, D., & Hekkert, M. (2017). Conceptualizing the circular

economy: An analysis of 114 definitions. Resources, Conservation and

Recycling, 127, 221–232. https://doi.org/10.1016/j.resconrec.2017.

09.005

Laitala, K. (2014). Consumers' clothing disposal behaviour–a synthesis of

research results. International Journal of Consumer Studies, 38(5), 444–
457. https://doi.org/10.1111/ijcs.12088

Lehner, M., Mont, O., Mariani, G., & Mundaca, L. (2020). Circular

economy in home textiles: Motivations of IKEA consumers in

Sweden. Sustainability, 12(12), 5030. https://doi.org/10.3390/

su12125030

MacArthur, E., Zumwinkel, K., & Stuchtey, M. (2015). Growth within: A cir-

cular economy vision for a competitive Europe. Ellen MacArthur Foun-

dation. https://www.ellenmacarthurfoundation.org/assets/

downloads/publications/EllenMacArthurFoundation_Growth-Within_

July15.pdf

McGrath, M. A., Sherry, J. F. Jr., & Levy, S. J. (1993). Giving voice to the

gift: The use of projective techniques to recover lost meanings. Journal

of Consumer Psychology, 2(2), 171–191. https://doi.org/10.1016/

S1057-7408(08)80023-X

McNeill, L. S., Hamlin, R. P., McQueen, R. H., Degenstein, L., Wakes, S.,

Garrett, T. C., & Dunn, L. (2020). Waste not want not: Behavioural

intentions toward garment life extension practices, the role of damage,

2946 PERA and FERRULLI

 10990836, 2024, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/bse.3616 by Politecnico D

i T
orino Sist. B

ibl D
el Polit D

i T
orino, W

iley O
nline L

ibrary on [09/08/2024]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://orcid.org/0000-0003-3380-2766
https://orcid.org/0000-0003-3380-2766
https://doi.org/10.1016/j.techfore.2022.122151
https://doi.org/10.1016/j.techfore.2022.122151
https://doi.org/10.1177/002224297503900405
https://doi.org/10.1177/004912418101000205
https://doi.org/10.1108/09590550710735068
https://doi.org/10.1016/j.jbusres.2016.04.062
https://doi.org/10.1016/j.jbusres.2016.04.062
https://doi.org/10.1016/j.jbusres.2018.11.043
https://doi.org/10.1016/j.jbusres.2018.11.043
https://doi.org/10.1177/0276146708320442
https://doi.org/10.1177/0276146708320442
https://doi.org/10.14488/BJOPM.2021.004
https://doi.org/10.14488/BJOPM.2021.004
https://doi.org/10.1002/bse.2999
https://doi.org/10.1002/bse.2999
https://ellenmacarthurfoundation.org/fashion-business-models/overview
https://ellenmacarthurfoundation.org/fashion-business-models/overview
https://www.europarl.europa.eu/RegData/etudes/BRIE/2019/633143/EPRSBRI(2019)633143_EN.pdf
https://www.europarl.europa.eu/RegData/etudes/BRIE/2019/633143/EPRSBRI(2019)633143_EN.pdf
https://www.europarl.europa.eu/RegData/etudes/BRIE/2019/633143/EPRSBRI(2019)633143_EN.pdf
https://environment.ec.europa.eu/strategy/circular-economy-action-plan_en
https://environment.ec.europa.eu/strategy/circular-economy-action-plan_en
https://environment.ec.europa.eu/strategy/textiles-strategy_en
https://doi.org/10.46743/2160-3715/2015.2281
https://doi.org/10.46743/2160-3715/2015.2281
https://doi.org/10.1016/j.jbusres.2017.08.035
https://doi.org/10.1016/j.jbusres.2017.08.035
https://doi.org/10.1177/1470593112467267
https://doi.org/10.1177/002224295001400501
https://doi.org/10.1177/002224295001400501
https://doi.org/10.1016/j.jclepro.2017.11.020
https://doi.org/10.1016/j.tourman.2023.104778
https://doi.org/10.1177/002224297704100212
https://doi.org/10.1177/002224297704100212
https://doi.org/10.1111/j.1470-6431.2011.01048.x
https://doi.org/10.1002/csr.1970
https://doi.org/10.1002/bse.2675
https://doi.org/10.1002/bse.2675
https://doi.org/10.1016/j.resconrec.2017.09.005
https://doi.org/10.1016/j.resconrec.2017.09.005
https://doi.org/10.1111/ijcs.12088
https://doi.org/10.3390/su12125030
https://doi.org/10.3390/su12125030
https://www.ellenmacarthurfoundation.org/assets/downloads/publications/EllenMacArthurFoundation_Growth-Within_July15.pdf
https://www.ellenmacarthurfoundation.org/assets/downloads/publications/EllenMacArthurFoundation_Growth-Within_July15.pdf
https://www.ellenmacarthurfoundation.org/assets/downloads/publications/EllenMacArthurFoundation_Growth-Within_July15.pdf
https://doi.org/10.1016/S1057-7408(08)80023-X
https://doi.org/10.1016/S1057-7408(08)80023-X


brand and cost on textile disposal. Journal of Cleaner Production, 260,

121026. https://doi.org/10.1016/j.jclepro.2020.121026

McQueen, R. H., Jain, A., McNeill, L. S., & Kozlowski, A. (2023). The role of

resources in repair practice: Engagement with self, paid and unpaid

clothing repair by young consumers. Textile Research Journal, 93(3–4),
576–591. https://doi.org/10.1177/00405175221123067

Murthy, D. (2008). Digital ethnography: An examination of the use of new

technologies for social research. Sociology, 42(5), 837–855. https://
doi.org/10.1177/0038038508094565

Niinimäki, K., & Hassi, L. (2011). Emerging design strategies in sustainable

production and consumption of textiles and clothing. Journal of Cleaner

Production, 19(16), 1876–1883. https://doi.org/10.1016/j.jclepro.

2011.04.020

Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T., & Gwilt, A.

(2020). The environmental price of fast fashion. Nature Reviews Earth &

Environment, 1(4), 189–200. https://doi.org/10.1038/s43017-020-

0054-x

Norum, P. S. (2015). Trash, charity, and secondhand stores: An empirical

analysis of clothing disposition. Family and Consumer Sciences Research

Journal, 44(1), 21–36. https://doi.org/10.1111/fcsr.12118
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Şener, T., Bişkin, F., & Kılınç, N. (2019). Sustainable dressing: consumers'

value perceptions towards slow fashion. Business Strategy and the Envi-

ronment, 28(8), 1548–1557. https://doi.org/10.1002/bse.2330

Shim, S. (1995). Environmentalism and consumers' clothing disposal pat-

terns: An exploratory study. Clothing and Textiles Research Journal,

13(1), 38–48. https://doi.org/10.1177/0887302X9501300105
Stanescu, M. D. (2021). State of the art of post-consumer textile waste

upcycling to reach the zero waste milestone. Environmental Science

and Pollution Research, 28(12), 14253–14270. https://doi.org/10.

1007/s11356-021-12416-9

Stavros, C., & Westberg, K. (2009). Using triangulation and multiple case

studies to advance relationship marketing theory. Qualitative Market

Research, 12(3), 307–320. https://doi.org/10.1108/

13522750910963827

Stewart, R., & Niero, M. (2018). Circular economy in corporate sustainabil-

ity strategies: A review of corporate sustainability reports in the fast-

moving consumer goods sector. Business Strategy and the Environment,

27(7), 1005–1022. https://doi.org/10.1002/bse.2048
Sun, J. J., Bellezza, S., & Paharia, N. (2021). Buy less, buy luxury: Under-

standing and overcoming product durability neglect for sustainable

consumption. Journal of Marketing, 85(3), 28–43. https://doi.org/10.
1177/0022242921993172

Testa, F., Iovino, R., & Iraldo, F. (2020). The circular economy and con-

sumer behaviour: The mediating role of information seeking in buying

circular packaging. Business Strategy and the Environment, 29(8), 3435–
3448. https://doi.org/10.1002/bse.2587

Türe, M. (2014). Value-in-disposition: Exploring how consumers derive

value from disposition of possessions. Marketing Theory, 14(1), 53–72.
https://doi.org/10.1177/1470593113506245

Vargo, S. L., Maglio, P., & Akaka, M. A. (2008). On value and value co-crea-

tion: A service systems and service logic perspective. European Man-

agement Journal, 26, 145–152. https://doi.org/10.1016/j.emj.2008.

04.003

Vehmas, K., Raudaskoski, A., Heikkilä, P., Harlin, A., & Mensonen, A.

(2018). Consumer attitudes and communication in circular fashion.

Journal of Fashion Marketing and Management: an International Journal,

22(3), 286–300. https://doi.org/10.1108/JFMM-08-2017-0079

Vercalsteren, A., Nicolau, M., & Lafond, E. (2019). Textiles and the environ-

ment in a circular economy. Eionet Report-ETC/WMGE, 6. Retrieved:

June 30, 2023 at https://shorturl.at/ahiR1

Yin, R. K. (2013). Validity and generalization in future case study evalua-

tions. Evaluation, 19(3), 321–332. https://doi.org/10.1177/

1356389013497081

Zauner, A., Koller, M., & Hatak, I. (2015). Customer perceived value. Con-

ceptualization and avenues for future research. Cogent Psychology,

2(1), 1061782. https://doi.org/10.1080/23311908.2015.1061782

How to cite this article: Pera, R., & Ferrulli, E. (2024).

Consumers' textile disposal practices and their perceived value

in the circular economy: A platform focused ethnography

approach. Business Strategy and the Environment, 33(4),

2931–2948. https://doi.org/10.1002/bse.3616

PERA and FERRULLI 2947

 10990836, 2024, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/bse.3616 by Politecnico D

i T
orino Sist. B

ibl D
el Polit D

i T
orino, W

iley O
nline L

ibrary on [09/08/2024]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense

https://doi.org/10.1016/j.jclepro.2020.121026
https://doi.org/10.1177/00405175221123067
https://doi.org/10.1177/0038038508094565
https://doi.org/10.1177/0038038508094565
https://doi.org/10.1016/j.jclepro.2011.04.020
https://doi.org/10.1016/j.jclepro.2011.04.020
https://doi.org/10.1038/s43017-020-0054-x
https://doi.org/10.1038/s43017-020-0054-x
https://doi.org/10.1111/fcsr.12118
https://doi.org/10.1177/0040517520944524
https://doi.org/10.1002/cb.294
https://doi.org/10.1002/mar.21596
https://doi.org/10.1002/mar.21596
https://doi.org/10.1108/10878570410699249
https://doi.org/10.1108/10878570410699249
https://doi.org/10.1016/j.technovation.2019.05.001
https://doi.org/10.1016/j.technovation.2019.05.001
https://doi.org/10.1002/bse.2624
https://doi.org/10.1002/bse.2624
https://doi.org/10.1177/0743915618811851
https://doi.org/10.1177/0743915618811851
https://doi.org/10.1002/bse.2330
https://doi.org/10.1177/0887302X9501300105
https://doi.org/10.1007/s11356-021-12416-9
https://doi.org/10.1007/s11356-021-12416-9
https://doi.org/10.1108/13522750910963827
https://doi.org/10.1108/13522750910963827
https://doi.org/10.1002/bse.2048
https://doi.org/10.1177/0022242921993172
https://doi.org/10.1177/0022242921993172
https://doi.org/10.1002/bse.2587
https://doi.org/10.1177/1470593113506245
https://doi.org/10.1016/j.emj.2008.04.003
https://doi.org/10.1016/j.emj.2008.04.003
https://doi.org/10.1108/JFMM-08-2017-0079
https://shorturl.at/ahiR1
https://doi.org/10.1177/1356389013497081
https://doi.org/10.1177/1356389013497081
https://doi.org/10.1080/23311908.2015.1061782
https://doi.org/10.1002/bse.3616


APPENDIX I : PARTICIPANT DEMOGRAPHICS A.

Name Age Houseld Occupation Education

Valentinamonaco 29 Boyfriend/girlfriend Pedagogue Master degree + master

Chantal 32 Family Housewife Bachelor degree

Salvo 28 Brothers & sisters Engineer Master degree

Pablo93 28 Alone Designer Master degree

Chiara 27 Boyfriend/girlfriend Designer Master degree

Lindi 24 Family Student Bachelor degree

Arianna 23 Family Intern Bachelor degree

Davide 26 Alone Gardener Highschool diploma

Valentina 25 Family Student Bachelor degree

BettaZani 23 Family Student Bachelor degree

Emilio 35 Flatmates Designer Master degree + master

Giulia 28 Boyfriend/girlfriend Student Highschool diploma

Sara 26 Boyfriend/girlfriend Architect Bachelor degree

Franci 26 Boyfriend/girlfriend PhD student Master degree

Danilo 27 Flatmates Employee Master degree

Miki 28 Boyfriend/girlfriend Employee Highschool diploma

Elisabetta 27 Boyfriend/girlfriend Architect Master degree

Chiara 24 Family Babysitter Highschool diploma

ML 26 Boyfriend/girlfriend Tour operator Highschool diploma

Laura 29 Flatmates Designer Bachelor degree

Francesca 27 NA Lawyer Master degree

Jessica 26 Family Employee Highschool diploma

Salvasaro 34 Flatmates Public servant Highschool diploma

Lorenza 24 Flatmates Student Bachelor degree

Bea 30 Alone Post-doc PhD

Sabrina 28 Boyfriend/girlfriend GDO saleswoman NA

Marty 28 Boyfriend/girlfriend Consultant NA

Andrea 27 Boyfriend/girlfriend Nurse NA
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