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Abstract 

Purpose – The Authors investigate how open consumers are in Thailand and Laos for consumption solutions of 

fashion products supporting the circular economy and what the relationships are between their behavior and 

cultural values; additionally, they compare the characteristics of the two countries’ respondents. 

Design – The study utilizes a quantitative approach. Based on the literature background, a questionnaire was 

compiled and completed by 62 respondents from Laos and Thailand. 

Findings – The study's findings are based on correlation analysis of the Schwartz value set and circular economy-

related issues, including openness to circular economy, switching behavior for sustainable fashion solutions 

(remanufactured and second-hand products), and a Welch test comparing respondents’ answers from Laos and 

Thailand. Results show that, despite close similarities in culture and values, the openness of Thai and Lao 

respondents to circular economy is different from each other, and they also prefer different circular solutions in 

the field of fashion consumption. 

Research limitations – the selection of participants and the small number of respondents. 

Practical implications – By highlighting similarities and differences between Laos and Thailand, practical 

implications include the possibility of using this information to choose an appropriate form of fashion products 

for the Lao market, thereby supporting circular economy-related behavior. 

Originality/value – This work is one of the first attempts to discover Lao people’s opinion about circular economy 

supporting behavior related to fashion products.   
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1. Introduction 

The transition towards a circular economy (CE), a form of sustainable consumption (Kirchherr et al., 2017), 

has become a growing priority for businesses and policymakers worldwide. The concept of it aims to 

promote sustainable development by emphasizing the efficient use and recycling of resources, in contrast 

with the linear "take-make-dispose" model of the traditional economy. To make this concept work, changes 

need to happen in industries and society. Companies are only one stakeholder in this transition – consumers 

are on the other side. Still, as Camacho-Otero and colleagues (2018) mentioned, most of the literatures 

focus on the companies’ side and less attention is paid to how consumers are engaged with the idea of 

circular economy; and five years later, Vidal-Ayuso and colleagues (2023) find that there are still small 

amount of studies about consumers’ role in CE. Additionally, literature considering consumers as important 

change-makers in CE describes them as rational decision-makers (Kremel, 2024), disregarding that to 

switch from their current buying habits, it would be fundamental to quit the need to own goods, and own 

them as new. This should be a major change for consumers in many countries. Despite studies write about 

many people who consider themselves as environmentally aware persons, these researches primarily 

measured respondents’ attitude and opinion about sustainable consumption, but Bergquist and Warshaw 

(2019) discussed that having positive attitude to sustainability is not equal with sustainable behavior. Hence, 

understanding consumers’ behavior, openness of consumers to the concept of circular economy, and their 

willingness to change buying habits play a unique and crucial role in the swift transition towards sustainable 

consumption. Some countries are under investigation, but researches in middle or low-income Asian 

countries are underrepresented; additionally, most of the studies describe consumption related to electronic 

devices, car usage, waste-collection, and packaging (Camacho-Otero et al., 2018). 

Although several studies have examined consumer behavior in sustainable practices, most focused on 

Western or developed economies, where infrastructure and policy environments are highly conducive to 

the circular economy (CE). In contrast, academic research on implementing CE principles in developing 

countries in Southeast Asia, such as Laos, is limited. To address this shortage, this study is focus on 

comparison between Laos and Thailand, a culturally similar and more economically developed neighboring 

country, provide new perspectives on the influence of culture, values, and income levels, as well as deeper 

understanding of the social and cultural factors behind circular economy behaviors and offer practical 

insights into how sustainable product strategies can be tailored to regional contexts that have not been 

sufficiently studied. 

In terms of examining gaps in the study, experimentally investigating the differences between self-perceived 

and behaviors, particularly in the context of switching habits and engaging with circular fashion alternatives, 

such as second-hand, sharing practice, and remanufacturing. Moreover, this study provides a different 

perspective on consumer engagement with CE. Underline factors such as cultural values, social norms, and 

economic levels to address a comprehensive view of what motivates consumer openness to the circular 

economy. These contributions provide insight to support policymakers, educators, and businesses in 

promoting sustainable consumption. 

This study measures the values and CE-related attitudes of a seldom-studied country, Laos; investigates 

how these variables influence openness for and switching intention to CE; and which form of circular 

economic solution is more acceptable in fashion products. In this article, an attempt is also made to 

compare Lao respondents’ results to Thai responses to discover how Western influence affects values and 

behavior in Thailand. Using similarities and differences between the two countries and information about 

how open Lao consumers are, circular offers could be designed better for this market. 

The object of this study is to analyze how cultural values, attitudes, and norms influence openness to 

circular fashion consumption between Laos and Thailand.  

The method used to examine this study is based on Descriptive statistics, Pearson’s correlation analysis, 

and Welch’s two-sample t-tests.  
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2. Literature Review 

Kirchherr et al. (2017) found consumer acceptance as an important factor behind the spread of the CE 

concept, meaning that the reason why the transition to circular economy is slow, or does not work at all, is 

the missing knowledge and interest on the consumer side. To understand why these elements do not appear 

for consumers, first, studying the decision process is necessary. 

2.1 Decision Making in Consumer Behavior 

To achieve sustainable consumption and production, it is essential to consider the entire product lifecycle, 

focusing on consumer behavior from purchase to disposal. However, most of the researches often take a 

fragmented approach, examining isolated lifecycle stages independently and across different fields. This 

limits a broader understanding of sustainable consumption, as studies frequently overlook the full context 

of consumer behavior (Kremel, 2024). It is also suggested to extend the disposal process with CE-related 

behavior such as “repair”, “recycle”, and “shared use” (Vidal-Ayuso et al., 2023) and understand what 

drives consumers to prefer one solution or another.  

Jackson (2005) suggested four groups of models as theoretical frameworks to analyze consumption 

decisions. First group describes consumers' decision as a rational choice; the second one combines the 

previous models with the expected value of consumption and uses the means-end chain model; in the third 

group, cultural factors are added as motivation factors of consumption, and the fourth group contains 

possible practices in the context of society. With the exception of the first group, all of them contain culture, 

values, and norms as influencing factors of consumers’ performance. Individual consumption is planted 

into the social environment, and this context is defined by culture and norms (Halkier et al., 2017), and 

culture can be identified as a soft factor supporting or hindering CE shift (Gomes et al., 2024). Some studies 

(Evans, 2012; Pettersen et al., 2013) found practical examples of how norms influence food waste or 

laundry habits and suggest that if we want to understand the motives of behavior, we have to step back to 

the roots – e.g., culture and norms. Based on the theory of planned behavior, attitude is also an element 

which seems to affect behavior, so it is worth implementing into the research framework as well (Hazen et 

al., 2017; Pisitsankkhakarn &Vassanadumrongdee, 2020), and recent studies have found the same factors 

important in switching intention toward CE solutions also (Perez-Castillo &Vera-Martinez, 2021; Musova 

et al.,2021). Despite the importance of these basic factors, there is still little research on them. It would be 

even more important, because in addition to ‘dispose', consumers became involved in the rest of the 

purchasing process, and want to participate in ‘make’, ‘distribute’, and ‘use’ stages as well. (Vidal-Ayuso et 

al., 2023). It is necessary to inform them what their possibilities to do so are and how to shift to a more 

circular consumption, hence, the role of information and its sources suggested to be acknowledged 

(Musova et al., 2021).   

A carefully chosen information channel can help to convince consumers that the decades-old idea that the 

new product is a good product now needs to change. The role of information is crucial not only to give 

knowledge to consumers but also to educate them about the importance of sustainable behavior and their 

possibilities regarding its form. Studies revealed that consumers’ decisions strongly depend on the 

orientation they receive (Bigerna et al., 2021; Ozanne et al., 2021). Others suggest to share information 

about ingredients, components of the product and the effect they have for the environment as well (Boesen 

et al., 2019; Wang et al., 2020), simple because facts about how the product harm or reinforce sustainable 

consumption may influence the willingness to change consumers’ buying decisions and purchase intention 

(Gomes et al., 2022). Combining results of Chamberlin et al. (2018) and Muranko et al. (2019), social media 

can be supposed to be a promising channel for both types of communication (knowledge and education), 

since it can reach most of the target groups and is able to perform emotive and persuasive communication. 

The idea of examining the role of social media is supported by Weber Macena et al. (2021), who emphasized 

the importance of young adults in environment-friendly behavior habits. 
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2.2 Role of Values in Circular Economy 

As discussed in the previous sub-chapter, consumers, especially young ones, consider themselves 

environmentally conscious, but their behavior does not necessarily indicate this. The reason for this 

inconsistency may be explained by the values as drivers of different attitudes and actions (Mitchell, 2019). 

Kremel (2024) discussed in her study that the concept of environmental values and consumption values 

cannot fully explain young adults’ behavior, and even the value construct of Sheth et al. (1991) she used 

was found insufficiently usable.  

The environmental values approach is based on a much broader value-based explanation of behavior. Partly 

for this reason, and partly because Laos and Thailand are far away from the Western cultures studied so 

far, a more general value model was chosen for this study: the Schwartz Theory of Basic Values (Schwartz, 

2012). The concept consists of ten values sorted into four constructions: (1) openness to change with 

hedonism, stimulation, and self-direction; (2) self-transcendence with universalism, benevolence, and partly 

conformity and tradition; (3) conservation with security, conformity and tradition; and (4) self-enhancement 

with power, achievement and partly hedonism. Some elements of this model are assumed to have a 

supportive or avoidance effect on CE, based on the literature.  

Kremel (2024) found usability, reliability, emotional values, excitement, and social value as CE supporting 

components, which can be paired with the following values of the Schwartz model. Achievement, as success 

demonstrating the ability to choose an appropriate solution and competence in in social standards can 

represent usability and social values; security, as stability and harmony both in society and self may serve as 

reliability; hedonism, as pleasure for ourselves performs emotional values; and stimulation, as novelty and 

challenge in life may be the excitement. In contrast, Gomes et al. (2024) stated that a person with strong 

hedonic value and a lifestyle that is dedicated to consumption will not prefer to consume durable goods. 

Machado et al. (2019) studied the second-hand fashion market and found some values related to the 

purchase of this type of product. They claim that a second-hand purchase can serve hedonism, considering 

its treasure hunting feeling; in addition, social interactions during the purchase process may increase 

satisfaction and experience. Owning a rarely found item from a second-hand shop may help consumers 

feel unique and original as well. These characteristics also correspond to Schwartz's values of hedonism, 

security, and self-direction. 

2.3 Circular Behavior in Fashion 

The fashion industry is one of the sectors that most needs to adapt its operations to sustainability - they 

use many chemical materials and support the fast fashion model, which is against the CE or sustainable 

consumption concepts (Gomes et al., 2024). Consumers of fashion products also seem to lack knowledge, 

acceptance, and commitment to the CE model (Hvass & Petersen, 2019; Sing et al., 2019). 

Based on the literature review of Vidal-Ayuso et al. (2023), the following CE solutions can be identified in 

the field of fashion consumption. One of the possibilities is to extend the lifetime of fashion products by 

using them for a longer time or repairing them when necessary (Bracquené et al. 2021). Another one may 

be remanufacturing, when used products or waste materials are used to create something new using 

creativity and an innovative mindset (Aschemann-Witzel and Stangherlin, 2021). Sharing is also a way to 

bring our behavior closer to circularity (Barbu et al., 2018); however, its use regarding fashion products can 

be limited. Last, but not least, as Machado et al. (2019) mention, resale, also known as second-hand 

purchase, is a billion-dollar business. Despite it seems to be an opportunity to reduce expenses for people 

from lower social classes, higher-class buyers may follow this way to find limited goods.  

Still, without switching intention on the consumers’ side, these solutions will remain only possibilities; 

hence, strategies and communication about the role of switching for environmentally and society-friendly 

products should be the first step. Perez-Castillo and Vera-Martinez (2021) considered switching behavior 

as the main influencing factor to change people’s minds and found that switching intention toward 
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remanufactured and second-hand products is supported by attitude regarding these products but 

independent from their price. 

 

Summarizing the above-mentioned literature background, a conceptual model was created (see Figure 1). 

Due to the complexity of the model, only some parts of it will be analyzed in this study. The conceptual 

model underscores the way culture and openness connect with consumption and is more focused on 

sustainable fashion consumption. These results confirm that there are other critical cultural factors, which 

are attitudes, values, and norms that are pivotal in the consumption of fashion products. These cultural 

factors indicate how an individual approaches fashion. The key term of the approach is openness, which 

refers to a particular individual or their attitudes towards innovation, including sustainable fashion. This 

openness is connected with the cultural attitudes that define the extent of the motivation of people to adopt 

new ideas of purchasing fashions that support the circular economy or switching behaviors, such as toward 

more environmentally friendly fashion options. In terms of driver and motivation, it has the influence of 

openness toward sustainable choices such as environmental concerns or social trends that may foster 

openness to consuming second-hand, shared, or remanufactured fashion. Sustainable Fashion 

Consumption: Second-Hand, Sharing and Collaborative, Remanufactured. 

 
Figure 1. Conceptual model 

Source: Own edition 

These practices signal a change from the traditional modes of producing fashion to a more sustainable 

solution. It has shown how people are open to a circular economy (willing to buy shoes, clothes, and 

accessories) when it comes into practice. Finally, social media is a source of fashion for consumers and can 

impact consumer fashion in the fashion industry. Official sources, influencers, and peers actively contribute 

to the popularizing and formation of subcultures and personal identity representing qualities as shared and 

consumed content. The proposed model demonstrates how cultural factors affecting purchasing and 

cultural openness interplay with the shift toward sustainable fashion consumption. 
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3. Research Questions and Hypotheses 

Based on the literature review and the conceptual model, the research question and hypotheses were 

created: 

3.1 Research Questions 

RQ1: How do attitudes, cultural values, and norms influence openness to circular economy practices? 

RQ2: How does openness to circular economy practices influence different types of fashion consumption, 

such as second-hand, sharing, remanufactured goods? 

RQ3: How does consumer income influence to openness to circular economy in fashion consumption? 

3.2 Hypothesizes 

H1: Positive cultural attitudes towards sustainability positively influence openness to circular economy 

practices. 

H1a: Cultural norms have a positive influence on openness to circular economy practices. 

H1b: Cultural values positively influence openness to circular economy practices. 

H2: Schwartz’s value set has a strong relationship with CE phenomenon, such as openness, switching 

intention, sharing and purchasing of second-hand or remanufactured products. 

H2a: Achievement and self-direction will support this phenomenon. 

H2b: Hedonism and tradition will not support this phenomenon. 

H3: Openness to circular economy influences the consumption of circular economy practice.  

H3a: Openness to circular economy practices positively influences the consumption of second-hand 

fashion products. 

H3b: Openness to circular economy practices positively influences participation in sharing in fashion 

consumption. 

H3c: Openness to circular economy practices positively influences the consumption of remanufactured 

fashion products. 

H3d: Consumption of second-hand fashion products will accepted the highest level.  

H4: Higher-income levels are positively relationship with openness to circular economy in fashion 

consumption. 

 

During the research, constructions based on literature were used.  

Attitude towards the circular economy is a comprehensive construct that reflects the cognitive, affective, 

and behavioral dimensions of individuals’ evaluations and predispositions towards sustainable practices, 

measured on an 8-item, 8-point Likert scale developed by Perez-Castillo and Vera-Martinez (2021). 

Value in the context of cultural values refers to 10 items of Schwartz’s value. Accessed with an 8-point 

Likert scale, these values influence decision-making and behaviors, contributing to the successful 

implementation of cultural values in the circular economy. (Lindeman and Verkasalo, 2005) 

Value in the context of the circular economy refers to the ethical, social, and environmental principles that 

guide organizations and individuals towards sustainable practices. Accessed with an 8-item, 8-point Likert 

scale, these values influence decision-making and behaviors, contributing to the successful implementation 

of circular economy initiatives and improving overall financial performance (Kwarteng et al., 2022). 

Norms are the shared expectations and rules within a society or community that guide individuals' behaviors 

and decisions. In the context of the circular economy, using a 4-item, 8-point Likert scale to measure norms 

influence consumer behaviors towards sustainable practices, such as purchasing circular apparel, and can 

vary significantly across different cultural contexts by Gomes et al.  (2022). 
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Openness to the circular economy is the extent to which individuals are willing and positively inclined to 

adopt and support circular economy principles and practices.  A 15-item, 8-point Likert scaled was applied 

to evaluate this openness. It reflects a proactive approach to sustainable consumption, particularly in the 

fashion industry, and is influenced by the understanding and valuing of the environmental and social 

benefits of these practices, as noted by Carvalho et al. (2020). 

In the context of sustainable consumption and the circular economy, switching behavior refers to the extent 

to which customers are willing and able to switch from their usual product consumption to remanufactured 

or more sustainable products. This behavior is highly determined by their green buying behavior and the 

positive attitude towards remanufactured products signaling, which is scaled by an 8-item scale, indicating 

that, other than ‘rational economic self-interests’, there are internal non-market incentives (as cited in Perez-

Castillo and Vera-Martinez, 2021). 

Remanufactured products are previously used items that have been restored to a like-new condition 

through a detailed and environmentally friendly process. They are central to the circular economy by 

promoting resource efficiency and sustainability. Consumer acceptance of remanufactured products on 

perceived quality, environmental benefits, and the influence of green behaviors (Perez-Castillo & Vera-

Martinez, 2021).   An 8-item scale was developed and applied in the questionnaire. 

Second-hand products refer to products that have been owned by a prior user, sold as used merchandise, 

and sent again together with their reusable packaging/goods for new consumers' use. The second-hand 

market is important because consumer engagement, economics and ethics, social interactions as well as 

motivations of the different stakeholders are involved in its consolidation (Machado et al., 2019). 

Sharing and collaborative consumption in the circular economy involve accessing goods and services 

without ownership.   This modern adaptation of age-old practices is gaining popularity and challenging 

traditional business models, reflecting a shift in cultural attitudes toward consumption and ownership (Belk, 

2014). 

Social media plays a crucial role in the circular economy by enhancing consumer engagement and promoting 

sustainable practices. Machado et al. (2019) identify its importance in thrift shopping, noting how social 

media facilitates consumer participation and the organization of clothing exchange events, which highlights 

the economic and critical dimensions of second-hand goods. Camacho-Otero et al. (2018) emphasize that 

social media is key to bridging gaps in consumer education and awareness regarding circular consumption. 

Vidal-Ayuso et al. (2023) further suggest that social media addresses gaps in existing consumer behavior 

studies by providing platforms for post-purchase interactions and feedback, thus supporting the 

progression of circular economy practices.   The assessment involved a 20-item, 8-point Likert scale in the 

questionnaire. 

4. Methodology  

Data analysis began with assessing the reliability of all variables using Cronbach's alpha. This test was used 

to assess the internal consistency of the items within each construct to ensure the scale's reliability 

(Cronbach, 1951). Cronbach's alpha values greater than 0.7 will be regarded as acceptable for further study 

(Peterson, 1994).   Additionally, Pearson's correlation analysis was employed to examine the relationships 

between variables. Pearson's correlation coefficient assists us in comprehending the degree of linear 

connection between key constructs by determining the strength and direction of their associations (Cohen, 

1992).   Furthermore, the results of Thailand and Laos are compared using Welch's two-sample t-test. This 

statistical test was chosen because it does not assume identical variances across the two groups and is more 

robust when variances diverge, making it particularly suitable for our sample (West, 2021).   This strategy, 

was used to detect any major differences in cultural and consumer behavior patterns connected to circular 

economy activities between these two countries. 
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4.1 Data Collection  

The primary data used in this study was obtained in July 2024 via the Google survey platform. The 

completion was anonymous, with an approximate time of 5-8 minutes. The majority of the study’s 

participants consisted primarily of Laotians and Thais. The respondents were reached through groups on 

online social networking sites (Lao-Thai trading communities). The questionnaire is designed to focus on 

and measure various cultural values and how they relate to the adoption of circular economy principles. 

The participants were instructed to rate their level of agreement using an 8-point Likert scale, where 1 

represented “definitely disagree” and 8 represented “definitely agree” (Lindeman & Verkasalo, 2005). 

4.2 Sample Characteristics  

A total of 62 people filled in the survey, including 16 respondents from Thailand and 46 respondents from 

Laos. In the analysis, only respondents who provided a complete response had a standard deviation at least 

1 (each of question was measured on a Likert scale), and the completion time of the questionnaire of 5-8 

minutes was included in the sample. The demographic characteristics of the sample were typically male 

47.62% (30 respondents and female 46.03% (29 respondents). A small sample of respondents preferred 

not to say their gender 4.76% (3 respondents). Age was measured in the survey, which was transformed 

into four equal nearly interval categories. In terms of that the age between 18 and 25 with 46.03% of 29 

respondents, while in the age 26 to 45 with 47.62% of 30 respondents. Moreover, with a smaller percentage 

of the aged 46 to 66 with 3.17% of 2 respondents, only 1.59% of 1 respondent was 67 or older.  

Additionally, in terms of the education of the respondents, Bachelor’s degrees has the highest with 57.14% 

of 36 respondents, Master’s degrees with 31.75% of 20 respondents, while completed postgraduate of 

doctoral studies with 6.35% of 4 respondents and only 3.17% with 2 respondents of secondary education. 

The demographic profile of the sample is representative of the result in term of gender, age, and education 

background. 

5. Result  

Table 1. highlights Pearson's correlation study findings for culture and key consumer behavior variables in 

Laos and Thailand. The test assesses the degree and relevance of the connection between cultural values 

and variables such as openness, switching behavior, second-hand shopping, remanufacturing, and sharing.   

Table 1 Correlation between Culture and Fashion Consumption Laos-Thailand 

Country Variables p-value 95% 

Confidence 

Interval 

Correlation (r) Interpretation 

Laos Culture and Openness 0.0318 [0.0315, 

0.5833] 

0.3359 Moderate positive correlation; 

statistically significant. 

Thailand Culture and Openness 0.0681 [-0.0372, 

0.7818] 

0.4671 Moderate positive correlation; not 

statistically significant. 

Laos Culture and Switching 0.0011 [0.2168, 

0.6943] 

0.4916 Moderate positive correlation; highly 

significant. 

Thailand Culture and Switching 0.5194 [-0.6165, 

0.3521] 

-0.1739 Weak negative correlation; not 

statistically significant. 

Laos Culture and Second-

hand  

0.0001 [0.3037, 

0.7395] 

0.5591  Strong positive correlation; highly 

significant. 

Thailand Culture and Second-

hand 

0.2491 [-0.2237, 

0.6961] 

0.3060 Weak positive correlation; not 

statistically significant. 

Laos Culture and 

Remanufacturing 

<0.0001 [0.4050, 

0.7878] 

0.6337 Strong positive correlation; very 

highly significant. 

Thailand Culture and 

Remanufacturing 

0.994 [-0.4942, 

0.4972] 

0.0020 No correlation; not statistically 

significant. 
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Laos Culture and Sharing 0.0007 [0.2379, 

0.7057] 

0.5084 Moderate positive correlation; highly 

significant. 

Thailand Culture and Sharing 0.0120 [0.1645, 

0.8492] 

0.6104 Strong positive correlation; 

statistically significant. 

Source: Own edition 

Cultural values and a range of fashion consumption in Laos are significantly positively correlated, according 

to Pearson's correlation analysis. Following Table 1, there is a Strong positive relationship (r = 0.6337, p < 

0.0001) between culture and remanufacturing, supporting H3c, which indicates that fashion consumption 

has a stronger culture value in remanufactured products.   Additionally, this implies that people who respect 

traditional or regional cultural values may be more receptive to recycling and sustainability initiatives.  

Besides that, also a moderate positive correlation (r = 0.3359, p = 0.0318) between culture and openness, 

supported H1b. These findings suggest that in Laos, remanufactured products are preferred more strongly 

by those with higher cultural values. Comparable cultures are shown in sharing (r = 0.5084, p = 0.0007) 

supported H3b; switching behavior (r = 0.4916, p = 0.0011); and second-hand buying (r = 0.5591, p = 

0.0001), supported H3a, and rejected H3d, based on the circular economy practices, remanufacturing is the 

highest not second-hand. Overall, the idea of cultural value has significant when it comes to fashion 

consumption practices in Laos, supported H3. However, in Thailand, there are different relationships. 

There is a substantial positive association (r = 0.6104, p = 0.0120) between sharing and culture, supported 

H3b, while H3, H3a, H3c, and H3d are not supported as highlighted in Table 1, but there are moderate to 

weak correlations (although not statistically significant) with other characteristics like openness and second-

hand shopping. Remarkably, there is no association (r = 0.0020, p = 0.994) between culture and 

remanufacturing.    

 

Moreover, cultural values seem to have a greater impact on fashion consumption in Laos more than in 

Thailand, especially when it comes to decisions on remanufacturing and second-hand, but other variables 

most of them are a moderate positive correlation.  

 
Table 2 Correlation Norm and Attitude between Thailand – Laos 

Variable  Openness Switching Second-hand  Remanufacturing Sharing 

Laos Norm 0.61** 0.36* 0.43** 0.36* 0.68*** 

Thailand Norm 0.41 0.23 0.40 0.21 0.44 

Laos Attitude  0.65*** 0.74*** 0.88*** 0.88*** 0.73*** 

Thailand Attitude  0.43 0.35 0.66** 0.61* 0.57* 

Source: Own edition 

Note: 

*p < 0.05 

**p < 0.01 

***p < 0.001 

The correlation between norms and attitudes with openness, switching, second-hand, remanufacturing, and 

sharing behaviors varied between the Lao and Thai samples (see Table 2.). In Laos, social norms had a 

moderate connection with openness (r = 0.61, p < 0.01), supported H1a; second-hand purchasing (r = 

0.43, p < 0.01); remanufacturing (r = 0.36, p < 0.05); and sharing behaviors (r = 0.68, p < 0.001). This 

implies that higher level cultural norms in Laos have a beneficial impact on consumer behavior toward 

sustainable practices, with the biggest effect on sharing behaviors.   On the other hand, the relationships 

between norms and these behaviors are lower and largely non-significant in Thailand, with the exception 

of sharing (r = 0.44) and openness (r = 0.41), both of which approached significance. 

In addition, Laos has substantial positive relationships with attitudes toward all actions, especially when it 

comes to remanufacturing (r = 0.88, p < 0.001), second-hand (r = 0.88, p<0.001), and openness (r = 0.65, 

p < 0.01), supported H1. This suggests that engagement in these sustainable actions is highly predicted by 

more positive toward them. Significant correlations have been found between second-hand purchasing (r 

= 0.66, p < 0.01) and remanufacturing (r = 0.61, p < 0.05) in Thailand, indicating that attitudes play a role 
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as well, though a smaller one than in Laos.   The findings emphasize the relevance of both cultural norms 

and attitudes in shaping sustainable consumer behavior, with higher effects in Laos than in Thailand. 
Table 3 Correlation result for dimension across Laos and Thailand 

Dimension  Country  Openness Switching Second-hand Remanufacturing  Sharing 

Self-Direction Laos 0.23 0.34* 0.41** 0.49*** 0.44** 

Thailand 0.12 -0.24 0.14 0.14 0.31 

Achievement Laos 0.25 0.37* 0.36* 0.55*** 0.46** 

Thailand  0.23 -0.02 0.3 0.07 0.38 

Hedonism 

 

Laos 0.31* 0.38* 0.47** 0.51*** 0.44** 

Thailand  0.35 -0.09 0.17 0.12 0.52* 

Tradition Laos 0.18 0.38* 0.44** 0.52*** 0.42** 

Thailand  0.58 -0.35 -0.23 -0.14 0.49* 

Source: Own edition 

Note: 

*p < 0.05 

**p < 0.01 

***p < 0.001 

 

The findings show in Table 3. that there are various differing degrees of relationship between the fashion 

consumption of two countries (Thailand and Laos), and the four value dimensions across those behaviors. 

These findings supported H2. Remanufacturing (r = 0.49, p = 0.001) and sharing (r = 0.44, p = 0.007) are 

two aspects of fashion consumption in Laos where the self-direction dimension exhibits strong positive 

relationships, supporting H2a. However, in Thailand, none of these relationships were statistically 

significant.   In Laos, achievement has a substantial positive connection with remanufacturing (r = 0.558, 

p<0.001), supporting H2a, whereas in Thailand, relationships are generally weaker and usually non-

significant. Hedonism is also significantly associated with activities in Laos, especially second-hand 

purchase activities (r = 0.477, p = 0.002). In Thailand, only sharing behavior showed a significant 

relationship (r = 0.524, p = 0.037) among those behaviors.  Furthermore, Tradition in Laos has a substantial 

correlation with numerous activities such as remanufacturing (r = 0.528, p < 0.001) and second-hand 

purchasing (r = 0.444, p = 0.004). In Thailand, tradition is strongly associated with openness (r = 0.587, p 

= 0.017) and sharing (r = 0.499, p = 0.049)as Shown in H2b. H2b was that contradict and reject it. However, 

H2b is not supported, as the findings contradict and reject H2b. The result suggests a noticeable cross-

country difference in how the four value dimensions influence consumer behaviors.  
Table 4 Welch Two-Sample T-test Result Thailand-Laos 

Variable t-value df p-value Mean (Thailand) Mean (Laos) 95% Confidence Interval 

Culture 0.099 31.834 0.922 5.84 5.80 (-0.76, 0.84) 

Norm 0.011 22.958 0.991 5.41 5.40 (-0.71, 0.72) 

Attitude -0.107 31.684 0.916 5.73 5.78 (-0.86, 0.78) 

Openness 0.596 29.143 0.556 6.21 6.03 (-0.44, 0.80) 

Switching 0.126 28.169 0.901 5.12 5.05 (-0.99, 1.13) 

Second-hand -0.147 29.839 0.884 5.31 5.38 (-0.97, 0.84) 

Remanufacture 0.190 28.863 0.851 5.54 5.45 (-0.86, 1.04) 

Sharing 0.643 33.945 0.524 6.27 6.11 (-0.35, 0.68) 

Income 3.392 46.714 0.001 4.06 3.09 (0.39,1.53) 

Source: Own edition 

A series of Welch two-sample t-tests were used to compare the means of significant cultural and behavioral 

factors in Thailand and Laos (see Table 4.). The results show no statistically significant differences between 
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the two countries in any of the investigated variables, with all p-values exceeding the standard level of 0.05.   

In terms of cultural values, Thailand's value equal 5.84 whereas Laos' value was 5.80 (t-value = 0.099, p-

value = 0.922), indicating that the differences were insignificant. The confidence range for these cultural 

disparities between Thailand and Laos was between -0.76 and 0.84. Social norms also showed nearly no 

differences between the two groups (mean for Thailand = 5.41 and mean for Laos = 5.40 together with p-

value = 0.991, t-value = 0.011).   Attitudes toward sustainable practices were also not significantly different, 

with means of 5.73 and 5.78 for Thailand and Laos, respectively (t-value = -0.107, p-value = 0.916). 

Similarly, characteristics connected to openness, switching behavior, second-hand purchasing, 

remanufacturing, and sharing behaviors showed no significant differences (p-values ranged from 0.524 to 

0.901). Nevertheless, sharing behaviors received the highest average score in both Thailand (mean = 6.27) 

and Laos (mean = 6.11) compared to other fashion consumption, with a 95% confidence interval between 

-0.35 and 0.68.  The results indicate that there are striking similarities between Thailand's and Laos' cultural 

norms, beliefs, and attitudes about sustainable fashion consumption. This may point to common cultural 

influences from the region or comparable views in society regarding sustainability, even in the face of 

possible variations in other economic or social elements. Additionally, when it comes to the income 

between Laos and Thailand. The result has shown a difference of significance, with a t-value of 3.392 and 

46.714 degrees of freedom. The p-value equals 0.01, indicating that the difference in income between Laos 

and Thailand is statistically significant. Besides, the mean income of Thailand is 4.06, while Laos is 3.09, 

which indicates the income level of Thailand is significantly higher, supported H4. 

6. Discussion 

In several cases of the hypotheses mentioned in the study, their correctness can be supported, but in some 

cases, the assumed connection does not exist. In addition, it is clear from the analysis that the two countries 

investigated differ significantly in their relationship to the subject under exploration. 

According to results in Table 3. it can be said that both norms and attitudes have a positive, significant 

relationships with the openness for CE and switching behavior in Laos, but the extent of the same 

relationships is much lower and not significant in Thailand. Norms also support sharing, consumption of 

second-hand and remanufactured goods in Laos, but both countries’ respondents show a strong and 

significant connection between these forms of consumption and attitudes. Based on Table 1, cultural values 

in general also show a significant, medium-level relationship to openness and switching intention in Laos. 

These results were supported by the models of Jackson (2005), and theories of Halkier (2017) and Gomes 

et al. (2024). Despite the significant and strong relationship between attitude and consumption of CE 

solutions (sharing, remanufacturing, and second-hand goods) in Thailand, there is no connection with 

openness, switching behavior, and also a connection between cultural values and CE-related behavior is 

missing. It may be explained by Bergquist and Warshaw's assertion (2019) that attitude does not equal 

action, especially not in a country (Thailand) where, as a result of Westernization, it is expected to have at 

least a strong attitude toward (more) sustainable consumption. 

Examining the cultural values separately, it can be found that only hedonism has a significant relationship 

with openness in Laos, but each of the values in Table 2 shows a significant connection to switching 

behavior. Each value in Laos has the strongest – but only a medium level - correlation with 

remanufacturing, while Thailand shows significant correlation only between hedonism, traditional values, 

and sharing. Thailand’s result may appear because sharing does not mean a big change in consumers’ buying 

habits. They still can buy new products, and after a certain level of use they can forward it to others. 

According to Gomes et al. (2024), a hedonic lifestyle is not about long-term use. This discrepancy may stem 

from Thailand's relatively higher Western influence, which potentially shifts focus toward modern 

consumption behaviors over traditional practices. 
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In the case of Laos, remanufacturing can cause a feeling of self-direction and achievement, and through 

creativity and innovativeness, hedonism as well. While both country historically have the tradition value, 

that contain a strong social connection, the medium level correlation to sharing is not a surprise. However, 

the consistent character of correlation toward remanufacturing in Laos raises another question: may the 

reason behind remanufacturing be the set of these values or something else?  

Income levels between the two countries exhibit significant differences, with Thailand having a higher mean 

income than Laos. Despite these economic disparities, no statistically significant differences in attitudes, 

norms, or cultural values related to CE practices were observed. This suggests that while economic factors 

may shape access and affordability, cultural and social dimensions play a more significant role in 

determining openness to CE practices. That fits the phenomena of Machado (2019) about the income-

independent characteristics of CE consumption but may explain the highest level of correlation to 

remanufactured goods in Laos: probably it is not a choice but a necessity for Lao people due to the lower 

level of income. 

7. Conclusion 

This study provides an examination of how cultural values, attitudes, norms, and income shape openness 

to the circular economy and its basic solutions in fashion products in Laos and Thailand, and attempts to 

offer a brief comparison between the two countries. The findings of this study have important implications 

for both policymakers and businesses looking to promote circular economy practices. The role of cultural 

values, attitudes, and social norms in shaping consumer behavior highlights the need for culturally tailored 

interventions. In Laos, emphasizing the cultural value of sustainability and aligning circular economy 

practices with traditional norms may be an effective strategy. For example, marketing campaigns that frame 

second-hand and remanufactured goods as part of a long-standing cultural practice of reusing and recycling 

could resonate with consumers. In Thailand, on the other hand, where cultural norms around sustainable 

fashion practices appear weaker, more targeted educational campaigns that focus on the environmental and 

economic benefits of CE could help increase openness. Social media, as a persuasive communication 

channel, could be leveraged to reach young consumers and educate them about the environmental impact 

of fast fashion and the benefits of sustainable alternatives. 

The study has some limitations. The number of respondents must be raised, especially in Thailand, to 

ensure the findings and questions resulting from the findings are clarified. While cultural values in general 

resulted in a correlation with openness and switching, analyzing the values separately gave different results. 

One direction for further research may be the analysis of the effect of other cultural values. In Laos, it is 

still questionable what the real reason is behind supporting the consumption of remanufactured goods: 

income level and necessity, or a real sustainable way of thinking.  

Still, the study's findings offer actionable insights for promoting CE in fashion: 

− Tailored Communication Strategies: Effective communication channels, including social media, 

can play an important role in influencing attitudes and norms. Tailored messaging that resonates with 

cultural values, especially in Laos, can enhance the adoption of sustainable practices. 

− Focus on Accessibility and Affordability: Given the income disparities, affordable CE solutions 

should be prioritized in Laos. Subsidizing remanufactured goods or promoting second-hand markets 

could increase accessibility. 

− Leveraging Shared Practices: Sharing behaviors emerged as the most accepted CE practice, 

suggesting a strong potential for collaborative consumption models, such as clothing rental or exchange 

platforms. 

− Education and Awareness Campaigns: Strengthening attitudes and norms through targeted 

educational campaigns can bridge the gap between positive perceptions and actual behaviors, 

particularly in Thailand, where cultural values showed weaker correlations with sustainable actions. 
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