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The article raises the topic of conscious consumption in the fashion industry and clothing production. The aim
of the work is to study possible methods of overcoming these barriers and their impact on the sustainable development
of the fashion industry and to propose measures that promote the development of conscious consumption in the fashion
sector. The psychological and cultural barriers of conscious consumption of clothing, causes and ways of overcoming
barriers are considered. The relevance of the study against the background of global environmental and social
problems is substantiated. Sociological studies of the clothing market and a comparative analysis of the data received
from the respondents were conducted. The growth of the fast fashion industry and environmental degradation have
increased interest in sustainable consumption as a means of mitigating the negative impact of the fashion industry.
Conscious consumption has become perceived as a necessary step towards a more ethical and responsible approach
to fashion, but the transition to it is limited by a number of psychological and cultural barriers that restrain the spread
of these practices. It is shown how psychological and cultural barriers continue to complicate the transition to
conscious consumption of clothing. Despite the growing interest in sustainable fashion, many consumers face
difficulties changing their habits and perceptions of the value of things. An integrated approach combining
psychological support, education and cultural change is necessary to successfully overcome these barriers.

Keywords: conscious consumption, psychology of consumption, fashion culture, consumer habits,
fast fashion, sustainability, social norms, environmental problems, ethical consumption, cultural
barriers.

KHUIM/I CAHAJIBI T¥TBIHYT' A IICUXOJIOT UAUIBIK KOHE MOJIEHU KEJEPT'UVIEP
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Maxanaoa con undycmpusacol MeH Kuim OHOIpicindezi cananvl mymolHy maceneci komepineoi. Kymvicmoty
Makcamuvl — 0Cbl Keoepzinepoi HceHyOity MYMKIH 20icmepin dcoHe 01apOblH, CoOH UHOYCHPUACBLIHbIY MYPAaKHbl
oamyvina acepin 3epmmey, COHOQU-AK, COH CANACLIHOARbl CAHAIbI MYMBIHYObl OAMbBIINY2A bIKNAJI M Eenin Wapaiapobl
yeoviny. Kuimoi cananvt mymutiyovly nCUX0102UAIBIK HCIHE MIOCHU Kedepzinepi, o1apovly cedenmepi yncone onapovl
Jceny  dconoapuvl  Kapacmulpwliaovl. KahanowvlK IKON02UANBIK Jicane dneyMemmiK Mmacenenepoiy  asacblHOa
3epmmeyoiy, o3exkminici nezizoenzen. Kuim napvizeina Kamvicmuvl aneymemmanynvly 3epmmeynep icypeizinin,
pecnondenmmepoen  QIbIH2AH — MANAIMemmepoiy,  CAnbICMBIPMAIbl  manoaysl  dcacanovl. Kvinoam  con
UHOYCIPUACBIHBIY OCYi MEH KOPUIAZAH OPMAHbBLY, HAWADIAYbL CIH UHOYCIMPUACLIHBLY, mepic dcepin a3aimy Kypajibl
peminde mypaKmol MymolHy2a Kbl3b12yWbLiblKmvl apmmuiposvl. Cananbl mymelny canze 0e2eH He2ypiabim IMUKATbIK,
JCaHe dcayanmol KO3KAPACKA Kowly YWiH Kaycemmi Kaoam peminde Kaodvlioanyoa, 0ipax 02aH Kouty ocbl
maoicipubenepoiny, mapanyvina Keoepei Keamipemin OipKamap NCUXOJIOZUANBIK MHCIHE MIOCHU KedepziiepmeH
wexkmenedi. Kuimoi camanvt mymouinyza Kouwty npouecin HCUXONOZUANBIK JHCIHE MIOCHU Kedepzinep Kanai
Kusthoamamutnol Kopceminzen. Typakmuvl canze Oecen Kbl3bl2yWibLIbIKINbIH, APMYbIHG KAPAMACHAH, KORMeZeH
MYMbIHYWIbLLAD 90EHMEPIH 032€PMY HCIHE 3AMMapObly KYHObLIbIZbIH KAObLIOAY MYpPZbICbHAH KUBIHOBIKIMAP2A man
00n1a0v1. Ocwl Kedepzinepdi commi encepy yulin NCUXO0JI02UATBIK K004y, Oinim bepy yncone madeHu o3zepicmepoi
KAMMUmMblH KewleHol macin Kaxcem.
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B cmamve noonumaemcea mema 0co3nannozo nompedaenus ¢ uHOYCmMpuu mMoOvl U HPOU3EOOCHEE 00EIHCObL.
Llenv pabomer - usyuums 603modNCHbBIE CHOCOOLL NPEOOOIEHUA IMUX OAPLEPOS U UX GIUAHUE HA YCMOUYUGOE
pazeumue MOOHOU UHOYCMPUU, @ MAKIHCEe NPEONONHCUMb MePbl, KOmopuvle Oy0ym cnocoocmeosamsv pa3eumuio
0CO3HANNO020 nOompedneHus 6 MOOHom cexkmope. Paccmompenvt ncuxonozuueckue u Kyabmyphvie oapvepbl
O0CO3HAHHO020 nompedneHUus 00exucObl, NPUYUHBL U CROCOOBL npeodonenus o6apvepos. Oobocnosvigaemces
AKMyanbHOCMb UCCIE006AHUA HA (POHEe 2N00aNbHBIX IKONOZUHECKUX U COUUANbHbIX npodnem. Ilpogedenv
coyuoocUIeCKUe UCCIe006AHUA PHIHKA 00e)icObl U CPAGHUMETbHbII AHANU3 OAHHBIX, NOJYYEHHBLIX Om
pecnondenmos. Pocm unoycmpuu 0vicmpoit mMoovt u yxXyouieHue COCHOAHUA OKPYJHcaroujeil cpeovl NOBblICUU
uUHmMepec K yCmMouuueomy nompedieHuIo KaKk cpeocmey CMAZUEHUA He2AMUEHO20 6/IUAHUA MOOHOU UHOYCMpUU.
Oco3nannoe nompebdnenue cmano 60CHPUHUMAMBCA KAK HeoOX00umwlil wiaz Ha nymu K 0o7ee IMUYHOMY U
OMEENCMEEHHOMY NOOX00y K MOOe, 00HAKO Nepexo0 K HeMy 0ZPAHUYEH PAOOM HCUXOJ02UHECKUX U KYTbMYPHbIX
oapvepos, coeprcusarowjux pacnpocmpanenue mux npaxmuk. Ilokazano, Kak ncuxonozuveckue u KyabmypHble
Oapvepvl npoooaHCAIOm O0C0IHCHAMD NEPEXO00 K OCO3HAHHOMY nompednenuio 0dexcovl. Hecmompa na pacmywyuii
unmepec K IKoN02UYHON MOOe, MHO2UE ROmMPeOUmenu CIaIKuealomcs ¢ mpyoHoCmAMU, C6A3AHHBIMU C UIMEHEHUEM
CEOUX NPUBLIYEK U NPEOCMABICHUN 0 YeHHOcmuU eeweil. /s ycneutnozo npeoooieHus Imux oapbepos neodxooum
KOMRIEKCHBLI N00X00, COUemalou{Uil NCUXON02UYECKYI0 NOOOEPIHCKY, 00pa306anue u KyabmypHbsle U3MeHeHU.

KuarueBbie ciioBa: 0CO3HaHHOe NOTpelJeHHE, NMCHXOJOrUsi MOTpeldJieHusl, KyJbTypa MOJbI,
NOoTpedUTe/IbCKUE TPHUBBIYKH, ObIcTpasi MoOAa, YCTOHYMBOEe pa3BHUTHE, COLMAIbHbIE HOPMBI,

JK0J0THYecKHe MPo0aeMbl, ITUIHOE TOTPedJieHNne, KyJbTYPHbIe 0apbepbl.

Introduction.

In recent decades, the topic of conscious
clothing consumption has become particularly
relevant against the background of global
environmental and social problems. The growth of
the "fast fashion™ industry and the creation of a
system that unites the media have contributed to the
constant introduction of negative media in modern
India. Conscious consumption has become
perceived as a necessary step towards a more
ethical and responsible approach to fashion, but the
transition to it is limited by a number of
psychological and cultural barriers that restrain the
spread of these practices.

Materials and methods.

To study the topic under consideration, general
scientific methods were used (analysis of literature on
the study of psychological and cultural barriers to the
introduction of conscious consumption of clothing,
comparison and systematization of empirical and
theoretical data), empirical (such as the study of
various sources of information, observation of the

processes accompanying psychological and cultural
barriers to conscious consumption), analytical
methods and methods of sociological research
(survey, questionnaire).

The world today is facing numerous
environmental, social and economic challenges,
which are most clearly manifested in the field of
fashion and clothing. Given that public awareness
of the negative consequences of mass production
and consumption is growing, the topic of a
conscious approach to clothing consumption has
become one of the priorities. Conscious
consumption of clothing implies a responsible
attitude to the choice, use and disposal of things,
taking into account environmental, social and
economic consequences.

The social component of sustainability is
aimed at maintaining the stability of social and
cultural systems through the preservation of
cultural diversity on a global scale, the fair division
of benefits, and the expansion of options for each
person [1]. This topic is of particular importance in
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the context of the deteriorating environmental
situation, accelerated climate change and
inequality related to working conditions at work. In
the fashion industry, the logic of growth has solid
foundations — it promotes power and prosperity.
A system that grows faster than others is
considered the best and continues to exist due to
people's trust in it [2]. The issues of conscious
consumption of clothing are relevant not only for
consumers, but also for businesses, government
agencies and public organizations.

The purpose of this article is to analyze the
psychological and cultural barriers that prevent the
spread of conscious consumption of clothing, and
to develop possible ways to overcome them. To do
this, it is important to consider how social norms,
personal beliefs, emotional aspects and habits
influence consumer choice, as well as to explore
the influence of fashion culture on the formation of
consumer behavior.

The relevance of this topic is due to the
global challenges associated with the production
and consumption of clothing. The fashion industry
is considered one of the most polluting in the
world, and its impact on the environment is steadily
growing. According to the UN, the fashion sector
is responsible for 10% of all carbon dioxide
emissions and is the main cause of pollution of
water bodies due to the use of chemicals and
pesticides in the production of fabrics.

The modern  fashion industry s
characterized by the concept of "fast fashion™, in
which new collections are created and marketed at
great speed, and their price is often significantly
lower than the actual cost of production. This leads
to excessive consumption, an increase in waste
volumes and a significant carbon footprint [4-6].

For many people, conscious consumption of
clothing is not only a way to reduce personal
environmental impact, but also an opportunity to
maintain ethical and fair production practices such
as ethical and sustainable fashion, as well as
recycling of materials. In conditions of mass
consumption, however, the desire to quickly meet
the needs creates difficulties in solving these
issues. An approach that includes the long-term use
of things and the choice of eco-friendly brands can
become the basis for sustainable development in
the fashion sector.

The objectives of this work are to study the
psychological and cultural aspects that influence
consumer habits in the fashion industry, as well as
to find approaches to overcome obstacles that
prevent conscious choice of clothing.

The objectives of the research are to study the
key psychological barriers that make it difficult to
make informed decisions when choosing clothes, to
analyze cultural and social norms that support the
trends of excessive consumption, to assess the role of
advertising and the fashion industry in shaping the
perception of clothing as a consumer product, and to
explore possible methods of overcoming these
barriers and their impact on the sustainable
development of the fashion industry.

Results and Discussion

Conscious consumption of clothing is
difficult to understand outside the historical
context. In the past, before the Industrial
Revolution, clothing was an expensive commodity
made by hand, which made the process of creating
clothes slow and time-consuming. People bought a
limited amount of clothing, counting on its
durability and practicality [7].

With the advent of induction and mass
production in the 19th century, the country
changed. Thanks to factory production and the
availability of cheap materials, clothing has
become more widespread and accessible, which
has led to the emergence of a consumer culture in
which clothing has gained importance not only as
a functional thing, but also as an indicator of social
status and fashion.

In the 20th century, obviously, after the
Second World War, India could change its strategic
development.  Global  brands, large-scale
advertising campaigns and active international
trade have emerged, as a result of which clothing
has taken an important place in people's lives. In
recent decades, with the growth of globalization
and the development of the Internet, the culture of
fast fashion has strengthened its position, which
has led to an increase in waste and environmental
problems associated with the consumption of
clothing [9,12].

The problem of conscious consumption in
fashion is not new. It was mass production in the
19th century, people made purchases earlier and
attached importance to a long life. But in the 20th
century, in fact, the spread of advertising and mass
production led to mass consumption. By the end of
the twentieth century, in the context of
globalization, fashion had become an object of
mass consumption. In the 1990s, the spread of "fast
fashion" made clothes affordable for most, but also
accelerated the wear and tear of things and
increased the amount of waste.

Today, amid the growth of environmental
awareness, more and more attention is being paid
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to the conscious choice of clothing. However,
significant psychological and cultural barriers
remain on the way to this.

Psychological impediments to progress
include:

1. Emotional satisfaction from shopping.
One of the reasons that makes it difficult to switch
to conscious consumption is the emotional
component of purchases. Clothes often become a
means of expressing individuality and emotions,
and the shopping process is a source of positive
feelings. For many people, shopping for clothes is
associated with pleasure and psychological
comfort, especially in stressful moments or when
there is a lack of time. Therefore, giving up
unnecessary purchases can be perceived as
depriving you of joy and pleasure.

2. Deficiency syndrome and attachment to
things. Modern consumer culture emphasizes the
value of owning things, which often causes a feeling
of scarcity and a desire to acquire more than neces-
sary. Attachment to things, especially given fashion
trends, can also interfere with informed decision-
making and encourage unnecessary purchases.

3. The need for status and social recognition.
Fashion has always played a significant role in
shaping social identity. Clothing serves as a way to
indicate status, follow trends and stand out from
others. In cultures where appearance and branded
clothing are considered important indicators of social
status, the transition to conscious consumption can be
perceived as a loss of the opportunity for socialization
and recognition, which causes internal discomfort
among consumers.

Cultural barriers include the following:

Social norms of consumption. In many
cultures, there is a well-established habit of
regularly buying new things and updating your
wardrobe. The expectations of others and social
pressure push to buy new collections and follow the
latest fashion trends, even despite possible
environmental and ethical problems.

The impact of advertising and marketing.
The advertising strategies of major brands form the
image of a "normal” level of clothing consumption
among consumers. The fashion industry creates the
feeling that in order to achieve the desired status
and ideal appearance, it is necessary to follow the
latest trends. These cultural attitudes and marketing
influences are difficult to overcome, as they are
ingrained in the mass consciousness.

Consumption  traditions in  different
countries. In a number of countries, especially with
developed economies, the culture of constantly

updating the wardrobe is firmly rooted. Here,
consumer culture is perceived as the norm, whereas
conscious consumption is considered an exception.

Mass consumption of clothing has a
significant negative impact on both the
environment and society.

The fashion industry is one of the most
polluting sectors of the global economy, and this is
a psychological problem [13]. These include:

High carbon footprint. Production processes
in the textile and fashion industries, including
fabric ~ manufacturing,  transportation  and
marketing, require large amounts of energy, which
increases carbon dioxide emissions and contributes
to climate change. Pollution of reservoirs. The
production of fabrics and the use of dyes are often
accompanied by the dumping of toxic waste into
reservoirs, which adversely affects aquatic
ecosystems and threatens biodiversity [11,14].

Problems with disposal. The rapid change in
fashion trends leads to the fact that clothes quickly
become outdated or unnecessary, creating huge
amounts of textile waste, which is rarely processed
properly and often ends up in landfills.

Social problems. Mass production of
clothing is accompanied by violation of workers'
rights. Many brands employ labor in low-wage
countries where working conditions can be
dangerous or poorly paid. This creates problems
not only for workers, but also for social equality
and justice in general.

Large brands, using cheap production
schemes and aggressive marketing, contribute to
the formation of a "cult of consumption™ and
stimulate constant purchases. This leads to an
unnecessary increase in demand and contributes to
inefficient use of resources.

The main problems of conscious clothing
consumption include:

The high cost of eco-friendly and ethical
clothing. Eco-friendly clothing is often more
expensive than mass-produced clothing, which
makes it less affordable for many consumers. Lack
of information and awareness. Consumers are often
unaware of the dangers of fast fashion and the
benefits of sustainable consumption, which
prevents informed choice. The habit of low prices
and frequent purchases. The constant updating of
the wardrobe at a low price prevents consumers
from reconsidering their consumer habits.

The application of sustainable fashion
principles offers a practical pathway to mitigating
the negative impacts of overconsumption. Key
aspects include:
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Ethical production. The production of
clothing must take into account the rights of
workers and ensure safe working conditions.

The wuse of environmentally friendly
materials. The use of organic fabrics, recycled
materials and natural dyes helps to reduce the
burden on nature.

The durability of the products. Clothing
should be durable and last a long time to avoid its
transformation into a disposable product.

Consumers should become more responsible
and attentive when choosing clothes. This requires:
Information and education. Knowing about the
environmental and societal impacts of clothing
production will help consumers make more
informed choices. Buying from conscious brands.
The support of ethical companies creates demand
for sustainable products. Reuse and recycling. The
use of clothing as recyclable materials, recycling
and to charitable organizations contribute to
reducing the production of new things.

To overcome psychological barriers, it is
necessary:

—Psychological support for consumers.
Mindfulness programs help change consumer
habits and see the value in longevity.

—Emotional attachment to durable things.
Encouraging a long-term connection with things
motivates consumers to choose more sustainable
options.

—Cultural and educational initiatives will
help society understand the importance of
conscious consumption.

—The power of social media. The influence
of bloggers and opinion leaders can help promote
sustainable consumption.

With the advent of digital technologies, new
opportunities are opening up to minimize the
ecological footprint: virtual fitting rooms, 3D
printing and innovations allow you to create
clothes with less impact on nature. However, at the
same time, there are issues related to the disposal
of digital data and industrial waste.

The Department of Artistic Product Design
of the Kyrgyz State Technical University named
after 1. Razzakov is conducting research on the
principles of introducing and popularizing
conscious consumption and slow fashion. A
number of research papers, term papers and theses
of bachelors and masters are being carried out. The
department actively cooperates with environmental
organizations and events are held.

A survey was conducted among students and
teachers in order to identify the causes and

problems associated with the introduction of
conscious consumption among the population.
Thus, a quantitative ratio of respondents was
revealed who, when buying clothes, take into
account the composition of the material from
which they are made, as well as an environmentally
friendly production method and the number of
people who want to wear clothes for a longer time
and reduce the number of spontaneous purchases.

Contests and exhibitions dedicated to the
environmental theme are organized, guest
lecturers, designers, and eco-activists are invited to
conduct trainings and lectures for students [16].
Our students also regularly conduct training and
various promotions for school students and
undergraduates

Conclusion. Psychological and cultural
barriers continue to complicate the transition to
conscious clothing consumption. Despite the
growing interest in sustainable fashion, many
consumers face difficulties changing their habits
and perceptions of the value of things. An
integrated approach combining psychological
support, education and cultural change is necessary
to successfully overcome these barriers.
Sustainable consumption not only helps to solve
environmental problems, but also contributes to the
formation of a fairer and more ethical fashion
industry.
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