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Abstract 

Consumers’ clothing disposal decisions have lasting effects because the 

decomposition process of certain materials can span several decades (Fletcher, 2008; 

Black, 2008). Unfortunately, only 48% of post-consumer used clothing is recycled (Chen 

& Burns, 2006). The primary aim of this mixed methods study was to explore the 

viability of a service or business involving consumers in redesigning their used garments 

as a sustainable alternative to disposal.  

Through focus groups discussions and questionnaires with closed-ended items, I 

sought to answer who potential redesign consumers are and therefore the appropriate 

target market for the service. I collaborated with participants to conceptualize practical, 

executable redesign plans for their garments. After all redesigned garments were 

returned, consumers provided their feedback in focus groups and questionnaires. These 

suggestions may be used to develop recommendations for future redesign businesses.  

A total of 27 mostly Caucasian (89%) women ages 18-62 participated, and 27 

corresponding garment redesigns were completed. Although not motivated by 

environmental concerns to modify their clothing purchase behavior, the women were 

comfortable with used clothing and were interested in using a redesign service in the 

future. Participants indicated they were mostly satisfied with their redesigned garment 

and will continue to wear their garments for a mean of approximately two additional 

years. They were willing to pay $50 to $60 for the service. Many (52%) suggested 

redesign could be marketed as a social experience to commemorate life events (i.e., 

engagement or marriage) among women, similar to a Tupperware® or Mary Kay® event.  
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CHAPTER 1: INTRODUCTION 

Background and Significance 

Sustainability has become a popular subject for scholarly research in the textile 

and clothing field in recent years (McDonald, Oates, Thyne, Alevizou, & McMorland, 

2009; Szmigin, Carrigan & McEachern, 2009; Chen & Burns, 2006). Several handbooks 

have been published to help product designers, retailers, and consumers make informed 

decisions (Black, 2008; Fletcher, 2008; Faud-Lake, 2002). Environmentally conscious 

fashion blogs and shopping sites recommend sustainable products to their growing lists of 

subscribers (e.g., www.ecouterre.com, www.treehugger.com, and 

www.whiteapricot.com).  

Respected, high-end designers and retailers including Noir, Patagonia, People 

Tree, Linda Grose, and Katherine Hamnett pioneered sustainable fashion in the 1990s 

and earlier (Black, 2008; Fletcher, 2008). They used fair trade fibers, recycled waste into 

raw materials, ensured safe conditions in factories, paid living wages, and employed 

artisans in developing countries (Black, 2008; Fletcher, 2008). Recently, sustainability 

research and development has again become high priority for couture houses, niche 

retailers, specialty chains, small businesses, and mass retailers (Black, 2008). There is 

also some discussion in the apparel and textiles scholarly community calling for 

corporations and researchers to take action, implementing ecologically sound business 

practices today, rather than waiting several more years for consumers to change their 

behavior (Dickson, 2011). 

Sensing a paradigm shift in the near future, retailers of all price points are 

incorporating some element of sustainability into their operations or have future plans to 
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do so (Black, 2008; Edelson, 2010). Now, mass retailers including Marks and Spencer, 

Top Shop, H&M, Gap, Levis, and Wal-Mart, are incrementally integrating sustainable 

materials into their product lines, with the use of organic, recycled and rapidly renewable 

fibers (Bennie, Gazibara, & Murray, 2010; Edelson, 2010; PR Newswire, 2010; Black, 

2008). Companies are implementing policies to ensure better treatment of the more than 

26 million people worldwide involved in textiles and clothing production (Black, 2008). 

Despite their heightened interest in ecological issues, mass retailers have difficulty 

implementing change, due to their large scales of operation (Black, 2008). In contrast, 

smaller, local companies, through their grass-roots efforts, are setting the stage for the 

paradigm shift (Fletcher, 2008).  

Large environmental gains can be accomplished through changing consumers’ 

behavior (Fletcher, 2008). Some consumers are becoming increasingly educated and 

savvy about sustainability. They want to know more concerning how, where and in what 

conditions their clothes are made (Black, 2008). They are beginning to require truth, 

transparency and social responsibility of companies they patronize (Kaye, 2010; Black, 

2008). Despite their previous loyalties to national brands, some consumers have switched 

to environmentally conscious brands for similar products (Kaye, 2010). 

Sustainability in fashion has not yet reached the “tipping point” (Gladwell, 2000) 

to motivating widespread change in consumer behavior. Similar to adoption of other 

innovations, consumers will be instrumental in the adoption of sustainable fashion styles 

and brands to achieve paradigm-shifting critical mass (Rogers, 2003). Consumers’ 

clothing behaviors have profound impacts on the environment, including purchasing 
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behavior, clothing use, care, and final disposal (Fletcher, 2008). A lack of education or 

holistic understanding of environmental effects may be the underlying cause for most 

consumers’ present unsustainable behavior (Birtwistle & Moore, 2007). Clothing labels 

are inadequate in informing the average consumer about the entire lifecycle of clothing, 

and there is little widespread understanding of globally accepted sustainability standards 

and certifications (Black, 2008; Chen & Burns, 2006).   

Price point may also prevent some consumers from purchasing sustainable 

fashion products. A consumer’s willingness to pay, combined with perceived value of the 

design, greatly influences the purchasing decision, even for the ecologically conscious 

consumer (Young, Jirousek, & Ashdown, 2004). If a product is too expensive for 

consumers to afford or not profitable for manufacturers, it cannot be considered 

sustainable (Bell & Morse, 1999), which is one of the greatest challenges of producing 

sustainable fashion (Young et al., 2004).  

Consumers’ decisions on how they care for clothing, including laundry detergent 

selection, water temperature setting, and drying method have significant effects, due to 

the chemicals in detergents or bleaches, amounts of energy used, and emissions released 

into the atmosphere (Fletcher, 2008; Black, 2008). Garments that must be laundered 

frequently multiply the impacts. A t-shirt, for example, is washed 30-40 times during the 

consumer use phase (Black, 2008). Clothing disposal also has lasting effects because the 

decomposition process of certain fabrications can span several decades (Black, 2008; 

Fletcher, 2008). Unlimited options exist in terms of recycling, re-use, repair and redesign 

to keep end-of-lifecycle fashion products out of landfills (Black, 2008; Fletcher, 2008). 
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However, only 48% of post-consumer waste, or clothing discarded at the end of its use 

lifecycle, is recycled (Chen & Burns, 2006). 

Definitions 

Prior to discussing the present study and its purpose, it will first be important to 

clarify the following definitions and concepts to ensure the meaning is understood 

throughout this paper. 

Sustainability 

Despite its popularity in business and academia, sustainability remains somewhat 

elusive and difficult to define. A variety of definitions of sustainability were compiled 

into a book to inform and educate about sustainability indicators, or ways to measure 

sustainability (Bell & Morse, 1999). One of these definitions is as follows, “sustainable 

means the capability to continue producing food and fiber indefinitely and profitably 

without damaging the natural resources and environmental quality on which all of us 

depend” (Schaller, 1989). A consensus must be established so we know when and how 

we can or have achieved sustainability. Certain conditions must be maintained in order to 

consider a product or process sustainable, including quality of service or product, human 

quality of life, and overall well-being of people (Bell & Morse, 1999).  

Sustainable Consumption 

 Consumption is sustainable when consumers reduce the quantity of goods they 

consume and choose products made through processes that support social and 

environmental integrity (Marchand & Walker, 2007). Sustainable consumption involves 

pre-purchase, purchase, and post-purchase components (Jacoby, Berning, & Dietvorst 
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1977). Sustainable consumption is possible only when sustainable product choices are 

available for purchase (Marchand & Walker, 2007). 

Fashion 

 “Fashion is a dynamic social process by which new styles are created, introduced 

to a consuming public, and popularly accepted by that public” (Sproles, 1979, p. 5). 

People in Western societies feel the need to “keep up with fashion,” even to the point of 

competing with one another to purchase the newest, most recent trend (Black, 2008). 

Consumers, in their efforts to be fashionable, constantly demand newness, which in turn 

causes a frantic push for retailers to stay ahead of the trend curve, producing disposable, 

trendy items faster than ever before (Black, 2008). 

Sustainable Fashion 

Fletcher defined sustainability in the fashion industry as conducting business to 

promote human well-being and to preserve natural integrity (Fletcher, 2008). To Black 

(2008), sustainable fashion is a paradox because of the nature of the business which 

profits from the rapid turn of cheap, trendy clothes in high volume. Sustainable fashion 

includes all aspects of a garment’s lifecycle: fiber cultivation, fabric and garment 

production, manufacturing, distribution, consumer laundering, reuse, and final disposal 

(Black, 2008; Fletcher, 2008). Many sustainable raw materials exist, such as organic 

cotton, lyocell (regenerated cellulosic fibers with closed loop solvent processing), 

recycled polyester, and other post-consumer sources (Fletcher, 2008). Sustainable 

production also includes safe conditions for workers, low-impact fiber production, 
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fabrications, and dyestuffs, recycling of industrial by-products, and low-waste pattern 

cutting (Black, 2008; Fletcher, 2008).  

Clothing Disposal 

Clothing disposal includes recycling, reusing, and throwing away unwanted 

clothes (Rabolt, DeLeon, & Harrington, 2010). Recycling might entail down-cycling old 

clothes to rags, or up-cycling into other garments (for example, summer tops made of 

brightly printed vintage handkerchiefs). Other methods of disposal include donating to 

charity, passing down to other family members, swapping with friends, selling to 

consignment shops, throwing in the trash, and selling on eBay (Rabolt et al., 2010). 

Purpose 

This primary aim of this research was to explore the viability of a business model 

involving consumers in the co-design and redesign of their own used garments as a 

sustainable alternative to disposal. First, I explored the demographics and psychographics 

of consumers who might be the appropriate target market for the service. Second, through 

deconstruction and reconstruction of consumers’ garments, I concluded which garments 

were best suited for redesign. Finally, after experiencing the entire process, consumers 

provided their feedback, which were restated as recommendations for future custom 

redesign businesses.  
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Research Questions 

Three over-arching research questions guided this study in order to identify, 1) a 

profile of the potential consumer, 2) which garments have potential to be redesigned, and 

3) recommendations for future redesign businesses. 

RQ1: Who are the potential consumers for collaborative apparel redesign? 
i. What demographics describe potential consumers? 

ii. What might interest potential consumers to use a collaborative redesign 
service? 

iii. How will consumers self-report their ecological clothing behavior? 
 

RQ2: What garments have potential to be redesigned? 
i. What garment categories are most popular for redesign? 

ii. What attributes of garments will be redesigned? 
iii. What is the extent of redesign requested? 

 
RQ3: What might be some best practices for the collaborative redesign process? 

i. What must a redesign business provide (redesigner’s skills, facilities, 
supplies)? 

ii. What are the desired points of entry and levels of involvement consumers 
wish to have in the process? 

iii. How should redesign be marketed to attract the attention of potential 
consumers? 

iv. How does consumer satisfaction influence their willingness to pay, 
recommend to others, and length of continued wear of the garment? 

 

CHAPTER 2: LITERATURE REVIEW 

The topic of sustainable fashion is not new, but the majority of research has been 

emergent, exploratory and qualitative in nature (Birtwistle & Moore, 2007; Rudell, 

2006). Identifying consumers as the crucial link, previous studies have aimed to evaluate 

consumers’ awareness of sustainable labels (Rudell, 2006), willingness to pay for 

sustainable apparel (Hustvedt & Bernard, 2008), sustainable purchase behavior 

(McDonald et al., 2009; Szmigin et al., 2009), clothing disposal behavior (Ha-Brookshire 
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& Hodges, 2009; Birtwistle & Moore, 2007), and perception of recycled clothing (Young 

et al., 2004). Consumers have the power to shape cultural, political, social, and economic 

policies through their choices and preferences (Marchand & Walker, 2007). Little 

research has been conducted to examine the viability of redesigning used clothing 

(Young et al., 2004). To the best of my knowledge, there have been no previous studies 

to date directly involving consumers in redesigning their own used clothing. 

Sustainable Labeling and Willingness to Pay 

Labeling can play a key role in consumer education and can build awareness 

about products’ origins. A 2006 qualitative study employed a Thematic Apperception 

Test questionnaire instrument, using cartoons as stimuli to gather consumers’ perceptions 

of socially responsible apparel labels (Rudell, 2006). A convenience sample of 50 

students in an MBA consumer behavior course completed the questionnaires. The labels 

made participants think about the conditions in which the clothing was made; however, 

the presence of such a label would not necessarily change their purchase decisions. Other 

apparel attributes, such as size, color, style, brand, and price were more important than 

labor conditions. Also, some participants indicated they do not trust the claims made by 

retailers on apparel labels. The researchers suggested an educational campaign may be 

needed to increase awareness and contribute validity to the claims made by such labels 

(Rudell, 2006).  

Apparel labeling was also a focus of another study, which examined consumer 

willingness to pay for sustainable apparel with labels that provided heightened 

transparency to the fibers’ origins (Hustvedt & Bernard, 2008). Two rounds of 
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experimental auctions of gender-neutral socks were held with a sample of 69 college 

students. Participants were willing to pay more for fibers produced in their home state, 

but not made in the U.S. Participants wanted a discount for the socks made of PLA 

because they were not familiar with this fiber type and perceived it as low quality. In 

general, they were equally as willing to pay for non-genetically modified fibers as 

organic. Women were willing to pay more for organic apparel than men, and Hispanics 

were unwilling to pay more for organic apparel. Men were willing to pay more for locally 

grown fibers. Women were more accepting of apparel made in other countries (Hustvedt 

& Bernard, 2008). 

Sustainable Consumer Behavior 

 Researchers have attempted to predict sustainable consumer behavior from 

people’s moral or ethical values (McDonald et al., 2009; Szmigin et al., 2009). However, 

sustainable consumer behavior varies among product sectors, and consumers’ actual 

behavior is not always consistent with their values, due to external variables such as 

price, quality, or convenience (McDonald et al., 2009). 

A quantitative study was conducted to compare and contrast two types of 

consumer values, environmentalism and materialism, which the researchers hypothesized 

were indirectly related concepts (Banerjee & McKeage, 1994). They administered the 

questionnaire as part of a larger psychological study to 309 Northeastern college students 

enrolled in an introductory marketing course. They developed a scale to measure 

environmentalism for their study. Materialism, defined as placing high importance on 

material possessions, was measured using Richins’ and Dawson’s scale (1992).  
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Environmentalism was conceptually defined as having beliefs that humanity and 

the biophysical environment are interdependent, the environment is important to oneself, 

current environmental conditions are a serious problem, and that a radical change in 

current lifestyle and economic systems may be necessary to prevent further 

environmental damage (Banerjee & McKeage, 1994). Three factors comprised 

environmentalism: personal or internal environmentalism (inherent beliefs), substantive 

environmentalism (perceptions of specific environmental problems), and external 

perception of environmental problems (such as media attention). Internal 

environmentalism was the most salient and accounted for the largest portion of variance. 

The researchers suggested green products should be marketed as upscale and status items 

in order to encourage consumption among environmentalists and materialists alike 

(Banerjee & McKeage, 1994). 

Another study examined environmental values and lifestyles as factors that 

influence ecological consumer behavior (Fraj & Martinez, 2006). Questionnaires were 

distributed in Spain to a random sample of 573 individuals. The Values and Lifestyles 

Scale (Mitchell, 1983) and the Lifestyles scale (Sanchez, Grande, Gil, & Rodriguez, 

1998) were used to measure individuals’ values. The Actual Commitment subscale was 

used to measure ecological consumer behavior (Maloney, Ward, & Braucht, 1975). 

Through their statistical analysis, they found Spanish individuals who value ecological 

matters have higher actual environmental behavior than those who do not. Thus, 

ecological values predicted actual ecologically-conscious consumer behavior in this 

sample. Also, they found ecological consumers were interested in fulfilling themselves 
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by pursuing new challenges. They had enterprising spirits and would put forth extra effort 

to obtain products that were in line with their values. Based on their findings, the 

researchers recommended companies need to advertise their ecological intent on 

packaging, labeling, and transparency of their supply chain (Fraj & Martinez, 2006). 

An exploratory study with 99 self-identified ethical consumers in the United 

Kingdom compared sustainable consumption patterns across different sectors of products 

or services, including small and large appliances, electronics, food, household products, 

green electricity, and tourism (McDonald et al., 2009). In semi-structured interviews, 

participants were asked to describe recent purchases, including their process of gathering 

information, where the purchase was made, sustainability criteria they considered, and 

how the purchase related to their lifestyle as an ethical consumer.  

Consumers’ purchase behaviors were not always consistent with their ethical 

values because availability, price, and convenience issues constrained them from 

choosing options in line with their principles. For example, when purchasing small 

electrical appliances, such as a laptop computer, brand was important, and sustainability 

criteria were rarely considered. In fact, there were few sustainable options available for 

small electrical appliances. However, for those purchasing household goods, such as 

cleaning supplies and food, participants were aware of a wide variety of options. They 

chose fairly traded and organic foods and cleaning products that were not tested on 

animals. Therefore, the researchers suggested individual purchases should be analyzed 

instead of drawing conclusions about people’s overall purchasing patterns (McDonald et 

al., 2009). 
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The concept of ethical consumption was explored in another qualitative study in 

the United Kingdom (Szmigin et al., 2009). The researchers defined ethical consumption 

as consciously choosing ethical products, such as fairly traded goods, and avoiding or 

boycotting “unethical” products and companies. They conducted in-depth interviews with 

nine individuals aged 25-45 who regularly bought ethically conscious products. 

Participants were knowledgeable about issues such as transportation, local sourcing, and 

fairly traded goods; however, sometimes price, quality, and other factors overrode their 

decision to choose ethical products. Although consumers had strong moral convictions to 

buy ethically most of the time, they were at times flexible and open to buying regular 

goods. Occasionally, decisions were situation dependent and based on convenience, but 

participants felt guilt and experienced cognitive dissonance when they bought 

mainstream goods (Szmigin et al., 2009).  

Sustainable consumption can be viewed through the lens of voluntary simplicity, 

which focuses on quality of life and having fewer possessions (Marchand & Walker, 

2007). In this qualitative study, 18 interviews were conducted with 11 individuals. Four 

categories of simplifiers were identified: eco-efficient simplifiers, better world 

simplifiers, quality of life simplifiers, and involuntary simplifiers. Eco-efficient 

simplifiers consumed green products, but not necessarily fewer products than normal. 

Better world simplifiers were committed to improving the world, focused on social 

issues, and valued efficiency in products. Quality of life simplifiers chose sustainable 

products to improve their quality of life, adopted a sufficiency approach to consumption, 

and consumed less than the first two groups. Involuntary simplifiers had financial 
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constraints and consumed less for economic reasons. Individuals in all of the simplifier 

categories actively reduced the amount of goods they consumed and chose 

environmentally and socially sound products. 

Clothing Disposal and Recycling 

Recently, researchers have focused on clothing disposal and second-hand 

shopping behavior (Rabolt et al., 2010; Ha-Brookshire & Hodges, 2009; Birtwistle & 

Moore, 2007). But, few studies have explored different options of recycling clothing 

other than donation to charity organizations or reselling through consignment venues. For 

this reason, research on consumer behavior at the end of the fashion lifecycle is in its 

infancy and needs more scholarly attention. In this section, studies regarding end-of-

lifecycle clothing will be summarized. 

In a qualitative study in the United Kingdom, researchers sought to explain 

participants’ understanding of ecologically conscious methods of clothing disposal 

(Birtwistle & Moore, 2007). Eight consumer focus groups with 71 females aged 18-25, 

six interviews with participants aged 27-57, and four interviews with charity shop 

managers were conducted (Birtwistle & Moore, 2007). Based on their findings, the 

researchers predicted consumers will modify their consumption behaviors when they 

learn about the impact of the disposal process on the environment, that retailers will have 

to change the way they do business, and that the media will play a role in disseminating 

messages of sustainable apparel consumption (Birtwistle & Moore, 2007). 

The researchers noted that overall the average consumer did not understand how 

their behavior affects the environment, did not think about how long they would keep 
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their apparel, and were unaware of the need for clothing recycling (Birtwistle & Moore, 

2007). Reasons for ceasing use of apparel items were degradation of quality through wear 

and tear, out-dated style, and purchase for one specific event. Expensive or high quality 

clothing was kept longer because of guilt related to disposing of an item for which they 

paid a premium price. Other ways to dispose of clothing mentioned by consumers were 

selling via eBay, donating to second-hand shops, giving to family members, swapping 

items with friends, and down-cycling to household rags (Birtwistle & Moore, 2007).  

Charity shop managers were aware of the importance of reusing and recycling 

end-of-lifecycle garments because of their experience (Birtwistle & Moore, 2007). They 

indicated clothing donations had increased, with sell-through rates of 50-70 percent. They 

attributed the growth to fast fashion, greater interest in charities, and acceptance of 

charity stores as a place to shop. In general, clothing brought to their stores was given 

two weeks to sell. It was later moved to another store, sent for recycling, or dispatched 

for emergency relief. None of the items in the second-hand clothing pipeline went to 

waste, and damaged items were sent to recycling companies for auto soundproofing, loft 

insulation, and soft furnishing stuffing (Birtwistle & Moore, 2007).  

Another qualitative study examined 15 U.S. apparel consumers’ clothing disposal 

habits (Ha-Brookshire & Hodges, 2009). Through in-depth interviews and observations, 

the researchers sought to understand consumers’ motivations and intentions to uncover 

whether or not consumers’ donations were made because of social responsibility ideals. 

The researchers found that the majority of donation behavior was motivated by closet 

cleaning and not social responsibility. Observations were conducted on-site at charity 
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shop drop-off areas during weekends of spring months, when many American consumers 

clean their closets and homes. The observations revealed that people were in a hurry to 

drop off their used items, they rarely got out of their cars while employees were 

unloading their donations, and those queried about why they were donating stated it was 

a chore they had to complete on a list of other errands.  

Interestingly, participants preferred certain donation sites due to convenience, but 

they were unable to articulate their chosen organization’s role in society. Some 

participants did not consider clothing donation as a real act of charity and instead thought 

of it as a utilitarian function to accomplish their cleaning goals. Clothing in poor repair, 

and intimate items such as underwear, were thrown in the trash instead of donated. Some 

items held personal meaning for participants, and they were emotionally attached to 

garments, such as old soccer jerseys and items given to them from a loved one. 

Participants felt guilty over owning large amounts of seldom used clothing, impulsively 

purchased items, and items worn once for a specific event. However, they indicated little 

to no intention of modifying their future purchase behavior (Ha-Brookshire & Hodges, 

2009). 

Although clothing donation is not necessarily linked to socially responsible and 

ecologically conscious behavior, purchasers of second-hand clothing may be motivated 

by these values for some individuals. A quantitative study of 152 college students (95% 

female and 5% male) examined how second-hand clothing shoppers differed from non-

second-hand clothing shoppers in terms of  environmentalism, price sensitivity, 

perception of contamination, and perception of vintage clothing (Yun Bae & Ruoh-Nan, 
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2010). Participants who regularly shopped at second-hand stores scored higher on 

environmentalism and price sensitivity, meaning they are more concerned about the 

environment and more frugal than those who do not shop at second-hand stores. Second-

hand shoppers were not afraid to wear what others had already worn and preferred 

vintage and second-hand clothing for the ability to create a unique self-expression (Yun 

Bae & Ruoh-Nan, 2010).  

The diffusion of innovation theory was used as a framework to analyze qualitative 

group data addressing young fashion consumers’ disposal habits (Morgan & Birtwistle, 

2009). Ten focus groups were conducted with a total of 71 females between the ages of 

17-25. Six in-depth interviews were conducted with female fashion consumers between 

age 27 and 57 to identify differences in attitudes and disposal methods between younger 

and older women. To triangulate their results, they conducted quantitative street-intercept 

surveys, with 206 usable questionnaires returned. The questionnaires included questions 

about recent purchase behavior, domain-specific innovativeness items (Goldsmith & 

Hofacker, 1991), and clothing disposal behavior.  

One fourth of their participants regularly recycled glass, plastic, and paper. 

However, there was no correlation found between general recycling behavior, fashion 

innovativeness, and purchasing behavior. These results show that there might be a lack of 

understanding regarding the importance of clothing recycling, although participants were 

aware of some environmental problems. Young women who indicated they participate in 

clothing swaps perhaps did so because they wanted to keep their wardrobes up-to-date, 

not necessarily because of concern for the environment. Clothing was disposed of when it 
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was worn out, out of style, or had been purchased for only one event. Participants 

disposed of clothing by donating to charity shops (36%), giving to family members or 

friends (approximately 25%), and reusing in the home (approximately 20%). Some also 

dumped used clothing in recycling bins (7.4%), sold them on eBay or to consignment 

stores (7.1%), and threw them in the trash (6.7%). Overall, young fashion innovators 

were not interested in recycled clothing (Morgan & Birtwistle, 2009). 

Desire for uniqueness could motivate consumers’ interest in wearing used 

clothing from vintage stores, thrift stores, garage sales, boutiques, mothers’ closets and 

estate sales (Reiley, 2008). In survey research with 97 college females in retail 

merchandising and clothing design majors, The Desire for Unique Consumer Products 

(DUCP) scale developed by Lynn and Harris (1997a) was employed to measure this 

concept. Participants were divided into three groups in terms of the frequency of wearing 

vintage clothing. Thirty-eight individuals were regular vintage wearers (regularly wore 

vintage clothing), 19 were occasional vintage wearers (wore vintage clothing for specific 

or special occasions), and 40 new clothing wearers (almost always wore new clothing). 

Uniqueness scores were then compared between the three groups (Reiley, 2008). 

Regular vintage wearers were most likely to consider themselves to present a 

unique appearance (74%), compared with occasional vintage wearers (58%), and new 

clothing wearers (48%). Regular vintage wearers scored highest on the DUCP scale, 

followed by occasional vintage wearers, and the new clothing wearers scored the lowest. 

Some of the ways participants obtained unique clothing included adding embellishments, 

acquiring family heirlooms, having clothing custom made, constructing clothing oneself, 
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and purchasing from vintage stores, used clothing stores, and estate sales. New clothing 

wearers may have associated used clothing with poverty or perceived them as unclean, 

and thus avoided recycled clothing. They instead found unique items while traveling to 

other countries, in small-town boutiques, on sale or clearance, or in exclusive designer 

product assortments. Good fit was important for 44% of all wearers, demonstrating that a 

personalized fit could contribute to uniqueness. Wearing clothing in unexpected ways 

creates unique ensembles for both vintage and new clothing wearers (Reiley, 2008).  

Reiley (2008) asserted that consumers’ comfort with and interest in used clothing 

was growing, and some of her participants mentioned environmental concerns as reasons 

why they wore recycled clothing. “Consumers are looking for other clothing options 

beyond what is available in new, mass-produced clothing stores…Consumers are using 

these other sources for purchasing clothing partly because they did not express concern 

about what was the past stigma of wearing used clothing” (Reiley, 2008, p. 200).  

Clothing Redesign 

In one study, custom redesign and mass production methods were combined into 

a creative line of up-cycled clothing (Young et al., 2004). The researchers created a line 

of clothing from post-consumer recycled clothing (PCR), an abundant source of raw 

materials, available at thrift stores and for purchase by the bale (Young et al., 2004). 

They conducted a focus group to understand their customer demographic, which was the 

first step in the design process. There were 10 participants, six females and four males, 

between 19 and 30, who had lived in an urban setting for five years.  
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The main goal was to identify clothing needs for the target market. Participants 

were selected because they fit into the profile of the target customer, “urban nomads,” or 

young professionals who used sustainable means to commute to and from work. Urban 

nomads needed clothes appropriate for all day wear because they seldom changed their 

clothes after work. They required specific functionality in their clothing, such as many 

easily accessible pockets and jackets that are easy to take off and store. The stigma of 

second-hand clothing was discussed in the focus group, and two participants had refused 

to wear or purchase used clothing in the past because of questionable hygiene, negative 

opinions about hand-me-downs, or some other psychological reason (Young et al., 2004). 

Post-consumer recycled men’s suits, jeans, wool sweaters, t-shirts, and 

sweatshirts were used to create the designs (Young et al., 2004). Initial garment designs 

were wear tested by focus group participants, and design changes were implemented 

prior to adapting to a full size graded pattern nest and finalizing production 

specifications. Some issues stemmed from using PCR clothing due to previously existing 

structures, so the styling had to be altered slightly between sizes. Some waste materials 

were created through the design process. About 20% of the original material from the 

PCR clothing was waste. Also, some new materials were used for the sake of function, 

such as metal closures. The researchers devised a marketing plan for the line, which they 

called “Undesigned.” The collection was labeled with hang tags that described the former 

life of each garment (Young et al., 2004).  

For evaluation of the line, the researchers displayed the garments in a gallery 

space on their college campus, using a retail store format. Students were invited to place 
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bids indicating how much they were willing to pay for the garments and fill out 

questionnaires covering garment appeal, function and market value, response to the 

overall ecological concepts, and social acceptance of second-hand clothing. Thirty-four 

questionnaire responses were returned, and 31 bids were placed. Focus group responses 

and wear test diaries were content-analyzed, and closed-ended questionnaire items 

regarding personal, environmental, and economic value were analyzed with descriptive 

statistics (Young et al., 2004). 

Good design was found to be the main motivation to purchase the clothing (not 

environmental friendliness; Young et al., 2004). Because the line was created with some 

mass production techniques but also required additional work, such as hand cutting, the 

garments needed to be priced higher than conventionally produced clothing. From the 

research, three potential markets of sustainable clothing from PCR were identified. With 

the availability of three different price-point markets, sustainable fashion can be 

accessible to a wide range of consumers (Young et al., 2004). Tier one was mass 

produced apparel from new ecological materials (organics, fair trade, recycled polyester). 

Tier two included deconstructed ready-to-wear, clothing made of deconstructed PCR 

clothing and reassembled. Tier three consisted of commissioned reconstructions. 

“Undesigned” fit into the second category of deconstructed ready-to-wear. Interesting to 

note was that the third category, commissioned reconstructions, could include redesign of 

garments that held personal meaning or history to the consumer, such as a friend’s, 

relative’s, or their own clothing (Young et al., 2004).  
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Summary of Literature 

 Approaching the literature holistically provides some insight into the 

demographics and psychographics of potential redesign consumers, garments appropriate 

for or in need of redesign, and methods of marketing that could be used to advertise 

redesign services (See Table 1). However, it is difficult to apply past research findings to 

a redesign service. Previous studies focused on related concepts, such as clothing disposal 

and designing with post-consumer materials. Therefore, the links between previous 

research and collaborative redesign are only speculative, further supporting the need for 

the present study. 

Redesigned post-consumer clothing is more expensive than ready-to-wear apparel 

due to its labor-intensive nature, which may be price-prohibitive for some consumers 

(Young et al., 2004). In general, it appears consumers of redesign would fall in the 

middle to high income range with a fulltime job. People that fit Marchand & Walker’s 

(2007) sustainable consumer profiles in the better world simplifier category (middle to 

high income, committed to improving the world and solving social problems) and the 

quality of life simplifier category (low to middle income, focused on experience and 

quality of life) may be potential redesign clients. They may be motivated to participate 

for ethical reasons, for the experience itself, and the practical, utilitarian benefits. Rabolt, 

et al. (2010) noted their older, financially stable (annual income of more than $30,000) 

subjects were likely to participate in clothing swaps, a creative alternative to disposal.  

Potential redesign consumers should be comfortable with wearing recycled 

clothing, which is often purchased from second-hand stores or swapped with friends 



   22 

 

(Yun Bae & Ruoh-Nan, 2010; Rabolt et al., 2010; Reiley, 2008). Individuals’ ecological 

values do not always determine their purchases, as situational factors impact final 

decisions (McDonald et al., 2009; Szmigin et al., 2009), although they have some 

influence (Kaye, 2010; Maloney et al., 1975). There appears to be a gap between young 

consumers’ knowledge of environmental issues and changes in behavior (Birtwistle & 

Moore, 2007), which poses a particularly difficult problem. Even if consumers are aware 

of the harm that the apparel industry causes to the environment, that knowledge is not 

enough to change their behavior (Ha-Brookshire & Hodges, 2009).  

Motivating reasons to participate in redesign (a disposal alternative) may include 

some of the same reasons for disposing of clothing: the garment was worn out, out-dated, 

was bought for a specific event, originally expensive or high quality, or because it held 

some special emotional meaning (Ha-Brookshire & Hodges, 2009; Birtwistle & Moore, 

2007). Certain garments may be more appropriate than others for redesign due to their 

original structure, quality, and amount of fabric available. Young et al. (2004) observed 

that jeans, t-shirts, and sweatshirts were easiest to redesign, although, they also used 

men’s suits and wool sweaters as raw materials.  

A marketing campaign may be launched to increase awareness of redesign and its 

environmental value, as many consumers have not considered their clothing behavior to 

have any ecological impact (Black, 2008; Birtwistle & Moore, 2007; Rudell, 2006). In 

Fletcher’s (2008) view, small, local companies are well positioned to build their 

businesses on sustainable models. Packaging, labeling, and advertising may be needed to 

ensure consumers understand the company’s intent (Fraj & Martinez, 2006; Rudell, 
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2006). Ultimately, it is possible that good design, eye-popping color, uniqueness, and 

high quality construction will sell redesign more than its environmental value (Hustvedt 

& Bernard, 2008; Reiley, 2008; Rudell, 2006; Young et al., 2004). Pricing will be a 

challenge because redesign has an additional labor-intensive step that ready-to-wear 

production does not have: deconstruction (Young et al., 2004). However, businesses must 

be careful not to price their redesign services too high, or risk losing consumer interest. 
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Table 1. Summary of Literature 
 

Demo/psychographics 
of potential customers 

Ecological consumer 
behavior 

Garments appropriate 
for redesign 

Marketing of 
redesign business 

Urban nomads ages 19-30, 
young professionals who 
used sustainable means to 
commute to and from work 
(Young et al., 2004). 

Ecological values 
predicted actual 
ecologically conscious 
consumer behavior 
(Maloney et al., 1975).  
 

Reasons for disposal: 
wear and tear, out-dated 
style, purchased for one 
specific event (Birtwistle 
& Moore, 2007). 
 
Expensive/high quality 
clothing kept longer out 
of guilt for high original 
price of a garment. 
(Birtwistle & Moore, 
2007). 

Small companies to 
serve local audiences 
(Fletcher, 2008). 

Better world simplifiers 
committed to improving the 
world, focused on social 
issues. Middle to high 
income level (Marchand & 
Walker, 2007). 
 
Quality of life simplifiers 
focused on experience, 
quality of life. Middle 
income level. (Marchand & 
Walker, 2007). 

Ecologically conscious 
purchase behavior not 
always determined by 
values. Purchases 
sometimes influenced by 
availability, price, and 
convenience (McDonald 
et al, 2009).  
 
Purchases were 
situation-dependent 
and based on 
convenience (Szmigin et 
al., 2009). 

Emotional attachment to 
garments, such as items 
given to them from a 
loved one (Ha-Brookshire 
& Hodges, 2009; Young 
et al., 2004). 
 
Commissioned 
reconstructions of 
garments that hold 
personal meaning or 
history to the consumer, 
such as a friend’s, 
relative’s, or their own 
clothing (Young et al., 
2004).  

Hangtags should 
describe the former 
life of each garment 
(Young et al., 2004). 
 
Labeling should 
educate consumer 
and build awareness 
about products’ origins 
(Rudell, 2006). 

Second-hand shoppers 
regularly shopped at 
second-hand clothing stores 
are comfortable wearing 
recycled clothing (Yun Bae 
& Ruoh-Nan, 2010).  
 
Regular vintage wearers  
and occasional vintage 
wearers purchased used 
clothing to create a unique, 
individual appearance and 
did not perceive used 
clothing as a stigma (Reiley, 
2008).  

Despite their previous 
loyalties to national 
brands, some 
consumers switched to 
eco-conscious brands 
for similar products 
(Kaye, 2010). 

Jeans, T-shirts and 
sweatshirts easiest to 
redesign (Young et al., 
2004) 
 
Deconstructed and 
reassembled ready-to-
wear (Young et al., 2004) 

Ecological intent 
should be advertised 
on packaging, 
labeling, and some 
transparency of the 
supply chain should be 
given (Fraj & 
Martinez, 2006). 

Higher income levels 
(above $30,000), older, with 
fulltime jobs likely to 
participate in clothing swaps 
(Rabolt et al., 2010). 

Consumers were aware 
of environmental 
impacts of their 
behavior but would not 
modify their future 
purchase behavior (Ha-
Brookshire & Hodges, 
2009) 

Good design is the main 
motivation to purchase the 
clothing (not 
environmental 
friendliness; Young et al., 
2004). 
 
 

Consumers want to 
pay less for garments 
they perceive as 
second-rate quality 
(Hustvedt & Bernard, 
2008). 
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Demo/psychographics 
of potential customers 

Ecological consumer 
behavior 

Garments appropriate 
for redesign 

Marketing of 
redesign business 

Young fashion innovators 
not interested in recycling 
clothing (Morgan & 
Birtwistle 2009). Also seen 
in (Rabolt et al., 2010) with 
young people throwing out 
old clothes. 

Lack of consumer 
education:  
 
Consumption was 
unsustainable because of 
lack of education of 
environmental impacts 
(Birtwistle & Moore, 
2007; Morgan & 
Birtwistle 2009). 
 
Clothing labels are 
inadequate in 
informing the average 
consumer about the 
entire lifecycle of 
clothing (Black, 2008; 
Chen & Burns, 2006).   
 
An educational 
campaign may be 
needed to increase 
awareness and 
contribute validity to the 
claims made by such 
labels (Rudell, 2006). 

Attributes, such as size, 
color, style, brand, and 
price of apparel were 
more important for 
purchase decision than 
ecological considerations 
(Ruddell, 2006). 
 

Green products should 
be marketed as 
upscale, status items 
to appeal to both 
environmentalists and 
materialists (Banerjee 
& McKeage, 1994). 
 
Redesign was priced 
higher than 
conventionally 
produced clothing due 
to specialized 
processes, such as 
hand cutting (Young et 
al., 2004). 
 
Products too 
expensive for 
consumers or 
unprofitable for 
manufacturers, are not 
sustainable (Bell & 
Morse, 1999) 

Good fit was important to 
several participants (44%), 
demonstrating that a 
personalized fit could 
contribute to uniqueness 
(Reiley, 2008). 
 
 
 

 
 

Conceptual Framework 

This study crosses into territory undocumented in academic research, as there 

have been few previous studies that have combined redesign with consumer co-design 

(Young et al., 2004). Therefore, two existing conceptual frameworks – the apparel design 

process and co-design – will be combined with findings from this study to formulate a 

working conceptual model, which collaborative redesign businesses could apply to 

practice. Both consumers and designers will be intimately involved in the design process, 

so both parties need to understand the design process and how to work together 

throughout.  
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The Apparel Design Process 

First, we must clarify what steps are necessary in the design process. Knowing the 

order of the steps will establish agreement between consumers and redesigners for what 

is expected at each stage and will reduce uncertainty or anxiety in regard to the final 

outcome. Researchers have studied the apparel design process for more than 30 years, in 

both classroom settings (LaBat & Sokolowski, 1999; Watkins, 1988) and professional 

work environments in the apparel industry (Pitimaneeyakul, LaBat & DeLong, 2004; 

Regan, Kincade, & Sheldon, 1998). Although there are variations in the delineation of 

design process steps and sub-steps, in general, the apparel design process can be 

simplified to three major steps including problem definition, creative exploration, and 

implementation (LaBat & Sokolowski, 1999). 

The apparel design process has many correlations to engineering design process. 

As summarized by Regan et al. (1998), the stages in the engineering design process 

outlined by Lewis & Samuel (1989) include problem recognition, problem definition, 

exploration of the problem, search for alternatives, evaluation and decision making, 

specification of the solution, and communication of the solution. Through personal 

interviews and observations of 10 design professionals, the researchers successfully 

categorized apparel design tasks under the seven engineering design stages (Regan et al., 

1998).  

Participants, who were either designers or merchandisers with two to 13 years of 

experience, spent the most time in the searching for alternatives stage and the least 

amount of time in the problem recognition and specification of a solution stages. 
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Sometimes the process was iterative, and the professionals had to revert to previous steps 

before proceeding. Many of their decisions were based on subjective judgments, which 

led to indecision. The design process was executed smoothly if a systematic building 

block process was followed in creating a new clothing line. It was easier to evaluate the 

success of a line if criteria were well defined in the problem definition step (Regan et al., 

1998). 

The basic concepts of the design process are similar across disciplines (LaBat & 

Sokolowski, 1999), but the apparel design process differs from other industries because 

products cycle through stores quickly, due to seasonally-driven demand and fashion 

trends (Pitimaneeyakul et al., 2004). Through analysis of documentation, artifacts 

(equipment, machines, sketches, and prototypes), interviews with 34 key informants and 

observations of marketing, design, and manufacturing professionals at a large U.S. 

knitwear manufacturer, the apparel product development process was examined. The 

process could be described in the following five steps: marketing research, design and 

pre-costing, presentation to customers, sample making, and production.  

The apparel design process for the knitwear manufacturer was not always 

efficient because too much money was spent on domestic sample making, computer-

aided-design programs that could cut down on time-consuming design tasks were 

underutilized, and designers spent more time on paperwork than actual design. The 

researchers emphasized the importance of efficiency in the apparel design process in 

order to achieve competitive speeds to market, meeting consumer demand at its peak 

(Pitimaneeyakul et al., 2004). 
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New technologies could affect how designers approach creative design problems 

(Parsons & Campbell, 2004). Using digital textile printing technology as an example, a 

team of researchers followed a design process to create original garments through the 

following stages: problem identification, conceptualization, prototyping, and 

implementation of the solution. They used their own digital photography to create photo 

realistic prints that matched in innovative ways at seam intersections. They observed that 

when designers are learning new technology, they tend to focus on technical attributes of 

sub-problems and often circle back to previous steps, such as problem definition. The 

process is iterative when learning new technology, in contrast to a phase-oriented, 

systematic approach which focuses on elements and principles of design when designers 

are comfortable with the technology (Parsons & Campbell, 2004). 

LaBat and Sokolowski (1999) conducted a meta-analysis on design processes in a 

variety of disciplines, including environmental design, engineering design, 

industrial/product design, and clothing design. They found many of the same steps were 

used for all types of design and summarized the design process in three major steps: 1) 

problem definition and research, 2) creative exploration, and 3) implementation (LaBat & 

Sokolowski, 1999). Step 1, problem definition and research, can be broken out into three 

sub-steps: initial problem definition, research, and working problem definition. First, the 

client must communicate the design problem in their own words. Next, designers conduct 

research to understand needs for both the user and the market as a whole. Lastly, the 

client(s) and designer(s) negotiate and agree upon a working problem definition, 
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establishing criteria that will later be used to evaluate the success of the design (LaBat & 

Sokolowski, 1999). 

Step 2, creative exploration, involves four main sub-steps. First, preliminary ideas 

should be generated without concern of practical constraints. The goal is to brainstorm as 

many diverse ideas as possible. Second, user and production constraints are re-introduced 

in order to winnow out nonfunctional ideas or reformulate ideas into executable design 

plans. Third, prototypes mesh the design criteria and constraints into something 

functional. Finally, prototypes are evaluated by the client and designer based on the 

criteria. The best one will move forward into implementation, or if none of the prototypes 

are acceptable, the process starts over (LaBat & Sokolowski, 1999). 

Step 3, implementation, is the stage in which the object is produced. Cost and 

time to produce are now precisely calculated, methods of production are selected, and 

sales potential is discussed. As the production process is underway, additional 

adjustments may be made to optimize efficiency and/or reduce cost. In some cases, the 

design solution cannot be applied immediately, so a timeline for implementation is 

established (LaBat & Sokolowski, 1999).   

In the design process described by LaBat and Sokolowski (1999), clients or 

consumers need not be involved in every stage because often designers are paid for their 

creative abilities, technical skills, and time needed to solve the problem. The client’s role 

in this model is limited to communication of needs, critiques, approvals, and 

implementation. The present study seeks to transform the client from consumer into an 

active co-designer. How do we make this leap, especially since most consumers are not 
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trained designers and may not feel comfortable or confident in acting as the co-designer? 

This answer may be found in co-design literature. 

Apparel Co-Design 

Within the past 10 to 20 years, academic researchers (Piller, Schubert, Koch, & 

Moslein, 2005; Fiore, Lee, & Kunz, 2004; Piller, Moslein & Stotko, 2004; Lee, Kunz, 

Fiore, & Campbell, 2002) and businesses have explored the concept of apparel co-design, 

a component of mass customization. In his book, Joseph Pine (1993) described co-design 

as a business strategy to eliminate excessive inventory and to fulfill consumers’ demands 

more precisely. This concept is defined as involving consumers in co-designing a 

product, which combines individual consumers’ specifications with a company’s 

predesigned modules (Piller et al., 2004). Several retailers pursued this opportunity 

starting in the 1990s, including Land’s End, Brooks Brothers, and Second Skin 

Swimwear, by offering customized jeans or khakis, men’s suits, and swimwear, 

respectively (Ives & Piccoli, 2003).  

However, consumers encountered difficulties with accurately reporting their 

personal information and preferences (Piller et al., 2005). They were uncertain regarding 

the final outcome and that is perhaps the reason why most consumers did not continue to 

co-design. Significant effort was required of consumers to perform co-design activities 

online, including entering sizing information, learning how to use certain software, and 

making color selections from a wide array of choices (Piller et al., 2005). This problem 

could be solved in two main ways. First, online communities could be organized to 

encourage co-designers to help each other troubleshoot issues (Wu, 2010; Wu, 
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Damminga, Johnson, & Kim, 2010; Piller et al., 2005). Second, a professional designer or 

design manager could support consumers in decision-making processes and execution of 

tasks (Ulrich, Anderson-Connell, & Wu, 2003).  

Wu (2010) developed a three-phase framework to describe the types of co-design 

relationships retailers might have with their consumers. In the first phase, there is a one-

to-one relationship between the co-designer and a sales associate, who assists a customer 

with trying on garment prototypes, taking body measurements, adding unique design 

features, and providing professional design advice. In the second phase, the retailer 

interacts with a large number of co-designers through a website, assisted by design 

toolkits with limited options. In the third phase, the retailer interacts with a large number 

of co-designers online, and co-designers also interact with one another in using advanced 

design toolkits with almost unlimited options (Wu, 2010). 

The third phase of co-design online communities was studied to understand how 

consumers can help one another in navigating complex co-design tasks (Wu et al., 2010).  

In a content analysis of 2,085 discussion forum posts regarding 367 designs uploaded to 

Threadless.com, co-designers’ interactions ranged from helpful comments to assist with 

co-designing to relationship building in this online social environment (Wu et al., 2010). 

Therefore, co-design could involve consumers assisting one another in creative 

exploration and design refinement. 

Some consumers may need the assistance of a professional because they lack 

confidence in their own decision-making skills (Anderson-Connell, Peavy, Ulrich, & 

Brannon, 2002). This process relates to Wu’s (2010) Phase 1 co-design. An innovative 
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approach to apparel co-design research was taken in a 2003 study (Ulrich et al.). A design 

manager assisted 34 college women in co-designing a three-piece career outfit through 

selecting from a bank of limited options in computer-aided-design software. The 

participants did not vary greatly in terms of the garment silhouette they chose. However, 

they more frequently changed the garment details, such as collars, necklines, and pockets. 

Participants indicated they were comfortable with the co-design process and were very 

interested in working with a design manager through similar CAD programs in the future. 

Ease of designing was highly correlated to satisfaction with the resulting co-design. 

Additionally, certain styles of apparel might be especially appropriate for co-design, such 

as professional dress (Ulrich et al., 2003). 

Similar to Ulrich et al. (2003), the goal of the present study is to offer consumers 

a personalized, local experience through in-person interaction with a designer or team of 

designers. Co-design has a potential to break down the barriers created by formulaic 

fashion dictated by the industry (Fletcher, 2008). Involving the consumers in the design 

process gives them ultimate decision-making power, freeing their imaginations and 

ensuring a customized result (Fletcher, 2008). This concept is also referred to as 

participatory design within ecological design discourse. Participatory design (PD) is 

defined as actively engaging laypeople in decision-making, with outcomes of user 

satisfaction, social well-being, and commitment to the community (Howard, 2004). The 

consumer is both a client and a designer in LaBat and Sokolowski’s (1999) process 

outlined above. Consumers share responsibilities with professional designers and are 

involved in envisioning design, prototyping, testing, and refining of designs (Howard, 
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2004). Their involvement might increase or decrease at certain steps of the process. For 

example, consumers might be heavily involved in problem definition and ideation, and 

only marginally involved in implementation. 

This collaborative redesign process contributes to ecological sustainability in two 

main ways. First, redesigning used garments avoids disposal, which often is done with 

little regard to environmental impacts (Raboldt et al., 2010; Ha-Brookshire & Hodges, 

2009; Birtwistle & Moore, 2007). Second, this co-design process keeps production and 

distribution local, which avoids high transportation costs and depletion of nonrenewable 

fossil fuel resources (Fletcher, 2008). A potential third outcome after consumers 

experience collaborative redesign could be heightened awareness of possibilities of 

redesign and a new view of clothing in general.  

The raw material costs for collaborative redesign of used clothing will be minimal 

because the majority of the fabric will come from the post-consumer clothing. 

Unfortunately, the labor costs will be intensive for the design and creative work, 

customer service, and sewing. The challenge then will be to deliver these highly involved 

and personalized services at a retail price that ensures the seamstresses and designers are 

compensated adequately for their work and the business earns a reasonable profit, while 

maintaining affordability for consumers. 

The collaborative redesign process has been adapted from LaBat and Sokolowski 

(1999), proposed as the following Table 2 for this study.   
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Table 2. Collaborative Clothing Redesign Process Stages  
Adapted from LaBat and Sokolowski, 1999  
I. Problem Definition & 
Research II. Creative Exploration III. 

Implementation 

        A. Initial Problem 
Defintion A. Preliminary Ideas A. Construction 

Client definition Expansive, all realm of possibilities Garment is deconstructed 

  

 Clients  flip through magazines for 
inspiration 

Garment constructed into new 
form 

 

   

Clients freely share ideas with the 
redesigner and peers. 

Images of progress are emailed to 
client. 

 

        B. Research B. Design Refinement B. Fitting 

User Needs: User Constraints: 
 

 
Function - desired end use 

 
Function - desired end use 

Fittings are scheduled upon 
request. 

 
Aesthetic - suits client's tastes 

 
Aesthetic - suits client's tastes Redesigner makes final changes. 

 
Economic step delayed 

 
Economic -  price quote 

 

 

Redesigner provides trend 
advice Production Constraints: 

  (Market step in original model 
eliminated) 

 

Time to produce estimated 

  

    

Redesigner informs client of 
technical constraints, such as 
fabric yardage limitations 

  

        C. Working Problem 
Definition C. Prototype Development C. Garment Return 

Defined by client and redesigner (Prototype is a design sketch) Client approves design 

Design criteria established Meshing design criteria and constraints  Cost finalized. 

   

Client ranks redesign changes in order of 
priority. 

   

CHAPTER 3: METHOD 

The purpose of this study was to explore the viability of a business model 

involving consumers in the co-design and redesign of their own used garments as a 

sustainable alternative to disposal. The study aimed to test the process of redesigning 

clothing with consumers and to develop suggestions for best practices for consumer 

collaborative redesign. The procedure of the study included two scheduled face-to-face 

meetings with participants. In the first meeting, participants filled out Round 1 individual 
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questionnaires, participated in Round 1 focus group discussions, and collaborated with 

each other and the researcher in a creative exploration/ideation workshop. Garment 

redesign and construction was performed by the researcher and a team of undergraduate 

design students. The second meeting consisted of returning the garments to all 

participants, administering Round 2 individual questionnaires, and discussing the Round 

2 focus group questions.  

Participant Recruitment and Characteristics 

After gaining IRB approval, I conducted a pilot study with five graduate students, 

who critiqued the wording and clarity of the questions on the questionnaires and focus 

group interview schedule. The feedback was incorporated into the final versions of the 

questionnaires and interview schedules used with actual participants.  

Participants were recruited through purposive sampling procedures. There were 

three main approaches to participant recruitment. First, I posted signs around common 

areas of a Midwestern university advertising the study. The signs included a general 

description of the research, my contact information, and the requirements of eligibility: 

women over the age of 18 willing to collaborate in the redesign of one used clothing item 

from their wardrobes (see Appendix A). Surprisingly, no women who replied to the signs 

actually showed up to the focus groups and thus were not counted in the final number of 

participants or anywhere in the data. Once the women understood the time requirement 

for the study (approximately two to four hours), it is likely that they were not motivated 

by a special interest in fashion or the environment to invest their time. 
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Second, I visited two undergraduate classes at my university to speak about this 

research opportunity. I shared stories from my industry experience, information about 

sustainable fashion, and examples of past garment redesigns. However, this effort yielded 

only four participants, three of which were retail merchandising majors who wanted to 

understand more about the design process itself for their own professional development. 

Two additional participants were recruited through emailing an electronic copy of the 

sign to acquaintances at my own workplace. 

The third approach, recruiting through word of mouth with gatekeepers, was the 

most effective. There is a growing local interest in sustainable fashion, recycled, and up-

cycled clothing, so once I connected with this community, committed participants 

volunteered and followed through with focus groups. Two participants (P22 and P15) 

recruited 70% of participants. P22 contacted me for help with planning a fashion show 

for the used clothing consignment shop she manages part time with four young women. 

The shop is called Express Yourself Clothing, and it is part of the nonprofit Youth 

Express, which aims to gainfully employ young people in social enterprises and to equip 

them with business skills. P22 recruited 16 other participants between the ages of 18 and 

41, who were either coworkers at her fulltime job or were somehow connected to Youth 

Express.  P15 contacted me for advice on how to start a new recycled clothing business 

using artisan craftsmanship in a developing country. In return for my consultation, she 

emailed an electronic version of the sign to her acquaintances and friends, which yielded 

three additional participants in the 50-60 years of age range. 
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Twenty-seven women, with ages ranging from 18 to 62 and a mean age of 30.37 

years, participated in this study. (See Table 3). The majority (89%) were Caucasian with 

a mean income of $81,840. Approximately 26% of participants were college students, 

11% were speech pathologists, and 37% worked for the same company, a nonprofit 

human services organization. The remainder of participants covered a wide range of 

occupations, such as lawyer, journalist, advertising salesperson, and nanny. Most 

participants indicated they have purchased clothing from second-hand stores, with a mean 

of 4.3 on a five-point Likert scale, where 1 indicates strongly disagree, and 5 means 

strongly agree.  

Table 3. Participant Characteristics 
   P Age Background Occupation  Income 

1 31 Caucasian speech pathologist $80,000.00 

2 29 Hispanic physical therapist $110,000.00 

3 23 Caucasian advertising sales $35,000.00 

4 22 Caucasian retail merchandising (student) $8,000.00 

5 26 Caucasian marketing $46,000.00 

6 27 Caucasian communication 
director $48,000.00 

7 31 Caucasian occupational therapist ~$75,000 

8 23 Caucasian 
fashion 

merchandising/Spanish 
(student) 

over $200,000 (parents) 

9 41 Caucasian speech pathologist $190,000.00 

12 19 Caucasian communication studies 
(student) $50,000-75,000 (parents) 

13 18 Caucasian Assistant manager @ Express 
Yourself - 
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14 25 Caucasian admin coordinator at Target  - 

15 60 Caucasian U of M web manager >$100,000 

16 26 Caucasian nanny - 

17 27 Caucasian training coordinator $33,000.00 

18 59 Caucasian law $150,000.00 

19 23 Other child psychology $30-$40,000 

20 24 Caucasian social work $30,000.00 

21 62 Caucasian journalist $180,000.00 

22 31 Asian communication & PR $75,000.00 

23 19 Caucasian retail merchandising (student) $60,000 (parents) 

24 33 Caucasian database manager @ nonprofit $30,000.00 

26 20 Caucasian student $100,000-$110,000 

28 21 Caucasian retail merchandising (student) student 

29 19 Caucasian student student 

30 54 Caucasian Homemaker, clinical social 
worker around $98,000 

31 27 Caucasian speech pathologist $50,000.00 
Note. Not all participant numbers are in consecutive order. Where there are nonconsecutive numbers, a 
participant was scheduled for but did not show up to a focus group, as was the case with 10, 11, 25, 27. 
 

 

Round 1 

Focus group times and dates were confirmed via email, and participants were 

grouped according to availability. Participants were instructed to bring one item from 

their own wardrobe they want to redesign and photographs or magazine tears for 

inspiration to the first focus group meeting. The five Round 1 focus groups were held at 
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the Youth Express office in Saint Paul between March 7 and April 2, with three to eight 

participants in each group. This location was convenient to most participants, who either 

worked or attended classes in the surrounding area. The office provided a safe, easy to 

find, comfortable, and creative environment that enabled participants to ideate. If focus 

groups ended after dark, participants who rode the bus were given rides home to 

guarantee their safety.  

Consent forms (see Appendix B) were provided prior to beginning the focus 

group discussions, stating the purpose of the study and information regarding the benefits 

(one garment redesigned for free) and risks (none) related to participation. Participants 

were reminded that they can choose to end their involvement in the study at any time. 

The researcher was not responsible if participants were dissatisfied with the resulting 

redesigned garment. However, participants were reassured that every effort would be 

made to produce good fitting, well designed garments that suited their personal tastes and 

brought a second life to their clothing.  

Other logistical matters were addressed immediately after informed consent to 

properly organize information for the duration of the study. Numbers were assigned to 

each person to ensure the demographic information, redesign plans, measurements, and 

items were matched to the correct owner while maintaining anonymity of participants’ 

identities. The numbers were used throughout the entire study so that data from Round 1 

focus groups could be compared with data from Round 2 focus groups and printed 

questionnaires. At the beginning of the Round 1 focus groups, participants were asked to 

fill out a questionnaire on paper. The questionnaire included demographics, questions 
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regarding sustainable consumption behavior (based on the four elements of individual 

sustainable consumption and added measures for this study; Marchand & Walker, 2007), 

their personal style, a brief description of the item they brought to be redesigned, and key 

body measurements (see Appendix C). I recorded participants’ body measurements 

applicable to ensure accuracy in the fit of redesigned garments. For example, if a 

participant wanted a top to be redesigned, bust, waist, torso height, and shoulder length 

were measured.  

Round 1 focus groups lasted between one and three hours, including the time 

spent on generating design ideas. A schedule of open-ended questions drove discussions 

regarding their interest in redesigned apparel, their knowledge of ecological impacts of 

the fashion industry, their desired level of involvement in the redesign process, and how 

much they would be willing to pay for a similar service. (See Appendix D for full 

interview schedule). Generally, the discussions lasted between 15 and 45 minutes, with 

the remainder of the meeting time set aside for creative exploration and ideation. 

Examples from my own wardrobe of redesigned garments were displayed on hangers. 

Tools were supplied to assist participants in brainstorming redesign ideas, including 

paper for sketching, a bin of fabrics to supplement their designs, a box of trims to choose 

from, a dress form for draping, and fashion magazines for collaging and grouping 

inspiration images. I collaborated with all participants during the design workshop to 

conceptualize a practical, executable redesign, providing one-on-one attention to develop 

ideas as much as possible. In some cases, participants helped each other to map out ideas 

for redesigning their garments.  
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Collaborative Redesign Process 

At the end of the Round 1 focus groups, participants left their items behind, along 

with their inspiration collages, questionnaires, and secondary fabrics or trims they 

selected to incorporate into redesigns. These materials collectively became the 

specifications for the seamstress or designer to perform the garment re-constructions. The 

design and production team included undergraduate fashion design students in their 

junior or senior years (52% of redesigns), a professional seamstress (11% of redesigns), 

and the primary investigator (37% of redesigns).  The design and production team was 

responsible for cutting, sewing and reconstruction of items. However, I served as the 

liaison between all participants and other members of the design team to maintain 

confidentiality and anonymity of participants.  

In most cases (67%), the design team created fashion illustrations or technical flat 

sketches of design ideas to gain participants’ approval prior to beginning production. For 

a small number of participants (33%), sketches were not sent if participants indicated 

they did not care or wanted to be surprised by the final result, they trusted their 

redesigner, or a student redesigner did not respond to requests for sketches. The drawings 

were sent to me and then forwarded to participants via email, giving them the chance to 

adjust details or mix and match components from various sketches into a final design. 

After collecting and summarizing participants’ feedback, I forwarded the direction to the 

student designers. 

Once the pieces were completed by various members of the design team, 

garments were returned to me. I inspected the workmanship of all garments redesigned 
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by the students and in some cases corrected construction errors myself or sent them to the 

professional seamstress to rework. Common issues, such as uneven hems or poorly 

constructed seams, were anticipated as a result of student work. Of the garments I 

redesigned, I sent several to the professional seamstress to finish, such as completing 

hems and buttonholes. In this manner, quality of construction was relatively consistent 

and controlled. All garments were photographed on a mannequin against an uncluttered 

background to visually capture details of the garments before and after the redesign.  

Round 2 

The final stage consisted of Round 2 focus groups, scheduled via email in order of 

garment completion, to return redesigned clothing to the owners. Easy or simple 

redesigns were moved up in order of priority (for example, P31, P28), and very difficult 

or complicated garments (for example, P15, P26) were scheduled for construction last, in 

order to complete as many redesigns as soon as possible. Scheduling difficulties arose for 

Round 2 focus groups because the season was changing from spring to summer. 

Availability was further complicated for participants who were students transitioning to 

fulltime summer work schedules. Discussion groupings were different between Round 1 

and Round 2, but a high level of participant interaction was noticeable in both rounds of 

focus groups, despite meeting one another for the first time.  

Some further flexibility in scheduling had to be allowed to avoid attrition. Most 

participants (89%) came to one of the seven focus groups with between two and six 

participants at each. The Round 2 focus groups were held between April 4 and July 18 at 

the Youth Express office in Saint Paul, at my apartment, and at a participant’s home.  
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Data was collected through personal interviews for two participants due to conflicts with 

group meeting times (P14, P17), and one interview was conducted via email for a 

participant who moved out of state (P23). 

At the beginning of the Round 2 focus groups, participants were asked to fill out a 

paper form of a questionnaire. The questionnaire included questions regarding ecological 

clothing behavior (based on the four elements of individual sustainable consumption and 

added clothing measures for this study; Marchand & Walker, 2007), satisfaction with 

resulting redesign, willingness to pay for a similar service, willingness to recommend to 

others, and space to give feedback about the process in general. (See Appendix E). Few 

questions were repeated from Round 1. In Round 1, the goal was to understand how to 

best work with participants as co-designers, and Round 2 was focused on recapping the 

process and documenting consumer satisfaction with redesign. 

The open-ended focus group questions in this stage explored participants’ interest 

in redesigning clothing (repeated to increase the rigor), their desired level of involvement 

in the redesign process, suggestions to optimize the experience, and how much they 

would be willing to pay. (See Appendix F for full interview schedule). 

Data Analysis 

All focus groups were recorded using audio devices. I transcribed all audio 

recordings myself by stopping and starting the device, reviewing the progress frequently. 

After each focus group was transcribed, I went back to the beginning of the recording to 

follow along in the transcript to ensure it matched the audio, making final corrections at 
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this stage. I had also taken field notes during the focus groups to capture visual and 

subjective observations. I read through the notes to remind myself of contextual cues. 

Initially, I read through the transcripts several times to gain a holistic 

understanding of the discussions. The phenomenological coding and analysis procedure 

for the focus group data was manual, without the assistance of computer programs at this 

stage. I coded the data by paraphrasing participants’ statements into words, sentences, or 

phrases, which I wrote on multicolored notecards. I organized the notecards as I moved 

through the transcripts, and these groupings later became themes. After all the data was 

coded, I fine-tuned the groupings and moved notecards to better fitting themes, if 

necessary.  

I did not name the themes until after the data was coded, nor did I apply a priori 

titles from previous research. Delaying the theme naming allows themes to emerge 

naturally (Creswell, 2007). Within each theme, significant statements were identified 

(Moustakas, 1994). The coded data on the notecards served as cues, and I could easily 

find participants’ full statements and conversations within the 71-page transcript. I 

selected statements that I believed were most representative, rich, and descriptive of the 

theme to highlight. These statements led to clusters of meaning and eventually an 

exhaustive description of the phenomenon (Moustakas, 1994). I then chunked these data 

to construct a narrative and interpretive description of each theme, capturing the essence 

of participants’ experience with the redesign process (Bloomberg & Volpe, 2008). My 

advisor was consulted for debriefing to increase the rigor and to provide an outsider’s 
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perspective (Lincoln & Guba, 1985). Additionally, I emailed transcripts to participants to 

ensure correct attribution and accuracy of statements.  

The 27 garment redesign images were organized in a Microsoft Excel spreadsheet 

to facilitate content analysis. (See Figure 1). Each row, named by participant number with 

before and after thumbnails in the first three columns, represented one redesigned 

garment. Column headings were named according to the variables I thought would be 

pertinent to redesign. Garments could be grouped by clothing type (skirts, pants, shirts), 

original retail price of the garment (discount to luxury), design elements (appliqués, 

piecing, twin prints), aesthetics (color, line, proportion), levels of redesign (top applied 

details, structural changes with top applied details, and complete transformation), and 

aspects redesigned. Garment age, which was a question in the Round 1 questionnaire, 

was included for comparison. Two additional headings, length and fullness, were added 

afterward because they were commonly requested adjustments. 
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Figure 1. Garment Analysis Chart Excerpt – P1-5 
 

Garment Before After Clothing 
Type  

Original 
retail 
price 

Garment 
Age 

Design 
Elements  

	  

1 

  

Dress $10  2.5 years 

Overlay 
added to 

bodice, lace 
detailing at 
hem, center 
back, sleeve 

	  

2 

  

Dress - 
changed 
to skirt 

$30  ~4 years 

Faced inside 
waistband.  

2 Under 
ruffles 

added, center 
front neck 

bib changed 
to pockets 

	  

3 

  

Jacket $20  A few 
years 

Lace at neck, 
back waist, 
cuffs, front 

patch 
pockets 

	  

4 

  

2 
sweaters 

- 
changed 

to 
swimsuit 
coverup 

$12  2 years 

Silver foil 
inset at 

center front 
neck, solid 
magenta 

pieced with 
print. 

	  

5 

  

Vest $20  1 year 

Animal print 
binding at 

pocket 
opening 
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Garment Color Length Fullness Levels of 
Redesign Aspects Redesigned 

1 navy, black, 
white No change No 

changes. 

Medium. 
It was 
still a 

dress in 
its 

original 
structure 

Overlay added to bodice, 
lace detailing at hem, 
center back, sleeve 

2 
tan, black, 

white, 
maroon 

N/A 

More 
fullness 
added to 

skirt.  

High 

Bodice removed. Faced 
inside wb. 2 Under ruffles 
added, cf nk bib changed 

to pockets 

3 
tan, white. 
Bleached 
lighter. 

No change 
More 
fitted 

silhouette. 
Low 

Bleached color, design 
details added, back tie for 

shaping 

4 Silver foil, 
magenta N/A End use 

changed High 

End use changed. Shape 
completely changed. 

Elastic added at cf neck. 
Different fabrics pieced 

together. Original pattern 
created. None of original 

structure maintained. 

5 black No change No 
changes. Low Only change made was 

cut-out of back hem.  

 

Some components of quantitative data analysis were employed in this research to 

supplement the qualitative data, although the sample size was too small for complex 

statistical analysis. Frequency of responses to focus group questions were counted and 

reported in the results section along with the narrative descriptions of participants’ 

experiences. Although not a necessary part of qualitative research, the content analyses 
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were included because in order to develop an accurate conceptual model of collaborative 

redesign, we must understand what will work for the largest number of consumers. Scale 

and ranking questionnaires were analyzed through SPSS. Means, correlations, and paired 

sample t-tests were performed on these responses. 

CHAPTER 4: RESULTS AND DISCUSSION 

Round 1 Questionnaires 

 The Round 1 questionnaires began with demographics (see Table 3) and 

questions regarding sustainable consumer behavior (based on the four elements of 

individual sustainable consumption and added clothing measures for this study; 

Marchand & Walker, 2007). This section will be referred to as ecological clothing 

behavior (ECB), a modification of the broader term ecological consumer behavior, used 

by Fraj and Martinez (2006). Participants were asked to rate 10 statements on a five-point 

Likert scale. Some examples of ECB questions included, “I purchase clothing items only 

when I need them,” “I select clothing that is environmentally friendly,” and “I have 

purchased clothing from second-hand stores.”  (See Appendix C for full Round 1 

questionnaire).  

 Participants were neutral in terms of ECB, with an overall mean of 3.31. This 

result underscores what many confirmed verbally in the focus group discussions, that 

ecological qualities rarely impact clothing purchase decisions. Participants have shopped 

at used clothing stores (“I have purchased clothing from second-hand stores,” mean of 

4.26). Participants frequently buy new clothes when they do not need them (“I purchase 

clothing items only when I need them” and “I seldom purchase new clothing”) and do not 
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purchase eco-friendly clothing  (“I select clothing that is environmentally friendly”) 

because the means for these items fell between 2 and 3. Thus, they were either neutral or 

disagreed with the statements.  

 Neither age nor income was significantly correlated to ECB as a whole. Age 

was significantly correlated to the infrequency of new clothing purchase (“I seldom 

purchase new clothing”), r=0.465, p (2-tailed) <.05 and to choosing eco-friendly clothing 

(“I select clothing that is environmentally friendly”), r=0.514, p (2-tailed) <.05. This 

could mean that older participants had amassed a wardrobe they were satisfied with and 

were willing to keep their items for longer periods of time. Additionally, older 

individuals were perhaps more aware of environmentally friendly options, which they 

mentioned in focus groups as tailoring, second-hand clothing, fairly traded and organic 

clothing. Income was not significantly correlated to any of the individual measures of 

ECB. 

 In order to understand what clothing attributes might be influential to redesign 

satisfaction and what garment changes might be requested, participants were asked to 

rank the importance of eight clothing attributes, with 1 representing most important and 8 

least important. The rankings were as follows from most to least important: fit (mean 

1.67), style (mean 2.93), comfort (mean 3.67), color (mean 4.81), silhouette (mean 4.81), 

functional needs (mean 5.33), fabric (mean 5.85), and decorative details (mean 7.00). 

Interestingly, the majority of redesign changes participants mentioned in focus groups 

could be classified under fit (44%) or styling (19%). This will be further discussed in the 

Round 1 focus group results. 
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 The remainder of the questionnaire focused on building garment profiles, 

accounts of the history and description of each garment prior to its redesign. Garments’ 

original prices ranged from $5 to $275, with a mean of $52.30. Participants had owned 

their garments between five months to more than 20 years, with a mean of 4.65 years. 

Prior to the redesign, garments were worn zero to approximately 12 times, with a mean of 

two times. In terms of the circumstances in which garments were purchased, 30% were 

reused, 22% bought on sale, and 19% were bought at regular price. Eleven percent were 

gifts, 11% were bought while on vacation, and 7% were bridesmaid dresses. 

Approximately 52% of participants indicated they had no emotional attachment to their 

clothing item. Some (44%) discussed some type of connection to their garment, such as 

liking the print, getting it as a gift from their parents, and feeling nostalgic for the time of 

life in which they had purchased their garment.  

Round 1 Focus Groups 

 Round 1 focus groups consisted of open-ended questions regarding participants’ 

knowledge of ecological impacts of the fashion industry, their interest in redesigned 

apparel, their desired level of involvement in the redesign process, and how much they 

would be willing to pay for a similar service. (See Appendix D for full interview 

schedule). Themes that emerged were linked to one another and could be conceptualized 

in a linear process. For example, awareness of sustainable apparel products and services 

could lead ultimately to sustainable clothing purchases and ecological clothing behavior. 

Likewise, acceptance of used and recycled clothing could lead to an interest in 

redesigning used clothing.  
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 Participants’ comments may inform the creation of a clothing redesign process 

model or business plan. The model could dictate the level and type of involvement 

consumers wish to have, which will influence how much time they are willing to invest in 

the redesign process. It could also specify the quality and type of redesign expertise 

necessary for master designer to properly serve his or her customers. The physical 

facilities, supplies, and other aspects of the redesign experience were also recommended. 

Finally, participants discussed how much they were willing to pay for a redesign service. 

Based on all this data, companies or individuals interested in starting a new business 

could estimate start-up costs and forecast profits for the first few years of operation. 

Awareness of Sustainable Apparel Products and Services 

There was a wide range of variation in awareness of ecological impacts of the 

apparel industry among participants. Some (22%) were optimistic and thought that 

awareness was increasing, with higher numbers of individuals becoming educated on 

environmental issues. An only slightly smaller number of participants (19%) said there is 

little thought about ecological sustainability. “A lot of people have been talking about 

going green, going green….more people are talking about it right now, than in the past, 

but it’s not completely out there yet”-P19. 

Approximately 15% were not knowledgeable as to which retailers sold 

sustainable products and did not consider clothing or fashion to have an impact on the 

environment. These participants’ responses were similar to previous research on clothing 

disposal, in terms of consumers’ lack of education about the effects of their behavior 
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(Birtwistle & Moore, 2007) and their likelihood to donate clothes primarily to clean out 

their closets (Ha-Brookshire & Hodges, 2009). 

 
I never throw old clothes away. I always donate it to Goodwill…I’m concerned 
about the environment, but I didn’t think clothing had an impact.-P2 
It never occurred to me that clothing and recycling belonged in the same sentence. 
But I hate throwing things away, and I keep all my clothes forever.-P21 
I’ve honestly never thought a whole lot about the clothing aspect of recycling.-
P31 
 

Only a few participants made comments demonstrating that they knew the fashion 

industry was responsible for some environmental degradation, but awareness may have 

been related to their professional or educational experience. P8, who is a retail 

merchandising student, said, “Well…the fashion industry…with such fast fashion…the 

amount of waste they produce, the water that’s used…it’s not really an industry that’s 

concerned about the environment, like it should be.” 

A lot of clothing is…mean to be disposable, the price of it…and then how it’s 
made… I’ll have a t-shirt for a year, and after washing, it has holes everywhere 
because, like, the fabric is so thin…they turn into rags. Like, who ever thought I’d 
use a J Crew shirt to clean my bathroom?-P22, used clothing store manager 
 

The most commonly mentioned type of sustainable apparel was used clothing. A 

large number (41%) discussed second-hand or consignment stores, such as Plato’s 

Closet®, Goodwill®, and Turn Style Consignment Stores, as sustainable clothing 

available in retail stores. They also listed charity organizations that collect used clothing 

to sell or distribute to low income people or families, such as Operation Glass Slipper and 

Dress for Success. “When the Bibelot Shop started carrying recycled clothes, ah, they say 
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they’re very popular there. And I sure look at that rack. It’s cheaper, it’s high quality, you 

know, they’ve got a good eye”-P18. 

Some participants (15%) listed retailers such as Patagonia®, REI®, American 

Apparel®, and Fair Indigo LLC, which design, produce, and sell new fair trade and 

organic clothing. Three participants (11%) listed tailoring or seamstresses as a sustainable 

clothing service. Participants generated several ideas about what types of sustainable 

clothing and services retailers should offer, such as employing an in-house redesigner, 

producing high quality clothes that last longer, and merchandising separate sections of 

sustainable clothing in department stores. 

Ecological Clothing Behavior 

Some participants (19%) stated concern about the environment depends on a 

person’s social group and how much additional effort is required.  

I think it definitely depends on who you’re hanging out with, too, because, you 
know, I grew up recycling and to me it seems like so second [nature] but…two 
people at our work…don’t even recycle, and…they’re college graduates.-P17 
I might run in a lot of liberally guilty circles. [Other participants laugh]. But, um, 
I…know people who make decisions, like, to purchase from either small 
companies or local companies or companies that care about their footprint.-P24 
 

Further, concern about the environment did not necessarily translate into 

consumer behavior modification. Approximately 78% stated people in general are not 

likely to modify their purchase decisions to be more ecologically friendly, as highlighted 

by the comments of P9, P1 and P28. 

I think people are aware, but they just choose what works with their lifestyle.-P9 
I don’t foresee myself going out and buying all organic clothing. Like, it’s hard 
enough to go out and buy all organic food because it’s more expensive…The 
actual end result is not very functional, I guess.-P1  
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I think with, like, cleaning supplies and stuff people are going more toward, um, 
eco-friendly products. It’s kind of hard with clothing, though…like, organic, um, 
fabrics…because that can make it cost more.-P28 
 

Several mentioned (19%) behavior modification depended on the situation, in 

terms of convenience, affordability, and availability. The below conversation in the 

March 31 focus group summarizes this idea. 

I know some people who are, like, crazy all the sudden, and I know some people 
who don’t really care about it.-P23 
I think it’s how much work people have to put into it.-P22 
Yeah, and how much, how many resources they have to put into it…as well.-P24 

 

Acceptance of Used or Recycled Clothing 

One participant believed people are hesitant to wear used clothing but that it 

might be improving. Consistent with Reiley (2008), several participants already shop at 

thrift stores to find unique items and are comfortable wearing used clothing (19%), as 

stated by the following quotes. P13, who worked at a used clothing store, said recycled 

clothing is becoming a fashion trend. 

It’s become kind of a fad [for all ages]…we’ve seen a very wide range [of ages of 
customers]…-P13 
A lot of people actually do shop at Goodwill because they find different things.-
P17 
It’s cheaper and different.-P20 
I feel like a lot of my friends go to, like, Goodwill…to try to find treasures. My 
friends and I did a clothing swap.-P28 
 

Interest in Redesigning Clothing 

Participants were interested in participating in the study to redesign their own 

used clothing for multiple reasons. First, some of the women (26%) had previous 
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experience with recycled apparel and were comfortable with wearing used clothing. For 

example, P15 modeled clothing for a small, local fashion brand that redesigns used 

bridesmaid dresses. Second, several participants said they wanted to get more use out of 

their clothing (19%).  

I think that it’s really important just to, you know, just turn something you didn’t 
use into something else. Not the fact that you want new clothes, but the fact that 
you can reuse your old clothes, like, instead of wasting it.-P19 
I know quite a few people who would be interested in, like, a place where you 
could take, like, 10 items and have them redesigned…or…for 200 dollars, they’ll 
take these five items from me.-P1 
 

A similar number of participants (19%) signed up for the study because they 

thought it would be an exciting new experience, and several others (19%) liked the idea 

or concept of redesigning clothing. A few (15%) already have thought about redesigning 

their own clothing but hesitated due to not having the right technical skills or not having 

enough time (11%). “I like to attempt to redesign my own clothes, but sometimes it 

doesn’t turn out exactly as planned”-P28. “I’m a great seamstress, but I don’t have the 

time to sew or choose to do other things”-P18. 

Participants said their interest in redesigning clothing stemmed from emotional 

attachment to their clothing items (26%). However, on the Round 1 questionnaire, 52% 

indicated they were not attached to the particular garment they had brought to be 

redesigned. This discrepancy may underscore that many were unsure of the process and 

were therefore unwilling to risk an undesired result for a cherished item in this study. 

I think clothing has a lot of meaning to a lot of people, so, like developing a new, 
like, attachment to your garment. Like, it’s been this for so long and you loved it, 
but now it could be this.-P8 
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I loved that jacket because I loved the person that I was at that point…It was just 
such a happy day when I bought that jacket.-P21 
 

Several (44%) discussed fit problems with well-liked garments caused by weight 

gain, weight loss, pregnancy, or garment shrinkage.  

I change shape and so then my garments change the way they look on me.-P17 
I get attached to things that are in my wardrobe, and I’m like, oh, this does not fit 
me like it did ten years ago. And I would be thrilled if I could make it fit like it 
did again.-P24 
 

  Others (15%) wanted their clothes redesigned for uniqueness and exclusivity 

because no one else will have the exact same item. “It’s more, like, fun saying you 

redesigned [rather] than just buying your clothing. Having something that’s…fresh”-P9. 

“If you have something unique, you’re not wearing what everybody else is wearing”-P4. 

This result is consistent with Reiley’s (2008) research on vintage clothing, in which 

regular vintage wearers scored highest on the Desire for Unique Consumer Products scale 

(Lynn & Harris, 1997a), followed by occasional vintage wearers, and the new clothing 

wearers who scored the lowest.  

Another major reason participants wanted their clothing redesigned was to update 

the styling (19%). Some participants had held onto their items for an extended period of 

time, so it was no longer appropriate with today’s fashion trends. The three women who 

brought tailored jackets to be redesigned complained about the broad, padded shoulders 

and boxy silhouette indicative of the 1980s. Some participants were interested in 

changing the end use of their garment to something more functional and practical. For 
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example, P26 brought her floor-length formal dress to be redesigned into a mid-thigh 

length cocktail dress. 

Developing the Collaborative Redesign Process and Experience 

 Several main themes emerged, which provide direction for designers who would 

like to enter the redesign business. First, we review the level and type of involvement 

consumers wish to have. Next, we discuss the skills and expertise required of the 

redesigner. Third, we explore the necessary physical facilities and supplies. Fourth, we 

highlight types of redesign experiences, ranging from one-on-one appointments to social 

events. Finally, pricing strategies are divulged. 

 Consumer Involvement. Participants varied in the amount of involvement they 

wanted to have in the process. Approximately 30% didn’t want to be involved because 

they didn’t care, lacked confidence in their own skills, or trusted the redesigner to do 

quality work. These comments are consistent with previous research on consumer 

uncertainty with co-design (Piller et al., 2005). 

Just take it, take it off my hands and just give it back to me with something you’re 
happy with, and I’ll be happy with it too.-P3 
I don’t need to be involved at all. I probably wouldn’t have any constructive 
input.-P24 
I don’t know much about design…I will trust you to come up with ideas.-P13 

  

 Approximately 26% of participants wanted some involvement in the process, but 

few were willing to invest too much of their time. They mostly wanted to briefly tell the 

redesigner their ideas, provide opinions, answer questions about their personal style, and 

verify or approve design sketches.  
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In general, I wouldn’t want to take probably the time to put too much together. It 
would be more like if you have any ideas in your head, quick tell someone, and 
they can sketch it for you.-P1 
I think just give my opinion on what I want done…and just see the final product.-
P16 
I probably want to see sketches of what you’re going to do.-P23 
 

A few participants wanted to be more involved (15%) because they wanted to 

learn more about the design process or because they wanted to ensure they would indeed 

wear the final garment. 

I’d like to be really involved because I’d like to better my skills as well, develop 
an eye for that sort of thing...-P8 
I’d like to…sort of see how it comes together, be a little more involved so that 
I’m sure that it’s something that I will wear…I want something that I know I’ll 
like, and that’s pretty hard to read my mind.-P15 

  

Still others (15%) thought that desired involvement in the process could vary on 

the original garment, the cost of redesign, and the customer’s preferences. Some 

consumers naturally would desire more control over their investment, especially if it were 

expensive. Others would be more protective of garments for which they had special 

emotional attachment. 

I think it definitely depends on the person, kind of like your finances. There might 
be someone, like, I want to know everything that’s going on, I want [a] step by 
step. I want you to check in with me every time you make a decision. Otherwise 
with some people, it’s like, I don’t want to know.-P3 
It would probably depend, frankly, what kind of investment I was making. Like, if 
it was clothes that I wore, like, all of the time, then I’d probably want to be more 
involved.-P24 
If it was something more important to me, I would want part of the behind-the-
scenes.-P7 
I think it depends on how attached you are to the piece.-P14 
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Income appeared to be related to involvement in the redesign process. The mean 

income of the participants who stated they wanted to be more involved was 

approximately $110,000, compared with $72,143 for those who didn’t want to be 

involved, $66,250 for those who didn’t want to invest much time, and $46,666 for those 

who said their involvement would depend on situational factors. Younger participants 

were less likely to invest time in the redesign process, and the mean age of those who fell 

under this category was 25.8, compared with a mean of 28 for those who said it depends, 

30.5 for those who didn’t want to be involved, and 31.5 for those who wanted to be very 

involved. It is likely that younger participants were busier with college coursework and 

extracurricular activities than the older participants who worked regular schedules with 

evenings and weekends off. It is important to remember that these results must be taken 

with caution, since the number of participants in this study was small. 

Three main parts of the redesign process were mentioned by participants when 

they discussed where they would like to be involved: ideation, garment construction, and 

fittings. Relating the themes to LaBat and Sokolowski’s (1999) design process, the 

ideation theme is equivalent to the creative exploration step, and the fittings and garment 

construction are related to the implementation step. Most notably, 48% of participants 

wanted to be involved in ideation, as they experienced in the design workshop held after 

Round 1 focus groups. At this stage, participants described their personal style to the 

redesigner, gathered inspiration images onto collages, wrote down ideas, and 

brainstormed. It was crucial for consumers to communicate any fit problems and 

prioritize which styling changes were most important to them.  
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It’s important…to know what our perception of style is. I would want someone to 
know that about me if they were re-doing something that I wanted to wear.-P3 
Talking a little bit about what shapes fit well or I like to wear, what I feel OK in. 
-P22 
I think most people would want to see…the sketches, too, and, like, know exactly, 
like, the inspiration that you’re going off of to know where it’s going to go…-P28 
Just narrowing down to what you like the most.-P29 

  

Some (15%) wanted to be involved in the implementation stage. These 

participants wanted progress photos emailed to them while garments were being 

constructed. Because many participants were not familiar with sewing or apparel 

production, they were interested in seeing the steps to demystify the process in their 

minds. Roughly half of participants (52%) were emailed photographs of their finished 

garments on the mannequin prior to the Round 2 focus groups. This also was not part of 

the originally planned procedure. However, participants who saw their photographs were 

less nervous or uncertain of receiving their redesigns in person and a few even requested 

minor changes to their garments prior to the meeting. “It would be fun to see…it all cut 

up, like, ‘Oh, my God!’”-P20. “Like [seeing] your kid grow up, like every stage of their 

life”-P19. 

For several participants (15%), a final fitting was important to ensure their 

redesigned garment would be functional. Several others stated good fit was essential 

(44%), indicating this step should be included in the redesign process. “Maybe even just a 

try-on before you totally finish, to make sure”-P15. “And I also agree the fittings would 

be really important to me too. Definitely my number one…”-P17. “If it fits OK, then I am 

fine”-P23. 
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Although not originally planned as part of the process due to logistical and time 

constraints, in some cases, participants were notified when their garments were almost 

finished and were invited to come for a final fitting. Scheduling problems were 

encountered because student designers were not always quick in responding to 

communication, which also had to be channeled through the primary investigator to 

maintain anonymity. Only three participants (11%) actually followed through with their 

fittings and were highly satisfied with their final garment as a result. The low rate of 

follow-through with the fittings relates back to participants’ desire to not spend too much 

of their time on the redesign process.  

Required Redesign Expertise. A redesigner must possess all of the same skills 

as a traditional clothing designer, such as sewing proficiency, knowledge of fit/sizing, 

familiarity with fabric types, creative thinking, patternmaking, and drawing. The required 

skill set of a professional redesigner goes above and beyond, however, because it 

involves a highly technical approach in the deconstruction and reconstruction of clothing. 

In many cases, redesign requires creating an original pattern. Patternwork could range 

from designing one new pattern piece to fabricating a styling detail that fits within the 

existing garment’s structure, or it could entail developing an entirely new pattern where 

the original garment is treated as fabric yardage. The original garment’s structure and 

fabric greatly influences the final result in most cases. In addition, the one-on-one 

interaction with consumers causes the redesigner to have to think on his or her feet while 

answering questions and providing advice. 
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One of the most important skills needed for a redesigner is sewing proficiency. 

The majority of participants did not know how to sew, had very limited knowledge of 

sewing, or did not own a sewing machine. Approximately 30% of participants mentioned 

specifically that they needed help with the sewing. A few participants were competent 

seamstresses but no longer had time to sew. They also acknowledged they could only 

follow a commercial pattern and could not create an original pattern.  

I don’t have a sewing machine, and I don’t want to shell out the money to buy 
one.-P17 
Most of my sewing…has been following instructions…[I] made a lot of curtains 
and cushions and Halloween costumes…but nothing had to fit well.-P18 
Re-styling is totally, even if you know how to sew…I mean, I know how to cut 
out a pattern and follow the directions. But, starting with a piece of 
clothing…that’s a totally different activity requiring all different skills.-P15 

  

Other skills several participants mentioned were creative ideas (15%), knowledge 

of fit/sizing (15%), and all skills (15%), as summarized by the below participant 

comments. 

Ideas, creative and functional ideas. People might come in with, ‘Oh, I want this 
and that,’ but it couldn’t actually be done with that [garment].-P14 .  
I don’t feel like I’m a creative person. I can’t just see something like you probably 
would be able to create something.-P31 
Maybe what looks good on a particular body shape.-P15 
Understanding the, um, ratios about, like, say people have things that are too 
small, like knowing how to make it fit again in a bigger size…-P24 
I need help on all fronts.-P3 

  

Some skills mentioned at least once included drawing, knowledge of current 

fashion trends, knowing what is technically possible, patternmaking, and familiarity with 

fabric types. “It’s good to know where some of the current trends are going, you know, 
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not being particularly up on that”-P9. “Knowing what the different materials will work in 

what way. And yeah, the functionality of that…”-P17. 

Facilities and Supplies. Participants’ discussions provided insight into what 

physical facilities, tools, and supplies are needed for a successful redesign business. The 

majority of comments focused on portfolios of past redesign work (30%), suggestions for 

the physical space 22%), and supplies to encourage creative thinking (26%). 

The portfolio of before and after garment images was mentioned in several parts 

of the focus group discussion. A redesign portfolio would serve multiple purposes, such 

understanding the redesigner’s personal style, reducing uncertainty about the quality of 

workmanship, and providing inspiration to help consumers envision what might be 

possible with their own garments. 

So you can see what your [redesigner’s] personal style is, so you know what 
you’re getting yourself into.-P3 
It kind of helps you know what your [the redesigner] design style is and helps you 
know more about the person that’s doing it for you.-P20 
Like, testimonials from clients…How long did they [the garments] last after 
redesign? You want to make sure it’s not going to last just a little while.-P5 
It [a portfolio] spurs ideas for what you might envision with your own garment 
since there’s no way you could cover the gamut of “with this garment, you 
could…”-P30 

  

Participants’ descriptions of the physical space paint a vague image of the 

possible setup of the redesign studio. Within the physical space, there should be dressing 

rooms, mirrors, large work surfaces, comfortable chairs, mannequins, computers with 

Internet access, and a clean, spacious work environment. Other supplies could include a 

collection of used garments to choose from, supplemental trims (buttons, zippers, 

decorative tapes), extra fabrics, and magazines. 
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The same things you see, like, when you go to a tailor, like, the little curtained 
place where you try things on…-P24 
Dressing room…where you could put things on or drape and walk around and 
look in mirrors, too.-P18 
I definitely want it to be clean, too…if it’s [the garment] a light color, so what if 
it…hits the floor, and it’s dirty or something.-P26 
A big pile of other people’s clothes that they didn’t want any more that you could 
pull from and pick from.-P5 
 

The Redesign Experience. Consumers are often seeking experiential 

entertainment where they are involved in hands-on activities, compared to passive 

entertainment (for example, a movie). Thus, 30% of participants recommended redesign 

could be a group event attended with one’s circle of friends. Participants listed occasions 

for which group redesign events could be specifically planned, such as birthday parties, 

bachelorette parties, and a girls’ night out. The events could be held at a design studio or 

at a customer’s house. 

 
 
A bachelorette party. I would bring in an old bridesmaid dress, like, here’s the 
new one for [the next] wedding.-P14 
Like, everyone’s looking for new ways to do things anyway, go to the mall, go to 
a movie, but if this was something you did for fun, I think people would be 
willing to pay money for it. If you’re going to pay ten bucks to go to a movie, 
why not pay ten bucks to get clothes re-done?-P20 
For the right group …some people who might go on an eco-tour instead of a 
cruise…this is so fun and it also is positive. You know, I’ll spend money on it 
because it means some of the waste isn’t going into the waste stream.-P24 
 

Some participants (15%) would prefer individual, personalized attention, similar 

to meetings with tailors, and would be more likely to visit a redesigner by themselves. 

I totally imagined the Project Runway, like, when they bring their models in, and 
they’re, like, fitting them and giving them all this personal attention.-P3 
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I think that personal attention, personal shopper kind of thing, that they’re one-on-
one with you or with your group.-P9 

  

Additional suggestions included the experience should be comfortable and casual. 

Others would like to see designers and seamstresses working with garments during their 

visit to the studio. 

Willingness to Pay for Redesign. Many participants said their willingness to pay 

depends on multiple factors, including original garment price or quality, complexity of 

redesign, and amount of labor involved. Only 26% of participants discussed a specific 

dollar amount they were willing to pay for one redesigned garment. Their answers ranged 

from $20 to $200, with a mean of $47.14, which is approximately $5 lower than the mean 

of the original retail prices of the garments. (See Round 1 questionnaire results). 

I’m not going to be able to re-purpose clothes and pay, you know, a lot more for 
them. I mean, that’s one of the reasons why I go to Goodwill…I wouldn’t pay 
more than 20 for anything. -P17  
I could easily pay 20 to 30 dollars….For a [tailored] suit, a couple hundred 
dollars…to redesign.-P24 
Sometimes you pay 50 dollars for a nice shirt…[at the] high end.-P31 

Some participants purchased their items on sale or at a second-hand store. 

However, others paid a premium price for items, such as bridesmaid or prom dresses, that 

were only usable a limited number of times. In general, participants were willing to pay 

more for garments that were originally expensive or high quality. 

If you have 200 dollar jeans, I would be like…I’ll pay you more, don’t wreck 
them. That kind of thing…-P1 
[If] you brought in, like, a long dress and were making it into multiple items. I 
think depending on the functionality of the original [garment].-P7 
Mine was five dollars…at Goodwill. I expect to pay more.-P28 
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Some participants (22%) understood the labor-intensive nature of redesign and 

were willing to pay in proportion to the amount of time and work required of the 

designer. These women considered making lists of changes they wanted to make to their 

garments and prioritizing them into order of importance to fit within a budget. 

I feel like to me an hourly rate…could make sense. Maybe some of the work is 
meticulous…Itemize, like, shorten it…we can do this…-P3 
How much time you have to put into it because of the reconstruction or materials 
that you would have to provide for it. That would be included in the cost.-P9 
I think it kind of depends on the extent of how it’s being redesigned, like if it’s 
being refitted or, um, if it’s going to completely change…-P26 

  

Nineteen percent of participants wanted to pay less than the retail or sale price of 

the original garment, in general. At the high end, participants would be willing to pay an 

amount close to the price of a similar garment new. In most cases, participants wanted to 

know how much they would have to pay ahead of time. They suggested the redesigner 

should provide a free consultation and a price quote prior to beginning the work. 

Garment Redesigns 

Garment Attributes Redesigned 

 A total of 27 final garments were created in this study. In some cases (30%), 

two or more garments were used to create one final look. For example, the center front 

neckline ruffles added to a black t-shirt belonging to P31 were cut from another knit t-

shirt in a contrast color. Participant 15 combined six used garments on their way to 

Goodwill into one new color blocked jacket, with plenty of leftover fabric to spare.  
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Figure 2. Two T-shirts Combined 
 
 Before                     After  
 
 

 

 

 

 

 

 

 Other participants (41%) added secondary fabrics or trims from the materials 

provided. For example, P1 had a sheer black fabric added to the bodice of her dress to 

create an overlay and dolman sleeves, and lace edging was attached along the center back 

and hem. An added fabric or trim could make or break a redesign. For example, P9 was 

dissatisfied with her redesigned corduroy jacket because the student designer’s 

workmanship was poor quality on the neckline binding, chest pocket, and inset box pleat 

at the center back. These issues could not be corrected by the professional seamstress.  

Most commonly, fit, styling, color, length, and fabric are the attributes that must 

be adjusted in the redesign process. The majority of participants (78%) believed fit was 

the main reason for the need for redesign services. The women had gained or lost weight, 

aged, and had children, causing their clothing to fit differently. However, in most cases, 

fit was not the only reason for participants to be dissatisfied with their garments. If fit 
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was the only problem, perhaps the women would have visited a tailoring shop to 

complete basic alterations.  

Length was mentioned seldom as an attribute in need of redesign (11%); however, 

48% of garments had lengths adjusted (41% shortened, 7% lengthened). Many 

participants requested the styling attributes of their garments be updated, whether it be 

tailoring or reducing fullness (37%), increasing fullness (11%), changing the garment 

type (for example, from a dress to a skirt, 30%), or adding a decorative element (96%). 

Several had brought second-hand or vintage items to redesign (30%), and three women 

had lined jackets purchased in the 1980s or 1990s with boxy silhouettes that needed 

tailoring.  

For many participants (48%), contrast colors or patterns were added to the 

garments, which increased the visual interest. For example, P20 had a red belt and red, 

fabric-covered buttons added to her redesign, with the original fabric in a cream, khaki 

and sage green paisley print. P3’s jacket was bleached to a lighter shade of tan with white 

lace added to it. All but one garment had some sort of trim, fabric, or design detail of self 

fabric added to it as part of the redesign process. Only the pair of pants belonging to P28 

did not have anything added. Instead, her redesign was created by reducing fullness from 

the mid-thigh to a drastically tapered ankle. Additional details increase the potential of 

redesign to differentiate the garments and make them special. These results match the 

research of Ulrich et al. (2003), in which their co-design consumers more frequently 

changed garment details rather than the basic silhouette. Therefore, other used garments 

and supplemental fabrics and trims will be necessary for future redesign. 
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Garment Categories 

 Dresses were the most popular item to be redesigned, representing almost half 

of the garments (48%).  

Figure 3. Redesigned Dresses 
 
         Before        After        Before     After              Before        After                 
 
 
 
 
 
 
 
 

 

 

 

 

 Approximately half of dresses were shortened, with the remainder unchanged or 

slightly lengthened (through letting down hems or attaching a band of fabric at the 

bottom). Other design details were added to dresses, such as asymmetrical ruffles, 

rosettes, lace trims, color blocking, and waist ties. Four dresses were converted to 

different end uses, such as into a layered skirt or a tunic. Dresses are a strong candidate 

for redesigning into other end uses because there is a large amount of fabric available to 

create new shapes. 

 Jackets were the next most popular item to be redesigned (19%). Two casual 

(unlined) jackets and three formal (lined, tailored) jackets were part of this study.  
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Figure 4. Redesigned Fully Lined Jackets 
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 In general, it was easier to redesign the formal jackets because the lining could 

be opened to expose the seams. After completing tailoring, the lining could be hand sewn 

back into place with little evidence of the alterations. A major complaint with original 

jackets was that they were too boxy, and all jackets in the study were tailored or 

somehow shaped at the shoulders, sleeves, or waist. Casual tops represented 15% of 

garments in the study, with two knit and two woven tops. Two were tailored, one was 

increased (in length and sweep width), and one had its end use changed completely into a 

swimsuit coverup, combined with another similar top.  

 Interestingly, three participants brought some type of second-hand flat fabric 

yardage to be made into garments. Two participants had traveled to Costa Rica and 

bought brightly colored, large, 2-ply rectangles of fabric with an interfaced band at the 

top and attached ties. These items were meant to be worn draped around the body, likely 

as a swimsuit cover-up while on vacation in this warm climate. Both were redesigned 
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into dresses, with plenty of fabric for a full skirt. The third participant brought a lace 

tablecloth to be made into a long, full, strappy dress.  

Figure 5. Redesigned Wrap Garments 
 
 Before         After                Before                 After  
 

 

 

 

 

 

 

 

Garment Color 

 Garments covered a wide range of colors. The most popular colors were navy 

blue (five garments) and tan (four garments). Other colors included orange, pink, white, 

and black (three garments in each color). There were two gray garments, one peach, and 

one green. Neutral-colored garments (navy, tan, black, white, gray) accounted for 67% of 

all garments, likely because participants wanted to redesign items they thought would be 

versatile. 
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Figure 6. Navy Blue Original Garments 

 

 

 

 

 

 

 

 

 

Levels of Redesign 

 Redesign falls into three different levels: high (complete transformation), 

medium (structural changes with top applied details), and low (top applied details). In the 

low level (22%), the garment’s structure was not changed; however, design details were 

added or top applied. In the medium level (48%), some garment re-construction or 

tailoring was completed, and design details were also added or top applied. In the high 

level (30%), the end use or structure of the garment was fundamentally changed, with 

design details added or top applied.  
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Figure 7. Levels of Redesign 

      Low     Medium         High 
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Round 2 Questionnaires 

 Round 2 questionnaires began with items regarding sustainable consumer 

behavior (based on the four elements of individual sustainable consumption and added 

measures for this study; Marchand & Walker, 2007). This section, as in Round 1, will be 

referred to as ecological clothing behavior (ECB). Participants were asked to rate seven 

ECB statements on a five-point Likert scale. Four of the ECB questions were designed to 

be very similar or the same between Round 1 and Round 2 questionnaires to increase the 

rigor by testing these concepts twice. The pair regarding awareness of sustainable apparel 

was significant (r=0.072, p <.05) in a paired sample t-test (“I am aware of sustainable 

alternatives to mass produced clothing” Round 1 question 6, Round 2 question 3).  

 The Round 2 cumulative ECB mean was only slightly higher than the first 

round cumulative ECB. The Round 2 ECB mean was also roughly neutral at 3.72, 
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compared with 3.31 in Round 1. Based on this finding, we can conclude that participating 

in the redesign process did not have a significant influence on participants’ behavior, 

although it might have served to increase their awareness of environmental issues. 

 The extent to which the redesigns matched participants’ personal style was 

strongly correlated to their overall level of satisfaction (r=0.817, p (2-tailed) <.05). 

Participants indicated the redesigns matched their personal style, with a 4.22 mean on a 

five-point Likert scale. Participants were mostly satisfied with their redesigned garments, 

with a mean of 4.19. However, satisfaction was not significantly correlated to a 

willingness to pay more for the service, and the mean for all participants fell somewhere 

in the $26-50 range. In terms of willingness to pay, 33% would pay between $26-50 for 

their redesign, 26% would pay $51-75, 26% would pay $0-25, and 11% would pay $76-

100.  

 On the other hand, redesign satisfaction was strongly correlated to willingness 

to recommend the service to others (r= 0.561, p (2-tailed) <.05). Participants were highly 

likely to recommend redesign to their friends, with a mean of 4.52. The length of time 

participants will continue to wear their redesigned garments, a mean of approximately 

two additional years, was also highly correlated to satisfaction (r=0.702, p (2-tailed) 

<.05). Forty four percent will wear their garments for more than three years, 29.63% for 

one to three years, and 26% less than one year.   

 Sixty three percent of participants listed at least one difficulty or complication 

they encountered during the redesign process, but 37% reported no difficulties. 

Difficulties included not being able to see the garment during the process, not having the 
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chance to approve the final design, fit issues with the final garment, uncertainty about 

what was possible, not being completely sure about one’s size, lack of response from a 

student designer, and difficulty coming up with initial ideas for the redesign. 

Round 2 Focus Groups 

 The purpose of the second focus group was to return garments to participants 

and to understand their overall satisfaction with the redesigns in more detail than the 

questionnaires could provide. Some of the questions were repeated from Round 1 to 

document any changes in participants’ opinions after the redesign experience, as 

participants would then have more concrete, detailed ideas and suggestions after going 

through the process. Thus, questions focused on topics such as desired level of 

involvement in the process, what kind of help consumers need, and what supplies were 

necessary to ensure a creative and successful redesign. There were some additional 

questions to provide insight into how a redesign business could be marketed to potential 

consumers. (See Appendix F for the interview schedule). 

Interest in Clothing Redesign 

 In Round 2, participants’ interest in clothing redesign in general was heavily 

based on their experience with this study. Many participants (41%) specifically stated 

they remain interested in redesigning clothing. However, 26% of participants said their 

interest would depend on the experience, the redesigner, and the cost of the service.  

P18: So rather than getting rid of high quality fabrics…I’m interested [in 
redesign] because of the high quality of some of the stuff I have that I can’t 
afford now… 
P3: I would want to work with someone [the redesigner] who I know does good 
work…the only thing I would be hesitant about is how much it would 
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cost…you know, the money that someone [the consumer] should be able to pay 
them [the redesigner]. I just don’t know if I would be able to at this time. 

  

 For approximately 30% of participants, the redesign experience changed how 

they thought about clothing. These individuals now see clothing as more malleable, with 

more possibilities to shape clothing items into garments that perfectly suit their 

personalities and fit their bodies. 

It’s like every piece of clothing you look at, I just think of in a totally different 
way now…-P4 
I think it kind of just opens your eyes to the different possibilities of what you 
can even do with clothes because I would have never thought to turn it into this 
dress…-P20 

 

Developing the Collaborative Redesign Process and Experience 

As in Round 1, Round 2 discussions explored the elements of a successful 

redesign business. First, consumers’ responses fell under three levels of involvement that 

they wished to have in the redesign process: top applied details, structural changes with 

top applied details, and complete transformation. Second, certain expertise and skills are 

required of redesigners, and some are more essential than others. (For example, fit and 

sizing was a key skill set; however, participants believed they needed less help in the 

ideation stage). Third, physical facilities and supplies are needed to foster a creative and 

relaxed environment. Fourth, the redesign experience could be varied to serve a wide 

range of consumers, from offering social events to private one-on-one sessions. Lastly, 

pricing strategies are discussed and compared to Round 1 results.  

 Consumer Involvement. As in Round 1, three levels of involvement emerged 

from the data analysis, high, medium, and low. Compared to Round 1, participants were 
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mostly consistent in their responses, falling in the medium to low range. The redesign 

experience likely had no significant effect on desired level of involvement.  

Approximately 30% of participants in Round 2 wanted a low level of 

involvement, evidenced by statements that they didn’t care too much about the final 

result or they trusted the redesigner’s expertise. This result matches Round 1 findings, in 

which approximately 30% wanted a low level of involvement. “[I want to be] as involved 

as I was, which was zero. I just believe in trusting the professionals in this…I have so 

little confidence in my opinions” -P21. These statements mirror findings from previous 

research, in which consumers of mass customized apparel products were unsure of their 

decision making skills (Piller et al., 2005).  

Medium level of involvement increased slightly from Round 1 (26%) to Round 2 

(30%). Participants reasoned that if they were paying for the service, they would want to 

be more involved to ensure the final result matched their personal style and that they 

would wear it. 

But I think if I was paying money for it, I’d want to be more involved. I’d want to 
… see, like, two sketches…-P31 
I’m kind of a hands-on….in like the thinking about part…so I would want there to 
be a balance with the, you know, working with them to figure out kind of the 
themes of what I would want.-P3 

  

The same number of participants (7%) in Round 2 desired a high level of 

involvement as in Round 1. Both participants’ redesigns were among the most 

complicated in this study and were completed last. Because these individuals indicated 

their desire for a high level of involvement, I provided additional touch points for them to 

give their input. For example, both received eight hand-drawn black and white sketch 
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options to choose from. Since P15’s redesign was made from multiple garments, I used a 

computer program, Adobe Illustrator, to create colored sketch options to demonstrate 

possible color blocking options. The actual garments were scanned, fabric patterns 

created, and with the eyedropper tool, were placed into the sketches to mimic the actual 

fabrics and colors, gaining a close representation of the final composition. Participant 15 

then chose her favorite of the color blocked options provided. In addition, both P15 and 

P26 were invited to fittings. A fitting was especially essential for P26 because her dress 

was a tight, strapless dress with boning and interior structure. 

 In Round 1, participants mentioned three main stages of where they would like to 

be involved: ideation, implementation, and fittings. In Round 2, however, participants 

mentioned four stages, some of which were different: ideation, one-on-one meeting with 

the designer, fittings, and final garment approval. This difference in responses indicated 

participants learned from their first experience with redesign and now understand where 

their input is most valuable. 

 In Round 2, most participants (67%) wanted to be involved in the ideation 

process, compared with 48% in Round 1. Both results are likely understated and are 

probably closer to 100% because it is impossible to redesign a garment that suits an 

individual’s style without gathering personal ideas and preferences. The ideation process 

in a redesign business could be equivalent to the design workshop that was held after 

Round 1 focus groups, in which participants were assisted in developing creative and 

functional redesign plans through collaging inspirations, prioritizing changes or 



   79 

 

alterations, and recording body measurements for fitting purposes. The following 

comments summarize how participants see the ideation process. 

Just kind of giving a general bubble of things I like and having somebody who 
knows a lot more about it to make it into something.-P13 
I just want them [the redesigner] to maybe have an idea of what I want and then, 
them [the redesigner] to creatively come up with something…like going to a hair 
stylist …just be creative and, like, this is what I want…this is my style…and you 
can figure out the rest.-P2 

  

A second part of the process not identified by participants in Round 1 was a one-

on-one meeting with the designer. When working with student designers, participants 

never met their redesigner in person nor communicated with them directly, in order to 

maintain confidentiality and anonymity. Sketches were sent via email to the majority of 

participants (63%) to review prior to the deconstruction of their garments. However, 

some participants (15%) thought it would be helpful to review sketches and ideas one-on-

one with their assigned redesigner after the ideation stage to ensure their preferences 

were understood. In a redesign business, this stage could be added onto the end of the 

ideation meeting or else scheduled separately at a later date. 

 The third stage, which was also important in Round 1, was a fitting appointment.  

In Round 2, 56% of participants identified a fitting appointment as an essential step in the 

redesign process, which is greatly increased over Round 1 (15%). This increase might 

mean that after experiencing redesign, they learned that fit played a larger role than they 

originally expected.  

Trying it on was important. I think it turned out much different than if I hadn’t. 
-P15 
Try it on again, make sure that … look is going to be right for you.-P17 
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I do think it would have been helpful if there was a, if this were a business, if 
there was a fitting at some point in the process before it was, you know, where 
you could still make changes or have that…face-to-face check-in.-P9 
 

It is important to note that only three participants (11%) actually followed through 

their fittings, and all three of these designs were completed by the researcher. Participants 

assigned to student designers were told if they wanted a fitting, they would be connected 

with their redesigner and thus waive their anonymity. However, none of the participants 

scheduled fittings with the student designers. The reason for this disconnect could have 

been the complexity of scheduling a separate meeting and investing the additional time. 

Perhaps if consumers were paying for the redesign service, they would be more likely to 

follow through with fittings. 

Lastly, participants identified another step in Round 2 that was not mentioned in 

Round 1. Several (22%) of the participants requested images of the progress or the final 

garment to be sent to them via email for approval. This part of the process should happen 

a few days to a week prior to the garment return meeting to ensure consumers have a 

chance to make minor changes or tweaks to their design. For example, P19 requested the 

shoulder strap position be changed, and P17 requested that flutter sleeves be added to her 

knit-to-woven tank dress. Final satisfaction with the garments could increase if 

participants feel they have given final approval. 

But in the end, I think if you could have OK’d the final product…the result would 
be awesome. I mean, I would have been, like, awesome to the top, no to the 
bottom, change this. But, it was really close, it’s just, like, kind of tweaking things 
for the final…-P1 
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Required Redesign Expertise. In Round 2, sewing skills were the most 

important skill set a redesigner must possess (48%), which was increased over Round 1 

(30%). The number likely rose because participants became more aware of the 

complexity of the reconstruction that could be involved in redesign. In Round 2, 

creativity was stated as the second most important quality a redesigner must possess 

(37%), which was also increased over Round 1 (15%).  This increase could likely be 

explained as participants now understood how difficult it could be to generate unique 

design ideas that are also functional. 

I think the creativity of it….I just can’t see what something else can be…I can’t 
see…that dress could be a shirt, you know, like, how else can I make that dress a 
different looking dress…I don’t see beyond it.-P2 
 

 Participants also mentioned fit/sizing (11% in Round 2; 15% in Round 1), all 

skills (7% in Round 2; 15% in Round 1) and knowledge of trends and fabrics. 

“Everything. I would need help with everything. Period”-P3. 

 Facilities and Supplies. Round 2 yielded similar results as Round 1 in terms of 

the physical facilities, tools, and supplies needed in a successful redesign business. 

Comments focused on portfolios of past redesign work (22% in Round 2; 30% in Round 

1), suggestions for the physical space itself (19% in Round 2; 22% in Round 1), and 

supplies to encourage creative thinking (70% in Round 2; 26% in Round 1). The increase 

in participants’ suggestions for supplies were likely influenced by their experience with 

the redesign workshop, in which they were encouraged to flip through magazines to 

gather inspiration, sketch their ideas onto paper, drape fabrics on mannequins, and select 

additional fabrics or trims from a bin. The ranking of importance of supplies for Round 2 
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was as follows: magazines (41%), additional fabrics or trims (41%), drawing tools (19%), 

and mannequins (22%).  

Participants also discussed in Round 2 focus groups a redesign website to support 

participants’ imaginations in the ideation process. P3 compared the website to a tattoo 

studio’s artist profiles, in which customers can research ahead of time to select the artist 

that most aligns with their personal style. P24 suggested an interactive website with 

modules that would allow customers to select their body types, “try on” garments, and 

mix and match garment features or design elements. 

 P17 suggested an idea that extends the concept of a portfolio of before and after 

images of redesigns. She mentioned a library of physical garment templates that 

consumers could try on and handle. In a redesign business, a basic silhouette library 

could be created, with samples sewn in common ready-to-wear sizes. Consumers could 

then select the basic silhouette and customize details based on inspiration, past redesigns, 

and the components of their original garments. 

 The location of the redesign studio or retail store could make a difference in the 

ultimate popularity and success of such a business. Participants indicated convenience 

was important to them and suggested redesign shops could be located in malls or housed 

within tailoring shops. If it is not possible to establish a brick-and-mortar location for the 

business, a collection area could be set up in existing clothing boutiques, similar to dry 

cleaning drop-offs in supermarkets. 

The Redesign Experience. The same two basic formats of redesign were 

discussed in Round 2 as Round 1. First, many participants (52%) described a social 
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experience, which was increased from Round 1 (30%). The increase could be due to 

participants having completed the design workshop portion of this study in groups, and 

many participants knew at least one other individual at their focus group. Participants 

compared redesign parties to Tupperware® parties and Mary Kay® (makeup) parties. 

Redesign parties could also mark important occasions, such as a bridal shower or 

bachelorette party. The below comments summarize participants’ ideas. 

Like, bring two things and everyone else decides what’s going to happen to it...I 
kind of picture it like what we did to yours [to P7] where you kind of had it on 
and everyone just threw out ideas because it’s hard to think about what you look 
good in…-P1 
I think that a night out would be a fun thing to offer, like a birthday party, I mean, 
almost like a Tupperware® party…I think to the redesigner it would make things 
easier because the people in the group would sort of egg each other on…-P15 
 

The number of participants interested in a one-on-one experience did not greatly 

change (15% in Round 1, 19% in Round 2). P17 thought the same experiences as one has 

going to a tailor would be appropriate. P18, who is a busy lawyer, said her most valuable 

commodity is time. She was interested in having a designer visit her home to select 

garments from her wardrobe as candidates for redesign. P1 had a similar idea, sharing 

that her ideal experience would be to bring in several items, list specific demands, and 

wait for the final bill and garments to be completed. 

The remainder of participants’ comments related to the atmosphere, mood, and 

overall environment for redesign. Participants commonly suggested light appetizers and 

non-alcoholic beverages could enhance the experience; however, messy foods could stain 

garments, and alcohol could inhibit focus on the creative process. Other suggestions 

included playing background music or videos. Three participants mentioned a fashion 
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show bringing together various groups to share redesigns with one another at a later date. 

Several (15%) thought it would be inspiring to see redesigners and seamstresses at work 

on garments during their visit or that the deconstruction of their garments could begin 

while on-site. The below conversation summarizes this concept.  

If there was, like, a few designers there…they could actually, you know, cut 
it…you can get an idea, like, OK, this might be the shape that this is going to 
have, or it’s going to be this short and, like, hack it off, you know, right here, or 
whatever.-P5 
Yeah, that would be really fun…A great idea to take it apart there…-P1 
It’s already cut….Guess you’ve got to do it!-P6 

Willingness to Pay for Redesign. A larger number of participants in Round 2 

(74%) could estimate how much they would be willing to pay for their redesigned 

garment, compared to only 26% in Round 1. This change underscores participants’ 

previous lack of familiarity with redesign and consequent inability to understand how 

much the service could be worth. In Round 2, answers ranged from $12.50 to $150, with 

a mean of $58.05. (See also Round 2 questionnaire results). The upper limit of the range 

in Round 2 is $50 less than given in Round 1; however, the mean in Round 2 is 

approximately $11 higher than that of Round 1. Although most participants were satisfied 

with their redesigns, their willingness to pay for the service did not greatly increase, as 

was also the case on the Round 2 questionnaires. 

Multiple factors might influence consumers’ willingness to pay for redesign. 

Indeed, 63% of participants commented that the price would depend on the original 

garment’s quality or retail price, the level of involvement consumers had, the degree of 

change or complexity of redesign, and their overall satisfaction with the final garment. 

Nineteen percent of participants were willing to pay a similar amount or slightly less than 
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the original garment’s price. In terms of pricing structures, participants recommended 

itemized lists of procedures, charging by the hour, a lump sum, an initial estimate or 

quote, and contingency plans for dissatisfied consumers, such as a money-back 

guarantee. 

Marketing Redesign. Word of mouth (33%), social media marketing (26%), 

partnership with local boutiques (26%), and print media (15%) were among the 

marketing strategies participants mentioned. Participants described the appeal of telling 

their friends that their garment was custom redesigned specifically for them. They 

suggested a referral incentive program, in which customers earn coupons or money off 

when they distribute business cards to their friends. This would especially be effective 

when customers wear their redesigns and receive compliments, opening the door to 

advertise the redesign business through word of mouth.  

Social media is also ubiquitous, reaching wide audiences through Facebook, 

Twitter, blogs, websites, and email campaigns. Online advertising is often inexpensive or 

free. Partnerships could be established with local apparel boutiques, whether specialty 

stores, used clothing shops, or vintage stores. Advertisements for a redesign business 

could be displayed in the stores or a redesigner could occupy a room on-hand within the 

retail space. Print media campaigns should be tailored to local audiences, the 

communities that redesigners service. 

 Participants mentioned redesign needs some explanation, as many people have 

never considered the possibility. For example, before and after images on a company 

website and local fashion shows would communicate information about the process and 
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final results. The language should be carefully selected to portray redesign in a positive 

manner. For example, P4 said the term “up-cycled” has more appeal than “recycled.” 

Others recommended using questions about how many garments take up space in one’s 

closet, or crafting catchy slogans to incite an emotional reaction. Redesign could also be 

combined with other services, such as wardrobe styling. 

CHAPTER 5: IMPLICATIONS 

Building a Redesign Consumer Profile 

  In order for new redesign businesses to be successful, they must focus marketing 

efforts to the appropriate demographic. Who are the potential consumers of collaborative 

redesign? After analyzing the results, it is difficult to discern whether or not age, income, 

or ecological clothing behavior would actually influence consumers’ likelihood to use a 

redesign service. Some suggestions are made as to what the appropriate target market 

could be for redesign. Further research is needed to strengthen these recommendations. 

Income 

  Previous research regarding sustainable consumption (Marchand & Walker’s, 

2007) and clothing disposal (Rabolt et al., 2010), concepts closely related to redesign, 

suggested that potential consumers would fall in the middle to high income range, with a 

fulltime job. The mean income of participants in this study was $81,840, which could be 

considered middle to high income. The majority of participants (74%) reported having 

some type of career. It is important to note that 26% of participants were students and 

reported their parents’ income or did not report their income. Surprisingly, my research 

data showed no significant correlation between income and ecological clothing behavior. 
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  There was a negative correlation between income and shopping at used clothing 

stores (“I purchase clothing from second-hand stores”) indicating that participants with 

lower incomes were more likely to buy used clothing. Perhaps the openness to purchasing 

recycled clothing stems from necessity, as these clothes are cheaper than buying new 

ones. This may also indicate these participants would be willing to wear redesigned 

clothing but might not be able to afford it. Since time consuming, manual labor makes it 

expensive to create original clothing from post-consumer sources (Young et al., 2004), 

redesign might not be accessible to all consumers. The redesign service in this study was 

a free benefit of participation. However, when participants considered how much they 

might have to pay a real business for the same service, some participants stated they 

could not afford it, as evidenced by the comments of P3 and P24, whose annual income 

falls between the low to middle income range. Therefore, it is likely that redesign 

consumers will indeed fall in the middle to high income range. 

The only thing that I would be hesitant about is how much it would cost…you 
know, the money that someone should be able to pay them [the redesigner], I just 
don’t know if I would be able to at this time.-P3, $35,000 self-reported income 
 
With the amount of work…to have it be a realistic retail effort…give me an 
option that was, like, cheaper than buying new… designer clothes…in order to be 
…viable for me…[rather than] to buy from consignment stores.-P24, $30,000 
self-reported income 

 

  High income was related to high desired involvement in the process. The mean 

income of the participants who wanted to be more involved in the process was higher 

than the other participants’. Further research will be needed to extend the validity of these 

results to a larger sample. 
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  P18, a busy lawyer whose self-reported household income was $150,000, was 

interested in reviewing her entire wardrobe with a redesigner. She explained that time 

was her most precious commodity, and she would most benefit from a redesigner visiting 

her home. She has held onto numerous garments for an extended period of time because 

they were originally made with high quality fabrics and trims, which are no longer 

available in affordable price points. She also needed advice on creating outfits from 

garments in her closet. Perhaps redesign in this sense could take on a holistic approach, in 

which the redesigner plays the roles of wardrobe consultant, personal shopper, and 

redesigner.  

Age 

Participants’ ages ranged from 18 to 62, with a mean age of 30.37 years. There 

was no significant correlation between age and ecological clothing behavior (ECB) as a 

whole. A stronger correlation was found between age and ECB statements regarding 

keeping clothing longer, shopping at second-hand stores, and purchasing clothes from 

vintage clothing stores. If older individuals exhibit these behaviors, perhaps they are 

stronger candidates for consumers of redesign than younger consumers. Previous 

researchers have found younger consumers had an aversion for recycled clothing 

(Morgan & Birtwistle, 2009) and threw out old clothes rather than recycling them (Rabolt 

et al., 2010).  

In this study, younger participants were less likely to want to invest time in the 

redesign process. Therefore, perhaps consumers in their late twenties and older are more 

likely to use and be more involved in clothing redesign services than young consumers in 
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their teens to early twenties. Further research is needed to provide additional evidence 

regarding redesign and age specifically. 

Ecological Clothing Behavior 

A lack of education about environmental impacts has been observed with many 

consumers (Birtwistle & Moore, 2007; Chen & Burns, 2006; Morgan & Birtwistle, 

2009). Some consumers in this study (15%) were not aware of ecological impacts of the 

fashion industry, consistent with previous research (Birtwistle & Moore, 2007; Chen & 

Burns, 2006; Morgan & Birtwistle, 2009). Likely, these same consumers did not make 

sustainable clothing purchases and exhibit ecological clothing behavior. 

In general, previous research has shown ecological values to not necessarily 

predict consistent ecologically sound consumer behavior (McDonald et al., 2009; 

Szmigin et al., 2009). Even consumers who were aware of environmental impacts of their 

behavior would not modify their behavior because situational factors could influence 

their decisions (Ha-Brookshire & Hodges, 2009; McDonald et al., 2009; Szmigin et al., 

2009). The majority of participants in the present study (78%) reported they were not 

likely to modify their behavior to be more ecologically friendly, consistent with previous 

research (Ha-Brookshire & Hodges, 2009; McDonald et al., 2009; Szmigin et al., 2009). 

Several (19%) cited many of the situational factors, such as convenience, affordability, 

and availability, as constraints.   

However, a large number (41%) discussed purchasing second-hand apparel as a 

type of sustainable clothing, and 19% already shop at second-hand stores for clothing. 

Previous researchers found people who regularly shopped at second-hand clothing stores 
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were comfortable wearing recycled clothing (Yun Bae & Ruoh-Nan, 2010). If consumers 

already purchase second-hand apparel or are aware of friends who do so, perhaps the 

acceptance of used and recycled clothing could lead to an interest in using a collaborative 

redesign service.  

Interest in Clothing Redesign 

Participants were interested in redesigning their used garments for several 

reasons, including wanting to get more use out of clothing (19%), for the experience 

(19%), liking the concept (19%), wanting unique items (15%), and not having enough 

time or the skills to redesign the clothes themselves (11%). These results underscore two 

benefits of the redesign process 1) the hedonic value of the experience, and 2) the 

utilitarian value and continued functionality of their clothing. Marketing efforts must be 

carefully planned to ensure both the fun-seeking and functional aspects are emphasized.  

Building a Garment Profile 

Redesign is an alternative to disposal. Therefore, reasons for clothing disposal 

provided some initial insights as to why garments might need to be redesigned. The 

consumers in Birtwistle and Moore’s (2007) research reported they disposed of clothing 

because of wear and tear, out-dated styling features, and because they had purchased the 

item for a specific event. Expensive and high quality clothing was kept longer because 

people felt guilty to get rid of something for which they paid a premium price (Birtwistle 

& Moore, 2007).  

I also observed some of these phenomena in my study, with 19% of participants 

reporting the main reason for redesigning was to update the garment’s styling, and 11% 
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needing to change the end use from a formal dress for a wedding or dance into a more 

functional garment. Several (44%) had fit problems with well-liked garments caused by 

weight loss, pregnancy, and garment shrinkage. Redesign was a way for the women to 

regain use of these items. Others (19%) had purchased garments years ago, and these 

items needed to be updated to match today’s trends. These participants indicated the 

original garments were purchased at a high price, and the quality of the fabric made them 

worthy of redesign.  

A more important reason for redesign in this study was fit (78%), although none 

of the redesigns were strictly alterations. P30 and P28 were the closest to alterations; yet, 

even these garments had stylistic changes. For example, P30’s raw silk blouse needed to 

be slimmer in the body circumference. Vertical tucks along the princess lines on the front 

and back of the blouse created the circumference reduction and added an interesting 

design detail. P28 purchased a pair of cropped, wide-leg pants from a second-hand store 

in hope to redesign them into a trendier silhouette. The alterations applied to these pants 

improved the fit through decreasing the long rise, and also stylized the legs through 

decreasing the leg width from knee to ankle. After redesign, the pants silhouette matched 

a popular trend seen in high fashion, with wide, draped hips and tapered, fitted calves. 

Therefore, redesign may fulfill a business need that tailoring services cannot satisfy 

because it offers both alterations to optimize fit as well as styling changes to match 

current trends and modifications to increase garments’ practicality. 
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Garment Categories  

 Certain garments might be more appropriate than others for redesign in terms of 

their original structure and end use. Dresses were the most popular item to be redesigned, 

representing almost half (48%) of the garments in this study. Perhaps participants chose 

dresses to be redesigned for one of two reasons. First, dresses are often loose-fitting from 

the waistline to the hem. The large, unstructured garment part, the skirt, lends an ability 

to easily change it without altering the structured parts. Formal, floor-length dresses 

could be shortened to become suitable for more casual occasions. Asymmetrical shapes 

could be created along hemlines of dresses, with layers of ruffles attached.  

Another reason dresses might be especially appropriate for redesign is the large 

amount of fabric available. With careful, efficient pattern cutting, a dress could be 

transformed into another type of garment. An example is P6’s eyelet lace dress, which 

was redesigned into a full and flowing tunic. P26’s bias cut A-line formal was redesigned 

into a structured, strapless dress with layered bodice details. Full skirts may be equally 

appropriate for redesign because they also have large amounts of fabric, as evidenced by 

P15’s jacked made from a denim skirt and supporting garments. 

Lined jackets are good candidates for redesign. Young et al. (2004) had also used 

lined men’s blazers in their line of postconsumer recycled garments. P18, P21, and P24 

all had lined jackets that were successfully redesigned. Trims or secondary fabrics added 

to the collar area, waist, and sleeve openings increased the aesthetic value of these 

jackets. The labor for lined jackets is intensive, and the final price will be expensive, due 

to the care that must be taken to open the linings to make alterations and close them back 
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up again without noticeable stitching. Furthermore, altering tailored jackets is an art not 

mastered by many designers. A professional seamstress or tailor may be subcontracted to 

complete detailed work such as this.  

Pants may pose some difficulty for redesign. Although there was only one pair of 

pants in this study (P28), the fit was not as accurate as it could have been. If a redesigner 

accepts pants for a redesign project, he or she should use a mannequin with legs of a 

similar size to the client, or else ensure the client will commit to a fitting. Unlined, casual 

jackets in fabrications of denim or corduroy are not recommended for redesign if 

structural changes must be made. The seams of these garments are generally flat-felled 

construction, which are difficult to alter. P9 was unsatisfied with the result of her 

corduroy jacket because when the chest pocked was removed, the demarcation of the 

original stitches remained. In addition, the seam quality was reduced when alterations 

were attempted on flat-felled seams. On the other hand, P3 was satisfied with the 

redesign of her corduroy jacket. This jacket was originally more fitted than P9’s, so there 

was less need for structural alterations. The redesign of P3’s jacket included adding a lace 

tie to cinch the waist in by adjustable amounts at the back, with lace details top applied to 

pockets, the collar, and the cuffs.  

T-shirts and casual tops are not recommended for redesign because the original 

retail price paid for these garments may be too low to warrant an additional investment, 

as in the case of the redesigns belonging to P4 and P31. Further, a redesigner may not 

have a coverstitching machine required to make the two-needle coverstitch on most knit 
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garments’ hems. Some designers are not comfortable with overlock machines, which are 

required to sew seams of knit garments. 

Redesigners must set some guidelines for which garment types they will accept. 

Some professional seamstresses are unwilling to alter the shoulders of a tailored coat, for 

example, because this change affects the balance of the entire garment and several other 

time-consuming changes are required as a result. Other seamstresses are unwilling to 

work with wedding dresses with extensive beading or intricate lace. The same will hold 

true for redesigners, who must also determine their areas of expertise and standardize 

ground rules for refusal to work with certain garments.  

Attributes Redesigned 

 Almost half (41%) of participants added secondary fabrics or trims from the 

materials I provided. Some participants (30%) brought their own secondary garments, 

requesting to use them as a decorative detail on their main garment. These findings 

emphasize the importance of the redesigner offering supporting materials for consumers. 

The main benefit is increasing the original garment’s aesthetic appeal by adding a pop of 

color or a surface design, such as a fringe. Clients of redesign should also be encouraged 

to bring multiple items to the co-design session. Redesigners can then assist clients in 

deciding which garment or garments is the best to reinvent. 

 Garment lengths will likely be a commonly requested change for future redesign, 

as about half (48%) of garments in this study were adjusted in the length, whether 

shortened (41%) or lengthened (7%). Adjusting a garment’s length makes it more 

appropriate and functional. For example, the floor-length dresses were shortened to 
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above-the-knee lengths. Lengthening a garment is possible by adding a band of contrast 

fabric to the bottom of a top or dress. This is often necessary if the garment has shrunk or 

the wearer has increased in size. 

 Some increases in circumference may be requested, as was the case with P8 and 

P31. This change may be difficult, especially if self fabric must be used on the addition. 

P8’s dress had a pleated surface design effect, so lining fabric was first pre-pleated and 

then inserted into the bodice to add to the circumference. P31’s t-shirt was increased in 

the bottom width to accommodate growth around the midsection. I inserted wedge-

shaped pieces of black knit fabric into the side seams of the top. Redesigners may need to 

warn clients ahead of time that there may be a mismatch in surface design or color 

because the techniques to create the addition may not be the same as the original 

production procedure. 

Extent of Redesign 

 Garments could have minor changes made to them or be completely redesigned, 

so they are unrecognizable from the original.  Redesign falls into three different levels: 

low (top applied details), medium (structural changes with top applied details), and high 

(complete transformation). In the lowest level (22%), the garment’s structure was not 

changed; however, design details were added or top applied. In the medium level (48%), 

some garment re-construction was completed, and design details were also added or top 

applied. In the highest level (30%), the garment was completely transformed, with the 

end use and structure different from the original.  
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 The most efficient and therefore highest potential for profit is likely top applied 

details redesign, which will require approximately one to three hours of labor. At $15 per 

hour, a redesigner could charge between $15 and $45 for this type of redesign. In this 

scenario, time-consuming and labor intensive procedures, such as adjusting or tailoring to 

fit, are not needed. Top applied design details will increase the aesthetic value of the 

garments. This level is recommended for garments that already fit well but need some 

visual interest to refresh it or connect it with modern trends. P14’s dress is an ideal 

example of this level of design.  

 In this study, almost half of the redesigns fell into the medium level, structural 

changes with top applied details. These garments needed time consuming tailoring 

procedures of about three to eight hours of labor. At $15 per hour, a redesigner could 

charge between $45 and $120 for this type of redesign. Redesigners must use caution 

when providing consumers with estimates for the final price of the service. As 

recommended by a few of the participants, procedures should be itemized and priced 

according to time and complexity of the labor. Consumers can then prioritize and chose 

options to help them fit within a budget, if necessary. Seamstresses may need to be 

employed in finishing procedures that need accuracy, such as attaching buttons and 

making new buttonholes. 

  Complete transformation redesign holds the most potential for innovation and 

uniqueness of design. In this level, the original garments may be used as yardage to cut 

new patterns. The redesign could require more than 20 hours of labor, depending on the 

design. This type of redesign also requires the most skill and creativity, as there will be a 
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limited amount of fabric to use from the original garment. Supplemental fabrics (lining) 

and trims (interfacing, boning) may need to be added to create the structure of the new 

garment. If more than three garments are being used to create the new garment, 

interesting color blocking effects may be achieved. This level should be marketed to 

affluent consumers willing to pay more than $200 for the redesigned garment.  

In this study, satisfaction with the redesigned garment alone did not guarantee a 

higher willingness to pay. The amount consumers were willing to pay depended on many 

factors, including the original garment’s quality or retail price, the level of involvement 

consumers had in the process, the degree of change or complexity of redesign, and their 

overall satisfaction with the final garment. Considering the estimated prices for the three 

levels of redesign, most consumers in this study would only have been willing to pay for 

the first two levels of redesign, and this is where redesigners should focus the majority of 

their efforts. Redesigners need to build customer service skills to accurately itemize 

expenses and explain construction procedures in an uncomplicated manner to ensure 

satisfaction with the end result. Participants stated their upper limits for a redesigned 

garment would be between $150-200 for something with special emotional attachment or 

for expensive, high quality original garments. Therefore, redesigners are not likely to 

make significant profits from complete transformation redesign until they have 

established a strong network of contacts with clients and area businesses, such as bridal 

shops, tailors, or clothing boutiques, for referrals. 
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Recommendations for Collaborative Redesign Businesses 

The Process 

The process used in this study is similar to LaBat and Sokolowski’s  (1999) 

design process. However, there were some adaptations for this study, which allowed 

clients an active role in co-designing and redesigning their garments. (See Figure 8). 

There are three main stages in LaBat and Sokolowski’s  (1999) design process: problem 

definition, creative exploration, and implementation. In this study, the clients were most 

heavily involved in the problem definition and creative exploration stage. The 

implementation stage was largely carried out by the designers, with client input for 

fittings and final approval.  

This model is appropriate for potential redesign businesses because participants’ 

responses indicated they were overall happy with their level of involvement and parts of 

the process they experienced. Participants generally wanted a medium to low level of 

involvement. The nature of their involvement was to ensure the final result matched their 

personal style so they could continue to wear the garment. After experiencing the 

process, 56% of participants thought a final fitting would improve the chances of 

satisfaction with the redesign; although only 7% of participants had a fitting in this study. 

The fitting step is included in the model because such a large number of participants 

recommended it, in addition to a final approval prior to garment return. It may be 

necessary along the way for the redesigner to keep records of client decisions and 

approvals along the way, as the process is difficult and may take several weeks to 
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complete. A detailed record of the process and decisions will assist the redesigner in 

staying organized and will ensure customer satisfaction. 

Figure 8. Collaborative Clothing Redesign Task and Process Flow 

 

 

The Experience 

Potential redesign businesses could market two types of redesign: group redesign 

and individual redesign. More than half of participants (52%) were interested in redesign 

with their social groups. Participants compared redesign parties to a girls’ night out, 

Tupperware® parties and Mary Kay® (makeup) parties. Redesign parties could also 
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mark important occasions, such as a bachelorette party. Events such as these are 

especially appropriate for marketing redesign. For example, for a bachelorette party, if 

enough sewing and design staff members are working, perhaps redesigned dresses could 

be worn out to clubs afterward. Brides might gift a redesign party to her bridesmaids so 

that after the wedding the women can make practical use of their bridesmaid dresses. The 

redesigned garments then serve as material reminders of the event.  

The atmosphere, mood, and overall environment for group redesign events could 

leave a lasting impression on consumers and might influence whether or not they return 

for repeated business. Redesign firms might consider offering light appetizers and 

beverages to enhance the experience. Background music or videos, particularly runway 

shows, could provide additional stimuli. Participants were interested in seeing more of 

the redesign process in person, so perhaps some of the work could be completed with 

customers on-site or else tours of the studio and sewing workrooms could be included.  

Although the number of participants interested in an individual one-on-one 

redesign experience was considerably lower than those interested in group events, this 

experience will still be important to offer to ensure a strong base of clientele. Along with 

individual redesign, the firm could offer personal shopping, tailoring, and wardrobe 

consulting services. 

Starting a New Redesign Business 

The suggestions regarding supplies and facilities could assist redesign businesses 

in estimating overhead needed to launch a new enterprise. Some of the supplies will be 

inexpensive and easy to acquire, such as fashion magazines, additional fabrics or trims, 
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and drawing tools. A supply of second-hand garments will also be necessary. Redesigners 

might partner with local used clothing stores to gain permission to sort and take 

merchandise that does not sell.  

Mannequins, cutting tables, industrial sewing machines, studio rent, and other 

related expenses will be the most cost prohibitive to starting a new business. An initial 

loan may be needed to cover these expenses. An online presence, such as blogs, social 

media, and a professional website, will be essential to marketing efforts. A website for 

redesigners could serve to communicate a designer’s taste, could include interactive 

features to allow consumers to virtually experiment with redesign, and could fulfill 

general marketing purposes. Staff other than the redesigner may be needed, including a 

professional seamstress, an accountant, and a marketing specialist. Training young 

designers in redesign methods could be accomplished through apprenticeship, in which a 

new employee shadows and assists the master redesigner until the appropriate skills are 

developed. 

Redesign businesses must discover ways to reduce labor costs in order to make 

the service accessible to a large number of consumers. This can be accomplished through 

modularizing the process and/or designs. Businesses might prepare a line of garment 

designs each season based on current trends and market demands. These could serve as 

templates consumers could select from, either the whole design or elements of it. Their 

used clothing could be made in the same pattern or combination of pattern pieces from 

the templates. Consumers could try on their size in the template before deciding on a 

design to make sure it looks good on them. The service could include pre-designed 
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modules of the process related to desired level of involvement and extent of redesign. An 

itemized list could be determined ahead of time for common sewing operations, for 

example, shortening a dress or tailoring a jacket. Also, an hourly rate of time with the 

redesigner could be charged so if a consumer wanted more involvement in certain stages 

(i.e., ideation or implementation), the redesigner could be properly compensated. 

CHAPTER 6: LIMITATIONS AND FUTURE RESEARCH 

Participant Characteristics 

This research has limitations that must be considered when interpreting the 

results. The sample was relatively homogeneous in terms of ethnic background, 

education, and income. The majority of participants were Caucasian (89%), college 

educated (70%) or currently in college (26%), and belonging to the middle income level. 

The homogeneity limits the application of the results to other groups. For example, 

people from low income levels might not be able to afford costly, labor intensive 

redesign, and high income individuals may choose to purchase new luxury goods instead. 

Additionally, other cultures may perceive used and recycled clothing differently, which 

could limit or increase interest in using redesign services in certain groups. Future 

research with Hispanic, African, or Asian Americans would be useful, as these are 

important consumer groups in the United States. Also, more information is needed about 

potential redesign consumers’ income to extend the findings of this study and of Young 

et al. (2004). 

In terms of age and occupation, participants varied greatly. Ages ranged from 18 

to 62 with a mean age of 30.37 years. Due to the small sample size, it is difficult to tell 
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what the optimal age group is to target redesign marketing efforts. Future research on 

redesign might focus on a specific age range or generational cohort to understand the 

types of redesign and experience different age groups will request. Because of how 

recruiting efforts were conducted, several participants worked for the same company. 

Thirty seven percent worked for a nonprofit human services organization, which may 

have influenced the data in some undetermined way. Other participants covered a wide 

range of occupations, such as student, lawyer, journalist, advertising salesperson, and 

nanny. There are many occupations unrepresented in this research, so perhaps future 

studies might cast a wider net in order to gain more diverse perspectives or else narrow 

the focus to a specific career path (for example, business managers). 

Focus Group Dynamics 

The social dynamics of a focus group could influence the quality of discussion 

and ultimately the results. Extroverts may be more likely than introverts to volunteer for a 

research study in which they have to share information about themselves and their 

opinions. Additionally, people might be more confident when in the presence of friends 

and acquaintances. In Round 1, several participants booked focus group dates with their 

friends. Discussion was especially lively in the focus groups where participants were 

comfortable with the other women. For example, in the March 7 focus group, four 

participants shared the same workplace, and one of these convinced a friend from outside 

of work to also come. This focus group lasted the longest of the five Round 1 meetings, 

approximately three hours, including the creative exploration portion. The women were 
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having fun trying on their garments, draping fabric on the mannequin, asking each other’s 

opinions, and brainstorming.  

On March 24, one pair of friends participated together. On March 28, three 

individuals were coworkers, and there was one pair of friends. On March 31, two 

participants were coworkers. April 5 was the only focus group that did not contain pairs 

or groups of friends. However, the lack of social connections in the April 5 group did not 

appear to have affected the length of the discussion, which was not significantly different 

from the other focus groups. 

Focus Group Size 

Focus group size may also have had an impact on the data. In terms of the five 

Round 1 focus groups, March 7 was the largest group with eight participants, compared 

to six on March 24, five on March 28, three on March 31, and five on April 2. For Round 

2 focus groups, meetings were held more frequently with fewer participants because their 

availability changed as the spring season transitioned into summer. Therefore, group 

integrity between Round 1 and Round 2 could not be maintained because garments were 

returned to participants in order of completion. A total of nine Round 2 focus groups 

were held on April 4 with six participants, April 28 with two, April 30 with four, May 4 

with two, May 9 with three, May 10 with three, June 20 with two, and July 18 with two.  

Two personal interviews were conducted because these participants were not 

available on any of the Round 2 focus group dates, despite several attempts to reschedule. 

One email questionnaire was sent to a student who had moved to another city after the 

spring semester concluded, and her garment was returned in the mail. The variation in 
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data collection methods in Round 2 (focus group, personal interview, email 

questionnaire) could also be considered a limitation. However, these three procedural 

deviations were allowed to ensure there was no attrition between Round 1 and Round 2, 

giving all participants a chance to voice their opinions in regard to their redesign 

experience. 

Time Constraints 

Redesign is a time consuming and labor-intensive process. Therefore, only a 

small number of garments could be completed within the duration of the study. The turn-

around time from Round 1 to Round 2 focus groups ranged from three weeks to 

approximately three months, depending on the complexity of redesign. Because the 

garments were not completed in the order in which they were received, some participants 

had to wait longer than others to receive their final garments, which may have influenced 

participants’ overall perceptions of the experience. On the other hand, participants who 

had to wait longer also had more time invested in their garments, which may have served 

to improve the quality of workmanship and consequent satisfaction. 

The contact time with participants was constrained to two meetings, between two 

to four hours total. The remainder of communication with clients was conducted via 

email or phone. Detailed information had to be transferred from client to the redesigner, 

including body measurements, personal tastes, fit problems with the garment, desired 

changes, and design inspiration. A further level of complexity was introduced when 

student designers were included on some of the designs (52%) because then 

communication had to be channeled through the primary investigator. The participants 
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themselves discussed how difficult it is to describe one’s own personal taste and 

preferences to another person. “It’s hard to get inside someone’s head and figure out what 

they like… I don’t know how you’d go about doing that. Um, and it’s risky when you 

start cutting on someone’s clothing...”-P15. 

Because participants volunteered for the study, it is likely that they wanted to 

minimize their time investment beyond the required focus groups, as summarized by the 

following statement. “I wouldn’t want to take probably the time to put too much 

together…if you have any ideas in your head, quick tell someone, and they can sketch it 

for you…and…move forward…”-P1. This may also be the reason why only three 

participants followed through with fittings. Clients who have to pay for redesign may 

have a different approach and may want to be more involved, especially if they paid a 

premium price for the original garment.  

I would actually want to be a lot more involved… if it was…very expensive 
clothing versus if it was, like, something that I didn’t have a lot of care for or that 
I didn’t put a lot of investment into.-P4 
 
Future research could replicate the process used in this study over a longer period 

of time in order to gain perspectives from a larger number of participants, which could 

serve to extend the findings. The research staff should include designers and seamstresses 

who must apply for the position by sharing examples of their work. This hiring process 

will ensure quality workmanship and customer service for all clients. All designers and 

seamstresses should be approved by the Institutional Review Board to interact with 

participants one-on-one instead of channeling communication through the primary 
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investigator. Several participants mentioned it was a disadvantage to not meet their 

designer in person, as summarized by the below quote. 

I think that would be really helpful for the designers to meet the person that 
they’re redesigning for to kind of get a feel for their personality and their personal 
style and stuff because you can look at a sketch and, like, attribute that dress to 
like anybody.-P8 
 

Survey design might be utilized to extend the findings to a larger number of 

individuals. For example, before and after images of the redesigns generated in the 

present study could be used as stimuli for an online image questionnaire. Subjects could 

rate the importance of clothing attributes and the overall success of the pictured 

redesigns. They could indicate their interest in redesign, how much they are willing to 

pay, and how involved they would want to be in the redesign process. Many of the same 

questions regarding ecological clothing behavior in the current study could be used in 

quantitative studies and subsequent statistical analysis. Future research could also be 

directed to experimenting and testing business models with varying degrees of consumer 

involvement in collaborative redesign. 
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APPENDIX B: FOCUS GROUP CONSENT FORM  

Co-Design as a Sustainable Fashion Solution: Exploring Consumer Interest in Re-inventing Their Used 
Clothing 

You are invited to participate in a study about consumer co-design of clothing, a sustainable fashion 
solution. This study is being conducted by Kristy Janigo, graduate student in the Apparel Studies Graduate 
Program located in the College of Design at the University of Minnesota. This research fulfills a degree 
requirement for the master’s thesis. Please read this form and ask any questions you may have before 
agreeing to be in the study.  
Background Information: 
The purpose of this study is to understand consumers’ interest in re-inventing used items from their 
wardrobes, as a sustainable alternative to discarding their clothing. A schedule of open-ended questions 
will drive discussions regarding participants’ personal style, their interest in redesigned apparel, why they 
want their garment redesigned, and their vision for the redesign.  
Procedures: 
If you agree to participate, we will ask you to take part in a focus group in a University of Minnesota 
sewing lab. You will be asked to bring one apparel item from your wardrobe that you wish to be 
redesigned. You will be asked some introductory questions about your knowledge of the impact of the 
fashion industry on the environment. You will also be asked to answer some demographic questions (e.g., 
age, ethnicity, education). We will then discuss your vision for redesigning the garment. No sewing or 
design skills are required of you. You will be assisted by the research team of professional designers and 
fashion design students to plan and redesign your garment. It will take between one and two hours to 
complete the focus group. The focus group will be video and audio recorded. Follow-up focus groups will 
be scheduled after garments are completed. You will be contacted for scheduling of this second focus 
group. At that time, your garment will be returned to you, and you will be asked to rate your satisfaction 
with the garment and the overall experience. 
Risks and Benefits of Being in the Study: 
There are no risks to you from participating in this research project. The benefit is a redesign performed on 
one of your garments for free. 
Confidentiality: 
The records of this study will be kept private. In any sort of report that might be published or presented, we 
will not include any information that will make it possible to identify you as an individual participant. Your 
name will not be connected with your responses. Research records will be kept in a locked file; only the 
researcher will have access to the records.  
Voluntary Nature of the Study: 
Your decision to participate is completely voluntary. Whether or not you participate will not affect your 
current or future relations with the University of Minnesota or myself. You may choose not to answer any 
of the questions contained in the questionnaire for any reason. 
Contacts and Questions: 
The lead researcher conducting this study is Kristy Janigo (simmo289@umn.edu) under the direction of Dr. 
Juanjuan Wu (jjwu@umn.edu).  If you have questions you may contact them using email or the following 
telephone numbers respectively 612-708-9029, 612-626-1254. If you have any questions or concerns 
regarding the study and would like to talk to someone other than the researcher(s), contact Research 
Subjects’ Advocate line, D528 Mayo, 420 Delaware Street S.E., Minneapolis, Minnesota 55455; telephone 
(612) 625-1650. Please keep this copy of this consent form for your records. 
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APPENDIX C: ROUND 1 QUESTIONNAIRE  

PARTICIPANT PROFILE: 

Participant number_______ 

Age____ 

Ethnic Background (circle one) Caucasian        Black        Asian        Hispanic        Other 

Major or Occupation____________________________________ 

Family Income_____________________________ 

 Please rate the following items, with 1 meaning strongly disagree, 3 neutral, and 5 strongly 
agree: 

             
1.   I purchase clothing items only when I need them.  1 2 3 4 5 
  
2.    I seldom purchase new clothing.   1 2 3 4 5 

3.    I try to reduce my carbon footprint.   1 2 3 4 5 
Carbon foot print means the amount of greenhouse gas emissions caused by an 
organization, event, product or person.  
 

4.    It is unacceptable to use more than you need. 1 2 3 4 5 

5.    I select clothing that is environmentally friendly. 1 2 3 4 5 

6.    I am aware of alternatives to mass produced clothing. 1 2 3 4 5 

7.    I have purchased sustainable clothing.  1 2 3 4 5 
Examples could be fair trade, organic, artisan crafted at living wages. 

 
8.    I have purchased clothing from second-hand stores. 1 2 3 4 5 

9.    I have purchased clothing from vintage shops. 1 2 3 4 5 

10.  I have paid for clothing repair, redesign, or   1 2 3 4 5 
tailoring services. 

 
11. What clothing attributes are most important in your purchase decisions? Rank the following 

seven attributes from 1 to 8, 1 being the most important and 8 being the least important. 
Use each number only once. 

 
_____ Color 

_____ Silhouette 

Strongly  
Disagree Neutral 

Strongly 
Agree 



   115 

 

_____ Fabric or material   

_____ Style  

_____ Fit 

_____ Comfort 

_____ Functional needs / practicality 

_____ Decorative details 

 

12. Describe your personal style and list a few words to describe your look. 

 

 

 

13. Which celebrity or fictional character dresses like you or how you want to dress? 

 
 
GARMENT PROFILE: (researcher to attach garment image to this page) 

1. Please provide a brief description of the item you have brought to be redesigned: 

 

 

2. How much did you pay for this garment when you bought it? 

3. How long have you had it? 

 

4. How often do you wear it? 

 

5. Under what circumstances did you buy or acquire it (for example, received it as a gift, 
bought it on sale, purchased it from a vintage shop)? 
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6. Do you have any special emotional attachment to this garment? If so, please explain.  

 

7. Why did you pick this garment for redesign? 

 

BODY MEASUREMENTS:  
Non-applicable measurements may be omitted. Record in inches. 

Bust________________ 
Waist_______________ 
Hip_________________ 
Vertical Trunk_________ 
Shoulder length________ 
Rise_________________ 
Inseam_______________ 
Muscle_______________ 
Thigh________________ 
Wrist Circ.____________ 
Sleeve length__________ 
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APPENDIX D: ROUND 1 FOCUS GROUP QUESTIONS 

1. What interested you in participating in this study? 

 

2. To what extent are other people concerned about the environment? 

 
 

3. Do you think other people modify their purchasing decisions to minimize their impact 
on the environment? 

 

4. What sustainable clothing types or services are available for purchase? 

 

5. What types of sustainable clothing do you think retailers should offer? 

 

6. How interested are people in recycled and redesigned clothing? Why? 

 

7. What would be the main reasons for people to want to redesign their garments? 

 

8. How involved would you want to be in the redesign process?  
 

9. Where in the process would you like to be involved (ideation, implementation)? 
 

10. What kind of redesign help do people generally need (ideating, sketching, sewing, 
fitting)? 

 

11. What kind of facilities should the master designer offer (sketching paper, pencil, 
sewing machine, mannequins of your size, a website for communication)? 
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12. What attributes of the garment are in most need of redesigning? (e.g., the fabric, fit) 
 

13. What kind of experience should the redesign process offer to the customers? (e.g., 
music playing, able to watch the redesign, some other entertainment) 

 

14. How much is appropriate to charge? 
 

Now, let’s work together to write down and/or sketch a redesign plan of each focus group 
participant’s garment. 
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APPENDIX E: ROUND 2 QUESTIONNAIRE 
 
Participant number_______ 

Please rate the following items, with 1 meaning strongly disagree, 3 neutral, and 5 strongly agree: 
 
 
1.    It is not good to consume more than you need. 1 2 3 4 5 

2.    I select clothing for their ecological qualities. 1 2 3 4 5 

3.    I am aware of alternatives to mass produced clothing. 1 2 3 4 5 

4.    I seek out sustainable alternatives to mass produced 1 2 3 4 5 

      clothing. 

5.    I purchase recycled clothing from second-hand stores.1 2 3 4 5 

6.    I purchase recycled clothing from vintage shops. 1 2 3 4 5 

7.    I have used custom clothing redesign services. 1 2 3 4 5 

 

Please answer the following items: 

1. How satisfied are you with your redesigned garment? (1 meaning very dissatisfied, 3 
meaning neutral, and 5 meaning very satisfied)  1 2 3 4
 5 
 
 

2. How much does your redesigned garment match your personal style? (1 meaning it does not 
match my style, 3 meaning neutral, and 5 meaning it is a perfect match) 

1 2 3 4
 5 

 
 

3. How long do you expect to wear your redesigned garment? (circle one) 
Less than 6 months  6 months to 1 year 1 year to 3 years more than 3 

years   

 

4. How much would you be willing to pay for a similar service? (circle one) 
$0-25  $26-50  $51-75  $76-100 More than $100 

 

Strongly  
Disagree Neutral 

Strongly 
Agree 
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5. How willing would you be to recommend the service to your friends? (1 meaning not at all 

likely, 3 meaning neutral, and 5 meaning very likely) 1 2 3 4 5 
 

6. What about the redesign process did you especially like? 

 

 

7. What about the redesign process caused you difficulty? 
 

 



   121 

 

APPENDIX F: ROUND 2 FOCUS GROUP QUESTIONS  

1. How interested are you in redesigned clothing? 

2. How involved would you want to be in the redesign process?  

3. Where in the process would you like to be involved (ideation, implementation) 

4. How should redesign be communicated to the potential customers to attract their 

participation? 

5. What kind of redesign help do people generally need (ideating, sketching, sewing, 

fitting)? 

6. What kind of facilities should the master designer offer (sketching paper, pencil, 

sewing machine, mannequins of your size, a website for communication) 

7. What attributes of the garment are in most need of redesigning? 

8. What kind of experience should the redesign process offer to the customers 

9. How much is appropriate to charge? 
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APPENDIX G: GARMENT REDESIGN BEFORE AND AFTER IMAGES 
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