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Abstract 

This study gives an overview of the general awareness of clothing consumption and recycling 

of costumers in contemporary Japan. Furthermore, through a survey it investigates whether 

Uniqlo’s sustainability mission, that is, the All-Product Recycle Initiative, influences their 

consumers to recycle or not. The results of the study show that customers do not seem to 

perceive Uniqlo as a sustainable brand, but rather a fast fashion brand with higher-quality 

items, if compared to other brands. Moreover, the general awareness level of clothing 

consumption and recycling seems to be poor. One of the reasons that costumers are not 

recycling enough seems to be because of insufficient information shared about recycling 

through the All-Product Recycle Initiative. 

Denna studie ger en översikt kring den generella medvetenheten om klädförbrukning och 

återvinning av kunder i samtida Japan. Vidare är målet att förstå om Uniqlos 

hållbarhetsuppdrag All-Product Recycle-initiativet, påverkar sina konsumenter till att 

återvinna eller inte. Resultaten av undersökningen visade att kunder inte verkar uppfatta 

Uniqlo som ett varumärke som står för hållbarhet, utan snarare ett fast fashionmärke med 

något högre kvalitet än andra märken. Den generella medvetenheten om klädförbrukning och 

återvinning visar vara dålig. En av anledningarna till att kunderna inte återvinner mer av sina 

använda kläder, är uppenbarligen att information om återvinning genom All-Product 

Recycle-initiativet inte räcker till. 

本研究の目的は、衣服の消費行動に対する意識および現代日本における消費者の

リサイクル行動を調査することである。また、ユニクロのサステナビリティミッ

ションにおける「全商品リサイクル」が消費者のリサイクル行動に影響を及ぼし

ているかについてアンケートで調査された。本調査を通して、ユニクロは高品質

のファストファッションブランドとして捉えられており、サステイナブルなブラ

ンドとして意識されていないことが示唆されている。また、現代日本において衣

服の消費行動およびリサイクルに対する意識が低いことが明示された。リサイク

ルが不十分な理由の一つとして、リサイクルに関する情報が存分に共有されてい

ないことが挙げられる。 

Keywords: Uniqlo, consumption behaviour, recycling awareness, SDG, sustainability  
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Annotation 

The romanisation of Japanese words is according to the revised Hepburn system. When 

Japanese words are first used, they are set in italics and long vowels are marked with a 

macron, diacritical mark. Japanese names are written in Western style; given name first and 

family name second (Example: Tadashi Yanai). Globally used Japanese terms have not been 

italicised.  

Dates are indicated as day month year.  

Except already existing English translations from Japanese sources, all translations from 

Japanese to English in this thesis are my own, unless otherwise stated.  

Abbreviations used:  

- SDG or SDG:s for the Sustainable Development Goals  

- the UN for the United Nations 

- SNS for Social Networking Services 

- 12th goal for the Sustainable Development Goal 12 

- SDG 12.6/12.6 goal for target 6 of the Sustainable Development Goal 12 
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1 Introduction 

The 2030 Agenda for Sustainable Development, is a new set of global Sustainable 

Development Goals (SDG), formed by the United Nations in 2015. These goals and targets 

build on the previous Millennium Development Goals, in order to complete what the old 

goals did not accomplish.1 The purpose of the new sustainability goals is to encourage global 

action for the environment over the next 15 years.2  

To achieve the United Nations’ 12.6 goal which is one of the targets of the main 12th goal, 

aims to “encourage companies, especially large and transnational companies, to adopt 

sustainable practices and to integrate sustainability information into their reporting cycle”3, 

thus, a thorough transformation within global large companies is urged by the UN.4  

Fast Retailing is the company which owns Uniqlo, one of Japan’s top 10 brands.5 In 2017, 

Uniqlo issued a new sustainability report that is rooted in the United Nations’ sustainable 

development goals.6 In accordance with the 12th goal concerning sustainable consumption 

and production, Uniqlo undertakes similar initiatives such as the All-Product Recycle 

Initiative.7 The initiative encourages customers of Uniqlo and G.U, who is also a brand 

owned by Fast Retailing, to recycle their used clothing, that in turn Fast Retailing then 

donates to refugees in developing countries.8  

                                                           
1 United Nations, “Transforming our World: The 2030 Agenda for Sustainable Development”, United Nations 

[website], 2015, p. 3-14, 

https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for%20Sustainable%20

Development%20web.pdf, (accessed 3 April 2019). 
2 Ibid., p. 3 
3 United Nations, “Progress of goal 12 in 2018”, Sustainable Development Goals Knowledge Platform 

[website], 2018, https://sustainabledevelopment.un.org/sdg12, (accessed 9 April 2019).  
4 Ibid. 
5 A. Hasegawa and A. Kimm, Rediscovering Japanese Business Leadership: 15 Japanese Managers and the 

Companies They're Leading to New Growth, Singapore, John Wiley & Sons, 2010, p. 79-94 
6 Fast Retailing, “Sustainability Report 2018”, Fast Retailing [website], February 2018, p. 1-33, 

https://www.fastretailing.com/eng/sustainability/report/pdf/sustainability2018_en.pdf, (accessed 9 April 

2019). 
7 Uniqlo Sustainability, “Recycling Program”, Uniqlo [website], 2018, 

https://www.uniqlo.com/en/sustainability/recycle/, (accessed 9 May 2019). 
8 Fast Retailing, “Contributing to Society through Clothing”, Fast Retailing [website], 2019, 

https://www.fastretailing.com/eng/sustainability/community/donating_clothing.html, (accessed 7 May 2019). 

https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for%20Sustainable%20Development%20web.pdf
https://sustainabledevelopment.un.org/content/documents/21252030%20Agenda%20for%20Sustainable%20Development%20web.pdf
https://sustainabledevelopment.un.org/sdg12
https://www.fastretailing.com/eng/sustainability/report/pdf/sustainability2018_en.pdf
https://www.uniqlo.com/en/sustainability/recycle/
https://www.fastretailing.com/eng/sustainability/community/donating_clothing.html
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However, with the fast fashion trend rising in Japan, not only recycling, but also the 

consumption behaviour of Uniqlo’s customers is an important area for developing 

sustainable consumption.9 Campaigns such as the 10 Million Ways, with the purpose of 

collecting 10 million items by 2016, are meant to encourage Uniqlo customers to recycle.10 

However, taking further practical actions to achieve the 12th goal, and not just stopping after 

the implementation of the sustainability report, which is only part of goal 12.6, is still a 

problem.11  

Research has shown (see chapter 3.2 and 4.2) that information regarding recycling is not 

sufficient and is not effectively reaching the consumers.12 In general, people are encouraged 

to shop at Uniqlo through television commercials and Social Media Networking (SNS) 

platforms.13 Uniqlo seems to lack a focus for its All-Product Recycling Initiative which has 

the purpose of influencing their customers to, for instance, recycle more. Therefore, the 

problem of unsustainable consumption and recycling awareness remains. 

1.1 Problem statement 

This study investigates on the example of Uniqlo in which way a fashion company can 

contribute to sustainability by raising awareness on part of their consumers and changing 

their consumption patterns. This initiative rests on Uniqlo’s sustainability report which again 

is rooted in the United Nations’ sustainable development goals, in particular the 12th goal of 

sustainable consumption and production.14 

                                                           
9 S. Hosoda, “Fast Fashion and Consumption Behavior of Young People”, Saitama Women’s Junior College 

Research Bulletin, vol. 26, September 2012, pp. 43-54. 
10 Uniqlo Sustainability, “10 Million Ways To Help”, Uniqlo [website], 

http://www.uniqlo.com/en/sustainability/10MillionWaysToHelp/, (accessed 9 April). 
11 M. Kosaka, “SDGs in sustainability reports: analysis from the integrated approach”, Academic Journal of 

Environmental Information Science, vol. 38, 2018, pp. 25-30. 
12 T. Hayashi, “Awareness and behaviour of recycling clothes”, Journal of Social Studies, vol. 46, March 

2008, pp. 1-16, http://archives.bukkyo-u.ac.jp/rp-contents/SO/0046/SO00460L001.pdf, (accessed 7 May 

2019). 
13 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, Journal of the Japan Research Association for 

Textile End-Uses, vol. 59, no. 12, 2018, pp. 50-57, 

https://www.jstage.jst.go.jp/article/senshoshi/59/12/59_948/_pdf/-char/ja, (accessed 1 May 2019). 
14 Fast Retailing, “Sustainability Report 2018”, p. 31-33 

http://www.uniqlo.com/en/sustainability/10MillionWaysToHelp/
http://archives.bukkyo-u.ac.jp/rp-contents/SO/0046/SO00460L001.pdf
https://www.jstage.jst.go.jp/article/senshoshi/59/12/59_948/_pdf/-char/ja
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This study investigates the following research questions:  

• What is the general awareness of clothing consumption and recycling of consumers 

in contemporary Japan?  

• Does Uniqlo’s sustainability mission’s All-Product Recycle Initiative influence 

their consumers to recycle? If so, in what ways? 

1.2 Background 

This section 1.2 begins with a brief look on recycling in general (1.2.1), followed by a 

description of the sustainable development goals (SDG) in 1.2.2. Sections 1.2.3 and 1.2.4 

contain information regarding Uniqlo’s All-Product Recycling Initiative, which is one of the 

study’s main research objects.  

Section 1.3 contain information regarding previous research related to the subject, as well as 

an overview of materials used.   

The last section, 1.4, covers the delimitations of the research, which deals with the term 

“sustainable development”. Moreover, the main focus of Uniqlo is explained.  

1.2.1 Clothing recycling in Japan from 1945 to the present 

In 2000, Japan issued the Basic Law for Establishing the Recycling-based Society. The 

purpose of this law was to reduce the consumption of natural resources and the impact of 

consumption on the environment. However, finding an efficient recycling system is 

continuing to be a challenge for Japan.15 

The perception of clothing in Japan, has gone through a major transformation since 1945 up 

until present days. This transformation has been divided into five eras, focusing on the time 

after the second World War. During the first era (1945-54), one of customers’ needs was 

durable clothes. The limited amount of supplies and the low standard of living were the main 

causes for this. The demand for durable clothing changed during 1955-1974, when mass-

                                                           
15 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
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production and clothing consumption grew. This was due to the rapid modernisation and 

technological innovations of the Japanese economy, which raised peoples’ standard of living. 

Clothing items with labels such as “fashionable” or “aesthetic” became more important than, 

for instance, the durability of the item. The years 1974-1984, living standards continued to 

rise and be stabilised.16  

In the years between 1985-1994, the standard of living continued to rise. Consequently, 

customers started perceiving clothing consumption with luxury. Thus, clothing started 

getting more mass-produced.  The most substantial contrast from the post-war era, is the fifth 

phase (1995-present). The need for clothes and the desire for not just durability, but both 

uniqueness and comfort accelerated fast. Until the 1960s, resource recovery system 

companies existed in order to collect old clothes and tattered textiles from customers. 

However, the large economic growth with a high production and consumption of clothes in 

Japan during this time, caused the resource recovery system to be exhausted, not being able 

to keep up with the rapid modernisation. Consequently, even if the resource recovery system 

services of these companies still remain today, few are still using them. In recent years, new 

technologies such as online shopping and free marketing, have changed the way clothes 

circulate. Therefore, it would seem important to establish a more up-to-date system of 

distributing and circulate clothing that can handle the immense numbers of clothing items. 

Based on the exhaustion of the resource recovery system in the 1960s, understanding 

consumers’ awareness and behaviour towards clothing recycling seems to be a necessity for 

moving forward towards finding an effective recycling system.17 

1.2.2 What are the sustainable development goals (SDGs)? 

The Division for Sustainable Development Goals (in short: DSDG), is a division within the 

United Nations Department of Economic and Social Affairs.18 The main purpose of this 

                                                           
16 Ibid. 
17 Ibid. 
18 United Nations, “Division for Sustainable Development Goals”, Sustainable Development Goals 

Knowledge Platforms [website], https://sustainabledevelopment.un.org/about, (accessed 3 April 2019). 

https://sustainabledevelopment.un.org/about
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division is to provide support and capacity-building for the sustainable development goals 

(SDG). These 17 SDG:s are divided into 169 smaller targets.19 

The sustainable development goals were announced by the United Nations, with the mission 

to confront issues such as: peace, security, climate change, sustainable development, et 

cetera.20 As of today, the United Nations is made up of 193 members states, and Japan joined 

the organisation in 1956.21 The agenda for the sustainable development goals was announced 

in New York in 2015, within the so-called “2030 Agenda for Sustainable Development”.22 

The purpose of these goals and targets is to encourage and stimulate action in critical areas, 

in particular human rights and environmental issues. Target 12.6 of the 12th SDG requires 

companies to publish sustainability reports.23 By 2018, 108 countries, including Japan, had 

established national policies or actions benefiting sustainable consumption and production.24 

The company Fast Retailing, the owner of Uniqlo, started to integrate these sustainable 

practices into their vision in 2001, and had 70% of their entire workforce educated on 

sustainability by August 2017.25 

1.2.3 Uniqlo and their sustainability mission  

Uniqlo is a clothing apparel company founded in Japan. As of today, it has become a global 

brand with over 1000 stores worldwide.26 Tadashi Yanai is the founder, president and CEO 

of the Fast Retailing Company, previously named Ogori Shōji and Unique Clothing 

                                                           
19 Ibid. 
20 United Nations, “Overview”, United Nations [website], https://www.un.org/en/sections/about-

un/overview/, (accessed 3 April 2019). 
21 National Archives of Japan, “Charter of the United Nations and Statute of the International Court of Justice 

1956”, National Archives of Japan, vol. 15, Treaty 26, 2007, 

http://www.archives.go.jp/ayumi/kobetsu/s32_1956_04.html, (accessed 4 April 2019). 
22 United Nations, “Transforming our World: The 2030 Agenda for Sustainable Development”, p. 3-36 
23 United Nations, “Progress of goal 12 in 2018”, 2018. 
24 United Nations, “The Sustainable Development Goals Report 2018”, Department of Economic and Social 

Affairs [website], 2018, https://unstats.un.org/sdgs/report/2018/overview/, (accessed 12 April 2019). 
25 Fast Retailing, “Fast Retailing’s Activities”, Fast Retailing [website], 2019, 

https://www.fastretailing.com/eng/sustainability/vision/history.html, (accessed 14 May 2019). 
26 Uniqlo, “About Uniqlo”, Uniqlo [website], https://www.uniqlo.com/se/en/company/, (accessed 5 April 

2019). 

https://www.un.org/en/sections/about-un/overview/
https://www.un.org/en/sections/about-un/overview/
http://www.archives.go.jp/ayumi/kobetsu/s32_1956_04.html
https://unstats.un.org/sdgs/report/2018/overview/
https://www.fastretailing.com/eng/sustainability/vision/history.html
https://www.uniqlo.com/se/en/company/
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Warehouse (Uniqlo). The company was originally founded in 1949 by his father Hitoshi 

Yanai, from whom Tadashi Yanai inherited it.27 

From 2001 to 2010, Uniqlo gained the status of a top-tier company in Japan, and people 

began to see Uniqlo as the company most likely to someday be the first name in Japanese 

business. By 2009, Uniqlo had become one of Japan’s top 10 brands.28 The company had, at 

the end of August 2009, a capital worth of 10.2 million yen. In the same year, Tadashi Yanai 

himself was estimated to a net worth of 6.1 billion dollars.29  Today, the company Fast 

Retailing owns brands such as Uniqlo and G.U.30 

According to Uniqlo’s English website, the purpose of their sustainability mission is to 

provide for a more sustainable society.31 Their sustainability mission is rooted in the United 

Nation’s Sustainable Development Goals. In their sustainability report of 2018, they write:  

[…] In September 2015, the world began a new journey toward meeting these challenges. The 

193 United Nations member states unanimously adopted the 2030 Agenda for Sustainable 

Development and its 17 Sustainable Development Goals (SDGs). The agenda calls for all 

countries to improve the lives of people everywhere. The United Nations, governments, 

businesses, international agencies, and civil society are working together to reach the SDGs by 

2030.32 

The sustainability mission consists of 8 main areas which are called “The Fast Retailing 

Group’s main stakeholders”. They cover various areas from customers to suppliers.33 Within 

these main areas, there are also four priority areas: supply chain, products, stores and 

employees.34 The main purpose of these priority areas is stated to be the following:  

                                                           
27 A. Hasegawa and A. Kimm, Rediscovering Japanese Business Leadership: 15 Japanese Managers and the 

Companies They're Leading to New Growth, p. 84-94 
28 Ibid. 
29 Ibid., p. 79-84 
30 Fast Retailing, “About Fast Retailing”, Fast Retailing [website], 2019, 

https://www.fastretailing.com/eng/about/business/aboutfr.html, (accessed 14 May 2019). 
31 Uniqlo, “This is LifeWear”, Uniqlo [website], https://www.uniqlo.com/lifewear/jp/, (accessed 12 March 

2019). 
32 Fast Retailing, “Sustainability Report 2018”, p. 9. 
33 Ibid., p. 1-33. 
34 M. Roll, “Uniqlo - The Strategy Behind the Japanese Fast Fashion Retail Brand.”, Martin Roll, July 2018, 

https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-

retail-brand/, (accessed 13 March 2019). 

https://www.fastretailing.com/eng/about/business/aboutfr.html
https://www.uniqlo.com/lifewear/jp/
https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-retail-brand/
https://martinroll.com/resources/articles/strategy/uniqlo-the-strategy-behind-the-global-japanese-fast-fashion-retail-brand/
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The Fast Retailing Group is committed to achieving these goals. For example, we collaborate 

with our worldwide partner factories to assure a safe workplace where employees feel 

empowered and rewarded for their efforts (SDG 8). We also save energy and reduce carbon 

dioxide emissions in manufacturing, while making high-quality, long-lasting clothing (SDG 12). 

Building on our proven track record, in 2017 we formulated a new Sustainability Statement and 

identified four priority areas where we are intensifying our efforts to create a positive impact, in 

cooperation with our stakeholders and partners.35 

The corporate statement for the Fast Retailing Group is: “Changing clothes. Changing 

conventional wisdom. Change the world”.36 Their statement claims to provide customers all 

over the world with affordable clothing.  

1.2.4 Uniqlo’s All-Product Recycling Initiative  

As mentioned in the previous section, Uniqlo’s sustainability mission’s four priority areas 

seems to be linked to the UN’s sustainable development goals. The second priority area, the 

products, is closely linked to the 12th goal. Uniqlo states that one of the main focuses of this 

priority area is their All-Product Recycle Initiative. The recycling initiative started in 

September 2001, and the initial purpose was to recycle the brand’s popular item material – 

fleece. In 2006 the focus shifted to all clothing, and the initiative was accordingly named All-

Product Recycle Initiative. The process is as follows: Customers of Uniqlo or G.U are 

encouraged to bring their used clothing to the stores for recycling. The company then sorts 

the clothes, and about 80% of the clothing are then donated to refugees in developing 

countries or other people in need. The 20% that cannot be re-used are grounded up and 

compressed with paper and plastics for reuse. These recycled materials can then be, for 

instance, used as an alternative to fossil or coal fuels by paper manufacturers.37 

In 2018, over 16,971,200 items were donated to the regions of Africa by Uniqlo, the main 

receiver of clothing through the All-Product Recycling Initiative.38  

                                                           
35 Fast Retailing, “Sustainability Report 2018”, p. 10. 
36 Fast Retailing, “Changing clothes. Changing conventional wisdom. Change the world.”, Fast Retailing 

[website], https://www.fastretailing.com/eng/, (accessed 9 April 2019). 
37 Fast Retailing, “All-Product Recycling”, Fast Retailing [website], 2018, 

https://www.fastretailing.com/eng/sustainability/products/recycle.html, (accessed 19 May 2019). 
38 Fast Retailing, “Contributing to Society through Clothing”, 2019. 

https://www.fastretailing.com/eng/
https://www.fastretailing.com/eng/sustainability/products/recycle.html
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1.3 Previous research and materials 

Research that has been done in Japanese-language sociology regarding Uniqlo are in general 

about sustainable consumption behaviour and awareness of consumers in Japan. However, 

since this thesis investigates a company and the SDG:s from the UN, official reports from 

Uniqlo and the UN do also have to be considered to get a better comprehension of the 

research problem. Uniqlo’s sustainability report covers priority areas related to sustainable 

development, while the UN’s SDG report covers their goals and the related progress. 

Apart from data on general consumption behaviour and awareness from previous studies, 

similar data on Uniqlo’s consumers and the All-Product Recycling Initiative that are not from 

their own website, have been difficult to find. This is further mentioned in the method of 

analysis in chapter 2.1.1. 

1.3.1 The sustainability development  

The UN’s report from 2018 on the 12th goal, shows that larger companies’ have a growing 

interest in implementing the 12th goal into their existing financial or non-financial reporting 

models.39  

Uniqlo’s sustainability report from 2018 presented that the 12th goal continued to be 

implemented through various activities throughout 2018, such as education on sustainability 

for Uniqlo’s 110,000 employees.40  

In a study conducted by Mari Kosaka in 2018 on the implementation of SDG:s within 

companies, the importance of considering the difficulties of implementing SDG targets 

within companies is discussed. The study covers the top 100 companies from a list called the 

500 Fortune Global. The research show that companies tend to look at each SDG target on 

                                                           
39 United Nations, “High-Level Political Forum Goals in Focus Goal 12: Ensure sustainable consumption and 

production patterns”, United Nations Statistics Division, 2018, https://unstats.un.org/sdgs/report/2018/Goal-

12/, (accessed 10 April 2019). 
40 Fast Retailing, “Sustainability Report 2018”, p. 31-33 

https://unstats.un.org/sdgs/report/2018/Goal-12/
https://unstats.un.org/sdgs/report/2018/Goal-12/
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an independent scale as the main focus, rather than at the goal itself. The study especially 

targets the 12.6 goal.41 

1.3.2 Clothing consumption and recycling awareness in Japan 

In a survey conducted by Kanoko Washizu et al. in 2016, 90% of the participants chose 

Uniqlo as their top place to shop fast fashion clothing. It reveals that university students 

dispose their used clothing as normal garbage by 37.1%, while guardians only by 28.8%. 

Moreover, guardians tend to use the remaining resource recovering services more than 

students. A total of 453 undergraduates from universities in Aichi Prefecture and 134 of their 

guardians participated in the survey. From the student group 343 accounted for females and 

110 for males. Due to lack of male participants, the guardian group is in total 134 females.42 

This is the first source of the two main materials used for this study, and its results are further 

discussed in the qualitative chapter.  

A study on fast fashion consumption behaviour was done by Mika Fujiwara et al. in 2018, 

and the purpose of the study was to define the characteristics of Uniqlo, G.U and Shimamura 

(another fast fashion brand in Japan). The analysed data was single-sourced from Nomura 

Research Institute. The survey’s target was in total 3000 men and women, aged 20-59 who 

live in six prefectures of the Kantō region. The survey period lasted from 28 January to 1 

April 2017.43 

A data analysis done by Sakie Hosoda in 2012 show that since 2008, there has been a major 

increase in finding affordable prices when shopping at fast fashion brands such as Uniqlo. 

Factors like good quality or brand consciousness seems to weigh less to the average student. 

The focus of the study was on the consumption trends of young people, through an analysis 

of the Japanese apparel market.44 

                                                           
41 M. Kosaka, “SDGs in sustainability reports: analysis from the integrated approach”, p. 25-30. 
42 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, Journal of 

the Japan Research Association for Textile End-Uses, vol. 57, no. 5, 2015, pp. 385-390, 

https://www.jstage.jst.go.jp/article/senshoshi/57/5/57_385/_pdf/-char/ja, (accessed 5 March 2019). 
43 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
44 S. Hosoda, “Fast Fashion and Consumption Behavior of Young People” p. 43-54. 

https://www.jstage.jst.go.jp/article/senshoshi/57/5/57_385/_pdf/-char/ja
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The final study mentioned in this research is conducted by Takanori Hayashi in 2007, which 

covers the topic of recycling awareness in correlation with clothing. The purpose of the study 

is to survey consumers’ awareness and behaviour towards recycling of clothing. It was 

surveyed from June 2006 to September 2007. The targets were students of the Faculty of 

Human Environmental Sciences in the regions of Ōsaka, Kyōto and Nara. In total 314 people, 

all female students, participate in the study. However, some parts of the survey were 

examined in the same way for students of the sociology department. In that department, the 

total participants accounted for 59 male students and 32 female students.45 This is the second 

source of the two main materials used for this study, and its results is further discussed in the 

qualitative chapter. 

1.4 Delimitations 

There are many ways to implement sustainable development within companies; however, 

this study concerns itself only with SDG 12.6, set by the UN.  

The SDG 12.6 specifically targets large companies, therefore the Japanese company Uniqlo 

is an appropriate focus for this thesis. Of particular interest is how they integrate the SDG 

12.6 into their sustainability mission and how the sustainability message reaches their 

consumers in contemporary Japan. This research does not primarily focus on Uniqlo’s 

clothing products themselves. This is because the SDG 12.6 is about adopting sustainable 

practices and integrating sustainability reports into companies’ routines. The primary focus 

is on the clothing consumption and recycling awareness of Uniqlo’s customers.  

2 Method 

This study uses both a qualitative and a quantitative method. This chapter begins with an 

introduction to the materials of the qualitative and quantitative research. Then follows an 

analysis of the methods used.  

                                                           
45 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
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Since this research aims to give an overall picture of whether Uniqlo’s recycling initiative 

affects their consumers in contemporary Japan, both a quantitative and a qualitative method 

seemed relevant. By conducting both quantitative and qualitative research, this study may 

provide a wide perspective on Uniqlo’s sustainability mission and its possible effects on 

consumption behaviour. Moreover, using two methods, facilitates a study that is aimed at a 

more coherent understanding of the research problem. 46  The quantitative research is 

primarily meant to support the qualitative data. 

2.1 Approach 

The method for the 2.1 qualitative part of this research is conducted through a document 

analysis. Document analysis is a way of interpreting documents in order to shed light onto a 

certain topic or issue.47 Qualitative researchers use at least two sources for a document 

analysis. This is to provide credible evidence through different data of methods.48 

For the qualitative research, the above-mentioned two previous studies conducted in Japan 

regarding the consumption behaviour of clothes are the two main objects of analysis. 

However, other surveys and studies are also analysed and compared with the two. Lastly, 

they are contrasted with Uniqlo’s All-Product Recycling Initiative and the SDG 12.6 to find 

possible similar results.  

2.2 Quantitative data collection method 

The secondary data has been collected mostly through official reports, journals, articles and 

surveys regarding general consumption behaviour, general recycling awareness, fast fashion 

consumption and sustainability goals.  

                                                           
46 R. Johnson, A. Onwuegbuzie and L. Turner, “Toward a Definition of Mixed Methods Research”, Journal 

of Mixed Methods Research, vol. 1, 2012, pp. 112-133. 
47 G. Bowen, “Document Analysis as a Qualitative Research Method”, Qualitative Research Journal, vol. 9, 

2009, pp. 27-40, http://ngsuniversity.com/pluginfile.php/134/mod_resource/content/1/DocumentAnalysis.pdf, 

(accessed 25 April 2019). 
48 Ibid.  

http://ngsuniversity.com/pluginfile.php/134/mod_resource/content/1/DocumentAnalysis.pdf
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The primary data was collected through a free to use survey tool, Google Forms. The survey 

constructed was delegated through contacts on social media, where it was shared 21 times 

and closed after 3 weeks. 

2.3 Method of analysis 

It is a challenge to convert opinions and thoughts into numbers and statistics. The sources 

used for this thesis have been studied from a critical perspective, informed by an awareness 

of the author’s possible bias whose position is that of a Japanese-language major. 

Reliability 

Mostly secondary sources have been used for this research. The primary data was pilot tested 

before release by a native-Japanese speaker.  

One important aspect is the lack of data on specifically Uniqlo’s sustainability mission and 

the All-Product Recycling Initiative, that is not from their own website. The available data is 

either minimal or vague. Therefore, the previous research on general consumption and 

recycling awareness is considered to be vital for this research to show a broad understanding. 

This is why the quantitative addition to the research was considered to be relevant as a support 

for the qualitative part. 

Validity 

Since the quantitative data is conducted with a set of questions and a set of answers, it can 

be difficult to ask questions which are not generalised. Standardised questions with Yes and 

No answers can be problematic in regards to opinions and thoughts with more complex 

answers. Consequently, the comment section is very important for quantitative research. 

Sampling method 

The sampling of the survey has been conducted through a so-called convenience sampling, 

where the data from the participants have been collected through an online open platform. 
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This means that the survey cannot be easily generalised.49 However, it may shed some light 

on data about consumption awareness of Uniqlo’s consumers in contemporary Japan.  

Sampling bias 

When conducting a survey there is always a possibility that some of those requested to 

participate, may not be willing to do so. In order to minimise this, five areas have been taken 

into consideration when compiling the survey.50 The following considerations are: 

1. Nature of respondents: Certain people are more prone to answer surveys, whether it 

is applicable to their age and natural situation.51 Since the survey was shared on social 

media, it is more prone to be shared within the same age group as the conductor 

(between 18-26). Therefore, only age, gender and residential location were asked for, 

the last one being further discussed at point 2.  

2. Subject of research: Another way to minimise the non-response rate, was to not touch 

upon subjects that could be sensitive. This is the reason why a question on occupation 

was not posed, as it may incline to varying incomes, which could be sensitive. 

Furthermore, things such as politics or religious preferences were not asked. In 

regards to the term ethnicity, the target group was “residents of Japan”, 52  and 

therefore, the respondents could choose from the list of prefectures in Japan, as well 

as an option for “abroad”. In order to accommodate respondents that consider 

themselves a resident of Japan, but do not necessarily live in Japan, the abroad option 

seemed relevant. Ethnicity is a difficult subject and may be a sensitive one, and could 

have added to the non-response rate.  

3. Researcher identity: The survey did not contain any information on the researcher’s 

age, social class, gender or ethnicity et cetera. 

                                                           
49 M. Denscombe, The Good Research Guide: For small-scale social research projects, 4th ed., McGraw 

Hill, 2010, p. 37-40 
50 Ibid., p. 19-21 
51 Ibid., p. 19 
52 Masai, Y. et al., “Japan”, Encyclopædia Britannica, May 2019, 

https://www.britannica.com/place/Japan/People, (accessed 16 May 2019). 

https://www.britannica.com/place/Japan/People
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4. Nature of contact: The nature of the contact was through the conductor’s social media. 

The way respondents are approached can have different reactions, and so it seemed 

necessary to inform them of the time limit of the survey. Furthermore, the conductor 

made sure to remind people again after two weeks of the upcoming due date. This 

raised the percentage of participants from 82 to 93 in 1 weeks’ time.  

5. Social climate: In order to make sure that the respondents felt comfortable to freely 

speak their minds, no information regarding their personal names or e-mail addresses 

was acquired. There was a section at the end of the survey for people to write 

reflections or comments if they wanted to. There were several questions that were 

made non-mandatory if the respondents felt that they were not applicable to them. 

Any increase on non-response rate may have been caused by the formation or the 

content of the survey, which may not have matched the respondents’ own views.  

Non-response analysis 

There are two ways that can lead to a non-response bias. The first one is to refuse to 

participate in the survey, and the second is that the survey does not reach certain contacts.53 

If someone were to refuse to participate, it could mean that they are from a different age-

group than the majority. The results of the survey tell us that one age group is more 

represented than the other, and through this we can see which age group may be likely to 

respond. The second bias may occur if the survey is in favour of a certain group.54 The survey 

was open for respondents for 3 weeks, and this may have excluded those who were not able 

to answer during the specific time given.  

The survey was created by using Google Forms, and this may have caused non-response 

biases. An internet survey does not only influence the response rate through the visual appeal 

and the composing of the questions.55 It is also influenced through the user-friendliness of 

the platform. The restrictions of not being able to write your own comments on a question 

that contained a set of distinct answers may have caused issues for people with other opinions. 

                                                           
53 M. Denscombe, The Good Research Guide: For small-scale social research projects, p. 20 
54 Ibid. 
55 Ibid., p. 21 
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In order to make it as neutral as possible, options such as “other” were available at times; 

however, this too may have caused a non-response bias. 

3 The qualitative research 

3.1 Results and analysis 

This chapter describes results of the efforts made by Uniqlo to implement sustainability, their 

focus on recycling and their customers’ general awareness level on recycling and clothing 

consumption. 

3.1.1 Uniqlo’s mission to implement sustainability 

Fast Retailing encourages customers of G.U and Uniqlo to bring used clothing to their stores 

through various campaigns. In 2018, they had a campaign from 2 April through 20 June 

where they rewarded customers who brought clothes, with 10 points which could be 

accumulated on the G.U app.56 Another campaign was the 10 Million Ways, with which 

Uniqlo, in partnership with the United Nations High Commissioner for Refugees, aimed to 

collect 10 million items by 2016 to help refugees. They used the help of celebrities such as 

Adam Scott and Shingo Kuneida to promote the campaign and encourage customers.57 

In the report from the UN in 2018, the results from the 12th goal of the sustainability 

development goals show that approximately 93% of the 250 largest companies in the world 

are now reporting on sustainability as well as implementing sustainable practices.58 The 

reporting results of the 2017 UN report shows that 42% of global domestic consumption is 

within East and South-East Asia. This is due to rapid industrialisation in Asia. Furthermore, 

                                                           
56 Fast Retailing, “GU Launches Special All-Product Recycling Promotion to Bring Comfort to Refugees in 

Need”, Fast Retailing [website], 2018, 

https://www.fastretailing.com/eng/sustainability/news/1805160930.html, (accessed 5 May 2019). 
57 Uniqlo Sustainability, “10 Million Ways To Help”. 
58 United Nations, “High-Level Political Forum Goals in Focus Goal 12: Ensure sustainable consumption and 

production patterns”, 2018. 

https://www.fastretailing.com/eng/sustainability/news/1805160930.html
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in the 2017 report, it is stated that the progress of achieving the goals is not sufficient to reach 

the goals until 2030.59 

Uniqlo has succeeded in implementing the sustainability report in order to achieve goals 

related to UN’s sustainable development goals, although further actions are at risk of not 

being promoted due to lack of further engagement in adopting additional sustainable 

practices. The outcome of Uniqlo’s implementation of goal 12.6 is the sustainability report 

itself, which is an annual report produced by Uniqlo. Through the sustainability report, 

various activities have been conducted in order to achieve for instance, the 12th goal.  

One example is Uniqlo incorporating feedback from customers to improve their products in 

Japan. This seems to have been integrated in 2015, the year of the implementation of the UN 

goals. The results of incorporating feedback from customers increased customers feedback 

from 2015 to 2017 by 138%. However, the majority of feedback is about the quality or design 

of the clothing, not the sustainability itself. 56% accounted for requests, 35% compliments 

and 9% complaints. Other actions are collecting used clothing and recycling unwearable 

clothing into fuels. As of 2017, clothing was being collected from 16 countries and regions.60  

3.1.1.1 The recent data from All-Product Recycle Initiative 

The results of donations and recycling in 2018 show that 77.57 million items were collected 

throughout 18 countries and regions. 30.29 million items were distributed to 65 countries and 

regions.61 

As a result of one of Uniqlo’s main recycling campaigns (10 Million Ways) the number of 

clothing collected rose from 7,360 items in 2015 to 14,900 items in 2016. However, the 

number of clothing collected decreased from 14,900 items in 2016 to 11,610 items in 2017.62 

It is a decrease of 22%, and occurred after the campaign was finished. Other than the 

sustainability annual report from Uniqlo, and the brief recycling update on their website, 

                                                           
59 United Nations, “The Sustainable Development Goals Report 2017”, United Nations, 2017, New York, p. 

1-9, https://unstats.un.org/sdgs/files/report/2017/TheSustainableDevelopmentGoalsReport2017.pdf, (accessed 

16 May 2019). 
60 Fast Retailing Co., Ltd., Sustainability Report 2018, p. 31-33 
61 Uniqlo Sustainability, “Recycling Program”, 2018. 
62 Fast Retailing, “Sustainability Report 2018”, p. 34 

https://unstats.un.org/sdgs/files/report/2017/TheSustainableDevelopmentGoalsReport2017.pdf
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there is no information on further ways they influence or encourage their customers to recycle. 

There is no information in their report with regards to consumption awareness. Perhaps, this 

can be linked to the lack of actions to achieve the 12th sustainable development goal. While 

the SDG:s make it easier for companies to map out their current activities (such as the All-

Product Recycling Initiative), this mapping out remains the focus.63 In short, Uniqlo’s annual 

sustainability report is their way of mapping out the 12th goal, but perhaps not linked to 

further actions on the sustainable consumption awareness of their customers.  

3.1.2 General recycling awareness 

The idea of using resources in an efficient way, and not to waste them, lead to the creation 

of the three Rs, which stands for Reduce, Reuse and Recycle. These are rooted in the efforts 

to create a recycling-oriented Japanese society.64 

In order to comprehend whether these three words have been integrated into society, a study 

on the recognition of the three Rs was conducted. The percentage of the consumers who 

could accurately describe each of these words did only amount to 40%. The word that got 

the highest rate was “Reduce” and got 47%, and this suggests that the concepts behind these 

words have not been adapted into the daily life in Japan.  

 

Figure 1. The awareness level for recycling on a daily basis seems to be low where the majority (group 3) 

only think about it sometimes. Source: T. Hayashi, p. 12.65 

                                                           
63 M. Kosaka, “SDGs in sustainability reports: analysis from the integrated approach”, p. 25-30. 
64 T. Hayashi, “Awareness and behaviour of recycling clothes”, p. 1-16. 
65 The question was “Do you think about recycling in your daily life?”. 
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To find out about how many people have incorporated recycling in their daily life, a more in-

depth question was asked on recycling awareness (see figure 1). Only 24.7% (group 1) said 

that they are actively thinking about recycling, while 27.3% (group 2) said that they are rarely 

or never thinking about it. The in-between group which sometimes thinks about it, accounted 

for the biggest number, 47.1% (group 3). Furthermore, a follow-up question (see figure 2 

below) regarding the awareness of eco-friendly clothing provides more information: 

environmental-friendly clothing is perceived as taking the form of recyclable products. 

However, the results for the question showed that only 3.8% (group 1) are actively 

purchasing clothing that is eco-friendly. The consumers that could not say anything about 

their purchases was only 6.4% (group 2). Meanwhile, almost 90% (group 3) said that they 

never consciously shop for these kinds of recyclable items.66 

 

Figure 2. The largest group; group 3, said that they never purposely buy eco-friendly products. Group 3 

accounted for 90% of the answers. Source: T. Hayashi, p. 12.67 

There are different established recycle services in Japan, however, when asked which ones 

the consumers of the study were aware of, 50% said that they know about Uniqlo’s recycling 

of fleece. The consumers knew more about Uniqlo’s fleece recycling than the company 

Teijin’s eco-plastic bottles (about 7%), Takashimaya’s wool recycling (around 6%) and 

Patagonia’s recycled fleece (approximately 10%). Furthermore, the study shows that many 

of the consumers prioritise quality and price over environmental considerations (45.7%). The 

group of students who have environmental preferences is only as few as 1.2%. These results 

show that environmental considerations have a remarkable low priority when purchasing 

                                                           
66 T. Hayashi, “Awareness and behaviour of recycling clothes”, p. 1-16. 
67 The question was “When purchasing clothing, do you purposely buy eco-friendly products?”. 
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clothes. This may be connected to the findings in the previous question, which is that 

customers have no knowledge about the available recycling initiatives of other companies, 

outside of Uniqlo. Despite the low percentages of sustainable consumption, when asked the 

question whether the clothing recycling system is perceived as functional, 68.5% said that 

the system needs further expansion. Only 1.5% said that an expansion of the recycling system 

was not necessary. Through these results it could be argued that the inefficiency of the current 

recycling system may be a reason for why people do not recycle their clothing. 

 

Figure 3. The majority thought that recycling should be handled by municipalities and self-governing bodies 

(31.8%). Source: T. Hayashi, p. 14.68 

Further studies are made on who the consumers thought should promote recycling (see figure 

3 above). The majority of 31.8% thought that mass recycling should be promoted through 

municipalities and self-governing bodies, such as neighbourhood municipalities. 30.3% 

thought that the manufacturers of the clothing should be responsible for it, while 28.8% said 

that the local government should do it. This means that only 5% chose the clothing recovery 

companies, which used to provide the main service for recycling clothing in the past.69 

Moreover, a following question covered whether people could comprehend the current 

recycling system. 9.3% answered that they have some understanding of the system and 

24.7 % answered that they could not say that they understand it. Lastly, those who thought 

that they did not comprehend the recycling system were the majority and accounted for 

65.2%. Consequently, we can argue that close to 90% do not understand the current recycling 

                                                           
68 The question was “If clothing were to be collected for recycling, who would be most suited for the job?”. 
69 T. Hayashi, “Awareness and behaviour of recycling clothes”, p. 1-16. 
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system. Furthermore, when investigating what part of the recycling system was the hardest 

to comprehend, the majority of the consumers either answered “the recycling method” or 

“the way of sorting clothes”. Thus, this study shows that the explanation of how the recycling 

system works is insufficient. The last area covered in this study concerns how the system of 

recovering clothes can be more effective. In order to find out what could be done better, the 

consumers could choose a maximum of three areas that they thought could be improved. A 

few of the top ones were to clarify how the recovery system works (60.3%), raising awareness 

of how to effectively use the services (41.6%), making it a value for money (35.5%) and 

raising awareness of the environment (33%). In short, establishing a clearer recycling system 

seems to be a precondition for any kind of change within sustainable consumption and the 

disposal of clothing items.70 

3.1.3 Consumption behaviour of Uniqlo’s consumers 

The results on the fast fashion phenomenon in Japan, shows that the concept started around 

2008. The momentum of why fast fashion started was with the price benefits that came with 

fast fashion. Concepts such as fashion trends changed the perception of price, and thus made 

fashion more accessible to younger consumers with a lower income. A noticeable change 

occurred in 2009, when the concept had taken root in Japan, and preferences such as “good 

quality” or “good brand” were decreasing while the “reasonable price” preference increased 

instead. In particular, to the average student, good quality or kind of brand weighs less than 

cheap price. In short, with the arrival of fast fashion, the perception of clothing changed.71  

As mentioned in chapter 1, the concept of mass-production was something that arrived 

gradually in Japan during the years between 1955-1974.72 This transformed the usage and 

disposal of clothes fundamentally. While clothes are more accessible to the consumers 

nowadays, the difficulties in maintaining good quality and design over a long period of time 

                                                           
70 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
71 S. Hosoda, “Fast Fashion and Consumption Behavior of Young People”, p. 43-54. 
72 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
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are increasing. The way people use and dispose of their clothing today seems to affect the 

perception of clothing items.73 

The results on consumption behaviour on guardians and students show that there is generally 

a difference between students and their guardians in terms of place of purchase, purchase 

decision, reason for purchasing and time period for wearing the items. Furthermore, 

guardians have a higher tendency to use the local resource recovery system, while university 

students rather sell the items to recycling shops or give them to relatives or friends. The study 

also made visible that the purchase frequency and the period for wearing the items varied 

between younger and older people.  

 

Figure 4. Many customers, both young and old, prefer to shop at Uniqlo or G.U, Uniqlo having the highest 

rate. Source: K. Washizu et al., p. 387. 

As shown in figure 4 above, guardians had a higher purchase rate at Uniqlo (93.4%) than 

students (89.2%). Uniqlo also had a significantly higher purchase rate than the other fast 

fashion brands.74 G.U had the second highest; however, G.U is part of the Fast Retailing 

                                                           
73 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
74 Ibid. 
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company and is connected to Uniqlo. Therefore, we can argue that most of the consumers 

are purchasing at these two brands owned by Fast Retailing.75 

The reasons for purchasing at these stores were, for instance, because the shop was close to 

the consumer, had various colours available, had cheap prices, other people were wearing 

similar clothing or it seemed to be the latest fashion trend. Through this data we can conclude 

that guardians may have different consumption behaviours compared to students; however, 

fast fashion products are still used and accepted by a wide range of ages.  

 

Figure 5. The purchasing frequency results show that students buy clothes more often than their guardians do. 

Source: K. Washizu et al., p. 388. 

Now that we know that most of the purchases are made at either Uniqlo or G.U, a study of 

the purchasing frequency gives interesting results (see figure 5). It shows that over 50% of 

the guardians buy clothes once every second, third month or sixth month, which has a higher 

ratio compared to students. However, students have a higher tendency to buy clothes (at least 

once a month) than guardians, who only account for 10.2%. In short, students tend to shop 

more often than guardians do.76 

                                                           
75 Fast Retailing, “About Fast Retailing”, Fast Retailing [website], 2019, 

https://www.fastretailing.com/eng/about/business/aboutfr.html, (accessed 14 May 2019).  
76 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
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Figure 6. Guardians tend to use the local resource recovery service, while students rather sell their clothes to 

recycle shops. The most common way to dispose of clothing is as normal garbage. Source: K. Washizu et al., 

p. 389.77 

Even though the next part of the results was not specifically targeted at Uniqlo, but all the 

fashion brands previously mentioned by the consumers, the way the consumers dispose of 

their clothing is still interesting (figure 6). This is because the older generation seems to be 

more used to the old system of resource collecting companies than what the younger 

generation is. However, according to the data results, we can also conclude that both 

guardians and students dispose of their used clothing mainly as normal garbage.78 This could 

be due to a lack of a proper recycling system.79  

Moreover, in regards to how long the cloths are used before they are disposed, the results 

show that clothing such as shirts, pants, skirts, sweaters and cardigans is used between 1-2 

years before they are thrown away. Two years was more common among guardians, while 

students tend to wear clothing only for about one year. We can therefore conclude that 90% 

of the respondents of the study buy their clothing mostly at Uniqlo, and that younger people 

have a higher tendency to buy clothing more often than guardians.80 

  

                                                           
77 The initial question was “Intergenerational comparison of disposal methods of used clothing”. 
78 Ibid. 
79 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
80 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
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3.1.4 The consumer’s perception of Uniqlo 

Through a study conducted by Mika Fujiwara and Mamoru Fukumori, characteristics 

between Uniqlo, G.U and Shimamura were examined to find out more about the consumption 

towards the three brands.  

 

Figure 7. The results suggest that women between 20-40s shop at Uniqlo by 90%, and men in their 40s shop 

at Uniqlo by 86.8%, which is the highest within the men age groups. Source: M. Fujiwara and M. Fukumori, 

p. 52.81 

According to the resulting data, both women and men from various age groups are purchasing 

at Uniqlo, while a relatively young age group of females purchase more often at G.U and 

Shimamura. Most results were the data on the Uniqlo consumers. As can be seen in figure 7, 

Uniqlo products are purchased on a wide spectrum of ages by both female and male 

consumers. The highest purchase rate was 92.6% for women in their 40s and the lowest rate 

was 76.7% for men in their 20s. It is clear that Uniqlo products are purchased through various 

ages. When looking at the statistics for G.U and Shimamura consumers, the data is much 

more fluctuating. G.U consumers are mostly females in their 20s (77.4%), and the least is 

men in their 50s (49.5%). Similar data is accounted for Shimamura consumers, where in 

particular young females tend to shop more often than older men.82 

In short, the age and gender groups are more stable when it comes to Uniqlo customers, and 

the data shows that purchasing decisions are highly affected by Social Networking Services 

                                                           
81 This part of the study shows the percentage rate of Uniqlo purchases by age and gender. 
82 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
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(SNS) such as Facebook and Twitter, and by television commercials. Furthermore, the results 

of the analysis of the consumption behaviour showed that people shopping at Uniqlo mostly 

look for items that are high-quality products. Many also perceived Uniqlo as a high-quality 

service brand. In contrast, when it came to G.U consumers, they tended to focus more on 

G.U’s trendy products when shopping at the brand, but were mostly affected to shop by SNS 

platforms. It was also evident that the consumers of Shimamura were more low-price and 

design-oriented, and had a tendency to purchase at Shimamura when looking for cheap 

products.83 In conclusion, results show that in general, young female consumers were the 

main purchasers of fast fashion brands. It is further shown that Uniqlo has strong ties with 

SNS platforms such as Instagram, Facebook or Twitter. 

  

                                                           
83 Ibid. 
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3.2 Concluding remarks 

The reason why the word “Reduce”, out of the three Rs was the most accurately described 

by customers, may be because people are not informed of the other two Rs (“Recycle” and 

“Reuse”). As the data shows, almost 50% of the consumers hardly ever thinking about 

recycling.84 Furthermore, people seem to only know about Uniqlo’s specific recycling of 

fleece, but not about any of the other available services from other companies. Recyclable 

items are important for a recycling-oriented society. However, if reused items are not 

reaching the customers, customers may not comprehend the concept of “Reuse” either.85 The 

fact that Asia accounts for 42% of the world’s consumption of domestic items,86 means that 

to maintain a sustainable way of consuming and recycling, information on how to do it is 

necessary in this area. However, the consumers in Japan seem to have no knowledge about 

already available recycling initiatives.87 We can therefore see that Uniqlo’s implementation 

of the sustainability report, which is supposedly in line with the UN’s 12.6 goal,88 does not 

seem to be doing much for raising awareness of the problems to their customers. Uniqlo’s 

sustainability report has a brief recycling update every year; the only time the numbers of 

items donated increased was because of a campaign,89 and they decreased in 2017 by 22%.90 

The frequency of information provided by Uniqlo, seems to be an important part of a change 

in sustainable clothing consumption awareness.  

The incorporation of customer feedback into Uniqlo’s sustainability mission in 2015, 

increased the amount of customer feedback instances by 138% from 2015 to 2017. However, 

the feedback does not include any information from customers that mentioned requests on 

the subject of sustainable options.91 As the 12th goal is not just about integrating sustainable 

reports, but also about sustainable consumption, it seems that further actions to achieve 

                                                           
84 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
85 Ibid. 
86 United Nations, “The Sustainable Development Goals Report 2017”, p. 1-9. 
87 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
88 Fast Retailing, “Sustainability Report 2018”, p. 31-33 
89 Uniqlo Sustainability, “10 Million Ways To Help”, Uniqlo [website], 

http://www.uniqlo.com/en/sustainability/10MillionWaysToHelp/, (accessed 9 April). 
90 Fast Retailing, “Sustainability Report 2018”, p. 1-33 
91 Ibid. 

http://www.uniqlo.com/en/sustainability/10MillionWaysToHelp/
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sustainable development are not being promoted. Other actions such as the All-Product 

Recycling Initiative seems to be a way for Uniqlo to encourage their customers to pursue 

more recycling. However, 65.2% do not comprehend the recycling system, and 31.8% said 

that recycling should be done through self-governed bodies such as neighbourhood 

municipalities. Thus, we can see that though Uniqlo is promoting sustainable consumption 

through the All-Product Recycling Initiative, explanations on how the recycling system 

works seems to be insufficient, which in turn implies that people seem unaware of Uniqlo’s 

recycling service.92  

The results further reveal that customers associate recycling with Uniqlo’s fleece recycling 

service, which used to be Uniqlo’s initial recycling effort, but despite the focus having been 

shifted in 2006 to all products,93 90% still do not understand the current system.94  

The consumption behaviour and perception of clothing have changed gradually over time, 

and mass-production of clothing entering Japan has made clothes more accessible. However, 

this has also created difficulties in maintaining good quality clothes.95 It is clear that the 

largest group shopping at Uniqlo is the female between the ages of 20-40.96 However, Uniqlo 

still has a significantly higher purchase rate than for instance, H&M, Shimamura or MUJI. 

Even though students have a higher tendency to shop at Uniqlo, the disposal of used clothing 

as normal garbage is most common for both students and guardians. This seems to be related 

to less priorities made to produce good quality clothes, which makes customers throw 

clothing away within 1-2 years and buy clothes more often.97 Consumers’ perception of 

Uniqlo as a fashion brand is one that mostly benefits younger customers, which makes them 

benefit from fast fashion brands. At the same time, prior preferences such as “good quality” 

and “good brand” are decreasing while the importance of cheap price is rising.98 

                                                           
92 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
93 Fast Retailing, “All-Product Recycling”, 2018. 
94 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
95 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
96 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
97 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-390. 
98 S. Hosoda, “Fast Fashion and Consumption Behavior of Young People”, p. 43-54. 
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The main consumers of fast fashion brands – the young female – gets motivated to shop at 

Uniqlo through not just television commercials but also LINE, Facebook and Twitter. 

However, people seem to be shopping at Uniqlo mostly when looking for what they perceive 

as high-quality items, and so Uniqlo still has a higher rank of quality products than other 

brands.99 This means that we can assume that Uniqlo products are seen as high enough 

quality to pass on to family or friends,100 and as such possibly durable clothes, something 

sought after back in the years 1945-1954.101 Customers perceive Uniqlo as a high-quality 

service brand with high-quality products,102 yet lacking a proper recycling system,103 which 

in turn makes people dispose their clothing less sustainably. This ultimately, shows that 

Uniqlo may have to shift their way of promoting their sustainable initiatives and practices, 

to successfully inform their customers about their recycling service. Consumers seem to be 

highly influenced by Social Networking Services such as LINE or Instagram. The target 

group of Uniqlo seem to be less fluctuating than those of other brands.104 If Uniqlo would 

change their strategy, it may reach a wide range of customers no matter their gender or age 

group.  

  

                                                           
99 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
100 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-

390. 
101 T. Hayashi, “Awareness and behavior of recycling clothes”, p. 1-16. 
102 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
103 K. Washizu et al., “A Survey of the Usage and Disposal Method on the Fast Fashion Clothing”, p. 385-

390. 
104 M. Fujiwara and M. Fukumori, “An Analysis of Fast Fashion Consumption Behavior – A Comparative 

Study of Fast Fashion Brands Using Single Source Data–”, p. 50-57. 
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4 The quantitative research 

4.1 The survey 

The survey has two main sections. The first section covers Uniqlo’s sustainability mission, 

while the second section covers one specific area of that mission, that is, – their recycling 

service. Furthermore, in order to get a general idea of the survey’s focus group, generic 

questions such as age, gender and resident data were accumulated. The survey consists of 22 

questions and there is a total of 93 answers.  

The results of the survey are divided in five sections, in order to more easily classify the 

themes of the results. The respondents needed to answer the mandatory questions in order to 

submit the survey; therefore, all 93 answers were accumulated and analysed successfully. 69 

respondents were in the ages 18-26, 19 respondents between 26-39 and 5 respondents over 

40. 55 were females and 38 were males. The majority (35.5%) lived in Tōkyō prefecture, 

Kanagawa prefecture (12.9%), Chiba prefecture (10.8%) and in Saitama prefecture (8.6%).  

4.1.1 Recognition 

Since the study covers Uniqlo’s sustainability mission, and one of their main initiatives, the 

All-Product Recycle Initiative, it is relevant to understand if the respondents recognised any 

of the two. The results revealed (see figure 8 below) that the majority of the respondents 

(65.6%) do not know about Uniqlo’s sustainability mission, and only 11.5% were sure about 

what they were about. However, in contrast, in figure 9, 59.1% do know about Uniqlo’s 

recycling service, but unfortunately only 7.5 % out of them use it.  
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Figure 8. The results showed that the majority do not know about Uniqlo’s sustainability mission. Source: See 

appendix, question 8. 

 

Figure 9. The majority of the respondents seem to know about the recycling service, but they are not actively 

using it. Source: See appendix, question 12. 

What is interesting is how the respondents came to know about the two concepts. The results 

(figure 10 and 11 below) showed that the two terms are communicated through to the 

customers differently. Many consumers recognise the recycling service from Uniqlo stores, 

whereas not many chose the same option for the sustainability mission. As people chose 

“other” on both questions, another source for spreading the two terms, which this study 

missed to ask about, might exist as well.  
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Figure 10. Customers seem to know about Uniqlo’s mission mostly through this survey, or from another 

source that is unknown to this research. Source: See appendix, question 9. 

 

Figure 11. Similar results are showed on Uniqlo’s recycling service as in figure 9, where the majority knew 

about it through the stores and this survey. Source: See appendix, question 14. 

The results in the tables above also makes us understand that a large group was informed 

about Uniqlo’s sustainability mission and recycling service, through the survey itself. The 

results, therefore, inform us of how many individuals who did not know about the two 

concepts before participating in the survey. In total, approximately 41% chose that they were 

informed about the sustainability mission through the survey, and about 19% said the same 

for the recycling service. Consequently, we can see that people recognise the recycling 

service more than the sustainability mission.  

4.1.2 Priorities 

The study found different priorities among the respondents when shopping at Uniqlo. 34 

respondents said that they buy clothing at Uniqlo because of the price, while 37 said that it 

was because of its good quality. In question 11, about prioritising their preferences, an option 

for “if it is sustainable or not” was available, however no respondents chose that option. 
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Moreover, in question 7, which was more about purchase preferences when purchasing 

clothes in general, the top three answers were design (61 out of 93), quality (16 out of 93) 

and price (13 out of 93).  

However, results from question 16 and 17, which is about whether customers look at the 

product descriptions of Uniqlo and other fashion brands’ products, shows that approximately 

45% of the respondents look at the product material descriptions of the clothing when they 

buy clothes.  

 

Figure 12. 96% answered that they buy items on sale/campaign, or that are not too cheap or too expensive. 

The sustainability awareness seems low here. Source: See appendix, question 6. 

In question 6 (see figure 12 above), the respondents could choose from 3 consumption 

behaviours when they purchase clothing. The result shows that almost 50% on both options 

for “I often buy items that are on sale or on campaign” and “I usually buy items that are 

neither too cheap or too expensive” and therefore, accounted for 96% of the respondents. In 

contrast, only 3 people out of 93 actively purchase sustainable clothing.  

4.1.3 Availability 

35.5% of the respondents participating in the survey reside in the Tōkyō area, which is the 

largest group. When it comes to the availability of Uniqlo stores just in the Tōkyō area, there 

is a total of 103 stores.105  

                                                           
105 Uniqlo, “Uniqlo store search”, Uniqlo Store Locator [website], 2019, 

https://fr.mapion.co.jp/map/uc/PoiAttr?kencode=13&grp=uniqlo&vo=mbml&srt=kencode,kw_yomi&start=2, 

(accessed 15 May 2019). 

I often buy items that are on sale or on
campaign

I usually buy items that are neither too
cheap or too expensive

I only purchase clothes made from
sustainable materials

https://fr.mapion.co.jp/map/uc/PoiAttr?kencode=13&grp=uniqlo&vo=mbml&srt=kencode,kw_yomi&start=2
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Figure 13. Most customers shop at Uniqlo a few times a year, but they also tend to shop every month. Source: 

See appendix, question 5. 

The study investigates the purchasing ratio of Uniqlo products (see figure 13). 96% of the 

respondents said that they shop at Uniqlo a few times a year or month. As the availability of 

stores near the respondents’ area may vary, the restrictions of consuming clothing may differ 

accordingly. In question 20, the respondents answered how long they use the products before 

they throw them away. The results showed that, the dominating 40,9%, throw away Uniqlo 

products within 1-2 years. This answer indicates that the availability of the stores might cause 

the customers to want to buy more clothes, which in turn cause them to throw away older 

products. The disposal of Uniqlo products will be further mentioned in chapter 4.1.4.  

 

Figure 14. The reason why people do not seem to use Uniqlo’s recycling service is mainly because they do 

not know how to use it or they have no information about it. Source: See appendix, question 13. 

Furthermore, to acquire a more in-depth look into the availability of Uniqlo’s recycling 

service, the people not using the service were asked why they did not (see figure 14 above). 

45 respondents said that they do not know how to use it, and 24 respondents answered that 

they have no information about the service. Adding this new information with the results on 

question 14, which showed that 62.5 % know about Uniqlo’s recycling service, indicates that 
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the information concerning the recycling service is insufficient and does not seem to reach 

its customers.  

Regarding question 19, where the customers are asked what kind of fast fashion brands they 

shop at the most, 49.5% said that they mostly shop at Uniqlo, and 5.4% only shop at Uniqlo. 

This means that the majority of the respondents are shopping most of their products at Uniqlo, 

and yet they dispose their Uniqlo products through other means than the service of the All-

Product Recycle Initiative. This is further discussed in the next chapter.  

4.1.4 Awareness 

In question 10, people were asked why they thought that Uniqlo had a sustainability mission. 

41 people said that it is because Uniqlo wants to be more environmentally friendly, while 35 

people thought that it is a part of Uniqlo’s marketing strategy.  

 

Figure 15. When customers were asked who they think benefit the most from Uniqlo’s sustainability mission, 

many answered the environment, the company or that they do not know.  Source: See appendix, question 18. 

When asked who they thought benefits the most from the mission (figure 15), 38 people 

answered “the environment” (40.9%), and 31 people (33.3%) did not know who benefits 

from the sustainability mission. Additionally, 22 people (23.7%) thought that the mission 

benefits Uniqlo the most. However, no one thought that the mission benefits the customers, 

which may be a reason why customers are not perceiving Uniqlo with sustainable options.   
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Figure 16. The results of customers’ disposal method show that the majority throw used clothing away as 

normal garbage.  Source: See appendix, question 21. 

Lastly, the disposal method of Uniqlo products may be linked to whether they are aware that 

there is a recycling service available (figure 16 above). However, according to the results, 

which is similar to the results in the qualitative chapter of this research, 66 out of 93 

respondents (71.7%) dispose their clothing as normal garbage. Although 11 respondents 

(12%) recycle their clothing, only 4 respondents (4.3%) are specifically using the Uniqlo 

recycling service. As previously mentioned in chapter 4.1.3, people are not given sufficient 

information on Uniqlo’s recycling service, and so that may be the reason to why people are 

not actively choosing to use it.  

4.1.5 Reflections (Optional: Question 22) 

The following reflections have been translated from Japanese to English.  

1. “It is easier to throw away old clothes in front of the house than finding the time to 

bring them all the way to Uniqlo.” 

2. “I know about the recycling service, and I am interested in knowing what becomes of 

the unsold goods.” 

3. “Through knowing about Uniqlo, it enables me to do good for the environment.” 

4. “I did not know about the sustainability mission at all.” 

5. “I think that Uniqlo is a world-class brand!” 

6. “I would have liked there to be an increase in the number of choices for certain 

questions, as I sometimes did not apply to the available ones.” 

I throw them away as normal trash

I donate it

Recycle
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7. “I use clothing by Uniqlo every day, because I like Uniqlo. However, I also found out 

that there is a lot of things that I do not know about Uniqlo. I would like to know 

more about it. I thought this study was interesting.” 

8. “I only get the HEATTECH items at Uniqlo because it is a brand targeting young 

people.” 

9. “I got to know about their sustainability mission through this survey.” 

10. “I know about the sustainability mission because I used to work as a part-time worker 

at Uniqlo.” 

11. “It is too much of a hassle to use their recycling service.” 

12. “I would like to know more about Uniqlo’s approach to the environment, as products 

of Uniqlo continue to increase. I am concerned about this situation and whether it 

causes unnecessary waste.” 

13. “I realised that I buy too much items at Uniqlo.” 

By looking at these reflections from the respondents, we get a bit more of an in-depth look 

into the respondents’ opinions about Uniqlo’s sustainability mission and their recycling 

service. We can see that from comment 1 and 11, the lack of a sufficient way to recycle 

clothes at Uniqlo seems to be a contributing factor to why it is not used. There are also 

contradicting opinions, where buying at Uniqlo is thought as doing something good for the 

environment (comment 3) while some realised that they shop too much at Uniqlo, unaware 

of the sustainability mission (comment 7 and 13). Many are commenting on the insufficient 

information from Uniqlo on their environmental impact (comment 12 and 2), and that this 

may be the reason why they are not aware of the mission or the recycling service. Comment 

4 and 9 indicates that some came to know about Uniqlo’s mission through the survey itself, 

which is also another argument for insufficient information. People seem to also want to 

know what Uniqlo is doing with the clothing waste that does not get sold, which is another 

topic of future discussions.  
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4.2 Concluding remarks 

The assumption made from the recognition section of this chapter is that many respondents 

were first introduced to Uniqlo’s sustainability mission and recycling service through this 

research’s survey. It was clear that the recycling service is better known and that it seems to 

be more promoted in the stores than the sustainability mission. 55 out of 93 respondents are 

female, and 69 of 93 respondents in the ages of 18-26. This means that the larger group, 

which is young females, does not recognise the two concepts from Uniqlo. The promotion of 

recycling in stores can be an indication that there is not as much promotion of the mission 

itself in the stores. Many people answered “other” (32.7%), for question 9 about the 

recognition of the sustainability mission. The answer to this question has no follow-up 

question that elaborated on this answer, and so apart from the most favourable answer “in the 

store”, the second favourable answer remains uncertain.   

Furthermore, the results from question 14 about the recognition of their recycling service 

indicates that many people see the promotion of the service in the stores and therefore suggest 

that many respondents may frequently be visiting Uniqlo’s stores. Purchasing clothes at the 

store seems to be preferred because they look at the design, quality and price of Uniqlo’s 

products. The importance of sustainable clothing is not considered by any of the respondents; 

still, about 45% look at the product material description before purchasing clothes. This can 

be explained with the result of question 6 about purchase decisions, as people have a tendency 

to usually buy items that are neither too cheap or too expensive (49.5%), or items that are on 

sale or campaign (47.3%). Consequently, people are looking for affordable prices, that still 

allow for design and quality. This may also be a reason why people are not aware of Uniqlo’s 

sustainability mission and the recycling service.  

If clothing at Uniqlo stores is on sale or part of a campaign, it seems to motivate customers 

to shop more than if they were looking for sustainable products. Whether people are looking 

at the product material descriptions to know if it is a sustainable product or not, or simply 

have a quality preference, is hard to say. However, since none of the respondents chose “if it 

is sustainable or not” in question 11, it may indicate that people do not go to Uniqlo 
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specifically for sustainable products. While question 16 covered product material description 

of Uniqlo clothing, question 17 covered the general ground of fast fashion brands. The results 

from the 17th question was almost the same as question 16, and so this may also imply that 

customers are looking at the material descriptions for quality and design, but not necessarily 

for sustainability. The purpose of going to Uniqlo may not be to recycle or consume 

sustainable clothing, and their purchasing preferences indicate that they shop at Uniqlo when 

there are sales, campaigns or affordable prices available. Therefore, question arises how 

much Uniqlo prioritises sale campaigns over recycle campaigns to attain sustainable 

development. 

Moreover, in question 6, where 96% accounted for the two answers of “I often buy items that 

are on sale or on campaign” and “I usually buy items that are neither too cheap or too 

expensive”, there is also a parallel to the target group of the survey. The larger group is 

females in the age group 18-26, the results also show that most of the respondents reside in 

the Tōkyō area, and even though the larger group is between 18-26 years old, Tōkyō is the 

area with the highest incomes.106 This is contradictory to the fact that consumers of Uniqlo 

products may have a lower income. This could be a reason why the majority of the answers 

in question 7 about the top three purchase preferences, named design (61 out of 93) rather 

than price (13 out of 93). This could mean that people can still afford clothing that prioritises 

design rather than price.  

Even though 62.5% know about the recycling service, 45 out of 93 respondents do not know 

how to use it. The insufficiency is clear when the results show that consumers of Uniqlo shop 

at their stores a few times a month or year (96%), 71.7% dispose their clothing as normal 

garbage and dispose of them within 1-2 years. Only 4.3% (4 out of 93 respondents) are using 

Uniqlo’s recycling service. This survey, therefore presents one consumption awareness level 

that does not seem to be in line with Uniqlo’s recycling statistic claims. This survey only 

covers 93 people and therefore it is difficult to draw conclusions on the efficiency of Uniqlo’s 

recycling service. 

                                                           
106 Statistics Japan, “Prefectural Income”, Statistics Japan Prefecture Comparisons [website], 2006, 

https://stats-japan.com/t/kiji/10714, (accessed 19 May 2019). 

https://stats-japan.com/t/kiji/10714
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It does show data that is pointing towards a system where not enough information is shared 

about how the system works. About 50% of the respondents mostly shop at Uniqlo and 

sometimes at other brands. Neither do the customers of Uniqlo seem to relate Uniqlo to a 

sustainability mission, or perceive Uniqlo’s clothing in a different way than that of other fast 

fashion brands. Reflections from the respondents such as “I am concerned about this situation 

and whether it causes unnecessary waste”, “I found out that there is a lot of things that I do 

not know about Uniqlo”, and “I am interested in knowing what becomes of the unsold goods”, 

show that customers are not enough acquainted with Uniqlo’s sustainability mission.  

5 Conclusion 

This chapter discusses the results of the research problems and what seems to be the current 

situation for Uniqlo’s sustainability mission and their recycling service. Moreover, a 

conclusion is drawn based on the discussion and results, then following possible 

improvements of the research and future work on sustainability in Japan. 

5.1 Result discussion 

The fast modernisation and growing mass-production during the 1950s-1980s, eventually 

caused the resource recovery system that was used at the time for recycling to exhaustion. 

Thus, Japan seemed to be without a proper recycling system, even if the companies of the 

resource recovery systems were still available. Uniqlo’s All-Product Recycle Initiative is 

trying to fill a large gap that has not been filled for quite some time.  

The Basic Law for Establishing the Recycling-based Society in Japan, and the 2030 Agenda 

by United Nations, are two initiatives with the purpose of developing sustainable 

development. With the establishing of the SDG in 2015, it required specifically, large 

companies all over the world to incorporate sustainability reports. The connection that is 

evident, is the priority area of products in Uniqlo’s sustainability mission, which purpose is 

to target sustainable consumption and production, with the 12th SDG in mind. Their way to 

reduce waste seems to be through their All-Product Recycle Initiative, and campaigns such 

as the 10 Million Ways in 2016.  
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Despite the fact that recycled items and recycling are important for a recycling-oriented 

society, 50% of fast fashion customers do not seem to be thinking about recycling on a daily 

basis. Studying Uniqlo and its recycling service, the pattern of the customers reveals to some 

extent that people purchase Uniqlo clothing not because they are looking for sustainable 

options, but because there are campaigned goods for cheaper prices and always affordable 

ones available. 65.6% do not know about Uniqlo’s sustainability mission, and even though 

almost 60% know about their recycling service, only 7.5% are actively using it. People still 

seem to relate Uniqlo and recycling with their recycling of fleece, even if the focus shifted in 

2006. 90% do not understand the current recycling system, and though this may be because 

of the exhaustion of the original recycling system in the 1960s, it also implies that Uniqlo’s 

recycling service is not perceived as one available option.  

Through recycling campaigns such as the 10 Million Way, it is clear that Uniqlo are trying 

to influence their customers by means of campaigns. Through the promotion of this campaign, 

the recycling rate increased from 7,360 items to 14,900 items in one year. This indicates that 

the way of promoting their services can have a great impact on how people behave. 

Consequently, when the campaign ended the next year, the recycling rate also decreased by 

22%. Information on recycling alone without any campaigns, seem to not influence people 

enough to comprehend or use the recycling system. 

Furthermore, Uniqlo has since 2015, tried to encourage their customers to give feedback. 

Which when encouraged through questionnaires and postcards, the instances of customer 

feedback rose by 138% within two years. This indicates that customer feedback is another 

powerful tool to influence customers; however, not many of the requests, compliments or 

complaints seemed to have anything to do with sustainable products or their recycling service.  

The general clothing consumption and recycling awareness seems to be especially low for 

the younger generation of Uniqlo’s customers. While older people tend to use more of the 

resource recovery system to dispose of their clothing than younger people, it shows that when 

a system is established for a long time, people seem to keep using it because they know how 

it works. The majority of the consumers thought that either the recycling method or the way 
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of sorting clothes was the most difficult to comprehend. It is therefore relatively evident that 

younger consumers are the ones who lack the most in recycling and consumption awareness.  

The younger generation, especially females in their 20-40s, are the group less informed about 

Uniqlo’s recycling service, and yet, they are the ones who consume more often than the older 

generation, and still throw away clothes within just 1-2 years. According to the primary 

survey results, the highest rate of consumers is living in the Tōkyō area, which is the area 

with the average highest income, they still seem to associate Uniqlo with cheap prices.  

The discussion of whether success and sustainability are something that can work together is 

still unclear, and is perhaps another perspective on this research problem. It is hard to know 

whether Uniqlo would make profits from a more sustainable approach; however, previous 

experience of their fleece recycling shows that it may be possible. As the fleece is a popular 

item of Uniqlo, almost 50% of the customers knew about the recycling of fleece, specifically. 

This is combined with the fact that customers seem to perceive Uniqlo as a fast fashion brand, 

but still as a high-quality brand. If people were looking to Uniqlo for a sustainable option, 

perhaps people would also use their recycling service more.  

Another reason for the unawareness of recycling may be because the main part of donations 

from Uniqlo mainly ends up in the region of Africa, which is on the other side of the planet. 

Even if the sustainability mission report contains images of donated clothing, it is still a world 

away and therefore may be hard to comprehend for Japanese customers. This could be why 

people are not sure what happens to the recycled goods from Uniqlo.  

The customers are a big part of Uniqlo’s success but the implementation of the sustainability 

report might have been for the purpose of being in line with the UN’s goals. Uniqlo’s 

employees are indeed educated on sustainability, and one customer said that the only reason 

why they knew about Uniqlo’s sustainability concept was because they had previous work 

experience at Uniqlo. However, the customers are left with scarce knowledge about 

sustainable options.  

Perhaps this notion of vague information about sustainability could imply that despite their 

campaigns and reports, Uniqlo may not be as environmentally friendly as one would think. 
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Implementing a sustainability report that does not contain sufficient information on recycling 

or unsold goods may be indications of green washing. From a consumer’s point of view, the 

accessible information is limited on their website and the purpose of the report seems to be 

for their own benefits only. Consequently, even if Uniqlo implemented the SDG:s, it does 

not mean that they are in reality doing as much as they claim to be for sustainable 

development and the environment. 

5.2 Possible improvements and future work 

Due to time restraints, the survey could only be opened for three weeks; however, it could 

have studied a wider group of customers if it had been open for longer. In the future, it can 

be useful to provide the respondents with a way to write their own comments on each question, 

for more detailed answers. Furthermore, since the collecting of the data was through an open 

platform, it is impossible to know who opened the survey but chose not to answer, and so a 

future visit rate may decrease the risk of a bias. In regards to the secondary sources, many of 

the studies had predominantly female participants, and so there was not much ground to 

investigate the awareness level for males. An equal number of participants from each gender 

group, could make for more credible research results in the future.  

Sustainability is a relatively new word, and therefore more in-depth research on sustainable 

products and consumption, sustainable awareness and the consumption tendencies for both 

females and males in contemporary Japan, is important. The number of participants in the 

survey is limited, and therefore only one side to the story of consumption behaviour and 

recycling awareness could be portrayed here. Further investigation on the consumers who do 

consume and dispose in sustainable ways is necessary. It would be interesting to, for instance, 

compare their perception of sustainability to possible changes or events that have happened 

in Japan over the past 10 years. 
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Appendix A: Complete version of survey 

1. あなたは何歳ですか？ 

-18歳未満 

-18歳以上 26歳未満 

-26歳以上-40歳未満 

-40代 

-50代 

-60歳以上 

2. 性別を教えてください。  

-女性 

-男性 

-その他 

3. 住んでいる都道府県を教えてください。 

- 北海道、青森県、岩手県、山形県、宮城県、秋田県、福島県、茨城県、栃木県、群馬県、

埼玉県、千葉県、東京都、 神奈川県、新潟県、富山県、石川県、福井県、山梨県、長野

県、岐阜県、静岡県、愛知県、三重県、滋賀県、京都府 、大阪府、兵庫県、奈良県、和歌

山県、鳥取県、島根県、岡山県、広島県、山口県、徳島県、香川県、愛媛県、高知 県、福

岡県、佐賀県、長崎県、熊本県、大分県、宮崎県、鹿児島県、沖縄県、海外 

 

4. あなたが住んでいる都市の人口はどのくらいですか？  

 

- 1000人未満<500-1,000 

- 1000人以上 1万人未満 1,001-10,000 

- 1万人以上 10万人未満 10,0001-100,000 

- 10万人以上 50万人未満 100,001-500,000 

- 50万人以上 100万人未満 500,001-1 000 000 

- 100万人以上 500万人未満 1 000 001-5 000 000 

- 500万人以上 5 000 001> 

5. ユニクロではどのくらいの頻度で買い物をしますか？  

- 週に何回か 

- 月に何回か 

- 年に何回か 
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- ユニクロでは買い物をしない 

 

6. 購入するものを選ぶ際、もっとも当てはまるものはどれですか？ 

- セールやバーゲンのものを選ぶ。  

- 安すぎたり高すぎたりしないものを選ぶ。 

- 環境に配慮した素材で作られたものしか購入しない 

  

7. 服を購入する際、最重要視することはなんですか？  

- 値段 

- ブランド  

- デザイン 

- 質 

- セールかどうか  

- 環境に配慮したものかどうか 

 

8. ユニクロのサステナビリティミッションについて知っていますか？ 

- 知っている 

- 名前は知っている 

- ほとんど知らない 

- 知らない 

 

9. どのようにそのミッションを知りましたか？ 

- ユニクロのホームページ 

- このアンケートで 

- お店で 

- SNS 

- 雑誌 

- テレビ 

- 家族や友人から 

- その他 

10. どうしてユニクロはサステナビリティミッションを掲げていると思いますか？ 

- 顧客の需要のため 

- 環境に配慮するため 

- 利益をあげるため 

- 市場戦略の一つ 

- その他 
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11. ユニクロの服を購入する理由はなんですか？ 

- 安いから 

- 質がいいから 

- 商品(デザイン)が好きだから 

- 環境を守るため 

- 環境に配慮した商品を買いたいから 

- 他に選択肢がないから 

 

12. ユニクロのリサイクルサービスについて知っていますか？ 

- 知っているし使っている  

- 知っているが使ってはいない 

- 聞いたことはある 

- ほとんど知らない 

- 知らない 

 

13. ユニクロのリサイクルサービスを使わない理由は何ですか？ 

- そもそもサービスについて知らないから 

- 使いたくないから 

- コンセプトを信じていない 

- 使い方が分からないから 

14. ユニクロのリサイクルサービスをどのように知りましたか？ 

- ユニクロのホームページ 

- このアンケートで 

- お店で 

- SNS 

- 雑誌 

- テレビ 

- 家族や友人から 

- その他 

 

15. ユニクロでどのような商品を購入しますか？ 

- Ultra-Light Down 

- HEATTECH  

- AIRism 

- スカート 
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- ドレス 

- T-シャツ 

- 上着 

- ズボン 

- コート、ジャケット 

- 靴下、タイツ 

- 下着 

- パジャマ 

- スポーツウェア 

 

16. ユニクロで購入する際、商品の素材を確認しますか？ 

- はい 

- いいえ 

- 時々 

 

17. 他のファストファッションブランドで購入する際、商品の素材を確認しますか？  

- はい 

- いいえ 

- 時々 

18. ユニクロのサステナビリティミッションで一番得をするのは誰だと思いますか？ 

- ユニクロ 

- 顧客 

- 環境 

- 従業員 

- 誰も得をしないと思う 

- 分からない 

 

19. ユニクロ以外のファストファッションブランドで服を購入しますか？（H&M, ZARA, 無印

良品, G.U 等) 

- ほとんどユニクロで購入するが、時々他のブランドでも購入する。 

- ユニクロではあまり購入しないが、他のブランドでは購入する。 

- ユニクロでしか購入しない。 

- ユニクロ以外のファストファッションブランドでしか購入しない。 

- ファストファッションブランドは購入しない。 
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20. どのくらい使ったらユニクロの商品を捨てますか？ 

- 1～3 ヶ月 

- 4～6 ヶ月 

- 1～2 年 

- 3年以上 

- ほとんど捨てない 

- 捨てない 

 

21. ユニクロの商品を捨てるときはどうしますか？ 

- 普通のごみとして捨てる。 

- 寄付する。 

- リサイクルする。 

- ユニクロのリサイクルサービスを使ってユニクロに寄付する。 

- 友達か家族にあげる。 

- その他 

 

22. 最後にこのアンケートについてのご意見、ご感想をお聞かせください。 
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Appendix B: English translation of survey 

1. What is your age?  

-Under 18 

-18-25 

-26-39 

-40-49 

-50-59 

-Over 60 

2. What is your gender?  

-Female 

-Male 

-Other 

3. Where do you live?  

- (Prefectures in Japan is available to choose from here) 

 

4. How many inhabitants are there in your city? 

- <500-1,000 

- 1,001-10,000 

- 10,0001-100,000 

- 100,001-500,000 

- 500,001-1 000 000 

- 1 000 001-5 000 000 

- 5 000 001> 

 

5. How often do you shop at Uniqlo?  

- Several times per week  

- Several times per month 

- Several times per year 

- I do not shop at Uniqlo 

 

6. Please choose the option which suits your purchase decisions the most?  

- I often buy items that are on sale or on campaign  

- I usually buy items that are neither too cheap or too expensive 

- I only purchase clothes made from sustainable materials 

  

7. What do you prioritize the most when shopping for clothes? 

- Price 

- The brand itself  

- Design 

- Quality 

- If it is on sale or not  
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- If it is sustainable or not 

8. Do you know about Uniqlo’s sustainability mission?  

- I know about it  

- I recognize the name  

- I know a little 

- No 

 

9. How did you come to know about Uniqlo’s sustainability mission?  

- On their website  

- Through this survey 

- In the stores  

- SNS (Social Networking Service) 

- Magazine 

- TV 

- From a family member or a friend who told me about it 

- Other 

 

10. Why do you think Uniqlo has a sustainability mission?  

- By customers’ demand 

- To be more environmentally friendly  

- To make more profit 

- It is a part of their marketing strategy 

- Other 

 

11. Why do you buy Uniqlo products?  

- Because it is cheap  

- The quality is good 

- I like the product 

- To help the environment 

- I want to buy sustainable products 

- I have no other option 

 

12. Do you know about Uniqlo’s recycling service?  

- I know about it and use it  

- I know about it but I do not use it  

- I have heard about it  

- I know a little  

- No 

 

13. Why are you not using Uniqlo’s recycling service?  

- I have no information about it  

- I do not want to use it 

- I do not believe in the concept  

- Because I do not know how to use it 

14. How did you come to know about Uniqlo’s recycling service?  
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- On their website  

- Through this survey 

- In the store  

- SNS (Social Networking Service) 

- Magazine 

- TV 

- From a family member or a friend who told me about it 

- Other 

 

15. What kind of products do you buy at Uniqlo? 

- Ultra-Light Down 

- HEATTECH  

- AIRism 

- Skirts 

- Dresses  

- T-Shirts 

- Tops 

- Trousers 

- Coats and Jackets  

- Socks and Tights 

- Underwear 

- Sleepwear 

- Activewear  

 

16. Do you look at the product materials when you buy at Uniqlo?  

- Yes 

- No 

- Sometimes 

 

17. Do you look at the product materials when you buy at other similar fashion brands?   

- Yes 

- No 

- Sometimes 

 

18. Who do you think benefit the most from Uniqlo’s sustainability mission?  

- The company  

- The customers 

- The environment 

- The employees  

- I do not think it benefits anyone 

- I do not know 

19. Do you shop at any other similar fashion brands (such as H&M, ZARA, MUJI, G.U 

etc.)?  

- I mostly shop at Uniqlo but sometimes I shop at other fashion brands too 

- I shop at other brands but not so much at Uniqlo  
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- I only shop at Uniqlo 

- I only shop at other brands 

- I do not shop from these brands 

 

20. For how long do you use Uniqlo products before you throw them away? 

- 1-3 months 

- 4-6 months 

- 1-2 years 

- More than 3 years  

- I rarely throw them away  

- I do not throw them away  

 

21. How do you throw them away?  

- I throw them away as normal trash 

- I donate it  

- Recycle  

- I use Uniqlo’s recycling service and donate them to Uniqlo 

- I give them away to friends or family members 

- Other  

 

22. Any other thoughts and reflections on the survey? 

 


