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Abstract: The clothing industry has experienced global and sustained growth in the last decades due,
among other factors, to the decentralisation of production in this sector and its consequent lowering
of prices, but also to the effect of the unceasing demand that fashion generates. Simultaneously,
the number of people employed in the textile sector has been growing in economically developing
countries under precarious labour conditions. The objective of this study is to analyse the level
of knowledge and awareness of the Spanish population about the working conditions in clothing
manufacturing at production sites. To achieve this, we applied statistical analysis to data collected
from a sample (n = 3000) of Spanish fashion consumers. The main results show a society with a
high degree of concern for labour conditions in the textile sector, as well as for the environmental
repercussions triggered by this type of production. Considering the differences based on socio-
demographic variables, we find that women, older consumers, and respondents with higher education
show a greater degree of concern about the working conditions in the clothing industry. Along the
same lines, respondents who are ideologically left wing present a higher degree of concern than
respondents from the extreme right.

Keywords: working conditions; manufacturing industry; fast fashion

1. Introduction

Continuous consumption, low prices, and a constant change in collections and fashion
trends have social, economic, and environmental consequences. This model is known
as ‘Fast Fashion’ and is characterised by the mass consumption of low-cost clothes [1],
produced by cheap labour in short distribution times [2]. Frequent fashion campaigns drive
companies to accelerate their production processes, resulting in mass consumption. Designs
and offerings change every fifteen days, just as quickly as consumers change their tastes in
response to new trends [3]. In this way, the production process involves consumers who
buy clothes and the workers who produce them under precarious working conditions [4].
Within this rationale, the consumption of clothing has gained prominence in the daily
routines of social actors. These dynamics have led to the growth of the clothing industry,
coupled with an increase in consumption which is setting out serious environmental, social,
and working conditions consequences. In this setting, the clothing and fashion industry
have been considered the second most polluting and environmentally damaging industry
in the world, after the oil industry [5].

The purchase of clothing must be analysed within the context of overproduction
and overconsumption of goods, in a global order marked by inequality [6]. The ‘Fast
Fashion’ phenomenon arises from the relocation of textile corporations’ production facilities
in developing countries, which allows them to reduce the costs of the manufacturing
process [7]. The offshoring of clothing production is part of the process of economic
globalisation as a practice capable of lowering production costs and achieving a successful
product that allows for high demand from consumers in the Global North [8]. Production
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is mainly located in Asian and African countries, where low wages and working hours
exceeding 12 h a day are common in the production model [9]. In this context, it becomes
relevant to raise awareness of the working conditions of the clothing industry in the sites
of production. This process of awareness-raising must be supported by key social actors,
including consumers [10,11]. In other words, consumers must be aware of the labour, social,
and environmental context that shape the production of the clothing they purchase and
consume. Consumers’ behaviour and demands are effective ways of triggering intervention
actions in the sector to eradicate, or at least reduce, the labour and environmental risks
involved. Responsible consumers stand out for their concern for issues related to the
environment, ecology, and the working conditions of the people involved in the production
of goods, including clothes [12].

While research on the labour market and working conditions has been intensively
developed [8,9,13], few studies have explored consumer perceptions of working conditions
at production sites in the clothing industry. To improve our understanding of this issue, this
study focuses on Spain, a country where citizens predominantly consume clothes imported
from third countries [14]. In the following section, we turn to a literature review that covers
fashion consumption in Spain and the importance of public awareness of the working
conditions. Next, we specify the methods and techniques used in our study to analyse
Spanish consumer perceptions. We then present the results obtained after carrying out and
analysing the data collected through a survey. Finally, we conclude with a discussion of the
main implications of the study.

2. Literature Review

The labour diversification of the clothing industry has its correspondence in an in-
ternational division of labour, which Finkel [15] frames within an increasingly globalised
production model. While developing countries take on the least qualified jobs and high
rates of labour insecurity, developed economies retain the emerging jobs of this industry,
characterised by a higher level of qualification and the use of innovative technologies [16].

The clothing industry has grown in recent times as a result of the weight that fashion
has been gaining in society. In economic terms, it plays an important role on a global level,
accounting for 1.8% of the world’s GDP and 7% of total exports. The greatest demand is
focused in the United States, Europe, China, and Japan, which accounts for a third of the
world’s population. In Europe, the majority of clothes are manufactured in developing
countries [17]. According to Euratex (2023) [18], around 22 billion clothing products are
imported into Europe annually in the single market.

Spain follows the same line within this context where clothing imports come from
countries such as China, Bangladesh, Turkey, Vietnam, India, and others [19,20]. In the
year 2023, Spain experienced an 11% drop in exports in the clothing sector compared to the
previous year. While Spain ranks 15th as an exporter of clothes worldwide [20], the country
holds a negative trade balance in the sector. Specifically, in 2023 Spain had a negative
balance of 21% of its coverage, according to the statistics of the Confederation of the Textile
Industry in Spain [14].

While consumers enjoy cheap and widely available fashion items, developing coun-
tries bear the brunt of the social impact resulting from poor working conditions [21]. The
Global Slavery Index, a report from the Walk Free Foundation [22], declares that textile fac-
tories have in recent years become the origin of a model of modern slavery. In Bangladesh,
workers can face working shifts of between 14 and 16 h a day, 7 days a week, low wages
and significant accident risks [23]. Employers even impose measures to prevent the creation
of trade unions, despite the fact that this is a right protected by the International Labour Or-
ganisation [24]. Further, the World Health Organisation states that 20,000 people die every
year in developing countries as a result of the toxic products used in cotton cultivation [25].

In 2015, the United Nations (UN) approved the 2030 Agenda with 17 Sustainable
Development Goals (SDGs), focused on eradicating poverty and inequality and combating
climate change, among other objectives. In its formulation, economic development and
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decent work are at the heart of SDG 8, a goal centred on promoting ‘inclusive and sustain-
able economic growth, employment and decent work for all’ [26]. Decent work can be
understood as quality work that is appropriate to people’s characteristics (their training,
their culture, their expectations), as well as a stable job (which allows them to plan their
lives on the basis of a stable income in the medium and long term). These are jobs that
contribute to sustainable and inclusive economic development, where productivity is not
the only objective, but also the social criteria of equality, decent wages, dignified working
conditions, and care for the environment.

But the reality shown by the International Labour Organisation’s indicators on global
labour [26] is certainly far from SDG 8, as the exploitation of labour in general, and of
children and women in particular, is still present in the labour landscape of the least
economically developed countries and regions. Further, studies have shown that garment
industry employees perceive their working conditions as unsafe, unfair, and harmful to
their health and well-being [27,28].

While there is no global unified legislation for the clothing industry, this sector is
one of the largest in terms of production, employment, gross domestic product, and level
of pollution [29]. Given the magnitude of the clothing sector and to achieve a sustain-
able model, we need a global change in the patterns of perception and behaviour at the
level of governance, industry, and consumption [17]. Companies should promote social
responsibility measures and ethical principles, aimed at improving the quality of working
conditions and the environment [4,30]. However, responsibility for change should not
rest solely in the hands of the private sector. To create a more sustainable and equitable
production model, companies, governments, and consumers must take responsibility for
the production processes, considering the social, economic, and environmental impacts
they generate [31].

Debates in society on the responsibility of the companies in the clothing sector are
common; however, only rarely is the social responsibility of the consumer examined
through analyses that take into account the repercussions of mass consumption and other
consequences of the production process [32]. Previous studies have shown that consumers
tend not to display ethical and solidarity-based behaviour [33,34], one of the reasons for
this lack of ethical behaviour is the absence of familiarity with the context of clothing
production.

Consumers’ acknowledgement and concern about the context of clothing production
is a necessary prior step for the intervention process. Social constructionism places social
problems as part of a subjective social evaluation [35]. Following the contributions of
the Chicago School sociologist, Herber Blumer [36], social problems are the product of
a process of collective recognition of society. In this way, the problem exists because
society has defined it as such. For Blumer (quote), the management of a social problem
with intervention programs is organized in five phases: the perception of the problem, its
collective social legitimation, the mobilisation of actions, the design of an intervention plan
and the implementation of said plan. Thus, our analysis focusses on the first step of the
intervention process, that is, we analyse the perception of the problem by studying the
degree of concern and awareness of Spanish consumers about the labour conditions of
workers in the clothing industry.

3. Materials and Methods

The main objective of this research is to analyse the perception of Spanish citizens
of the labour conditions of employees in the clothing industry. As noted above, the topic
is underrepresented in the existing literature. Thus, we adopted an exploratory research
design, which is appropriate for topics we know little about [37].

As a primary source of data, a survey was used to explore and determine the degree
of awareness, opinions, and evaluations of consumers regarding the working conditions
in the clothing industry at the production plants. The survey questions are listed in
the Appendix A of this document. The survey as a data production technique uses a
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set of standardised research procedures to collect and analyse data from a sample of a
larger population or universe, from which a number of characteristics are to be described,
predicted or explained [38–40]. As Casas Anguita et al. [41] state, a survey provides
information on indirect observations, mass observations, and the collection of data on
a wide range of topics. In addition, it allows for intra-group comparisons due to the
standardised collection of information by means of a questionnaire.

The sampling strategy was non-probabilistic according to age and gender quotas and
the survey was carried out through phone interviews with a total of 3000 people between
April and June 2022. This research was carried out within the R&D&I project entitled ‘Social
Processes in the Virtual Shop: The Purchase of Clothing after COVID-19’ (PY20_00343). This
project was funded by the General Secretary of Universities, Research, and Technology of
the Andalusian Regional Government (Spain) and was developed between 2021 and 2023.

The socio-demographic features of the sample in terms of gender, age, level of educa-
tion, and employment status show the following distribution: 51.3% of the participants are
women and 48.7% are men; the average age is 40 years old, and 33.4% or the participants
live in the Andalusia Region (Southern Spain). Concerning the level of education, 37% of
those surveyed have a university degree, 30.1% of the respondents have an intermediate
level of baccalaureate or higher education, and 23.3% have secondary education and voca-
tional training. The lowest levels of education, primary or less than primary, account for
5.1% of those surveyed. Regarding the employment situation, 70% of the participants are
working and the rest (30%) are either non-active or unemployed.

The data derived from the survey were statistically analysed with the computer
software Statistical Package for Social Sciences (SPSS/PC). The aim is to specify the most
important properties, characteristics, and profiles of people, groups, communities or any
other phenomenon that are subjected to an analysis [42]. To examine the perception of
Spanish citizens about the labour conditions of employees in the clothing industry, we took
two steps.

First, we examined the general degree of awareness through descriptive analysis of
several variables that measure the degree of concern as well as the degree of agreement
with different statements about working conditions in the clothing manufacturing process.
Second, we undertook a series of bivariate analyses in order to examine the relationship be-
tween socio-demographic characteristics (i.e., gender, age, level of education, employment
status, political self-positioning, and concern for environmental impact) and the perception
of the working conditions. The associations between the variables were analysed consider-
ing the different association coefficients (Chi-square and Pearson’s coefficient) depending
on the level of measurement of the variable, with a p-value less than 0.05 (** p < 0.0500).
Said value helped us discriminate which relationships between the variables are statistically
significant [38].

4. Results
4.1. The Perception of Working Conditions in the Clothing Industry

Table 1 shows that the vast majority of consumers in Spain (80.7%) consider working
conditions in clothing factories at production sites to be either average or bad. Only a
minority (9.1%) consider them to be good and one out of ten respondents say they are
not aware of them (10.2%). It is usual for consumers to have a lack of awareness of
the internal processes behind the manufacturing of clothing [43]. However, the majority
opinion suggests a negative perception of the labour conditions in this sector.

Figure 1 shows the degree of concern of Spanish consumers about working conditions
in the clothing industry. On a scale of 1 to 10 (where 1 corresponds to no concern and 10 to
the highest concern), the average response is 7.5 points. This indicator shows a high degree
of concern. Specifically, more than half of the respondents (56.9%) express a degree of
concern equal to, or higher than, 8 points. In addition, there is a negative correlation, with
statistical significance (p = 0.00) between the variables ‘degree of concern about working
conditions’ and ‘rating of working conditions’. In other words, as the degree of concern
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increases, the negative perception of labour conditions also rises. Therefore, it can be said
that people with a higher degree of concern about working conditions in the clothing
industry largely consider them to be generally bad.

Table 1. General assessment of working conditions in clothing factories.

Rating of Working Conditions in Clothing Factories at Production Sites

N Percentage

Bad 1286 42.9

Average 1134 37.8

Good 274 9.1

Don’t know/No
reply 306 10.2

Total 3000 100
Source: Own elaboration based on the data of the questionnaire ‘Social processes in the virtual shop: the purchase
of clothing after COVID-19’ (2022).
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of clothing after COVID-19’ (2022).

In order to further inquire about the level of awareness and engagement of consumers,
a series of questions were asked about the degree of agreement with statements about
working conditions during the manufacturing process (Table 2).

About 60% of the respondents show a high degree of agreement (agree or strongly
agree) with the statement ‘Consumers should be informed about working conditions during
the manufacture of clothing’. However, consumers tend not to be personally involved in
seeking information on the subject, with 35% giving intermediate ratings on the statement
‘I personally care about the working conditions during the manufacturing process of those clothes
I buy’.

Finally, another of the statements with a high degree of agreement (43.1%), ‘I am more
concerned about the working conditions of Spanish workers than those of workers in other countries’,
offers us an insight into the importance of local labour markets in the perception and
awareness of the labour situation.
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Table 2. Degree of agreement with different statements about working conditions in the clothing
manufacturing process.

Degree of Agreement with the
Following Statements: Mean Strongly

Disagree Disagree
Neither

Agree nor
Disagree

Agree I Fully
Agree Total

I am more concerned about the
working conditions of Spanish
workers than those of workers in
other countries

5.1 9.3% 15.2% 30.3% 29.5% 13.6% 100%

Consumers should be informed about
working conditions during the
manufacture of clothing

4.9 4.4% 5.4% 18.0% 36.9% 34.2% 100%

I personally care about the working
conditions during the manufacturing
process of those clothes I buy

4.8 9.5% 21.5% 34.7% 22.1% 10.2% 100%

Source: Own elaboration based on the data of the questionnaire ‘Social processes in the virtual shop: the purchase
of clothing after COVID-19’ (2022).

In this study, we also examined to what extent respondents consider the different
actors (governments, companies, consumers, and textile workers) involved in the pur-
chasing and production processes to be responsible for complying with labour rights and
environmental protection.

Figure 2 shows that consumers primarily attribute responsibility to companies (8.4),
followed by governments (8.3), consumers (6.6), and, lastly, textile workers (6.2). In
short, almost 42% of the respondents consider that companies are fully responsible for
compliance with labour conditions in the clothing manufacturing process at the production
sites. Following these results, the hierarchy of responsibilities assigned shows a logic
that responds to the social perception of companies as economic organisations seeking
maximum profit, together with the loss of weight of the administrations in the face of the
economic powers. Furthermore, consumers and workers are relegated to a second level of
responsibility, as they are not the direct guarantors of the productive organisation model.
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4.2. The Socio-Demographic Profile of Consumers in Relation to Their Perception of
Working Conditions

In this section, we examine whether there is a relationship between the socio-demographic
characteristics of consumers and their perception of the working conditions of clothing manu-
facturing. Table 3 shows the correlation matrix between the dependent variables ‘Assessment
of working conditions’ and ‘Degree of knowledge about working conditions’ in clothing
factories and each of the explanatory variables: gender, age, level of education, employment
status, political ideology, and concern about environmental impact1.

Table 3. Correlation matrix2.

Variables Assessment of Working
Conditions

Degree of Concern About Working
Conditions

Assessment of working
conditions

-
-

-
-

Degree of concern about
working conditions

Pearson’s r
p-value

−0.95 **
0.00

-
-

Gender Pearson’s Chi-square 0.322 0.00 **

Age Pearson’s r
p-value

0.14
0.482

0.66 **
0.00

Level of education Pearson’s Chi-square 0.00 0.002

Employment status Pearson’s Chi-square 0.00 0.00

Political self-positioning Pearson’s r
p-value

0.238 **
0.000

−0.151 **
0.000

Concern for environmental
impact

Pearson’s r
p-value

−0.82 **
0.000

0.719 **
0.000

Correlation coefficients significant at the 0.01 level are identified by two asterisks. Source: Own elaboration
based on the data from the questionnaire ‘Social processes in the virtual shop: the purchase of clothing after
COVID-19’ (2022).

As indicated above, the greater the degree of concern about working conditions, the
greater the negative perceptions about these conditions. Other statistically significant
correlations should be highlighted, such as those of the variable ‘Assessment of working
conditions’ with the variables level of education, employment status, concern for environ-
mental impact, and ideological self-positioning. These socio-demographic variables are
determinants of consumers’ assessments of working conditions in the clothing industry.
Further, the variable ‘Degree of concern’ about working conditions is also determined by
the socio-demographic variables mentioned above, to which other variables such as gender
and age should also be added.

As shown in Figure 3, the bivariate analysis of the ‘Assessment of working conditions’
in the textile factories in relation to the gender of the interviewee indicates that there are
no statistically significant differences between men and women in these terms, with very
similar percentages in each of the ratings. However, the general perception indicates that
men perceive precarious or ‘bad’ working conditions to a greater extent than women.

An analysis was also made of the relationship between gender and the ‘Degree of
concern about working conditions’ in the textile industry on a scale of 1 to 10 (where
1 corresponds to no concern and 10 to maximum concern). The analysis shows that there
is a significant relationship between these two variables. Thus, women express a higher
degree of concern about working conditions in the clothing industry than men, with a
mean of 7.66 and 7.36, respectively.

Regarding the age variable, different authors [44–48] note that this is one of the
variables with the greatest impact on values, as generational replacement brings with it
a change in values. Figure 4 shows differences in the assessment of working conditions
in textile factories and age. Specifically, within the younger cohorts of 16–24-year-olds,
the majority (54.34%) consider working conditions in clothing factories to be bad. This
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proportion drops in the older cohorts, where a considerable minority perceive them in the
same way. However, at the other end of the spectrum, younger people also show a more
positive regard for the working conditions in textile factories, as they are the ones who
consider them to be good to a larger extent, and as age increases, this perception decrease.
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The correlation between age and the degree of concern about working conditions in
clothing manufacturing was also evaluated (see Table 2), revealing a positive relationship
between these variables. This means that, as age increases, the degree of concern about
working conditions in clothing manufacturing also increases, decreasing at younger ages,
with averages for this variable of 7.31, 7.41, and 7.66, respectively, for each age group.

Figure 5 shows the respondents’ assessments of working conditions in textile factories
according to their level of education. In general, the higher the level of education, the
more negative the ratings are. Most of those with a university level of education consider
working conditions to be bad (52.3%), followed by those with a medium level of education
(44.7%), and then those with no education or primary education (38%). On the other hand,
the respondents with lower education levels rated the conditions as average and bad.
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Table 4 shows that the overwhelming majority (89.9%) of respondents assess the
working conditions in the textile factories as bad or average, with no significant differ-
ences depending on whether they are employed or unemployed. Thus, in this sample,
employment status is not a determining factor when it comes to rating working conditions.

Table 4. Assessment of working conditions in textile factories according to the employment situation.

How Would You Rate the Working
Conditions in Textile Factories at the

Production Sites?

Employment Situation
Total

Active Population Inactive Population3

Bad
Count 877 399 1276

% 47.3% 49.0% 47.8%

Average
Count 801 320 1121

% 43.2% 39.3% 42.0%

Good
Count 175 95 270

% 9.4% 11.7% 10.1%

Total
Count 1853 814 2667

% 100.0% 100.0% 100.0%
Source: Own elaboration based on the data from the questionnaire ‘Social processes in the virtual shop: the
purchase of clothing after COVID-19’ (2022).
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Similarly, when analysing the relationship between the employment situation and
the degree of concern about labour conditions of the clothing industry workers in the
production sites, employment status is not a determining factor regarding their degree of
concern about working conditions. The means of the degree of concern and employment
status variables indicate minor differences, with consumers in active employment having a
mean of 7.53 and unemployed consumers 7.47.

The relationship between political ideology and variables such as assessment of work-
ing conditions and degree of concern about working conditions is statistically significant
(see Table 3). People who, on the ideology scale, position themselves on the extreme left,
rate working conditions in clothing production sites as bad; specifically, 65.6% do so. Com-
pared to people who position themselves on the extreme right, only 43.2% consider them
to be bad. In the assessment of working conditions as good in the places of production, we
find that there is a higher percentage of people on the extreme right, 27.3%, compared with
9.4% on the extreme left, as can be seen in Table 5.

Table 5. Assessment of working conditions in clothing manufacturing and ideological positioning.

On a Scale of 1 to 10, with 1 Being ‘Extreme Left’ and 10
Being ‘Extreme Right’, Where Would You Place Yourself

Ideologically?

How Would You Rate the Working Conditions in
Textile Factories at the Production Sites? Total
Bad Average Good

Extreme left 1
Count 42 16 6 64

% 65.6% 25.0% 9.4% 100.0%

2
Count 95 25 10 130

% 73.1% 19.2% 7.7% 100.0%

3
Count 293 132 20 445

% 65.8% 29.7% 4.5% 100.0%

4
Count 224 203 36 463

% 48.4% 43.8% 7.8% 100.0%

5
Count 219 205 51 475

% 46.1% 43.2% 10.7% 100.0%

6
Count 102 162 31 295

% 34.6% 54.9% 10.5% 100.0%

7
Count 70 142 46 258

% 27.1% 55.0% 17.8% 100.0%

8
Count 66 93 29 188

% 35.1% 49.5% 15.4% 100.0%

9
Count 21 35 8 64

% 32.8% 54.7% 12.5% 100.0%

Extreme right 10
Count 19 13 12 44

% 43.2% 29.5% 27.3% 100.0%

Total
Count 1151 1026 249 2426

% 47.4% 42.3% 10.3% 100.0%

Source: Own elaboration based on the data of the questionnaire ‘Social processes in the virtual shop: the purchase
of clothing after COVID-19’ (2022).

In a similar way to what has been previously conducted with other variables, the
relationship between the degree of concern about working conditions in clothing manufac-
turing sites and the ideological self-positioning of the respondents has also been studied.
Participants who positioned themselves on the extreme left scale showed a higher degree
of concern than those on the extreme right, with averages of 8.56 and 7.06, respectively.
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Our findings reveal that respondents with a high degree of concern about working
conditions in the clothing industry also tend to have a higher degree of concern about the
environmental consequences of this sector, as can be seen in Figure 6. The degree of concern
for working conditions aligns closely with the concern for environmental consequences,
indicating a strong positive correlation between these two variables (see Table 3).
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5. Discussion

The clothing industry has become a crucial sector worldwide. In the context of Spain,
the framework of this research, this sector is characterised by a negative trade balance in
which imports exceed exports. In general, the production of clothes is located in developing
countries, where labour and production costs are lower.

The situation of workers in the clothing industry is mostly precarious, insofar as
working conditions are far from meeting minimum human rights requirements. Given this
situation, companies in the textile sector must take responsibility for the consequences of
their manufacturing, especially in terms of the labour conditions of their employees [31].
However, we must not forget the role of consumers, as key social actors in the purchasing
phase of the cycle of this industry. Citizens play a role in the fast fashion model of produc-
tion within the context of exacerbated consumerism. Additionally, consumers have the
capacity to seek details about the manufacturing process of the clothes they purchase.

This research was thus framed to analyse the level of information and awareness
Spanish consumers have about working conditions in the clothing industry. The high
degree of concern shown in this study suggests that the mobilisation and information
campaigns carried out by social movements may have significantly impacted society. On
several occasions, certain brands and products have been boycotted as a result of complaints
about poor working conditions and environmental damage. Similarly, the commitment
to the SDGs in the European Union, as defined by the United Nations, could have led
to a greater level of information and awareness about the need to promote sustainable
development in which decent work and care for the environment are central pillars.

The results illustrate that respondents showed a high degree of concern about the
labour conditions of workers, with 59.4% rating their concern as 8 or more on a scale of
1–10. As for the assessment of the labour conditions of workers in the clothing industry,
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42.9% of consumers rated them as poor, while less than 10% of the 3000 respondents
rated conditions as good. Overall, consumers concerned about the labour conditions of
workers in the clothing industry also tend to express a high degree of concern about the
environmental impacts (72.7%) of this type of production. This suggests that responsible
consumers are concerned about all the repercussions of this type of manufacturing in
foreign factories [32,49].

In the same vein, respondents overwhelmingly agreed or strongly agreed (71.06%)
with the statement that consumers should be informed about the working conditions and
environmental consequences of the manufacturing of the clothes they buy. In this way, they
express their interest in knowing about the labour conditions during the clothing manufac-
turing process, showing no differences in their concern with regard to the nationality of the
workers, whether they are Spanish or from other countries. News reports about accidents
in clothes factories, coupled with growing environmental concerns, may have become
factors that shape the degree of concern and assessment of labour conditions in the clothing
industry among consumers. Perhaps we are witnessing the rise of the conscious consumer,
who makes purchasing decisions based on the sustainable, environmental, and social value
of products. Nevertheless, the results also show that a high degree of respondents are more
concerned about the working conditions of Spanish workers than those of workers in other
countries. In this sense, Martínez Martín [43] shows the excessive nationalisation of trade
union demands in the labour market.

Several authors have explored the importance of considering variables such as gender,
age, education level, employment status, and political ideology when analysing consumer
behaviour [50–52]. Therefore, in order to delve more deeply into the object of study,
the relationships between the different variables have been considered when analysing
society’s degree of awareness of working conditions in the clothing industry. According
to the results, the degree of concern shown by Spanish consumers differs according to
socio-demographic variables such as gender, age, and educational level (Table 3).

Women show higher levels of concern than men. This can be explained by the fact
that women value more highly environmental aspects of the workplace which have an
impact on improving the quality of working life [45,53–56]. The age variable is also
relevant as older respondents report a greater degree of concern about working conditions.
Similarly, respondents with higher levels of education perceive the poor working conditions
in the clothing industry to a greater extent. Level of education is a relevant variable
when analysing the expectations, perceptions, and attitudes of the population, since those
with higher levels of education are more demanding in their job expectations and labour
conditions [44,50,55]

This analysis did not show any significant correlation between employment status and
the level of concern about working conditions. Although respondents have not been asked
about their own employment conditions; in this way, several studies indicate that there is a
relationship between attitudes towards values and one’s own employment status [57,58].

Regarding consumers’ ideology in relation to their perceptions of labour conditions,
Jost [59,60] states that people’s perceptions of social reality are often shaped by their
political ideologies, that is, their socially shared belief systems. At an international level,
there are important differences between people according to their political ideology. Thus,
people on the right are more oriented towards the justification of inequality, showing
resistance to change, while people in more left-leaning positions show more liberal values
of change and social justice [60]. In this study, we found a positive correlation between
the assessment of working conditions and ideological self-positioning; that is, people who
position themselves in extreme left-wing stances have a higher negative assessment of
working conditions than people who position themselves in extreme right-wing stances. In
addition, a higher percentage of people on the extreme right perceive working conditions
in the clothing industry as good.

The political ideology variable is also significant in determining the degree of concern
about labour conditions. Here, the correlation between the two variables is negative. That
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is to say, respondents who are ideologically left-wing oriented have a higher degree of
concern than respondents on the extreme right, as shown by their mean values of 8.56
and 7.06, respectively. This tendency corresponds to the idea that people on the left are
usually more concerned with issues related to social justice, global inequality, climate
change, labour, and women’s rights than more conservative people, who focus more on
issues related to social order, capitalism, criminality, national symbols, and so on [50,61].

These findings are consistent with previous research that shows how consumers
concerned about clothing manufacturing issues tend to have a high degree of concern about
both the material and working conditions at the production sites and the environmental
impacts of this industry [62]. These high levels of awareness about working conditions
in the fashion industry present opportunities for the development of sustainable and fair
fashion options. Indeed, in recent years, there has been an increase in awareness about
sustainability and the environment, influencing the purchasing decisions of almost 60% of
users in 2021. Sustainable fashion—with organic fibres, innovative materials, and processes
such as reuse or resale—presents an essential alternative to addressing pollution in this
industry, which makes it a unique opportunity for companies in this sector [63,64].

The growing concern about these issues highlights a rising awareness of the impor-
tance of compliance with working conditions in the clothing sector, together with the
need for the application of sustainable processes due to the relevance of this industry in
today’s society. Thus, aspects such as concern for the environment, the search for equality,
respect for human rights, or sustainable development are factors that could encourage
citizens to propose demands that are more consistent with post-materialist values [65]. In
this line, there is a need to consider forms of consumption in the clothing industry that
respect working conditions and the environment. In this context, the consumer becomes a
fundamental actor in the process, which is why information is key when it comes to making
purchasing decisions.

Finally, these results also have relevant practical implications, as we have seen Spanish
consumers show a high level of concern and awareness about working conditions in
the clothing industry. This means that citizens will likely be sympathetic to private and
public action to address the problem, including the promotion of ethically produced
clothes. Further, existing awareness campaigns such as the “clean clothes campaign”,
“Fashion Revolution” and “Who made my clothes?” can be enhanced and utilized to direct
consumers to ethically produced fashion options [66–68].

6. Conclusions

There are several studies focused on corporate responsibility and the perception that
employees have of their own working conditions in the clothing industry. However, much
less is known about society’s perception of this reality. Our research shows a high level of
concern among Spanish consumers regarding working conditions in the clothing industry.
Understanding Spanish consumers’ perception of conditions in clothing manufacturing
should help administrations take measures and implement intervention programs to ad-
dress the issue. Society’s perception of the problem helps make it visible, legitimizes it,
and makes it part of the “social concerns of the moment” [69]. Therefore, the first step to
address the social problem of precarious working conditions in the clothing industry is its
public recognition, as this implies a desire for change, reform, and transformation. The
collective social perception of the problem turns it into a political concern, requiring the
public authorities to analyse, design, and implement public policies aimed at managing the
issue [70].
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Appendix A

Name Questions Values

Assessment of working conditions
How would you rate the working conditions in

textile factories at the production sites?

Bad
Average

Good

Degree of concern about working
conditions

On a scale of 1 to 10, with 1 being no concern
and 10 being the most worry, to what extent

are you concerned about working conditions in
relation to the manufacture of clothing?

Range: 1–10

Concern for environmental impact

On a scale of 1 to 10, with 1 being no concern
and 10 being the most worry, to what extent
are you concerned about the environmental

impacts in relation to the manufacture
of clothing?

Range: 1–10

Concern about working conditions:
Spanish workers vs. workers in other

countries

“I am more concerned about the working
conditions of Spanish workers than those of

workers in other countries”

Mean
Strongly disagree

Disagree
Neither agree nor disagree

Agree
I fully agree

https://secretariageneral.ugr.es/sites/webugr/secretariageneral/public/inline-files/SII/Code%20of%20Ethics.pdf
https://secretariageneral.ugr.es/sites/webugr/secretariageneral/public/inline-files/SII/Code%20of%20Ethics.pdf
https://secretariageneral.ugr.es/sites/webugr/secretariageneral/public/inline-files/SII/Code%20of%20Ethics.pdf
https://secretariageneral.ugr.es/sites/webugr/secretariageneral/public/inline-files/SII/Code%20of%20Ethics.pdf
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Name Questions Values

Concern about working conditions:
consumers’ information

“Consumers should be informed about
working conditions during the manufacture of

clothing”

Mean
Strongly disagree

Disagree
Neither agree nor disagree

Agree
I fully agree

Degree of concern about working
conditions during the manufacturing

process

“I personally care about the working
conditions during the manufacturing process

of those clothes I buy”

Mean
Strongly disagree

Disagree
Neither agree nor disagree

Agree
I fully agree

Attribution of responsibility to different
actors for compliance with labour

conditions in the production processes of
the manufacturing industry

To what extent do you consider yourself
responsible for compliance with labour rights:

The governments?
And to companies?

And to the consumers?
And the workers of textile?

Range: 1–10

Gender Gender
Man

Woman

Age Age Range 16–60

Level of education
What is your highest level of completed

studies?

No education/Primary education
Secondary/VET/Baccalaureate
University studies/Doctorate

Employment status What work situation were you in last week?
Active population

Inactive population

Political self-positioning
On a scale of 1 to 10, with 1 being “far left.”

and 10 the “extreme right”, where would you
place yourself ideologically?

Range: 1–10

Notes
1 Chi-square and Pearson’s coefficient have been used depending on the level of measurement of the variables. While Chi-square

allows us to determine the relationship between two categorical variables, Pearson’s coefficient is a measure of linear association
between continuous variables ranging from −1 to 1, where 0 means that there are no correlations between the variables. Thus,
those correlations whose p-value is less than 0.05 are statistically significant.

2 Correlation matrix between the variables of assessment and degree of concern about working conditions and control variables
(gender, age, level of education, employment status, environmental impact, and political self-positioning). Statistically significant
relationships are those where the p-value is less than 0.10 and are indicated in bold figures.

3 The inactive population category includes the following working situations: family help (without a fixed salary), unemployed,
student, retired or pre-retired, permanent disability, housework, and other situations.
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