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Abstract

This study examines how environmental consciousness and socially responsible clothing consumption attitude
influence people’s perceptions of the consequences of fast fashion. Data were collected through a questionnaire
survey administered to females in their 20s to 40s, and a total of 430 surveys were used in the final analysis. The
research results are as follows. First, environmental consciousness —which was conceptualized as interest in
consumer effectiveness and the environment—had a positive influence on attitudes toward socially responsible
clothing consumption attitude, i.e., clothing recycling and resource conservation. As the perception of consumer
effectiveness was high, respondents had a tendency not to follow trends. Second, consumers with a high level of
interest in the environment perceived the effect of fast fashion on the environment as serious, and they felt
negatively toward personal use of fast fashion. Third, consumers with strong resource conservation behavior perceived
the effect of fast fashion on the environment as serious, but those with positive attitudes toward secondhand clothing
did not appear to have that perception. Finally, consumers who followed trends and those with weakly held attitudes
about resource conservation felt positively toward personal use of fast fashion. The results of this research indicate
that environmental consciousness is an important factor for socially responsible clothing consumption behavior. In
addition, consumers with strong attitudes regarding resource conservation were more perceptive of the negative
effect of fast fashion on the environment.
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3. Perceived consequences of fast fashion
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3. Data collection and analysis
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IV. Results and Discussion

1. The influence of environmental consciousness
on socially responsible clothing consumption attitude
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{Table 1> The influence of environmental consciousness on socially responsible clothing consumption attitude

Socially respc?nslble.clothmg Environmental consciousness 5 t F R
consumption attitude
) Perceived consumer effectiveness .10 1.66
Secondhand clothing purchase - 18.30%** .08
Environmental concern 21 373k
Perceived consumer effectiveness .19 3.34%%*
Recycling of clothing 29.65%** 12
Environmental concern 21 3.65%**
. Perceived consumer effectiveness 21 3.5k
Trend-seeking - 10.86*** .05
Environmental concern 02 .30
. Perceived consumer effectiveness A2 2.14%
Resource conservation - 43.68*** 17
Environmental concern 33 6.10%***

%p<.05, Fp<01, *¥4p<,001
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o] 2|3t A3H= Hopper and Nielsen(1991)9] ¢t
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A2k Zdof QlojA s 4B} At x|zl Ble)
2. The Influence of environmental consciousness Ao st TAlo] gL 2R3 Hepghs A o
on perceived consequences of fast fashion 4 9tk LA Ao Ao & € HAL T}
e ol Ao aHAp b Azt ghof iRt A v LeE AE sfjido] 2 wAY A
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ek &, SAEAE NAsHE o B2 s Aol gt 9171 ofAo] Ath= AS & 4= ik o
{Table 2> The influence of environmental consciousness on perceived consequences of fast fashion
Perceived consequences . .
. Environmental consciousness B t F R
of fast fashion
. Perceived consumer effectiveness .08 1.40
Environmental consequence - 26.56*** 11
Environmental concern 28 4.96%**
o Perceived consumer effectiveness 11 1.82
Individual usefulness - 4.97%* .02
Environmental concern -.19 —3.15%*
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3. The Influence of socially responsible clothing
consumption attitude on perceived consequences
of fast fashion
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{Table 3> The influence of socially responsible clothing consumption attitude on perceived consequences of fast fashion

Perceived consequences Socially responsible clothing
; . . B t F R
of fast fashion consumption attitude
Secondhand clothing purchase -.20 —3.37%*
. Recycling of clothing 11 1.61
Environmental consequences - 3117 23
Trend-seeking —-.01 -.11
Resource conservation 48 8.53%#*
Secondhand clothing purchase -.07 -1.04
o Recycling of clothing .20 2.57*
Individual usefulness - 6.47%%* .06
Trend-seeking -21 —4.08%**
Resource conservation -.14 —2.20%

%p<.05, Fp<01, *¥4p<,001
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