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Abstract

Corporate association —which refers to consumers’ beliefs, knowledge, perceptions, and evaluations of a corporation
—can affect consumers’ purchasing intentions. Corporate association consists of corporate ability association and
corporate social responsibility association. Corporate ability association refers to a company’s product quality,
corporate innovation, productivity, consumer orientation, and after service. Corporate social responsibility association,
which refers to the social perspective a company has of its responsibility to society, can affect corporate image
and consumers’ purchasing intentions. Eco-labeling for protecting and sustaining the environment is one of the
important green marketing strategies in the fashion business that can influence corporate association and consumers’
purchasing intentions. The purpose of this study was to investigate the effect of consumers’ eco-label recognition
on their corporate association and intentions to purchase eco-friendly fashion products. Questionnaires were distributed
to consumers. The 263 usable questionnaires that were returned were analyzed by descriptive statistics, Cronbach’s
alpha, factor analysis, regression analysis, and #-test. The results were as follows: There was a significant effect
of eco-label recognition on corporate association (ability association and social responsibility association). Eco-label
recognition and corporate association were found to significantly affect consumers’ purchasing intentions. Regarding
the eco-friendly fashion product buying experience, there was no significant difference on corporate association and
buying intention, but there was significant difference on eco-label recognition.

Keywords: corporate association(7] %/ 91-4)), eco-label recognition( |2 2F291 X)), purchasing intention(7-7<]/ %),
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1. Research model
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2. Measurement
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(Fig. 1) Conceptual framework
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4) Purchasing intention
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IV. Results and Discussion
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1. Demographic information
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2. Consumer buying on eco-friendly fashion
product
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(Table 1) Consumer buying on eco-friendly fashion
product

Frequency | Percentage
Buying Yes 116 43
experience | No 146 55.7
Children’s wear 18 9.6
Apparel 56 29.8
Shoes 20 10.6
(i?eyneqs) Underwear 32 17.0
Accessory 18 9.6
Socks/scarf 19 10.1
Etc. 25 13.3
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3. Internal validity
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Corporate Corporate ability association 907
association | Corporate social responsibility .894
Purchasing intention 877

(Table 3) Factor analysis on corporate association
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Variables Factor loading Eigen value Variance(%o)
33 813
34 795
32 781
Corporat.e jability 31 744 719 51.401
association 35 715
37 682
Corporator 36 680
association 30 .625
39 .837
40 .824
S"""‘jssr:ﬁ:t?;‘qb”‘ty :; j;z 1.733 12381
43 732
38 577
KMO 913
Bartlett 2,314.164
Sig. .000
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(Table 4) Factor analysis on environmental awareness
Variables Factor loading Eigen value Variance(%o)
10 .829
11 813
25 794
19 177
13 762
Environmental 14 726 9336 44459
protection
21 720
12 708
17 .683
o 1 20 647
S 16 561
29 726
28 720
Eco-friendly product 27 659 2108 10.038
& corporate
22 574
26 .562
18 .667
23 .641
Environmental 15 611 1126 5364
concern
9 578
24 .503
KMO .929
Bartlett 3,162.878
Sig. 000
5. Hypothesis test (D) 1-1. o=l QA== 7|9 58 A
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(Table 5) Effect of eco-label recognition on corporate ability association

Corporate ability association
B Standard error Beta t p
Constant 1.701 .143 11.934 .000
Independent variable | Eco-label recognition 524 .047 564 11.042%* .000

R=318  Adjusted R*=316  F=121.934**

% p<0.05
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(Table 6) Effect of eco-label recognition on corporate social responsibility association

Corporate social responsibility association
B Standard error Beta t p
Constant 2.617 165 15.905 .000
Independent variable | Eco-label recognition 376 .055 391 6.854%* .000
R=153  Adjusted R*=149  F=46.938**

% p<0.05

(Table 7) Effect of corporate ability association and social responsibility association on purchasing intention

Purchasing intention on eco-friendly fashion product
B Standard Beta t P
error
Constant 713 213 3.341 .001
Independent Corporate ability association 358 071 302 5.039%* .000
variable | Corporate social responsibility association 490 .069 428 7.142%%* .000
R=437  Adjusted =433  F=100.478**
** p<0.05
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(Table 8) Effect of eco-label recognition on purchasing intention

Purchasing intention on eco-friendly fashion product

B Standard error Beta t p
Constant 2.706 .196 13.827 .000
Independent variable | Eco-label recognition 336 .065 305 5.158%* .000

R=093

Adjusted =089  F=26.607**

% p<0.05

(Table 9) Moderating effect of environmental awareness on eco-label recognition and purchasing intention

1 step regression 2 step regression 3 step regression
B t B t B t
Constant 2713 13.883 072 302 |- 1.695 —2.543
Independent variable | Eco-label recognition(X) 332%% | 5103 .085 1.625 81 1H* 3.105

Moderating variable | Environmental awareness(Z)

916%*%* | 13.969 1.384%4* 7.803

Interactive XxZ —.190%**|  —2.837
R/F 092 / 26.037** 485 / 120412+ .500 / 85.166%*
AR | AF .092 / 26.037* 393 / 195.120% .016 / 8.046*

* p<0.1, ** p<0.05, *** p<0,001
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(Table 10 Eco-label recognition difference regarding
eco-friendly fashion product buying experience

Variable N M t P
: Yes | 116 |3.1816
Buying 5397%| 000
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(Table 12) Purchasing intention difference regarding
buying experience of eco-friendly fashion product

Variable N M t P
o | Yes | 116 | 3.6437
Buying -567| 571
experience | No | 146 | 3.7080

(Table 11) Corporate association difference regarding buying experience of eco-friendly fashion product

Variable N M t p
. - . . Yes 116 3.2791
Corporate ability association | Buying experience No 46 31610 1.240 216
. o . . Yes 116 3.6638
Corporate social responsibility | Buying experience No 46 37363 —.734 464
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V. Conclusion
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