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A Study on the Assessment of the Index for Sustainable
Development of On-line Fashion Advertising
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Dept. of Home Economics, Korea National Open University

Abstract

The purpose of this research was to evaluate the possibility of sustainable development
of online advertisements conducted by fashion companies. Factors composed of
sustainable development indexes of online advertisement that had been developed in
previous studies were identified, and then the relevance between purchase intention and
advertisement experience was evaluated. An online survey of 573 persons in the 20 to 40
age range who own mobile phone and have experienced online advertisements of a
fashion brand or a fashion company was conducted. The data collected from the survey
and the results are as follows. First, the validity and reliability from confirmatory factor
analysis of six factors (namely, personal information protection, web use infringement,
advertisement expression harmfulness, advertisement expression objectivity, emotional
responsibility, and environment-friendly) and 21 questions was confirmed. Second, it
confirmed that consumers gave low points to the evaluation of sustainable development
indexes of online advertisement of fashion companies. In particular, that consumers gave
low points with regard to both environmental friendliness and web use infringement. Third,
it was identified that personal indexes such as personal information protection, web use
infringement, and indexes relating to advertisement expressions do not directly influence
the consumer’s purchase intention. However, social indexes like emotional responsibility
and environmental friendliness do have an influence on the consumer’s positive action
intention.

Keywords : sustainable development index(KIZSJFs 2™ XIE), on-line fashion advertising(2etQ!
IHAEZD), purchase intention(20H 2I%), on-line advertising experience(=2ctI2 ) HE

TCorresponding author: Mi Young Son, Tel. +82-2-3668-4641, Fax +82-2-2088-4306

2
=

r
Ho

E-mail: pkt2000@knou.ac .kr
SIRYUSEAUE N 20158 =HHIE XJAE0F ARLUS

ro

ISSN 1229-3350(Print)
ISSN 2288-1867(Online)

53



H202 1

A

u

ES

kil

i

I el R s |
=J ;O%%?Q@Mw_kﬂ_ﬂﬁ M“_ﬁﬂwmwomoH}mWﬂgm .r ..r
~ A _Sm@ic & LR R N e ROy @ Orm el s
o __o_,Dom#mgol__s ) m_&mwwMoﬁImoaoﬁMo_a Aﬂ%%iﬂm
—— = = = ol = 5 K _ e O =<
Weooms TR Ry TR I = I T R Lo
w ZEROHgm <R goEmUanme Ha=H SNz
~A _”__.‘_E_EoMoEW\E._E| Mum.munﬁmﬂ‘_M._Ll|F.oBo..m\_l}lm.r 30 JA._E_E__O_._U
U SRR R ﬂom&m___@@ﬁmﬂmﬁ_ﬁm_u_g A R T
= T oMo~ = [- T R=m=-=MWU =~ 33 an o]
3 53Rdcagd =20 R p 38 il Tomp 25~
) _:ﬂm_momm___%_m_ - m%MMEEE.&@H%_M = Ix_ﬁmmu1x
= =T il = K ~ = o oA = DH_“ N @..l,
= ESNO_E%%O__%LWNEH:___Egomo%__og_ B Rl = _moEiw
5 VAWM oNF =D ﬂ?Mmmmﬂmwﬂold TR o of Mg oF W 3
S 3l mm,ém__wm:zl,_: 3 o e X w S mw 2 ~—wsg=0°
o o ERSwm . X g W e <+ o m N =m SR B
| — < & Ok o H 0 - (S [ T o RIS
5% AT ST m_w__w__ﬁ%.DEﬁwusepl g Mmoo
o mo}man,e._a%un&mu T <R Umméé|__oea|a = = = < 0 W&o
o mol.ﬁu_;o%o_H__QJ@?E__A:__w BDE=wEnlx R
ﬂnlemoa_.wnm,ModwOa_EH@‘._Jl %W:._H HH__H_MoEM._Mo % .__Au\__n__x_x.__H_l_o_:_ﬂvl.m
NA&&J%ﬂmm__g_Er TEHTYa WD = 7o N Bl o~ 2 a5z U0
Do aTw oz ® rMﬂ__pam%D__O%J_uJo__m_mo_a F g oxXZ g
RN EOE_Em@.@ﬁﬂ&Mﬁmmnﬂm_xu._@@%m_.ucﬁo = MAEMWAJA_.W
ST O FRMOUR ZTSHor B0 B 50 B RIS R . [ = X ol R
i = = RO
ol oF S OWWERISOTINDH DWW D — XIUM%EE,
Wo=AHR
REm) WE ™M = U o 16 B _
ﬁTam_mmusA%u@go R BB T oT S ol A B gy o
= A Jjo &l gt Lu_Julhoﬂ_J__o o3 T o= = — .
PBSEFEIRERS RENETRETER. HESNZARFESE .S
T S S m bxu LasgafRORKE g e RPEXYs E 2
clg el Uzwl R Mo . yrDA S Pl ,30E
e gd ol 3 ﬂ%%@ﬁ%ﬂﬁﬂ%@@ W B R0 R HE o P Mo
PeO w2 Smo #H HrDX%%WWHﬂE T hpm ™ s & g w
|xawoMU%_m:_o4ﬂm\_ Eo_aﬁmu”y.h._ m_uA._“AnﬁLum WC‘_:|@§A=_E SRR
KB 5 T R0 @ R r RD R 20 oo S Z o 2 = S T A3z © SO
EA_'.mc_oWVJA:.Llur lew._n_.DIE_.H_EA._| S = EIHMW_AI_‘CED._XDM., < _-
oo L d|ﬂ__o_.mr/_x__.|§ Fo®ds <N = Hy Ol =E=69 - . R
) [} = T K = r K oS & o) r W = - < i
< ol 5 =5 S .00 ¥ = z =K = S o _ 58 O S €9 R
%uHo%(s\ry,.maﬂu.1nﬂirmo__x = Ub gF i oo 2 gm0l s N 5B R
Poiofngr g 8L I3 mrmoMmH___oiﬁﬁg.éoro MR =wi R - PR o
< _ Ko me S > z .0 S oL- ol =< f U o) X0 _ nr s £ Q<
= 2 E_E__oz_wa_olfﬂ,Wm.@ A e . Mg L R 05 g3y W
m_@zmwﬂEmoymmam_@|¢afgga@gm W_owm_. o2 ¢ 80F
C_Eﬁ%%ﬁlﬁm,mﬂ_,%&_____Eamﬂ_m_;i__:ojoro%_% nh g RPWIEB IS oS
W%ATOI_IDImm..O@HnEW@@E%&mMEW% RO gm2T¥=m& $
é__amajo;_mo.nlm.wwAmoo__m.E_H%__,_Ho______w_a_mr MR o B x5
NP%%.%O%Mm18J%§@G;:WLHE&%H@ %ﬂ@%%ﬂ%.x@m&%%
—_ _ = K = < = o = KM 20 L © ol o =5 2 o
Ja=E~m” EmD L S 3, DHUITRUK ﬂﬂ_zéwl?a&&Mmm
goﬂJo_o_;_ﬁaﬂdc_ol_uLHrH WO 3 /0 = B0 W o R ) = RO
K WA = ol 0K w0 H J0o S T OJo = O O e D._ < = % . O mv‘.rm mu_ll,.ll,
IMETOEUR 3B S F

54



¢Tiote Higeleioi2tel 20t

ujy
U

1(Rome Club)’

o HM1Xt 21M <&FH2 BAH(The limit to
Growth)>0l A HAXA D, SAT0N e o=
o RPDIb 2 = UASS SAEH2Z ZUotEA Al
Hotsd0ll e =20 2Es HSACL €2 o
68 AYE ASSS0AM HECIAS 12t&Z0l

gt SUSI2I(UNDHE: United Nations Conference
n the Human Environment)OilA ‘StLEEol X7
gte 7S Okl XRQ SH2HE =26tHAM ‘X
£t S8t (sustainable) 012ts 0{1JF  DHMEIACH
(“The long road to Johannesburg”, 2002).

1 0IF 1973 SKAUSHHHE(UNEP:  United
Nations Environment Program)0l &%/, 1980
H IHXABE AW O[(JUCN: International Union
for Conservation of Nature)IA MHESEEE
(World Conservaton Strategy)Jt MEHEI D, 19834
M2/ 23 (WCED: World Commission on
Environment and Development)Jt &2 &0 1987
E 22| 29 0l2H(Our Common Future) £ 10A
£ UMM XIS g st E0DF s
OIFCH 1 01% 1991@ M 702 HAE2(G7)
N SANC2  HF™sID KHFIss ¢
(Environmentally Sound and Sustainable
Development)S XIXIot¥ 2, 1992 KollstZ et
SO0 2lRA, SIF21, A>FRE, D
o MEOALEY S 5 I HM=AOt
(Son & Yoon, 2014) XEItsgd 2

[=]

ZZEHOZ NalotHAM 1 AMLHSE

o

Hon
3
ton

:>é

o

0n

rr
04 2 0n e

[

L)

It 0
on nin

on
9
y 0

h

|
oIr
nz
[pal
=
0
I
>
o
1o
P
B
A=
ne
[Pl
=

0

o
om

%
x

N

v
0
sQ

o

kJ

i

4> ol
ol o

o [ 2
m
Jﬂl'

©
(09)
~
(m
10
0R
O
10
=}
o
H
ton K
=
Rl
Im

ne
]
=2
n
o
rtor
oy
MO T
=
2

FOoro HToJim 0

= N K

>
e

’

=
o
é
ro
u
2
M =

o in

g

=
[m]
l

2

W

o )
T 1 52

[w]

ox o
HT
=
2
N 0F FO XA

JeASA 1 JHES FH0l
|

=
|J 0
Ll

Qo

$Q kJ
X

>

el

>—

I
=
I
\J
n o

nr & 1° Hu

]

2 H
oo
> ol

s
0> 21
> ¥
=

U
M

oy
it
>_
Y
>
50
W

=
>
e
=
o
lo
1]
FO o
O
It
>

w

40

&’ (Johannesburg summit, 2002)0l2t) & 2l5H)|
of OI2ZXCt. 1 0IF MAS#H(World Bank)OlLt
OECD £ 0&d 2HMII7e SRSl ol L& o
CRAX HAPL9 3E(F ecology & environment,
economy & employment, equity & equality)DtXl
tRoLE, O g2 2IR2AM 210lA  HAlSt
4, ZHE, AlSA Z2AHE F1 UCH
§ S

=2l Ot

ol

ok oz
bl

Jo

FEl

=2

J

©

r

(_J‘ﬂ
ra
o
1
o
!
1
>
I
>

2 o -
10
Jio
Fel
P
ton
HU

S
o2
Jd
>

10
T o
|
vl
=
4 0

e
=
ra
ke FH
>
e
Ao
o
X

=
Mo
0
N
ofn
>
10 mo oy

0d

x
=
bl
=)
bl

o
P

0x
10
S0z 0z [

o o
rz 09
1o
o
o
>
0z
=

e o

mo Jw
Ja -

=2
o°
>
o
>
0l

o foir oI
=
fU
10
>
0K
TN
=

o
e
10
o>
10
1]
=]
S|
rt
0=

=
Jd
|

10
o
FA

= [0

=
=
>
0F0
lo

o
Mo
0x
U
o

0
lo p
o
o0
ul
bt

T
T
i

&£

o

=
10
!
S
=
o

>
H0
0gr
ro
@
]
Iy
H
=
(=}

=

o 00 o

wn 10

=

> o
>
]9

=
e 2
o
. ©
NS
e »
¢

USIS
k_(')j
T oop

10 1o
rz
=t}
S >=
bl
o 08
10
4
=
=
1o

oy

o

(KT NI

2

3
1o

> 19 g»
Jo
i oo

2 o o
o 0o
pal
2 "
-
2 on
=
0% NQ o
~

nz
o
o
[> Om
o
0%
=
0o 1A

2=
]
M
1
e
Lo
ro

= 4 4J
oo
=]
J
Jo
=
0.
b
=S

m
ne
10
o
[
_'J
y

[> g o 4T on > 0T mww Ho 1o oY Off Mme Mo > o Jy e on

m &
0z
]
o
oy

I

0o
I
> T

_—

ol_

~

)01

ry
N

O

Son & Yoon, 20
M E XISt
HA, 20074 63 59 XX
SCH HetolA XIS
ESZAI2101 <lol Ol A
3 39 XS dHIstALt
AIIAI OfLISt] M2 £32F #&2 0l
O, XEJtsHEU JI=6tH BHe 4&, Als
sFe BE0l 282 0l

o|5t4 CHMoon & Han, 2014).

oo
p—
fon}

T ron M

R
o

1o
U

we or
ue
=
=2

I o

o 2R
or &
Z 0x 0
oo
=2
9 -
oy ron
for I mlo o0 = g
=

1o

(_
=

oin
ol

fuon
b
o e oy 2 e

Sl
rr
g
o

NSIHSLH HED A0 SHYEBA T
B 2OPEE N&IISLAS BIIE 4+ U= HEL

ANa=/XNE S0l NWLHACE. UN  Atgtel  CSD
(Commission on Sustainable Development)s It

55



HEBIEUA R202 13

fol

i =20k 1501 ¥4, 38 &=, 57
NEZ 2HFCHUnited Nations, 2006). OECD
3 2 AE, & 1|J(|“E SHoZ BAXEE
9o 20k 1804 XIHE, 12l AE-EH XIHEEs 60
20k 150 XIEZ HMAIGHACHHass, Brunvoll &
Hoie, 2002). GRI(Global Reporting Initiative)= Xl
=Jks 20N =HE Jfol=ztelg mMA3sREd,
XEIbs E0AMIF BIIN G (HIED MEF, JfA,
I“jH;}_, og}\lAEﬂ }\HO| /\‘l]_l.xlﬁ)% ._L_rl_.él-
£ Fs6tD UL, FAWE SUXE 130, &H
A0t X2 3504, AFSI® B0t X E 49012 &%
CHGRI, 2002).

Ofstor=

rr

NEDIEYS] Xl==(Ksl,

Sustainability Index)= 1SO 260005 J|8tO 2

N QONEZR HHUA, OlA, S23,
H

N
(@]
=
(]
(oY)
>

0
OF) OB

KB 3R 10—

o

X
=}

FO
e
o
I
Qo 0x
Qﬂ
~
40
ron
wW
[}
=
I
0
0o
o
|0
O Hu
—4J
0x
Qli

HNHEE E1Z 0 =

H)hsEd XNEE HdFGIA=, & 400 SA(AE,
2, ZH, I 22)2 430 NEEZE HAlGHRAL
(KEI, 2004), tde2sdHE2 JIg9 XHI)tsed
£ flg IWHRHEZ &#38% 2 &89, 38
2, CIHES, AHIXNES S 1001 20F 3004 &
%% 1IA|o}°4CF(Han et al., 2009).

o NEINMSZZ0 st X=/XE Hge 3
LHS’,IOH/H MY 20l OIRUB =0, 19998 IRE
AAU Qal OREA XSIHs ZSK= (DOW
Johns Sustainability Index: DJSI)Jt SFHSOIR
= FTSE4GOODOI &E=29| Financial T|mes/\+9+ &l
G SHEAHNLS XS ARL FTSE  International Ab
of <o JHESIUD, ESI(Ethibel Sustainability
Index)Jt EthibelOl2t= &0 NGO =0 2l
/gD, MS-SRI(Morning  Star—Sustainability
Index)cte L2)|PS HACZ &t A HAS

=4

56

X FIX &2 LI AUCHYook, 2015).

0 QA0S MENEE L TADHY, =D 1%% mE=>
21 22 S ugst 220M XNHIs PNR=2
2 A SOl HELACHHan et al., 2009, Jang,

2012; Lee & Lee, 2012; Moon & Han, 2014;
Shin & Jo, 2013; Song, 2012).

(on-line advertising)= aAS J|

=
Bl FEAOIEES OI%@ Z1E
2H

_x_ﬁ

2|0I5HH, E'. t D010t 2460 E8H A t
g JPDIE SolM Z10t OI—.—(HII':H/\-I 2HY 21
MNE  ZE&otn  JACH 2HrY ZD(mobile

IL} ZUE J1DI1E 0|88 &
1E ZLotel, & MUY L= (IsSAYS
Soff ZUE 2B AHE =EAPIHU Y S
ZHX0 &SI el Lels #RI(KCC, 2011)
S ZIEH

20134 0

& 8K Z04g A2= 13X 3,564
0l o & ZSFI(NAMTY, 2itle, A0S
TV, IPTV, 2147V, DMB)2 3% 4,038 &(25.5%)
of 0l01 & Bz Qg4 2(2e2t0 + 2HtY)
720t 2% 8,696 &(21.5%)5 XtXlotd USH,
eI B2 24| FZH & Z2HH0| 7,7454
H(27.0%), 20t 2o 2etelol 2x 951 A
(73.0%)2 XtXIotD ACHMCST & KCCA, 2014).
Of AEOl 2HSZ ZSAGH

o

g—c_
-
9,_
I_
S

=

0
e ox
021

0

or
e
5‘:III’
=)
O

., HO

IS

9
KJ

0
o =2 ﬂJIﬂ
=}
2
ro O\FI
0
_O,B
e
x
o
o

x0T o

e 1o ki
o 0x 0
2

o 10

~
o
O
QO
(@]
o,
N
(e)
o
=2
>
N
X
o
_>,|_
o
_Ovﬂ
b

Iy
o

o

=4

e &

0

kJ

>

o

HT
o
NE
0X Hr HT
kJ
x
=2
X 5o

04
1o
>
I
JA



ol

0l Sonn(2011)
ANEHAN SHEHE <

e

Ct.

i CIXNE s=X0

3|

2

t

2
=}

t

o

BIXHOIH KIS

st

= oIl N

'}

o
00
30

oJ
Rr
K0
Ik

x

Ol

ctOIB Al

1 AW Jeon, Li and Park(2013)2 =22t2! A

ol A

ol
Rl
I

JJ
[[s]

Ok
/]

570

2HIEY

o
=)

0
1

=8 ZINAIXE

SRR

Oh A2

el=E

OH,

i
s
=
o)

2 JACHMoon & Han, 2014).

ur

SUA X

b

%)
E
0

ioJ

MBS0l XNHZSHA £

=
[

5t

3

Inspection) AIAEICZ 0IZXS &Ml OIOIHE &

AF

.

ulo

Ul
3J

.

ioJ

[Zots2d JHE0lLt XIEo
SHRACH Park(2005)2 &2 2l0I0A X

g 0IAE DIs

=

Clolet <

g dots

tset &

Ey
=

s
=

MM SAIEOIXI &2 R

2

~
=

CHANN, 2013; Lee, 2010). O AU

SHE oto|st
Kim et al. (2010)

ol

RO

JJ
[s)

ok

ol
0l0
ol

ol
Rr
&0

=

A0lA el

t

X

9

N, Z00H =&

J1 0l
FRACH DeALE AHIXHIA DX

2 Holo A4,
R 00 HA

DIAIE Jlss

=
[

HMA HAIE-HIEAE 2FHA At

tA

5

5

=
S

[55]
=]

o

0
oF

iioJ
=

a2d

s

e
=

XACH Han et al.(2009)2 Z1D3IAS X

Lee and Shin(2015)2 =¢c+

00

FCH Moon and Han(2014)

5

g 2201 === HMAl

Olest

otALH

Oletn XA

(i
<+

i0J

A AAAIAROl EHIZIOO0F BT

of cHet

i

]

R0

-
no

20l

6 ol

=
=

o,

ol
i3
I

0

X0
o

ok

ol
i8]
(=¥

0
0
&Y

a

ol
e
[m¥

0

Sonn and Jang(2013)2 ZDAIZNA

zct

A 2

M=

Y

i ABIAJ HISEE

=1
0 MHIA A

=1
o=

%H

=S AUA 0l

XS oM

Hi

o
=
M0

l[e]
ur

z

S0

2t
S

=

z

8l

=]
=1

B

3
=

HEAAS QeHMRH X7

|1, Ol &1 MNHlA MSAE 2t

[y
I

g = ofltz HEHON A2H, &M &8

A
Al

k

2
[

57



j==3
[y

0l

=
=

201, o

=]
=

EE0l

=
e

b

nl
e}

Uoleg =M,
He==ot2
tsd

0l XILEXNo2 HELZUCHSON

ol

S
=

t

S
=

Be
WA X

o
=

2|

T

oA
g 3o 2

=
=

b

Al

jus }
=2

H202 1

[
[

A
& Yoon, 2014).

LIA
OFOIIA Crest Xt

ES

o

[

A
J Hg =M,

i

OlLt IHEEHES

AFR0AE HEMS

Shin =
20HBaek, Yoo & Jo,

2014; Kim & Lee, 2006; Shin & Kim, 2015), I{&

, OFHIE 20KKim & Hong, 2011;
Atel 20FRoh, 2015; Son & Yoon, 2014; Yoo,

& Hong: 2010),

bl

iig
=
a
ol

09| KIS0t

2
[y S

H&EIIY =2ctel

A2 H 1.

Lee & Choy,

ClI Aol
CIXtel W& =0HHa, 2011;

2012),

KJ

=
S

(o}

ARZH 2. MEDIY 22

[=h=]
T

N/

e

AH £2(Suk & Lee, 2013),

(Do, 2008)

2014),

!

=2

3

g
g
=

=
=)
=
=)

ey
=

Ct.

t

Ot 10Xt &t

of
4}

NVE
o

=
HE01g 2eteld el X

=}

)

&Y 2eteld1o X

JHob AHIXS FOHel SO

U
2HIXS

9|

F

S
=

A HIR

t

of CH

=

I

ALRZH 2-2.

S0l CH
ARZH 2-1.
d X
XE

Hsdg 1

e
=

Jlgel X

—

[u—

3
o ol
CHSyn, 2010). EZX H=0IAM

- Ab
CHBaek, Yoo, & Jo, 2014; Syn, 2010). At

B =
oT
S0l =g

M

3A Al
A0
ol

ol
Jjo

Jt

S
=

IR

E
0
ol

o

ct

g

)
=

JUJ

i

= AT70A

TE(Cho, 2013; Han

2009; Moon & Han, 2014)0lAl JHEEIAE

2007;

Lee & Chung,

Kwan, 2012; Syn, 2010; Yoo, 2012).

et al.,

AEl

o HH Jl0(Syn, 2010)2t AH|ICl =A(Baek et

ar

b

3
=

2014; Kim
SHH,

|X-|
=,

o 60 &R
3

9]

PSS
&

q

T(Baek et al.,

2007; Kwan, 2012; Shin & Hong, 2010;

P
Syn, 2010; Yoo, 2012)22E At

=2

gt

s
SHHE JI02 Atz

S
=

X
29

9|
=

i

b

KIS AL

o]
e}

=ct
et al.,
o,

c
o

of &

=}
2 = A0

J XE
=W EdJI1gel 2et

o

t

o X
8 g

q

Ch. Shin and Hong(2010)

ot™d,

(¢}

Jdeftt aEo|gel 2ct

M, THAF

& HE0l 010

Cl

Ct.
0o Xl

i0J

ﬂ
iy

(=}

H

t

4

1=
= o

=2

X0
<]
ol
Jjo

A

| AEHtsed
KE 3.0 AICHOI =4 &Y =2ct

9

_lu_
70

b

ol
— o

58



20-4004

[} )

E=T s I O I W V1 oo OF o8 o ol
T QMIUNS ==~ oKX QN 00
5 5 T Sw=y @
W oo = g -
csomWP Ao shpdas B
=mIToBE mIHR g O
A___moﬁve,__ﬁ%ﬁw m_m___%m,zﬂw_hw
mw XEW ST mo=om IR G
< oD 20 g3 R oy - <2
Kils 2z = - L g Dol
I R TR L =
M SRI 3O R 0 QG
WHOoFEHMS yYroegas>W™
S o = — ~ g I & o
oW =Ha Wy BT g KA
ol =] = kg = © R B =
Tompdey WSWIXNgImg
n{ &n 8% NS T oW o ~N =
o A S < - B
Ol = 10 @0 I3 RO ol T @ ol Mo
A o
Mou_ﬂaAm_Ezoaol_@,ﬁewwmw___
= T< = ; ol o o . . =
SR N IEE g - o2
i & W 5y ol gy i) IS 0D o:@ 20 Rf
TIR OS5 o X 00BN Y oS wr 0B W
NWETBFHWMWERIE XSRS R
R EM Moo SR M md?d
R K|_|_._1U_|Cr._|r.clw|._nﬂ.,n.k.o5lo:_¢m_
B e S o A0 el e W
SO = BN U R Ay s R |
oo ssodn B Doy ol il
ar .. o B0 K B0 M oF geu <H H =
T SM_wmgy= S5 ® 2
T < N = ol D i+ S
W Sgs " ZHase - &l
v SpiUufetloposyu
P O ITamwIdsAT DK omy
A 3 J0 T B Rk AT WS R
BoocmnT gy Smg I ye -
(= %A._ﬂur.:u,:_._:A_LuDA_ .r..ﬂw.o._w%o_u
H -oSRBUDN ST xFr 0002 H g
M ST oA g <M 7l
33 = o p @b "t w g K
pAETEsETs" T " wp W 0k
wmﬁom_mmo.,m_WI_u._‘tm,_%moﬂm
BT SA o5 HK - z
a_:IﬁZmoDomaRm?m_nw&_xﬁi_ﬁoﬂéa_e
1 . ||4H__| P — =
Holw gar o M E R o____a._ﬂu
Ao SnasCw™ > Smamo
[l og KR M0 F) i) X0 M 4 M A R0 &

0

59

BIAIXIZ 2

82.5%,

85.2%, SNS 21 72.4%2 Lt
+
(n=573)
93.7%
92.8%
85.2%
72.4%
92.3%
89.5%
82.5%
83.6%

k

i

i
S

=

o
Percentage of Respondents

Who Answered that They Had Experienced

89.5%,
Fashion Companies’ Online Advertisements

te 20l

5

i

It
92.8%, Oldl

(Table1).

IH

Display Advertisements
Search Advertisements
Email Advertisements
SNS Advertisements
Search Advertisements
Exposure Advertisements
Video Advertisements
Message Advertisements

Online Advertisement

Internet Advertisements
Mobile Advertisements

Table 1. Respondents’ Experience of Online Advertisements Launched by Fashion Companies
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Cronbah’s &
AVE
CR
.815
.b26
.844
.896
811
.908

Std.
Loading
(8)
.802
742
.681
.668
912
.890

[tem
A prior consent is obtained from you when your personal data

is to be used for a purpose other than those originally

intended.
The (PC or mobile) webpage you are watching is not infringed.

The convenient use of your (PC or mobile) web page is not

Your personal data collected by the company is kept for the
infringed.

necessary period.
You are advised that you have a decision right in collection

The fields where your personal data will be used are clearly
and use of your personal data.

advised.

Fashion Companies’ Online Advertisements

Factor
Personal
Information
Web Use
Infringement

Table 2. Confirmatory Factor Analysis of Factors Composed of Sustainable Development indexes of
Protection
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Table 2. Continued
Std. Cronbah’s a
Factor ltem Loading AVE
. . - _ (8) CR
Advertisement No d|sgust|pg adverhgernent ‘expres‘smns are used. .898 883
) No expressions conflicting with social norms and customs are .863
Expression .735
Harmfulness used. 912
No obscene content is used as expression of advertisement. .809 )
The advertisement does not mislead or deceit consumers by .842
hiding or intentionally omitting material facts or information.
The advertisement does not use false or exaggerated .820
Advertisermnent express_lqns ml_sleadmg or deceiving users, and thereby 859
) undermining fair trade order.
Expression . ) .610
o The advertisement does not express a unconfirmed or false 770
Objectivity o .908
matter as if it were true.
The advertisement does not focus on a certain fact that lacks .681
objective grounds or are disadvantageous with regard to
competitors.
The advertisement reflects social responsibility. .755 784
Emotional The advertisement helps create a right culture of consumption. 743 '
o . T .b51
Responsibility | The advertisement does not promote social discrimination or 728 859
prejudice. )
The advertisement mentions a environmentally friendly .865
manufacturing process.
The advertisement advises the reuse and recycling of fashion .839
products. 900
Environment— | Fashion brands are conducting environmentally friendly .806 .647
Friendly management and operation. '921
Fashion companies are advising the use of environmentally .786 '
friendly materials.
Fashion companies are encouraging consumers to have .720

interest in environment through advertisement campaigns.

All A were statistically significant at p<.01
Chi-square=451.466 (df=174, p=.000), Normed Chi-square=2.595, GFI=.931, CFl= .961, RMR=.029,

RMSEA=.053
- im0l Tlaol 3.069, ZNES HpHS 3.081, INY MYye
2 ;H@ﬁ'g scielgas Isrsads 2.791, TEAHE 2,504 01 CHTable 4).
= AHINES WED|Fel =2etelZnol XSitsy
Mol JIEOl T= MR +Fo FBES, #0lE
1) MEDIY 2ol 09| XEIIsYA NE ot Ol S0 BESErS HeiMs Sal w2 mIIE 5t
D USH, AHECE DES0 R8s HH
A e2telZ gl NHIIsed NE U X Qon, 22=ol2tD B AACH J2iLt
SEAS2 UWHMZ %0 Bt U= 22 LIE W&EDID0| ABIE =0 MolM RSHEAS 2
SCH KIStsEd XE2 6 R = 490 Qo0 =0l CHet EIl= O & Eote 1 A/UCH 0
N 58 2I9E HEz =mE 28S0 B0 3¥ @ s 2210209 SHES UXUE O
OlotZ  UERt=0, = HUZE 2sde 87 2 HPS(Ahn, 2013; Kim et al., 2010; Lee,
2.971, €0l Ad82 2.607, dLESERHNE2 2010)2 XIXSHCID 2 £ Ut
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Table 3. Squared Correlations among the Factors Composed of Sustainable Development Indexes of
Fashion Companies’ Online Advertisements (Squared correlations, AVE)

Personal Advertisement | Advertisement ) .
. Web Use ) . Emotional Environment
Inermagon Infringement giegsion igggein Responsibility —Friend!
Protection g Harmfulness Objectivity P Y
Personal
Information 0.526%
Protection
Web Use 0.432 0.811
Infringement
Advertisement
Expression 0.164 0.128 0.735
Harmfulness
Advertisement
Expression 0.299 0.195 0.410 0.610
Objectivity
Emotional 0.398 0.341 0.351 0.525 0.551
Responsibility
Environment=| g, 0.257 0.04 0.158 0.372 0.648
Friendly

a : AVE b : Squared correlations betweeen potential variables

Table 4. Evaluation of Factors Composed of Sustainable Development Indexes of Fashion Companies’

Online Advertisements

Personel Web Use Advertisement Advertisement Emotional | Environment—
Informapon Infringement Expression Expresepn Responsibility Friendly
Protection Harmfulness Objectivity
Mean 2.971 2.607 3.069 3.031 2.791 2.504
Standard Deviation 0.723 0.888 0.807 0.666 0.651 0.746
012 HE0 22121 NSIIsLd XE B cielgl) ERE ot UEHE 73HE F
I AHIRS 2etelZn HE W et X010t e St =cteldl) d8 USEUMT X0DF LIE
X AHEI QG HH SoeZD ¥E Feo @ wCHTable 5).
ct =0l ¥2 ZH =2 dHE A2otUt 2 Jeld AHIRe =2eteld B3 § e RS
colgn ZEe 3280 FAMEYUCE SFo ST MR Bt WOIE SE8EHE 23S
OH, "2 mean=3.71)2 JIEC2 TZ0ILS THOIQUCH EAZ1, AoISEHNA TItol Hcket
M&EEH(n=290), BR0l&4S DIH(N=283)22 SOt XH0IJF LIEHGCHTable 6). 22tolal) ZE
ZotALCH 0 2 &2 ZNFE0l = ol dioi &0l
22101 A LS FO) =2 RS2t 0IF SZoHA0l CHol O SAH FIotICH =, Chotd
S0t SHEYOl 8OHAl 22t 0ol Uist FE MR HE 2cZNE HECZM ALSAe g0l8sS
o XtOIE =elstll <lol, =4 10lA EICH 84 doliettial elMots X2= oidd + UL
210 JEX9 gt SUAM NEHE B 6.50H2 2
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Table 5. Difference of Experience Diversity Between the Experience Groups of Online Advertisements

Online ad experience

Low group (n=290)

: t-value
High group (n=283)

Diversity of online

. . 6.51
advertisement experience

7.33 -7.667""

*kk pg .001

Table 6. Difference of the Evaluation of Sustainable Development Indexes Between Online Advertisement

Experience Groups

Online ad experience groups
- t-value
Low group (n=193) High group (n=231)
Personal Information Protection 2.97 2.96 0.084
Web Use Infringement 2.71 2.50 2.876™
Advertisement Expression 3.09 304 0.682
Harmfulness
Advemsem.ent_E_xpressmn 3.03 3.03 ~0.030
Objectivity
Emotional Responsibility 2.79 2.78 0.286
Environment- 252 0.48 0.697
Friendly
** p< .01
2) EJ|IY et o XHIsYd NE H St AHIXS ROHSEH MEX JasEg KXl
P 2O0H2EH 0Kl HE 2=l o, AME MUY, SFLHN 22 AL
& AL NES2S UL 2FH HSAZH &
HEDIY 222D XSIHsEA XE 694 It gs DiX= e UBL, 1 S240l 275H=
20| AHIKO 220100 CHer =9 S 0l NS 2oy = L Ol =2c241&D XS0t
S gzEs AWEI| S6l, =220 HAZD ME SYE NE S ZNEE H2Y 000 7
Ol CHEt A EE B8+ 2 ol 22282 &4 0l g&FS =CH= Moon and Han(2014)Q] A3 &2
=51AUC} (Table 7). tete CHEdl, Ol HEMS/BsEe 2eteld
AARY ASZWM, HET K= x2=737.844 Ol CHet AHIASl Q70F BHHE H0l2h M2
(df=278, p=.000), Normed x2=2.654, GFI=.907, AUCH
CFI=.951, RMR=.030, RMSEA=.0542 2t=EIAUCt.
221010 HME AU HNE AL
=.433%) T REYH(B=.225+)0| ROBH YarAS V. 28 4 HH
OIXl= HeZ LEGCH JHIEE 254, #0IE2
Foign 22 felA XtQl XEF HNHES ) & MHEY Ol &Y Y NEF2Q =24 2HE9|
gist NEs =2etolzdne IHseLdEs fs FXUH A20/UE XFRSEHES2 21HD010 SHAM
UHEoZ SFLOUOF ot 2 XNEZ 2 2 KNFRSZEE0I2ts S3A UM O L0 A
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Path Coefficient
.025
.01
.024
.035
433
.225™
RMR=.030,

951,

2.654, GFI=.907, CFI

Path
Normed Chi-square

278, p=0.00),

737.844 (df

RMSEA=.054

H202 1

A

L

ES

il
Personal Information Protection— Intention to Purchase Fashion Products on Online Ad

Web Use Infringement — Intention to Purchase Fashion Products on Online Ad
Ad Expression Harmfulness — Intention to Purchase Fashion Products on Online Ad
Ad Expression Objectivity — Intention to Purchase Fashion Products on Online Ad

Emotional Responsibility — Intention to Purchase Fashion Products on Online Ad
Environmental Friendliness — Intention to Purchase Fashion Products on Online Ad

A

i

Table 7. Verification of the Structure Model in Which Purchase Intention Is a Dependent Variable

% p< 001, ** p< .01

Chi-square
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