The Research Journal of
the Costume Culture

[Original Article]

Received July 25, 2017
Revised October 23, 2017
Accepted October 24, 2017

TCorresponding author
(smshin@ssu.ac.kr)

ORCID

YEJIN SONG
http://orcid.org/0000-0001-9616-957X
Sangmoo Shin
http://orcid.org/0000-0003-1924-7487

pISSN 1226-0401 elSSN 2383-6334
RICC Vol.25, No.5, pp.656-669, October 2017
https://doi.org/10.29049/rjcc.2017.25.5.656

The effect of consumption propensity and fashion product
consumption attitude on fair trade fashion product
purchase intension

Ye Jin Song and Sangmoo Shin"
Dept. of Organic Materials & Fiber Engineering,
Soongsil University, Korea

2H[Xe| AHFe IUME AHIEHET SEFH HUME
THHe|=0 Ox= e

Abstract

Fair trade implies honest wages and eco-friendly products in keeping with the
demands of ethical consumerism. Although consumers are presently more interested
in fair trade products, it is hard to find aggressive marketing strategies for fair trade
fashion products. Therefore, the purpose of this study investigates the effect of
consumption propensity on fast and slow fashion goods consumption attitudes and
purchase intention on fair trade fashion products. For method of this study, 229
questionnaires were distributed to consumers residing in Seoul, South Korea. The
data from the 219 returned usable questionnaires was analyzed by Cronbach’s alpha,
factor analysis, regression analysis using SPSS 22.0. The results of this study were
as follows: First, consumption propensities of spontaneity, histrionics, and imitative
nature in descending order positively affect consumption attitude for fast fashion
products. And green consumerism negatively affects consumption attitude for fast
fashion products. Second, consumption propensity such as donation & sharing
consumerism, ethical consumerism, green consumerism, histrionics, and imitative
nature in descending order positively affect consumption attitude for slow fashion
products. Third, slow and fast fashion products consumption attitude in descending
order positively affect purchase intention on fair trade fashion products. Fourth,
consumption propensities such as ethical consumerism, green consumerism, and
donation & sharing consumerism in descending order positively affect purchase
intention on fair trade fashion products. Therefore fair trade fashion products with
various usages and sustainable high quality are promoted by differentiated marketing
strategies.

Keywords: consumption propensity(£5]43p, consumption attitude(5>B/EJ ), fair
trade fashion product(Z-FE B HAE), purchase intention(7-2f2S/ %)
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I. Introduction

FZ 7R 43 FFET ot ARRA Aol
Q= AH]RK(socially conscious consumer)E< T
2 AeoA HHZ 7HxE Adstais gtk &, 4
HZFE9] AH|AFFo]| A7) E A A (self-centric) 4 H]o]
A 7HA] FA A (value-centric) AH|Z, AH|AEL A}
Al HEETE ofy e, BRIS WEAI7]= ZolA 7HA]
ZL3CH(Nicholls, 2002). o] 7HAtiH] 29
GEA ARl ST ARE T = R 7HA
9] &¥A AH|g THsty ke AS vl

!

A

i

o]
3t J3F& u|ZT}(Crane, 2001).

S84 AHjE= QztHnt ofyzel, FEI I A4t

20 ol JIA g olEtFolH ]l - A T

no] AE 5 Fulste] AulatrhKim, 2009). o]
& @] wigso] FYRAL 343 ARAE &

ko] AFol Hiet G 7HAT FdE AR
AL Agstel A&7kstt HHS 7RsSHA gt
Yang (2003)& A7 FA 27F O &% 4]
AR A A8l wet AR ol A& FAlskaL w9t
o2 v Asittal HrltE s P¥E2 SHA "ol
shleh. WA 214 2 A7 A AR 34
7o B AAE Foo =] tiek A7 Zasith &
P P EEE I LR ERa
(Ajzen, 1991; Yoo & Noh, 2011)0]|2& AH|ejx=g}
T35 HAAE Fufelzo] gt A7t Bast
o sk

Qud FYIAE BHRAo] e, A%
5 PUE 275 AT, TR 45 Boe
o}2] A ZSHCHMin, 2012). ©]
BE AR RE, AR A
AEFEET 349 e A

AG7HA APATE
A5Y HAIA F2 B A-H(Hahm, 2012; Min,
Kim, Kwon, Kim, & Lee, 2012), A}7]7A], Q1A L,
A7) D20l BRE AH(Yang, 2003; Yang & Seo,
2004; Yang & Park, 2005), 224 A, 9814 4H|
I A (Huh, 2011; Oh & Yoon, 2014), &A4=10]

ol

g%

- AARR 115

BB JePHS(Lee, 2013), AFIH V|AAE B
JLuf 9] & (Cho, 2015; Cho & Lee, 2015), 234 9]
F WAAE 222 AHPE(Koh & Noh, 2009;
Sonnenberg, Jacobs, & Momberg, 2014) A7} 12
L, tE Fofet g sjAdRopolA] AH|R}p AH] A
T 29 YAE fHAAE AHEETF 3R
PAAE Fuj o] nX = FFo| BI AF= v
St AR R, FAFH gt I Bart 57t
P e FggolA 347 didAlEol gt
3177 B sk

PAAES 2A 4H 5 AR wsto] thet
aH|AF 7iQl E43 71A7F REGE B2 (Kim, 2014)
SAFA sfAAEol e AH|RFe] AHAEE, AH]
B, 285 FojolEe] et 977 Basic 53
HAAE LHHEE AHRF Ui o] Fa% W
42 X (Sheth, Newman, & Gross, 1991) AH|AE2]
AT HAAE FueE 85k fdiA=
RAAE LBt HAAEFS Folichs v
£ E4Y gaUt Qg J8BEE B A EF2
ALY 4B HAAE AHEH 7 3T
WAAE oo wA= 9FS st 34
7o BAAEe] A" A o] 2agt ARE
A|AIstazAL ghet.

ol

Q

II. Background

1. Consumer propensity

aHdFold &R B4 wEt FES it
I &Sk oA HElH o R Yehve Ade s,
AlEToet B il S rltth(Myeong,
2016). Z, £8FS Avlz E4o] wtet Pahis &
B 4o Agos AugeFS P H <
71%0] QA 3, AT BHo) wet 25 748 S
Qlthal 3 th(Chung, 2010). Kim(2009)2 &
Bl ojgEolH el B FHR AE 5L 7
vjte] m|gtehT SO, Yang(2003) 2717
AE7t wom geld 4n] 5 AREA gl o
A4 o|ul A& BAISHL Telgo A vl st
Brhee W5L o7 Heka stk weby 24
wol Pl B 7o) BAo] ue} AvRto] g4z}
A7) A WgoE FAAE,

ox 1l
o it "

i)

7
A
ES
4
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2

T AG2d3, 4 ed 59 3 EA |l
AZ}p 59 ARA ZA7E i FEEA &EF 4H]
2t Tilo] F7tsta Qlot ol #AlE= 12
7] §1sf 4H] 24 Wt tiRE=H A, 719 94
HIZHE #QQ7S 7HA AL &2 94lo] e AHlE of
of st= "RAo] HFHUT &4 4Hl= AHA
Eo] i A A" 7|Eo g AFE FHoly 7tz
A @A A, 14, A% 59 |84 SHE 1
3t AHA 9] 48] AAE SAShHE FEHA 4]
A A Qo e A 27, HHE AMEL, ARRE HiE st
= 9 & 5 Aok &, 48R AEE - =Y A
Aol wet A%, ARS], AAeEE sk, A
Hoz Y Y ¥ AES EH 4ul2 Hols
AT wEkA FE A AHlE LAk WAl Wadt
Aol wet fsfiAl= EEAolal Al S 8
Solck(Bamett, Cloke, Clarke, & Malpass, 2005; Hahm,
2012; Huh, 2011; Hong & Shin, 2010; Hong & Song,
2010). Oh and Yoon(2014)2 2-8|& 9]F (ethical obli-
gation)@} Z}o} Q14 (self-identity)o] AH|Z} Ej o} &
24 AHlo| FHHOR FA XL g oF
oF olet=o7t A AH| ko] A2l FF2 1]
ok sheich AHAbe] &84 FAGT o740l
A A Fo gt i Q=] JFE F= AR
e tH(Ozcaglar-Toulouse, Shiu, & Shaw, 2006).
Jagel, Keeling, Reppel, and Gruber(2012)= 28] 9]
5 lo] AR /1A e =, BAH olerd B
Qe ofyer, £34 A olu At Yo o
3 A7t BT st
& 2w0)4 g2 2wl dgos 3
o AF AME E 5 A 3HFY AFl ATt
= Al 3MA BAEARE] BAIA o E A Skl A

S8 Hod 4 Sl &84 48[ 9olth

EER

DT

[}

T

2 B e

B I

Al3]H| O] 2(Theory of social comparison processes;
Festinger,1954)0] w}e} z}7] A ALS] Al3to] 9
s Qo] FF e RS IR ARRH| o]
Zolat Ao T3t AA B U3 A Bl
A (social comparison cues)E FH ARFE3}e] H]
I 7|&0 2 AH=tHKClark, Zboja, & Goldsmith, 2007).

7
ol AtelZ ol wet Aol PRIl QI RAL

79 WAAE Fuoze] vAe IF  EFHEA

-

Ab gt &, 2Rl thE AFOlA olBA BrtEE
7Fe AEsto] AHlS RESHILA Sk P WHAS
sa A ANH #5S e AL et
(Snyder, 1974).
AZ1FAE7d oW AR A AFgto] et AH419]
vAE e, BATORA veka sty Bl
SHH(Kim, 2005; Yang, 2003). A7 ZA| =7}
AH4lo digt BRQ1O] ARSlA A d A 7R
o] WA Ae(7HA, A%, &4l) 5ol wet &
< Agsta gt} webs o2 Al
Fol7l Aol BAglol A ola A
.
TAdo] & A A8A B7(0: AlE &
AHTh= T AFOE Qs ARlAoR PrkE B 4
S ALs14je) B710] weh Fujsts Haol AT A
Aol ofdIstal ZHAIA AlFo] Heh A #ofst
1l A 9JA]Ao|tk(Browne & Kaldenberg, 1997; Stay-
man & Kardes, 1992). TESF A7 A £820] =2 4
BRSNS B 4] P ALS Aug
tHLee, 1999). o] THRY AEL Trlsie AL
Apx10] AH8)H Y3t Le)H o] G u|Aeks
A2 ERRIONA &2 oletARl Psor Frpdal, &}
A9 A8A A9 b sk @ & gk
JER &2 AFolAE 48R AH]4gRko] b
& 28EEet 387 HAAE Foozo]
g 012 Aolen s

)
N ]O O]ﬂ
o> =i

ot 1o

FA

1o
B
ok

o
A

N
T

e 1o > rfr AL o

0
l

N
N
N

o2
>

2. Fashion product consumption attitudes

HAE AT AHA7E A A EFoly Bl
£o] 45 o] wet Brstel oF U 717t Ak
o=Z HIsHE A=A ZF(psychological tendency)
O Z(Eagly & Chaiken, 1993), £ ¢I7Lof|Al= Blackwell,
Miniard, and Engel(2006)°] 7H&3t AH|R} FLoff 2%
1} (Consumer Decision Process: CDP) X &g o|&
sto] AAE AHEHEE AE fAYTS 7HA]
I, YAE PAAES Fichs HAE s 48[H
Lot &5 AT €= WAAES Filcks &
2 oA AHEEE FLESIYYLY. HAE B &2
A4 HRRe] AHEHE S4S 913 CDPEY WA=
T b AB|eHA, AH] & FrF oA, AR GA oo
(Zarley, 2010).
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Zarley(2010)= HAE A Au|RL9} &2 A 4
H|Z}9] zto]E Yot 7] 9fsto] FujRte] £5]7]1],
F5te 884, F75hk= E74%, AotolnA 9] &
ST, & BE o AEA T, 4HREY] 710
gel, AR 8, AE olf, 1aL AR A9 974
FA 2 FESI K Table 1).

Zarley(2010)y= £2, AE AH[H L7} 4AH[X}9
A 7T 714 - @714 g, Ak
271 olu|A] A E AHT, AFARAAF(H S, o]
T, ), 7% B9 BA 28T, AEARl 4
8%, FuiAe] 23] 59| Mg o2 §A4 A
At Kim and Yoo(2014)29] A-tof oJstH HAE 1
AAE AHA7F 2 fAAFE AvRtET 414,
A, H71AR] Bt =2 2 o= YEFT Lee
(2015)= THAEWA AH|R}o] B35S Fet
4, ALY 1 1348 FE Pl o
73940l W HYdes HHH s F5te
v, 040 #&E HFH FujErE Wt
3L Sl Park(2013)2 €4 9 ARS1A AQ) o]2]o]
HPAE ol it o] FFE vtk skl
A & Aol A= AHREe] AH/dRo] &=, 1
2E AH[E o] J2 v|F Aolzkal 75ttt

3. Fair Trade(FT)

S T2 Al 3AA A4 Aol sl AH| R
FEAdATE deH 7S AESte] @A YA
Al AYE & =58EE AR HATORHN, o
=9 A&7 BAA A sEE T F
o Fejo|t}(Cha & Ha, 2010; Hahm, 2012; Kelly,
2013). £ AHAFEL 20149 FT AHE AFES A
tH] 26% S7}3t 827 million EUR -9l ${T}(Strahle,
Wirtz, & Koksal, 2016). O]== AufjAlo] st F4
50} ojze} 2ivlo] 20104 ThH] 201190] 261% 5
7}l A tH(Fair trade USA, 2011).

Blackwell et al.(2006)2 FLujo]El Aw|zte] Al
91} Hx=7t P02 HEE 7ML E AH|RY
A& v F5= ofulste Aol st uHAl
B #IAES v s dS5or AH[E e} ey
& 9] SANTEN FjoeE AR S, AEE
O 7 AH[AY] FufeYE-2 FujoEo] ofsf o g
SHA| o|&3k 4 Qlth(Kang & Kim, 2009; Kim, Lee,

g%

- AARR 117

<Table 1> Themes and corresponding codes

Theme Fast fashion Slow fashion
Buyer’s
Impulse Planned purchase
reniorse Inexpensive Price/qualit
avoidance P quatity
Versatility
. . Fit
Utilita- Inexpensive K
L. K Consistency
rianism Quantity .
Quality
Investment
Experience
Atmosphere
. . Love for couture
Hedonism Social Art
r
Quantity
Hunt
Basic
1o/ Unique Classic
lit?' e Trendy Timeless
-im
5 age Color Fit
congruence ) )
Variety Silhouette
Color
1
Instant . Novelty .
. . Quick style turnover Timeless
satisfaction
s Brand focus Investment
- Likelihood for Wardrobe building
continued
. . purchase Non-trendy
satisfaction .
Superfluity
. Fit
Inexpensive .
. Quality
Consumer Short lifespan .
. . Long lifespan
expectation Disposable .
. Low maintenance
confirmation Replaceable
. Extra money
Low quality .
Versatility
Divestment | Amount of time Amount of time
frequencies clothing is kept clothing is kept
) Fit .
Divestment Fit
Damage
reasons Damage
Boredom
Donate Donate
) Resale Resale
Divestment
Pass along Pass along
approaches
Reuse Reuse
Throw away Keep

From Zarley. (2010). p. 51.
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Consumption Consumption
propensity attitude
Spontaneity Fair trade
Decorate act fashion
Imitative | —=| . — product
nature Slow fashion h
o - purchase
Giving & Fast fashion intention
sharing
Green
Ethical

<Fig. 1> Conceptual framework

& Lee, 2001). FHiQ = AA| Fufds &0 9l
ojA &4 &olgt 7H 2 WSo|H(Wu, 2010),
wolE7t Eow A4 o} S Shgo] kot
7, Pl 231 AwaAs dky ssic
(Hwang, 2010; Kim & Kim, 2013). w2k AH|Z} 5L
sole Aol ds) 2FHo2, Bz Bt
SRt gEan auA svgEs PoelEe] 7
St ol &WH<eo|th(Ajzen, 1991; Yoo & Noh, 2011).

wEhA AH] BiEY 578700 gk A Ao] 4xH]
A=9] Fio =l FFE HIA|A(Kelly, 2013; Min,
2012), 4u]A50] AH5jE Belo] e o ol
BH5o10158 7olsecHKoh & Noh, 2009). 37
FAAE A Aol =t 3HFIAES wofst
= 71 ouATE F245 IAFAAE A=
7b =7 YERLIL(Ryu & Lee, 2013), 212 HUA]
Zto]l ABAF "=y Qo] ujA|= JFE A
o4 A5t BEFE T2t Hol7t U&E Y 4
91cH(You & Noh, 2011).

EEEEIE I EE RIS PR PP S
1% 4H #H=rt 34579 HAAE e =0
g o2 Zolen AHastelr.

o
)

. Methods

1. Research model

£ AFs AHRY] AHgE AAE AvEHE
7t ARG fAAE FHiko] @A JFFE vl
A 71 FHSA 2 A7 2L ] U

A5 WAAE ezl vAE I

wAgolT

Add A7RPE wEStel A77HEE LY

AT 1: RG] 2UHFS WAAE 2o
gol JeE ) Aol
L AulRbe) 2H L S WA Auewo]
L )3 Aol
12, 210 £HHFE HAE A L
o JFL ) Aolck
7MY 2 PEAE AvlHEL 3
ABol that 7ol ol
Aelet.
SRS OB P L 5
AF) dhat Tzl 3
Aolet.

'FJ\L

]

=}
N

5o o
%

32 )

it

79 o
S 1)

b 18
DA

2, Measurement

£ A7E A7/He FEel] Sla HRAEE
AT, ZHET HEALE APATE (Hahm,
2012; Hong & Shin, 2010; Chen, 2014; Kim, 2014;
Min, 2012; Snyder & Gangestad, 1986; Zarley, 2010)
of wet & Aol FdsteE st Haste] A
okt 54 AR HEE ARESe] &M% £4
of W AH/EYF 272, WAAE AvEHE 172
¥, 337G REAE THE 4BFL S,
AT BAH £ 5 F s3EFo FAHIL

ALAY A9l e AHRE Ao R & 2298
£ vjzste] S5 AHSTRST 21985 B0 AHg
SFQATh SPSS 22.0& o|-8% AE EA2 I]HAEA,
WA Al Z] = (Cronbach's alpha), 124, QIR 5
B BAst0] 7Hae Aot

IV. Results and Discussion

1. Internal validity and factor analysis on variables

7t WS SAYEA AT AFE 242 HA
51ttt ZF 991%™ Cronbach's alpha 3] .60E T} =
A e, 2GRS AT S YTk £ 89l
NS 5O WSS By 43S St F4R
£, 2Z+3]A ¥ (Orthogonal rotation), H|Z|H A
3]A (Varimax rotation)< STt

AHAF 28T 2104 & 2AEO] 64.855%F
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Aol Py, 554, B4, o894 4H], 54 2354 9902 736, A 9912 721, 8|3 4H]
AH], 7]15el Ym 41| gQlo 2 YR, KMO 2912 832, BAYAH] 9912 757, 7|He} UF 4H]|

25 792, Barlett®] AR L 2,390. 870% 8212 8730]t}t. o= AL Alglo] 7 oo

SOl5HA Lrebee. R, A5
7} Qo] ogt Ak A4l FERY 21 836, Ih(Table 2).

<Table 2> Factor analysis on consumption propensity

=9 W4 4ol v &

A
e

. Variance% | Cron-
Factor | Eigen . R
Factor Item . (cumulative | bach’s
loading | value .
variance %) a
Act differently upon situation or person 768
Inconsistency between real me and reflection from others 754
Capacity to pretend familiarity on the disliked .643
- 13.249
Decorate act | Modify act to please or to get favor from others 612 | 3.180 (13.249) 836
Change act frequently to sustain amicable relationship with 603
others ’
Decorate act to give good impression or to please others .559
Speak with spontaneity even though not known theme 741
Titillate others in the meeting .700 10.688
Spontaneity 2.565 ' 736
Center stage in the meeting .659 (23.937)
Act well without awkwardness in the crowd .526
Imitative | Tty to act like others favor 758 - 8797 -
nature Imitate well others behavior 755 . (32.734) .
Under same function, buy small & medium firm's product 755
priority rather than large firm's '
Try to buy fair trade product 705
Ethical Try to help consuming with interest in laborer's right 703 3130 13.041 -
consumption | Byy the product from socially responsible firm .676 ' (45.775) .
Used to buy product at traditional market instead of large 628
distribution ’
Refuse to buy anti eco-friendly product .506
Try to reduce over consumption for environment .800
Green Buy eco-friendly product with certainty 718 5 846 11.859 757
consumption | Use recycled & used product for solving environmental problem | .660 ‘ (57.634) '
Not use disposable product .637
Giving & | Donate unnecessary items to recycling shop 711 7221
sharing 1.733 64 855 .873
Share unnecessary items with others .697 (64.855)

consumption

KMO: .792, Barlett: 2,390.870, Sig.: .000
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o AAE

L HBO X B9l 60.232%% UJERGTH KMO &

— T T

T 860, Barlett®] TEAARA L 1,822.2538 9.9 3
S et €2 A AvEEe fjAE A &
=2 Pgstyon, 7z st el AFx AL

avize] 2El et HAAE AuHETt BHRY HAAE TolEd] nXE g =

AHE|E QRloj|A 271x] Q9lo] ds} £ 8949} .9020]T}(Table 3).

i

[¢]

<Table 3> Factor analysis on consumption attitude of fashion product

A

Bl

AT HAAE Fuiele gRloA gclo] 4
e HHEO 61.033%= UEFGTH KMO &&=
.640, Barlett®] LHAAAAX]= 298.1122 J-9J51A
UEFGTH(Table 4).

. Variance % | Cron-
Factor | Eigen . R
Factor Item . (cumulative | bach’s
loading| value .
variance %) a
Like timeless dress and rock-solid even over the years. .859
Versatile, can be worn in various situations that can wear 246
clothes is good. ’
Slow I buy clothes that can be worn throughout several seasons. .828
fashion |1 have some of the clothes we wear last. 817 31.263
consump- 4.377 .894
tion Like taking a lot of fashion, a long time can wear clothes. | .808 (31.263)
attitude | Of good quality clothes purchasing and wears a long time. 715
Once buy and dress until it was not with the change of clothes 668
do buy a look. '
Find the price of a satisfactory fashion line. .596
Often reversed as a new style of clothes shops and often visits 260
to buy good. ’
Fast I often get tired of existing trends of clothes and buy a new 256
fashion | trend of clothes. ’
28.969
corfump— I buy clothes so often want to buy new clothes. 834 | 4.056 (60.232) 902
ion
attitude | Like trendy clothes. .839
Generally, a different clothes more than a year. 788
Enjoy buying several suits to various kinds. 718
KMO: .860, Barlett: 1,822.253, Sig.: .000
<Table 4> Factor analysis on purchase intention of fair trade fashion product
. Variance % | Cron-
Factor | Eigen . s
Factor Item . (cumulative | bach’s
loading | value . o
variance %) a
I'd like to recommend to the people around the fair trade fashion line. | .845
Purchase | Willing to buy fair trade fashion. .824 5 a4l 61.033 83
intention | Continue to buy fair trade fashion products. 797 . (61.033) .
Actively buy fair trade fashion line. .642

KMO: .640, Barlett: 298.112, Sig.: .000
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2. Hypothesis test

1) Hypothesis 1
AT7HE 1 AR AHFE HAAE 4]
Blzo] s vd Aot
1-1. &H[AFS] AHAPRR2 &2 mfjd AH|EEo
FFS v Aot

28R 28 67 MBI, 3,
7, =T 4], 7|89} UmaH], sMALH)7E &
A AHE Eo Cﬂé A YFE A=A FE5H]
Qe A A5, A% At (Table 5)9
2

ARG FErol 31.6700.2 ®go] {FosHA 1
Ehgto, 372l thsfl 47.4%°] AEE Holil
AUTE AH[AF 2GR He F 759 U 4], &
22 4], ALY, PEPY, B <08 S8
A e ol lolA IRt (o] FFE A
% Ao UEi, o]t 4ol w25 €= 1
1 AvHEo] FHEA JFE A= AL & &
34 Wee €294 AHEH R oA &

u]A7) He AoE vehyt.
2 2% oo 7R} Ly 20, &
2% &H], HALH7E 2 4 AHE Iz JFS
Mg ®ol miXls Zog YEY o= £& HAY]
4% dXske 2t & 4 Tk B as5HA|
A2 GFE LG FA 7ISHAY AT A
oA Yol 1, 387 AEFS FulistaLA}; sh

H
o

Ol
ool
L

v H

N
By

H

i}

Siea 121

Q’%‘E—Xﬁ J—‘t’qu 287 Xﬂ‘ﬁ‘, Hao = &H ]O]'
e RS L P PO RS T

&2 o % Utk

1-2. AH|R] AB|AZFFE YPAE A
¥FS vl Aolh

v o]

AH|R} AHAFEF 671 W g
3, &R 4H], 7170} Usgan], =4 4H])7} 5
E A LH[E R0 ofEA JFE vIA=AE
st7] 9Jsf ARASIAL, EAFE 2= (Table 6)
7

3| ARFL Fgho] 95.688% HPo] K-oJ51A e
wom 7)Ao dis] 73%2] dES Kol .
AHRE AH R} WSkl 554, Fe T, 2
gol HAE sfA AHEfEof loiA FAQ IFS
A= Ao® [FOstA YEbEt Higol = 4]
AFY aRALFSE YAE S AvlE R £
A JFE WA= ACRE FosHA UEHTh 554,
Py, S|, B 08 sfAE sjd 4H|
o] 9 A= Ao YEh, 829 4%
o] ¥ AHALFE PAE A AHlEE %ﬁk
< @ol mjd Zo& 5T 4 U} 7157} Uw

H], 2% £H= fAE d AvEE §oJ5 03
FE UAA = 2o YETh 1 ARolA &
SH o7 AAst, thE AbdollA Hdste AFE =
7] $fsh &vlshe A4S avAte HAE A HE

g /AT USE ¢ 5 A

(BETY, S84, 23
AeH I

[e)

[e)

<Table 5> The effect of consumption propensity on slow fashion consumption attitude

Variables B Standard error Beta t P Tolerance
(Constant) 1.726 241 7.172 .000

Spontaneity —.024 .049 —.026 —.481 .631 .857
Decorate act .183 .086 180 2.838 .005 .621
Imitative nature .087 .044 116 1.970 .050 725
Giving & sharing consumption 265 077 250 3.405 .001 462
Green consumption .196 .052 224 3.786 .000 715
Ethical consumption 227 .066 240 3.444 .001 515

R*=474, Adjusted R*=.459, F=31.670, p=.000
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<Table 6> The effect of consumption propensity on fast fashion consumption attitude
Variables B Standard error Beta t )4 Tolerance
(Constant) 1.496 323 4.631 .000
Spontaneity .675 .033 781 20.493 .000 .876
Decorate act .307 .096 243 3.196 .002 221
Imitative nature .108 .050 .083 2.155 .032 .859
Giving & sharing consumption —.025 .038 —.025 —.653 514 .647
Green consumption —.181 .064 —.165 —2.829 .005 373
Ethical consumption —.011 .045 —.014 —.258 197 419

R*=730, Adjusted R’=.723, F=95.688, p=.000

<Table 7> The effect of fashion consumption attitude on purchase intention of fair trade fashion product

Variables B Standard error Beta t p Tolerance
(Constant) 1.512 157 9.643 .000
Slow consumption attitude 457 .060 480 7.585 .000 .800
Fast consumption attitude .105 .048 139 2.197 .029 .800
R*=309, Adjusted R=.302, F=48.250, p=.000
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<Table 8> The effect of consumption propensity on purchase intention of fair trade fashion product

Variables B Standard error Beta t p Tolerance
(Constant) 1.133 224 5.066 .000

Spontaneity —.072 .057 —.084 —1.269 206 .656
Decorate act .031 .062 .034 512 .609 .650
Imitative nature .035 .050 .043 .706 481 768
Giving & sharing consumption .097 .047 128 2.061 .041 748
Green consumption 284 .051 321 4.966 .000 743
Ethical consumption .342 .065 359 5.293 .000 .623

R’=392, Adjusted R*=.375, F=22.771, p=.000
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