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Abstract

This study explores determinants of purchase intentions for vegan fashion products
based on the modified planned behavior model. Survey data from 434 university
students were subjected to an analysis using descriptive statistics, factor analysis, and
structural equation modeling. The results showed that almost half of the consumers
surveyed recognized vegan fashion products and a little more than a half of consumers
surveyed had purchase experience for vegan fashion products. Clothing, bags, and shoes
are the most frequently purchased vegan fashion product categories. From the results
of the model test, purchase intentions on vegan fashion products were determined by
attitude, subjective norms, ethical responsibility, and ethical identity of the consumers.
When consumers have a more positive attitude, have higher subjective norms, stronger
ethical responsibility, and stronger ethical identity regarding the purchase of vegan
fashion products, they are likely to have a greater intention to purchase vegan fashion
products. The findings contribute to the literature by adding test results for vegan
fashion products among the ethical product categories, highlighting the importance of
the consideration of product category, which can give somewhat different results when
exploring ethical consumption. Based on these findings, marketers need to use special
tags or signage highlighting the ethical values and meanings of vegan fashion products
to better communicate with target consumers with a high level of ethical responsibility

and to help increase consumers’ control over purchase behaviors through reducing
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barriers generated by insufficient product information.
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WA SAETE ofYE}, BE FEA A E] it AL
= AFSh= Bl (vegan) w317F SHAHE AL et H]A
YE(veganism)o|#t &4 FEClY 5&9 4=
2Z3HE AE, 181 SEAES AR AEolv &
AH| o] gt e} AR ARSI, FEEA
= B35 WSHH(“Veganism”, n.d.). <4
AARE fEtith= AdZATEo] YRy
Al 30] Z37t HAshr] AlZbetela, WAt
1Q10] Eo] vt 27 ASFEAAY +AF
o5 52 FoHA FEES 94]o] WdEo] gt
(Tae, 2017). H Lzt A= 191 79 71t
A5EY P "=t WEEsES 7%= ATt
1,0005t ¥ 02 F43] S7FstHA SEET
i3t Q14jo] B &AE T QIth(Han, 2016).
olZgt TEEST 94l 7|¥tsto] HAYES A
Foh= ’\HVP;% o3 ge glojA HArIY 715
4l AZRENY QFR7MECE THE AlEE 4H|S)
al, gﬂﬂ]—‘: 2 (wool), G/7At-2(duck/goose down),
Fal2H(angora), IHAIT|L(pashmina), 7]A]@]0f(cash-
mere), LT 7Halpaca), A O] =(suede), H5]|0](mo-
hair), A3 Gik) 5 S5 A2 BHE J2S 49F
AMESHA] ko E gttt oRAAte] HHoRE A
7k 5,0008t 1}2] 9] FEo] EAE, oY FE g
HE Te=t 3009 of 97t AAdE T ARo]
AHAHA (Kim, 2017), ¥ Aol et AH|AE
9] ¥ilo] B F7FsHA HIUAL, v S A|7Fst
HRHESE H3} sojva Qlvh §9 miA tAto]
2dlgt W7FEL 0| 0101 A, of=rtY, B Z
22Y AL BRESS A AR 93, 9%,
g2 BEE AR8eHA] SATHE o ZE(fur free) A
A= stem, A AA 800917 FA7F o] 5ol &
sl Qth(Song, 2018). AX = HHT - AFo]A
T o2 SHAAE dAlsto] JIxH ARHES ZFR5HH,
& ol ¥ (eco fur)e}t FYIAL, A Zw ARG AJEo]
b oAl gEo] UA7] &= FTh(Kim, 2017). ©]
t G AL AHRE] B0 B, H
P AAES AvFPEol HAFet At EEU
71g 278 FAE o APATE A8 AxT}

% SFAE Ho] B3t A7 (ung & Oh, 2013)7}
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?er%‘ Xﬂw FO] Ea]zi Xﬂ‘ﬁ‘—’] T8 —7-:/\} o3l A
7 g2, A didE] Ry AN 5=
EZ35E A= of$- =EQAHH(Kim, 2016; Yang, Han,
& Lee, 2014; You & Noh, 2011). 9J&F35H] Ad+1&
(Koh & Noh, 2009; Ma, Littrell, & Niehm, 2012;
Moon, Choo, Park, & Baek, 2013)°A= &2& oA
A& ’\“1"”5 AT Al MG AET SAHFS AE
o= w24 AFToE 41 fAAES
%d&i ﬂ—_r“g AgPst o, old A4 5 B Al
F =2 9 flA3AZe] sl A= AL HHAEA
o}

10
5‘.:
_L\.‘

L‘CTM]:}_'

HA s dAE Aol A&H 0w AgAstar |
Aol gk H]X‘H ol H& SHEHA] o]
st AH|81E Ay} West AJFolt} B A A=

B A B P W
AEFS AHSIEE & 3AHFA AFolv e
AFET 7Aoo R v AFUS ok o A &
% 9tk obge OIS e MAAEE 7HAI 4ol
2 ABOA A ATHE Ul 5T 42
w72 zolng Folage] ol ehelel gt A
34 &3 ¥ ‘E%O] 7 Erh(Park & Jeon,
2013). WA HHE w84 AEEEY A B AAE
2 X]—/K]_g] -9.—?414 7(-1;2%]&40]1,} %ﬂx—] i“g%}'—% IEIPE
oA o HA ESd 4 Sl Srto] B 4 Slof Hl
W AEe] ToWE] ot A& o olo] o)
Al 474 p2EtTA; S
® ATONE S04 AE TS ATo] A
sithal A A H AEdYsED(revised planned
behavior model)’(Shaw & Shiu, 2003)Z AR&5}o] H]
A fAAES FoeE A= Wl tisko
Attt gtk AEE ALSPFELA ] Wl
7r JFEAE B HAAE Feo] A-Esto] B
RAAEF el et Bi=, F8A 1, A4
A, &9A A, &2F Aopg Aol Fujol:
of JFS PA=AE LoHg o 2H v A

Folol 2 aQle] that olshg FA Sk 4%
7oA 48 AYPERLL R AFo}
A8 A% TNYE, 193 QLS BF 5o A48
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o] 2k=d|(Hong, 2012; Kim, 2016; Koh & Noh,
2009; You & Noh, 2011), &-2]% A& F ud A&
o] FufgdEol A-&H A7} glol & A& &3l °l
o] 9] A-&/dofl disf 1&starAt gtk o] F3f Hl
A A7 F Het ASAF 2AE Hste] B A
q7e ABTORH L2 vl T Bge
olsiE EHotiAt it

Il. Literature Review

1. Vegan fashion products

B Bl 745e 7)ot A8EE T
a9t FHFL S0 BAS HAFAN RAFE
o 4018 Folak HAFoIzte] SHYA A2
gou, 1 ¥ Aygt ohe), oY 5 HeH
ol B B8Y AT 188 AP EoA2 U
gt MA ABL A%, mY, @, 4, 92d 5
=4 AmE A8 ARESHA ko, BAmgolA &
EAYS SHA] &2 AlFel & S ATH(“Veganism”,
nd). vl AAES] A= Agolet o 4 Y @
2k 48 Aol 99 HA trfoluiet
o] M7 T4 AR BASEAC YA AEstst
of 2uE] 5§ AT Ytk

ojet WHAYA L] SFo 4RAERE AFHoRE
Hhgshe Bl A 27 g2 S7FskAL )l -8
vt Hof 2201 £3F F st GriloA =
201749 11¥€ 1595 E 12¥ 149717 94 7123 o
) ke 2% A Az Ragy QR 2y
TS 2016 22 717F o8] 242t 62%2 21% &
5o, A JAX7EE A wHiFEE 425% A5et
", o4 715 B/ ZHE ] AA weE
9% EolE AL TSI TH(Moon, 2017). H/d 5]
M 7IEAE SRS AdeiET 5% At ¥,
g4 Az 7S Bl 18% S716taL, W3-8
Q=g Al &2 2 IR A& o] E(thinsulate)
o wlEZ 23% SRSkl IHSEITHMoon,
2017). o] B &A o Higt 7hs7lee] HE=E
W AA 7Hs/2u et JIRAIF] 2o]7}F Eol5L
LAl 7HHo) FF7HA T AR = T 7164
goll 7191t B lou, Ars]dute] 24 24k
SERL0L FEaH]of gt AvAHES] ¥4lo] vt
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2 Avet B 4 9ok
o7 A B Rolsl dFutaEe FrbEe
& ZAsHe, 52 A48k 12 ABNL 3
oA BT AW a1, FL FBOA
23 HEolt BB FARS I gt B

Tofof gt Aolth ZA{oR BUdH HELS
ou}, m=t 7|8ke] PETAE AlAIZCE 6505 §9
3)US HRotal on, gt 7|9ke] B Axtolo]
E](Vegan Society)= 1944W0] A= AA A 713

QE vd gA2A St &5 A1 . v
=3} = Ao vlg] gh=9] vl gA 5ol 9l
Z & =2 o wlokgt WY, 1 F =] 7}
ZHKARA)E SEHSATIHA za}a}oq 20064
=10 AgHglo g 25ty &58 75k Ut
& =gty 9ot v]d HAAEo Tfﬂﬂt QUSw
39 d&2 <Table Dol F= =t

2, Theoretical framework and research hypo-
theses

1) Theory of planned behavior
2EA9E A0 Ul 480} & goH 35
O] 2 (Fishbein & Ajzen, 1975)°4 Fujr= q
AETool] g 344 F& 24K WohE ojulst
= Bxet 11 AlFFue] dis] EA-HTe] dupt A
AS=AE HojFe FHE i s 24 €
o] o]2& WH3IY o] Ay Ajzen(1991)2 e
X gsol2e] nige Be RAs| Ystol A
O] (theory of planned behavior)’& AA|5IR. A
HPEolE2 71E2 FelF FFOlE(theory of rea-
soned action)of] ‘X Z-H FFEA HAS F751o
W50] o 24E %2 olZo|th. Ajzen(1991)& Izt
o s ssdol a4 U5 Aol o
d’fﬂ BAL e AL oty A 4
”‘aﬂoﬂ 37] =t 223 4, A
] et A4S 7HA L
E 7HA "o 4
‘A2t P55 A (perceived behavioral
control; EH"J 0”501] gt o/ ANE AAE A
& % e AP FYsion, WEolEE 1 o
ol et B E(attitude; T F-5ol et 219 3
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<Table 1> Examples of organizations and labels for vegan fashion brands

Organization

Label

Content

BUAV . The Leaping Bunny: Producers and material suppliers
o . UK-based organization = . . . . .
(British Union .. L. - \* are not involved with any animal tests; Receive audit
. insisting abolition of . . . .
Against animal test * \« and inspection by an independent auditor every 3
Vivisection) ~ years
Not Tested on Animals: Producers and material
CCF Australia-based suppliers are not involved with any animal tests;
(Choose organization for animal C) S Not include any parts or ingredients of dead animals;
Cruelty Free) protection NOT TESTED Approved. Fhrough CCF. validity check about parent
ON ANIMALS | and subsidiary companies
KARA Korean-based Animal Testing Free: Producers and material
(Korea Animal |organization for animal suppliers are not involved with any animal tests;
Rights Advocates) protection — No export to China
Animal Testing
FREE

PETA
(People for the
Ethical Treatment
of Animals)

US-based organization
with world-wide
branches pursuing

animal welfare

cruelty

Cruelty Free: Producers and material suppliers are not
involved with any animal tests.

FVecan

{VEGAN}

Vegan: Certification for companies producing vegan
products

Vegan Society

UK-based
non-governmental
organization presented
since 1944

Vegan: Producers and material suppliers are not
involved with any animal tests; Not include any parts
or ingredients of dead animals

ok SHchFig. ).
Folgo] uls) chot
HojFo] Pulol=E Ags

L A7 o]24 B 9y AgEo] gou], 53
AR 20, I Av] 5 8T8 APES A

Wsted Agstctn

al,, 2012). o] =&

=
8%

t A AFSolA =

A YrhKim, 2016; Ma et

= 2%
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7 AE et #BAste] e, S04 9,
FseA7t BF Fujorof JFE n k=
A ASo] Y HHPH(De Groot & Steg, 2007;
Yang et al., 2014), ¥%19] {o)/do] EQl=A] gk
2e AL EE U AFYAFAE AtoloflA] FHf
rE A&t Al 719 ¥ S =7 S W
= d= oldo] fidler, 3RS sfAAES WY

O = 3t A5(Song & Shin, 2017) M= 24 A
AFol et et oo ete] foldt #A= S
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Planned behavior model(Ajzen, 1991)

Purchase
Intention

Subjective
Norms

y

Perceived
behavior
Control

rlo

o} 5

Modified planned behavior model(Shaw & Shiu, 2003)

Subjective
Norms

Perceived
behavior
Caontral

Ethical
Responsibility
Ethical
Self-identity

Purchase
Intention

<Fig. 1> Theoretical frameworks

BE A

TPy 9] T Y] W, &
H F5EA7E ezl vA= Foltt IS &
AskAl 3t AFEA ZIEel St dE=E
Hong(2012)2 HEABEE Fo 2 3 FHFIAE
T T AFolA il A AR 2EE, By
4, o, B Fo= FEA YEr=T, o] AlE
of tigt FFAR Fujojro] F=HE FHES ITF=
u| A2 ekttt Hustint. RARAALS] £
e} 332 o] JFFo] AE o Urkal S
FA=E(Kim, 2016; Ma et al., 2012)0] %15{1—‘51],
AES A4 7HA| ol mhet AH4le] P52 51
o7 AAstaL 4ol st Aol 7] ‘m% .
AFEEY] 8] ofgt F7o] o] o]ES L
?t Aol M= F=8A RS dFol
519t 134 You and Noh(2011)A & 20~60t]7}FA]
W Agdo Y AvAES dde R T Aol
M FHA o] IAFIAFY Fojo ol I3k
= AR gethe AS EUske AFE 9lo] A
g2 540 whE dapAtoltatt Brlole A Est
A 94 % ATk ATATE FATAAT ABL 7
9 NS ool BEA g, Aoz A
Ste ABY 7K 4o] Srhn sl oA 3
ol gt 4 1S SRkt 49, o Ao =R
1"?—‘3 2 AU B7HE FHASH EH=Tl(Yang et

., 2014), EQlo] T|& AH|E St=A] FI F&
°ﬂ7ﬂ LEE g0 & AlFLsE FHF ol +
ol Tof mX|= FFo] F Aol BZrErh oFA

29 P A%

=

=g
=

=

ZF

lﬂl—rUrEszﬂr&

£9] A%, B2l 13 Hws o} 8 o]
T ol of u|x]&= ggFo] T HE (Park & Dickerson,
2002), ZAING AEE AF 5 HAAELE AAD
o 0 e el A Aolet s % 9
‘:} PAAE SolME v fAAES Ax7H=ET
2ux 5 54 242 WEolA ARAABOlY
SAERLG NZHOE Blo] O 4A Az
Ue AlFelBm v fAAE Fufefzof A
Fu4 9] Qg F Aol A2 & Uk
Kim(2016)> E1 Hist¥E2 tdo s
AlEol sl ZEH o= AR A, &
Foelro] QR BIAA] P AL It
kA A|AISE You and Noh(2011)2] RAJAZ X
]L SAFAAT AF] Fufjolko] J
Ao 2 Yehyl=d], olo] tis] A+
EﬂM AEo] FHBZoN} 27450
2, AEe) A% 5 7o) 42 A

H
A
e
A
1

ur Hol e AR}

et W, B4 AT 250 ot
AEe 2408 sl= HjAE TR Ao s
ZARSE A (Ma et al., 2012)7} AEd], o] Ax}o]
g YS9 X2 PEEAE Tzl 3
o] YL 1AL AR Uit o AhtE Az}

£ A7tE YEEAT} TojlEo] mAE J5 A
oA AFEF9] EAo| weg} o= A3 U & AL
S AR vl RAAES &4 AE 5 HaA
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Folghe A4 WdAIE IRk 542 S0l 7HA
A glemg oo High HQl 3t JFBAE 1Esh=
A Jad 549 %S 85kt vl e d

A8 L3 A440] 91 MEAE Fohel tﬂoﬂ
384 BAe 7L g5, ApAlo] v B4
AES Falshs Aol g5 FHelEe] AAHES
=, 8 WAdAES Fshlel 2% Ak =, 4

=

st olwst S713 Folekm o5 4= 9t o]
vlgro 2 3} 3 JpAL oLy} Zt)
HI: 970 9 4AE Fofol i 394 fEs 7
o] Yol JFS vl Zolck
H2: v A o] o A pEe 7
ool F(+)o] FFS vE Aol
H3: B[ S AAF o] oot A 4E F5A
< 7=l A 9T vE Aol

2) Modified planned behavior model

Shaw and Shiu(2003)+= A& 3520 827 2
Q] (ethical obligation; &4 AU A7t &)1} &
2] 4] Zpobg A (self-identity; =24 FFo] 2419
E4, 7HAd, 2ol Aetdo] Aol digt Azt

)0l o] F(HY T A= AEA

£ F71teH, ol A E AP s e (modified
planned behavior model)’ 0|2} HE5}G thFig. 1). ©]
L RECEEE EEPV RS ISEEEE
Qol4] 2ze oulstnl, g2d AolgA L &7
Z Y=o] Au|A} ZFA9] EAT Juht gX|sicy
o]7]&=4E YebdT} Koh and Noh(2009)= 824
B3} FAT W AEH AYZAS AL
5, olZlo] gel4 TAAES] FujolEe] mHE o
Fe st shE, e Aoty AL ST
el dish &ulAE =7le AEA AAEIY 4
A RS ulste AfolE A A" (Ozcaglar-Tou-
louse, Shiu, & Shaw, 2006; Sparks & Guthrie, 1998)
o AR g oz o] Ml JF5okof AHA o
T A= HAC R AAA Ht) o] e up=d
2HAE 1A A IA =ASE, 183

wAFS] Tz AR 9] 5493 ZhA| el & g

<

d

wAgolT

RS B stk

_>¢

g S et o A,

AF Tt FAsto] F-24
Y o] Fojelsl $a% AL v 4
A& oI5kt E3SE Park and Ha(2014)= A&
9)z= ¢} 7 5}9], You and Noh(2011)= A FES 54
YAE et FHASte] {224 AopgA|/do] P52
T X ARl FTFE oI5ty o|AHY 4
e ALPEELEE ol-&sto] &4 LMY
T AHEolA &84 AP A Ao Ago
T e =of WA= 378A dFol A=A,
g4 AF 5 A7E TS HAAEZl FS5T A
T= W B0 &93 AEe §40 wE
T =EE &5t ®Rlo] Zol7t & 4= o,
v A Ee ALole " APA1L7 AY
AR ] gkot ofof thet o] Algsith & Ao
A v S AAFL] FHjgEol o]t HeEES A
&5to] AFSENE AAFeEN M T
EHOH Ak ZA st} o APA-
gow 3 AF 7ML ohad Zrh
H4: &914 AL v HAAF
(N9 FF= v Aol
HS: &2]4] Aoy A2 v sjAdAE o=
ol A2 FF= HE Aolth.
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. Methods

1. Data collection

2 A9 7THEHSTE AT AERAMN A v
WAAEFS] FHet Hlto] gk osiE =olalA}
HA fABEHES] Atgo] gt 2ARE AAISH
2017 99 F 7P t#A Y Afo]EQ]
‘H]d oA (vegan fashion)’o]zh= 7|QE H =
§f Bl BHBEHEY S EESH00, SEEHE AS
AlQIgt & F 30719 BRHEHS Al 7 HIHE

H|o| X & WHEoto] HIlEo] =4, 5= ofo]d], 5]
]'—63' toto] E2 A5t olof disf + =

717 2 AbolEo &5t i8S A

?lo}%itk o] dik= XA ¥ 24 42
o] FiAmz E-EEHAT

AERARE S JY diedEe] Hony Hd

e

—

[o
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A]
A
3
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Lo, A7 oo oSy ARk A olf
2 gog A% FUBE ATl SR
detg o] 9211 A% ta Bl o, of
o et 125 oldEE 231 A Yeo]] BE
o]th(Hong, 2012; Hong & Shin, 2010; Kim, 2016).
et | ol 20179 102 % Thehg 30
< He = ARARE AAISHRCH, o] AXE HE
oz AREGS 44 - Beslo] 19 & @ 7t )
TAY 37 diote] RFHES Aok HeEs
fdog & FARE AAISIH. & 45077F v
o] B4 HHE AT 43457} HF B0 A
SH A

2 Aol AR dE
Z‘H ”JrEoﬂlﬁ B]ﬂ A A Foll

= AARE &, v o
A=7Fol EHO]’ SE=
4 A
% 30|17 of AES
o S S 5 A e

4 AYGFoIRY WHES A WAE] 3
XA AASAT, FRER HS TEA () ~
< 2%th6) Y 63 HAE A=g A5ttt
T H9l2 Hong(2012), Kim(2016), You and Noh

=
AEEZ]

l

o
&
AX
T o
QA
o
¢

(2011)9] £ 2L sEFOZ S35t -Zri'}
Z FHL Hong(2012)9] B3-S 835t 3830z =

Aotgom, X Ztd F5EA= Ajzen(1991)Q} Yang
et al.(2014)9] B3-S 223l 3830z =Hst9ct.
2] #YL Hong(2012)9] £3g #g3lo] £ 3E
Fo AR eH, w2 Ao A gt el
= Kim(2016)9] 23S Hgsto] 217t 380w
st Al WA TE AL QTLEAZ EAJ
F ARS AAsgon, Y, A7, sk, Axd
Hat &8 A diste] 274l
2 SESIEE st A= EHE Fal 7]

4, RQ1¥H, AMOSE 0|83 P24
P89t

ol
mie r

l-ﬂ

Ao m> of 18 L Jl)l' rir
)
r-{m

I of 1

)
S

2. Characteristics of respondents

% 4349 SYA F oH(16%)0]
Bl @orow, shd-2 1~45HE71A] a1
1, AL JI95 AR - A, A - Zst

rlo

ot

3

chstant. A W 1820471 BEE 9T B
209400, BT U] AEAL 197081
(sD=2042)°] e}, vlAAES] Hhat o] AN
5 HAAE] the) ol Ho| glrbeh Aol
48.6%7F ol Ho| cty SUHAR, AT 19
2 ulA ERES oS o] ksbe
o 57.1%7F APl Ackn Sstel, Aol
W7 olets ol Soli Ho| gl YAt Wit
of AT, 1 §olZ AN Yrelw FuhsiE
Ao the gEAE 23 o Urke A & 4 9
ek FARL A Sl olol el e 1355

2 A9 5447) ofoldlel] Y3t Aol Aglon,
ol% AEEEE sk 23k 7 27502,
PPERT} 1398125.6%), ALF} 1178121.5%) AF
=gl00], 7]eF A M FAF 158128%) AFEAL
AR ofolge] it §YL AwlE W SPAEL <
2715, Az, A2, A/l At
89 AFL AR AN Yk RS L 5

Uitk 2 AFFER ARIIAL A, WP,
SE, Ao}, vh, 27] 5L TRttt Sgol 9
oL, PRI 7hY, IO, BE, AL 52

ST $0] SISIE, AR 7, 22,
AA, 5% 52 Tofe Ho] ATk SYHAL
Zlet A BAA RO o, BB, B 8

E, 2R, AALE, 4432 59 bt AlEel e
At SEA 542 e (Table 2)o] A== At

V. Results and Discussion

1. Vegan fashion brands

2 JUALE olgslel MY AUIACE
Hote] w2 A% PALACY] BACH, Fio]

X, 7§42 (Table Dol BRAHIcF. A4E o
A RABACES 29 B o) b3} 2L e ot
3 5 oot w7 HBAE 2 ARHo zE F1ET)
232 AHg3HA) grow], Agaks A9ol ol 2l
27157 QzuE gAIste] Agsks 497t Wt

o, o7|A o Uoprt A2AET} A2 o] &
g ALY A 59 T2 M= 2 AR
1A YLttt HS FHG=E B EEo] 9tk 2
g AAL 2F o AE&7M5A9 SAE T A v
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<Table 2> Characteristics of respondents

329 24 2ojel7

Item Category Frequency Percent
Male 118 27.2
Gender
Female 316 72.8
Freshmen 68 15.7
Sophomore 101 23.3
Grade -
Junior 150 34.6
Senior 115 26.5
Humanity & social science 144 33.1
Major field Natural science & engineering 117 27.0
Art 173 39.9
o Recognized 211 48.6
Recognition of vegan products -
Not recognized 223 51.4
Purchase experience of vegan Have purchased 248 57.1
fashion products Have not purchased 186 429
Clothing 273 50.2
Vegan products that have been Bags 139 25.6
purchased Shoes 117 21.5
Other fashion accessories 15 2.8
Total 100.0
Note. Multiple answers were obtained.
<Table 3> Examples of vegan fashion brands
Item Brand Webpage Country Content
Clothin Good Guys Shoes made from micro fiber, canvas, natural
/shoesg Don’t Wear http://goodguys.bigcartel.com France | rubber leather; Famous for promotion dome by
Leather Emma Watson
Clothing In the . . . | Bags and t-shirts made from organic cotton and
http://inthesoulshine. A 1 .
/shoes Soulshine ttp://inthesoulshine.com ustralia denim bags; PETA approved
Clothing Stella ) No use of leather or fur; Famous designer Stella
Jshoes McCartney https://www.stellamccartney.com UK McCartney
Clothin Brave Products made from organic, recycled, and vegan
& https://www.bravegentleman.com Us materials obtained through 100% free-trade; high
/shoes Gentleman R K . s R
price-high quality men’s total fashion brand
Clothing . . Clothing made from organic, vegan, upcycled
Bl loth https: .bleed-clothing. .
Jshoes eed Clothing| https://www.bleed-clothing.com | Germany materials; PETA approved
Clothing molliolli http://www.molliolli.com Korea Specialized in eco fur focusing on fake leather
/shoes and fake fur
Clothing |Save the Duck https://www.savetheduck.it Italia Padding filled with artificial down(Plumtech)
Clothing Shrimps https://shrimps.co.uk UK Fake fur as high-fashion
Clothing Christopher https:// christopherraburn.co.uk UK Designer brand for‘clothmg made from fake fur
Raeburn and recycled materials
. Alabama . Slow fashion brand started from DIY workplace;
loth https://al hanin. . ’
Clothing Chanin (tps://alabamachanin.com Us 100% products made from organic cotton
Clothing |Vaute Couture https://vautecouture.com usS No use of any materials from animal body
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<Table 3> Continued
Item Brand Webpage Country Content
No use of any materials from animal body
Clothing | Vigan Tiger http://vegantigerkorea.com Korea | including silk, duck down, goose down, and
angora
Shoes | Bella & Sofa http://www.belle-co.jp Japan Shoes made of fake fur and leather
Shoes By Blanch http://www.byblanch.com Spain Hand-made and fake-leather shoes
Shoes Olsenhaus https://www.olsenhaus.com us Sell women S. shoes made of fake leather at
reasonable price
1 mi 0,
Bag Matt & Natt https://mattandnat.com Canada Sell bags with lining .made from 100% recycled
/shoes PET at reasonable price
Premium vegan leather brand donating some
Bag . . profits fto ASPCA(American Society for the
Angela R https:// . laroi. usS . .
/shoes ngela Bol PS:wwW-ahgelarol.com Prevention of Cruelty to Animals); Korean
American designer
Products concerning animal welfare, fair-trade,
Bag Alexandra.K http://www.alexandrak.co Poland | environment protection, and no sweatshop; 2014
Vegan Fashion Award of PETA
Pursui fect ducts using PU leath
Bag Pixie Mood https://www.pixiemood.com Canada ursuing perfect vegan products using PU leather
for all products
Bag Nella Bella https://nella-bella.com Canada High quality collection of vegan products; PETA
approved
High price-high quality products made from
Italia- fake leather; D fi
Bag Jill Millan https://www.jillmilan.com Italia ta la. made fake leather; 9nate some. profits to
low-income female supporting and animal
welfare organizations; PETA approved
Bag MEDUSA https://www.me-dusa.com Israel Hand-made vegan products; PETA approved
Bag Lee Coren https://www.leecoren.com Israel Bags made from fake fur; PETA approved
La bante Pursuing veganism, environment-friendliness, and
B https://1 .co.uk K . .
a8 London ttps://labante.co.u u ethical consumption; PETA approved
. . Pursuing veganism, environment-friendliness, and
B | http: .wilbyclutch. K . .
a8 Wilby ttp://www.wilbyclutch.com u ethical consumption; PETA approved
Donate some profits to Animal welfare
Bag Gunas https://www.gunasthebrand.com us associations (Wood Stock Farm Sanctuary and
GAS)
R8-Ficht Donate some profits to CARE(Low-income
Bag Ei it Y https://www.88handbags.com usS females supporting organization); PETA
& approved
Donate some profits to CARE(Low-income
Urban . . L
Bag . https://www.urbanexpressions.net usS females supporting organization); PETA
Expression
approved
Hipsters for . . Bags made from environment-friendly materials;
Bag Sisters https://www.hfscollective.com usS No use of leather, fur, and PVC
B fi i -friendly fak ;
Bag Denis Roobol http://deniseroobol.com Netherlands| -2 made from environment-friendly fake fur;
PETA approved
Z2YAE 295HL e, ole2 I8 H Z= diHez 7hs 247 gol AREe 7P AR
A22 D 24, 4BE 24, TIFAOR £9 B HRASTo| Yokth HAS £{TFS Anngt
| 24, Jdde Ak e S0l Bitd 24 = o A4 SAFelR | Ee 48] S4=0lF &
£ 283t HE THoH: BAESo|AT AM T e U=, 957 T WA A== IS5 S
g BASEL /Y, 0)F, 5F QB I 5 O Holw Uitk /MY FAZRE Wt BAss)
A3t yete] o, Al 7HY ERESoE=H, A oiofstA] ExE Zoz Helth E3F PETA
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3. Result of hypotheses test
A+ 7HEAE AZ35H7] Y5 AMOS 23.02 AM_5}

oA
o ol

19, Z3 ol AL 35
Fofo] o}

A
zH

Factor | Eigen | Explained | Cronbach’s | Mean
Factor Item Measurement . .
loading | value | variance% alpha (SD)
Attitudel | Purchasing vegan fashion products is valuable. 93
Attitude? Purchas‘mg vegan fashion products is o4
beneficial.
. - - - 4.45
Attitude Attitude3 Purchasmg vegan fashion products is 93 434 86.86 95 (1.08)
important.
Attitude4 | Purchasing vegan fashion products is good. 95
Attitude5 | Purchasing vegan fashion products is wise. 92
Surrounding people expect me to purchase
SN1 - 93
vegan fashion products.
jecti i le think that I h 2.4
Subjective SN2 Surrounding people t ink that ave to 96 268 8916 04 3
norms purchase vegan fashion products. (1.14)
Surrounding people believe that 1 will
SN3 . .94
purchase vegan fashion products.
I feel that I discharge ethical responsibility by
ERI . . .88
purchasing vegan fashion products.
Ethical ER2 I think that an individual as well as a 85 .06
JO company has to take an ethical responsibility. 2.35 78.44 .86
responsibility (1.05)
I think that I discharge ethical responsibility
ER3 by supporting the purchase of vegan fashion 93
products.
EIl Purchasing vegan fashion products is suitable 93
to my characteristics. '
Et.hlcal. ED Purchasmg vegan fashion products is suitable 95 260 36.52 0 3.60
self-identity to my lifestyle. (1.11)
ED3 Purchasing vegan fashion products is suitable 9

to my values.
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<Table 4> Continued
Factor Item Measurement Factor | Eigen | Explained | Cronbach’s | Mean
loading | value | variance% alpha (SD)
PBCI1 | I have free time to search vegan fashion products. .70
Percel\./ed PBC2 I have enough money to purchase vegan fashion 91 334
behavior products. 2.08 69.33 77 (1.03)
control I can purchase vegan fashion products at any time
PBC3 | . .88
if I want.
I have a plan to select vegan products when
PII . . 92
purchasing fashion products.
Purchfise P2 1 have a}n 1ntent'10n to select vegan products when o4 260 36.61 93 3.73
intention purchasing fashion products. (1.19)
PI3 I make an effort to select vegan products when 93
purchasing fashion products. ’

AAIRE 237} (Fig. 2)°f AlAl
= ATt W, 239 ARE A5 F 7
ZrS 458.02(df=155)0] 1, QZH(CMIN/dA)L 2.96F 7]
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2013). CFI= .96, TLI= .95, IFI= 9622 UERGO
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al., 2010).
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<Fig. 2> Determinants of purchase intention of
vegan fashion products
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