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Abstract

This study explores the effect of moral identity on attitude toward and purchase
intention of upcycled fashion products by comparing purchasers and non-purchasers.
Data from 127 purchasers and 307 non-purchasers collected through a survey was
analyzed using descriptive statistics, confirmatory factor analysis, model invariance
check, and multiple-group comparison tests using Amos 23.0. Results indicate
consumers with purchase experiences of upcycled fashion products showed a higher
level of moral identity (internalization and symbolization), positive attitude toward
upcycled fashion products, and purchase intention than did consumers with no
purchase experience. In model tests, internalization affected attitude toward purchasing
upcycled fashion products, whereas symbolization affected purchase intention,
regardless of purchase experience. The effect of symbolization on purchase intention
was consistent with prior studies focusing on charity behaviors that are highly visible
to others. These findings demonstrate that fashion products are visible and symbolic,
so it should be carefully considered in ethical consumption studies. From these results,
researchers may obtain insights on the process of how consumers apply moral identity
to their purchase intention regarding upcycled fashion products. Likewise, marketers
may enhance satisfaction of consumers with a high level of symbolization by putting
special tags and logos that clearly highlight the products’ upcycled nature.

Keywords: upcycle( GAFO]E), purchase experience(*24 &), moral identity(= 5=
A, internalization(fH-g), symbolization(4f-)

I. Introduction
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(upeycle) AlFol Hiet Ar2lA BAlo] S71sHAl =
ot AAtolE AlFolt “7]E0] HE A= AlES T
5] AZEoh= AES oA gARIE 7Hilsh= &
MzL 7H1E &5l A2 AFo = AEPA7]
+ A& YATH(“Upcycling”, n.d.). £H[25 AReldf
AAfolF AlFo] AHE Aokt g Hpof Tgo] €
= Aol FtEHA B2 A dAEo] Aol
2 AF el #HE 71=0]al Uk
oFxIojglo] A ‘E¥or=’9] EHE ‘U=
HEYoA &3 AEE ThE YAE AFESHY 2
Aol B0l A 5 FAISUT, obriha
= I HRSHA ‘HE| 2 2 H(Parley for the
Oceans)’ 2] A|F ArdQ] Aoz sfof 27| A
42 EAH W7lE2 ol8e st 635 2 S
FUES SAlst aHAEY 2 282 4
(Shim, 2018). A& HcHP4to = ] o F 2AH7|&
TRt A4S wolgd SPA HAE ‘H&M' &
20129 7E G 2AF EE5to] e AML 9
AZRAE QA e SA5h: 5 A8 AlE
el e 71&0]al ATK(Shim, 2018).
A&7t e AFste H=S9 HU<l
‘A&7Hs w4 A B = g sy} A froto]
JAO|Z AlFS Hof Wufish AetAaHul 18
HAe A5 = sttt o] Aol oFFthe 7HA
oA EA%t Bl o Iatedote], WHA 715
I oRE TPE YteE HENA, HeAkE 28
sto] 7hEe Wtes FEE X, U4 492 A
&8 O] AEQIYA, SRS AEESto] TTEAG
< UEE ‘W ZRAE’ 5o] Fojsto] AE-E WA
249 Aol AlEY tddeS LEFATHKim,
2018). |- B[RS A4S AnEEo] Q1A &
T %9 TS dol ARFYH EEolFhe A4
= 7HAAL FRAIE Avle] 2 T4 71L0]AL i
(Huh, 2011). Al 2A41& ¥HE AF2 AV Hoh= A4
olF AFS TulFEMA AFA T 7|o5t=
dett ARC A AR ZARE F6ALAF She
AHARE0] Sojual
71&0l dArolE HAAFS Aol et
A F+E(Hong & Kim, 2014; Park, 2015; Park &
Choo, 2011; Park & Shin, 2014)S AHEH, AH|X};
o AFEAH SHo] M FuYE AolE A7t

ALk, AANAZoIY SlEAIZo] Bz Tl
u)AE G 1A AF50] YT Park(2015)S
444 7S A7 HEA A7} GAlolZ WAAE
o] djwo] folst ek vl YoM, Park
and Shin(2014)2 QIAfo]Z WAAE FuiEAAEL
U] A RAE0] uls) 04 Szo] wrha wEth
ol4% BAH A B0 Al0] QAfolZ TAAE
Tule5o] a3 AL vtk 42 slstge
W, gdeant o 2ye w4 olde] del

= itk

=94 FAES 87 A
A =93] 5] JFS 1A
ABg 247 AFolu 218 AF 5 &4 AF
9] FuIJAFAA T AHChung & Lee, 2016; Hwang,
Lee, & Diddi, 2014; Hwang, Oh, & Park, 2013)°] &
LE9lch fAAES dEHA A2 AEOEZH
TUlAl AR S G edS 2R Eeh 2A%
< A g FASH] 4% AELE EHA A
TH(Ahn, Hwang, & Jung, 2018). 1B 22 A EL-
o 2Aof AAfolE AU Mg a4 55 &85t
ojgfet YA A= U EH TS &olst
Al st k5] BT £ dAolAs dAelE
A F et Bt Ao E FAgol Qlo] Y
A AA Y FFE HRCEH dAtelE AAES
AT SA AT mhAE Aol tiet =2 Al

e daz s,

7 %, EAQ W xus)
1

Il. Literature Review

1. Upcycled fashion products

JAtelZ P (upcycling)o| &t o] 4 ARG ol
A9 4 Adedl, HHZ AA, AMTHA7E A
HH A AFS AAREo] 7hsSteS Ve Aolth
(“Upcycling”, n.d.). o] €o]= 19984 A< A& A
o, @04 27X (Cradle to Cradle)2t= #]A]
(McDonough & Braungart, 2002)°]] A&7/0=HA E&]
A A7] AR

A8 AAtol S thARIEE U=t B2
ANgE P52 L A9 7Hxet ZAY W2 AlFo=R

AZ-Esh= Ae Koke thAtel 2ol SLAIE
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< Fisto] ARESHAY H Ats Fek FAPE vy
H3 &2 AMEShe AHE 52 theAtelE 5ol
F 4> Atk dAtolZolst WP Rl AlEE AR
101 7FA]7F B =obdl AJH 9] AlEoE HSHA]7]
£ A, AEL YAl 7ot Af sfAAFC
2 AHBAIA sk B9 olF dAolE FfAA
Folgt HEH A&LH R FTlohs 4HAES] &
730l High d=iet Ahel Aol gt T4 Sl
AolE A E AARE AEFTE Fgchs A B
E50] AS gdista Qltt 11§ 9o R vhe
YFEC R She ZEo|E(Freitag) A Al
JAEF goH, HEAE o7 M=
7talsto] EAShe Z2F9] #lFE(RE;
Y AAtolF Halcg F 4HA Qo
(Park & Choo, 2011).

1 9o SiA o g T AdAtolE i Bl
ESo] 270E A Qle=dl, (Table 1) -2 HAAA
oA ‘AArtolF T BEHE 2= 7|PEE AHE-o1o]
AATE WA B =] oAjojtt. JAte]E T A&
9] &M= AL, sk, AR, 715, 2y
of o|27|7HA] tFsiH, FEE QR 7H, A, 71
el i AN A 7R TFsHAl AL QT

o|A Y JAtelF AlFol et HAIAL 4Bk
=9] TAlo] & whd, olet #¥lE Agoly Aie
o> A ATk Sung(2015)2 St WAL 9 Sk o
o]EjW|o]AQl Elsevier, Emerald, Google Scholar,
IEEE, Metapress, Scopus, Springer, Taylor & Francis,
Web of Science, and Wileyol 4] ‘Aol 1} <FA}o]
S olei FuolE A8ete] BuE Foiz | o
& W=, IeA AN =, shedld] dE=T,
AA, A4 HIA, EE5, RIESH AR)E RAF
gt A3, 1994958 2014717 F 297HY A=7}
AAE AT SHFH . o] RA|A 2008 ©]F A
o|F Y EWEC] FA5HA Sk FAIE Hol
A=t olF F v /g Aol gt 2olH,
| 5 25%= AT SHEolH. F2olle dAkol
2 = HAR g #EE A (Janigo, Wu, &
DeLong, 2017; Oh, Yoon, & Lee, 2016)0] W =1L
o, YAolZ FHBEA 5T SEATE A
o Woln, 47bs A AvFEolt ARAY 4]

35 S mgetel a7 397t golt

i
ol

POUNE S

of

=

=

=

o

A

rl

ol

rlo

of 147

2. Relationships among moral identity, attitude,

and purchase intention

1) Moral identity affecting ethical consumption
behaviors

Eeg Y5of thg $7ILL AL cop-
nitive development theory)¥t =92 A}3]5} o]&
(moral socialization theory)ol] 9|3l A E|o]A 2ttt
Kohlberg(1971)= AbgE0] =84 QIAE &3l 4%
= Wdsta, o] mE PEAEE TIAIR & =Y
A P52 APt JAALDo| 2 B o E &Y
A 719 d5 Aolo] HAE HWsiith. $HH,
Hoffman(1979)% AF2]3Hs 55 BFQ19] 782 ol
o gH EH/do] IEHH I St =Y A AR} o]
£ol ZAst =54 35 5715 AEsHnh

115 SRS AA} ARRIEHY] TEE Estod
‘Y& G (moral identity)’ 7H'dS AIASFHE=H,
ol 9AHOoE o|RojR= kYA P52 AT
o S Bt oty FojAHom o]RojR|= P&
7HA AR el = EEA Jigel2kal stof 11 84
o] BZI%Qjth(Aquino, McFerran, & Laven, 2011;
Hardy & Carlo, 2005). =54 Aozt =54 &
BERE FE Aolidoz2n EA4FER, A E
o digt T4, FE(ERlS F+= Aol At
th(Aquino & Reed, 2002). =E& HJAHL x4
P& Flote 571= Agstetl, =54 GAl4do
=25 TY4 &5 Ho ¢ 3ol A
th(Aquino, Freeman, Reed, Lim, & Felps, 2009).

TY3] FAHS Aot AQlA SHdt 354
He 1S F J9or FRE=, ARlA SH
2 AQe] W A7 L7, Ade Fehe e
(intemalization) 7+ B34 2w o= Eelo|A] w2
= A9 H45S 1185l ‘A Al (symbolization)’ O
2 FEHHAquino & Reed, 2002). 413 A7H(Aquino
et al., 2011; Winterich, Mittal, & Ross, 2009)°]|A] &=
94 FAldo] 2 AlEE § WS o =4 A
She AFFES 13 A] 92 AFEEol Blsf BRelof of
3 o ToAQ H=E 7HAL, AEAES B B4 A
Z}oh= AFEES Bl His] 2 294 Bx=E 7HA|
o] AT S &, HAAS =94 FF
of et FRF= HAA, AL =94 Pl

11 0O

d

o]

L=

2,

mrﬂ

A
=)

=

H4229)

ox [0 N

-
R
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<Table 1> Examples of upcycled fashion brands

Item Brand Website Country Content

Clothing | Antiform |http://www.antiformonline.co.uk| UK | Producing in UK using waste textile materials

Swedish designer brand based on France; producing

Clothing Cg?:]zge http://www.charlottebialas.com| France | clothing out of vintage textiles sourced from antique
markets, auction, and discarded garages

Clothing Cl}ggzg)f;er https:/www.christopherracburn.couk| UK Selling fake fur products and recycled products

Clothing Kalio https://kallionyc.com Us Children’s wears made out of recycled men’s wear

that is more tricky to recycle women’s wear

Clothing that can be worn longer/use of recycled

Clothing | Patagonia http://www.patagonia.com us wool and nylon

Reforming vintage used clothing and producing

Clothing |Reformation|https://www.thereformation.com| US fashion products out of dead stocks textiles

Producing limited quantity of new clothing out of

Clothing | Re;code http://www.re-code.co.kr Korea .
waste clothing
. Rokit . . . . .
Clothing London http://www.rokit.co.uk UK Selling vintage used clothing and upcycled lines

High quality total fashion brand for men; producing
https://'www.bravegentleman.com| US out of organic, recycled vegan leather that are 100%
fair-traded

Clothing/ Brave
bag Gentleman

PETA approved/organif, vegan, upcycled products
https://www.bleed-clothing.com|Germany| using recycled tencel, cork, linen, cotton, and
polyester

Clothing/| Bleed
bag Clothing

Clothing/| UL:KIN Artwork of paintings dome on discarded art materials

http://ulkin.co.k K
bag |ORIGINAL ttp://ulkin.co kr orea (ex. canvas)

Bags made out of leftover pieces of leathers from

Bag Azero http://azeroleather.com Korea shoes, clothing and bags

Bags made out of discarded aluminum rings; ethnic
Bag Bottle Top https://bottletop.org UK | company supporting African and South American
young people

Producing belts and bags out of discarded fire hose,

Elvis & . .
Bag K\r]:sse https://www.elvisandkresse.com| UK | clothing for fire fighters, coffee sack, parachute/
donating for fire fighters/employing the disabled
Mondol . . .
Bag Kiri http://mondol-kiri.com Korea | Bags made out of discarded awnings and tents
. . B d t of old-fashioned or d d shirt
Bag Renacita http://renascita.com Korea ags made out of olc-lastoned or damaged SIS
and pants
Bag/ . . Switzer Upcycled messenger bags/bfflgs made out of tarpaulin
Frietag https://www.freitag.ch from used water-proof fabrics, car seat belts, and
shoes land .
rubber tube of bicycles belts
. . . N
Bag/ Matt & https://mattandnat.com Canada Canadian eco-friendly brand/linings of bags are 100%
shoes Natt recycled PET
Insecta Shoes made out of fabrics generated from plastic
Shoes Shoes https://www.insectashoes.com | Brazil | bottle and discarded rubber/shoes made out of waste
clothing
Bag/ TRMTAB http://www.trmtab.com Us Shoes and bags un%quely mending left-over plef:es of
shoes leather from factories all over the world/mending
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= O]—Er—‘}i
of m
and Lee(2016)= = 0:1
e Hol vl e ok Aol Hiehy
Se ez e A=age] g ATHRE
o, Wgao] HAE HEd] 34F 4L vAw
RS ATe G ae Ag - sl
Hwang, Oh, and Park(2013)2 JStAIES tjo=z
F99e AB 22 B0l ATE A
s, = A4 % vudol B4R AE
of Tofejio] A Qe |A whE, AL
Sole e vAA QAT B,

o|Ad & AF FHiol iRt Aol = HH
‘gato] B FFufjolkof JFS mA= HelolEta
stlou, 715l gt AFollA= tha Aolgh
Z2HE 42 AFAFEC] U 2HE AFAE
(Reynolds & Ceranic, 2007; Winterich, Mittal, &
Aquino, 2013)2 A Ado] 7|88 50 533t IS
n|ths 23S HalshHA, oA Hof
F04 sz A APolng ARuEe B9 A
Ao AHE HolFEA S 717} oA 28
ok ST elet ATONE A 2
7 Ugk+=4), Hwang, Oh, and Jung(2013)2 Ao}t
A} F7] 7155l disf AR 23, #2 Al
T84 AAEY FF TAT AlYo] Aldl= =
2 BAVY et dagle] AR w2 7|HE
SO BolTT glon, Fe Ao A% W
Hrr 47440] 7R AE oo o 2 JgL vl
o1 st9ith AFEAEL FL A7 AL &7]7

‘

I_.

ru

378

Hohe ol Sefe 22 Folts Aol A8
& ApAe] 719 EL dSo] LolF7| S vheks 4
X F7 2ol 4% G v At st

>~

=644 BAY 3 AIBE T seke 4

ol BEH AL BRAstTA ofe 22 >

Hhol= ZidolB=, i A&l ﬂﬂﬁxﬂﬁﬂ‘}‘ T
Hog kEHe AlFelstd 4E4E Fuf o=l
Te Fe HUL Aol A58 = A &, A
g Al HolAl BoAlE 7HAA0] w2 HAYE
TFuiAlelE 7HAAe]l W2 AlE(eg, 2EH, =W
) ALl wis =Y A S AdEAdel il

rlo

ot 149

Eo] mA= Pl ° A =8 7ol v
A FEY o WAAES A4S Bl HofE
€ A4 AFoz2H ERlA HofFal A2 A4l
9] BEe dgshe ool do. IER fAAE
Tfet Tstei A AFA g0l sid Aol dist A
A2 Hxo] Ale FF2 A=, BRlolA A
A9 £¥EEE HojFal 42 Eto)A Fujefof
"AlE el F Aol ASdHn
=82 AT &94 AlE T 2 A4S
WAAE 5 S AT 54& M= AFE
dder o ASRAF Alele 79 THEEA] 4ttt
utebA] AvjRke] =Y A AW A, 349)0l o
AtolZ i AdAE ol Tt e} oo v
A YA Lotk AL Aut 548 8
g o2 AL Wt A4S A Fn olE
Hgo2 AAste AT-EAlek 7}*é° o= 2ot

ATEA 1. 2¥4 Ao AAtolZ

o] ek o

ot

sed AAYHEL Aol

BAE el g el )
JFe 3 ol

TEA -17:-” A (/U—X] /H) (o) 04,\]-0]

e | o

AAAIE ol st Bio] g
] &< 2ol

] AAYUHHEAE) dAIE o
T efI] H (2] FT

)

o2 E
AL e ¢

H1-1:

H1-2:

iy

j

o]

oﬂiﬂ
E{S

N

I

§

l.-‘.—‘
>

=]
=

EIS
=

n{m d

1

E

_IZi >
oZi

Hi-4: £5 z.ﬂﬂ(uxuﬂ)g QJAlo]Z o
o
=

Qo] H+)9 Ig

-

A&
1 Z10]

e ek HT &

41

2) Effect of attitude on purchase intention of
upcycled products

B Akl et FHA, B4 B Aol
o, ool it HEl PSS dEats 1 %
23 Hlo 2 oAX Hth(Ajzen, 1991). &4 3
BATZA B Wl AE 5 g AH ROk of
A P=of g5t BjE = thFEo]HchHuh, 2011; Koh
& Noh, 2009; Ma, Littrell, & Niehm, 2012). 93] 4]
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aH]of| QoA Bl Fujow 7F QIipAZF oF
T e YSS AAeHE AAEC] AT Trudel
and Cotte(2009)%= &2]%] Anof| gt AFS] A 4] 9]
NRF AHREEO] &84 AlE H5 3HH HE
£ Holtlgtk o]Zlo] RIEA] FHjoE R o]ojR] A=
%2 T U= AT 1y A AEES
o= g AFATFNAE HEY P =] A
TA7E F9oHA Uetsth. 385 AF ool of
St Bt jol . Afolo] -oJgt A A7} Qi
I H 3159 O™ (Huh, 2011; Ma et al., 2012), 2134
AE 5 add AF ol gt HiEE e A&
of tiet Fujlo] A (H)e] FFE rXIThL st
(Koh & Noh, 2009), GAto]E HAAE A A+
oMM BEe} Fufo|Eo] A JFAA FHEA
THPark, 2015). ©]& B O & thg9] AFEAL 7}
o] A=At

ATEA 2. Aol 2 MAAE o] That Bt
Fojolzo] mAE e Lohrrt.
H2: QAtolZ RIS Folo] Thet e
L ool FH)9 IFE vA 2
olt.

3. Effect of purchase experience

TFFdS AFEAHS 7hechke adHelH, %
FUoEE o &5= £9 WRlo] Hrj(Pollard, Kirk,
& Cade, 2002). 57 AlF] gt A4 Aol gt
APl 719tste] fojA o, 214 AlF T F
o= AMEAYS B3l AFol iRt Aol At
(You & Park, 2012). thA}T} BT R A52E A&
o et BT HEE ol FulPFl IFL FA
Hth(Moore, 2004).

w24 AFe Fuid ol wet 1 Aol it =
w9} PEelEsl 2oy & dgdTEel At
Han and Han(2017)<2 20~300] AH|AIES iAoz
qt ZANA BEFY AFAEC] Hiet FuEE
Fo| ¥od TR ARAE hat =g} o
9%7} § &3 519t} Kim and Kim(2013)% 20~50
g g 2HRES o XA A% FAY
g1 BT HAAEN Hhel B 394 Ag A

I ATk SHiTh X AlF HAstoAE Foj

Aol e AvARE] M AE tiE o 4
o2 grlsta Atk 519 th(Pickett-Baker &
Ozaki, 2008). XIgH73 s AAE FoiF o] = 71
gL AR T AFoME X mjAaAIF
TiRE W=t S5 AT =Tt A4 vETt
I BT (Ju & Chung, 2014). HF-E29] AFo)A=
THiE el +A AlFol et St Fujojro]
P AT shlont, dF AolA= o] BA
£ YSoHA Xote Aok YEsTh 20~300) E
AHAES o R T RAMA R, A, &%
5 e fAAES TRt AR HAE"AE
v Wt A3h = A 7 218 fAAEe] oo
o] ztol7} gl Aoz JeERGTtHShin & Kim, 2015).
g ArollA o] Aafol gt a2 Yot o ot
Fer S AE AAEY ol tE A5
T AT Do o] TAO s HeHA =T e

ol &u@ S 719 WA ot A
BAFAA £ o] 84S £5 5o
Beh o 43190 Aol Urka 519052 (Aquino
et al, 2009), &34 AF] e FHABAL ¥
Bl Bls) o e 8 FAANEA, 44
2 I3 9e Folet 22F & Utk ol 2 Hhgo

2 AAsHe A7EAeH 7Hae Theat Pt
ATEA] 3. FHAY Wk =8 A AAA, A4
olz WEAE Flol gt et 7
wol o Zol7h QAE Lohict,
H3-1: Pl g e FuAYel
de e =4 4y 5

wiol o &2 olth

M2 7oAl G ARE FAFEol
t Auut =94 ZAY 5 4

3ol ¥ e Holt.
H3-3: Foide] A WHe Fujzdel
g FuEd gAelS WAAE 7
ool et et o AL Holck
H3-4: Foie] U WHe Fujzel
L PuEn gAelE RAAE 7
ool e TeRelEt o 8 ol

- 414 -



Vol. 26, No. 3 o]

tH, 54 AFol itk o] WorAd 1
o] Ftufjofl thgt gHilo] AL o] Tt F4le
off =9 FAA, Bk, Fuie 71 QlatA
] 75k 4 1S 7|t} You and Park(2012)
95 ATAZFL] o] s AsHEA, &
o AFl Wt Aol gor A4 aEo] Eord
1 714 9] A& oAk} A EH]E0] Eol
StA=t, ol FuiE ol Bot A4
A Fagdsoll tiet oAt B Fxdsiiick
HolF= dajolrh. AFAH Al Aoy A
Fo] vio} BelYE A245ha ToROlEs} HolA
B & (Tayler, 1974), FujFdo] &= AH|XE= A1
AYAe} ekl Fujo] WE BekA|zto] ol
T, ol2A 8 AEe] Fojo] det st PEelE
o BlAE FFE okl 4 oS Aolck Ty 7
wl o] gl Ake g ekl vl =8 B
A, Aol MAAIE dhet Bfel WEOIE 7t <l
WA} o e Aole =T 4 Uc olF wh
gor ANse A7RAY LS e g

)

I

S o U‘lﬁ ok
o 2

oH
5

Y oxX rlo mn Hu
d

SN}
SR
o o M [H

=)

o
&

AFEA 4 T4 A 3 = BAA, QA
ol WHAE ool et Hwe} 7
wol 7he] QAo Aol Y=
A o},

He: 2oE FAAHEA, 494, B,
Folelw zke] QlahaAo] et At

rlo

of 151

olg WAAlE Fuidde] 2dan
7b A& Aol

(Fig. 1)o] d3ng3} 719 AAe+9

. Methods

1. Questionnaire and data collection
2 a7eit HoEyE s go=

HAEZAE 8l A=E FASHAH. diohd Ad
w22 AlFol gt T4 o] womH, ol gt ol
£ Zt31 Ql= o2 2 (Hong, 2012; Kim, 2016)
Ardder deEEct AEETgel Hs) e
20782 o2 APHRAE AAskaler, o] dxt
£ R dEwde 7 - HYsto] & 2APHA
A=A i - AEAS 371 dighe] ngHs 77
A F AR A S o E AP A

AJEjo], 43450] AE-go] % BAlo] A8t

2 Qo] A8E HEEL thewt 2tk A W
A eI ArtolZ TaRE The A Ho
(@Aol2 B W12 ATl AL
AgloE T A AAES DehE AN
A 3UzE YAt WAAEL Foe Aol
8 QEUZY, Ak of| AES FoRRE
7k 9] Aol sl 497 U4 0% SEaA st
AR A o] the) Adol gl A0

BATZ 07T

-+
e}
=

Symbolization

Internalization

Hi-4

Attitude toward
purchasing upcycled
fashion products

Purchase Intention
on upcycled fashion
products

between purchasers and non-purchasers.

H3: There is a group difference in moral identity, attitude, and purchase intention between purchasers and non-purchasers.

H4: There is a group difference in the causal relationships among moral identity, attitude, and purchase intention

<Fig. 1> Research model and hypotheses
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°F F9ol 15 ol = BF-(1)E Wro] L3Pt
A7 7|20 7 AR5l

T+ WA stEo|M = dAtelE HAAE ol o
3l grE B FYEOF Kim(2016)9] £ X85
o] ‘Qrlo]Z HAAE = 7Hx7F b, ..F8.
st} 9] 37}t Hong(2012)9] B8-S -85t “PAt

olZ HAAF il 2 ok, .. AP Lol
5 % 480z 24sioith. Fuio =L Kim(2016)
o] £ A8oto] ‘dor AAE Al GAto]
2 AES AYste e AgE 7 e, < A= st
ol ola 7P ek, ARl el Aol
ol 3RFgor ZAsignt. x93 FAAL

Aquino and Reed(2002)7} A|AIgE WH/Zx A7 /dof
gt FE-E Hdoto] AHESE Chung and Lee(2016)
o A7 Fustol, Wy 3FEW 284 HE
2 AU AFFo] Hoy 7]&o] £ Aolth, =83
S g A W9 UE PO BT
ol Ui e 45 Al G

v 594 GBS
C A RES W THE £9Y HES wg
2 & dehpEth U ot T8 294 4ES

Ir

7H3rke 2o ThE Aol & A 4 e &
B0l A3hog Felgthor 2yttt 471%
BE gEe H5 13 Frk1)-HS Tcke)
6% SAE HEm ZHsHoc

Al A SHEA AL ATEAA S

2o AAstgon, Ad, shd, AT LAy
sl Aol chstel 249719140/} B
HOEE SISl AR 0l 1EEA

ttest, ZH LY 4S5, U4 2AE4, AMOSE

o]- &3t A4 o] AHEH U

u F#J L
oo 1o mX

o

2. Characteristics of respondents
—“a‘X} F Aol HAAES Fuliet Fool 3L
AR 1277, i o] Qi AFS 3078 20%
UrEPrkEEﬁ, A2 1~4stA7HA] 1 2A FREEHIYL,
AL JAx A - A3, A - F8F, aAl57HA] o
FtATE. (Table 2)= FHiA Y JHEE AFEA
2 5449 Alolg wARA 02 Yok Rl g
ShAofA F Azt Aol & Hink. 7|tiHl=et A
W s S o A HolAs Fa8d4 A
o ol/dol, Bl At kol Eido] v B2 A
T A%lom, shd Hojlx= ARt Heto] 1L

e _IlN' J:i

<Table 2> Characteristics of respondent groups by purchase experience of upcycled fashion products

Purchasers Non-purchasers
(n=127) (n=307)
Item Chi-square
Frequenc Expected Frequenc Expected
q Y frequency q y frequency
Male 26 345 92 83.5 .
Gender 4.09
Female 101 92.5 215 223.5
Freshmen 15 19.9 53 48.1
Sophomore 21 29.6 80 71.4 .
Grade 12.69
Junior 44 439 106 106.1
Senior 47 33.7 68 81.3
Less than 2 mil 50 56.5 143 136.5
Monthly 2 mil-less than 3 mil 12 11.1 26 26.9
household 3 mil-less than 4 mil 16 15.5 37 37.5 6.993
fneome 4 mil-less than 5 mil 14 17.6 46 424
5 mil and more 35 26.3 55 63.7

* p<05, 7 p<Ol.
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AdAfelE HAAAIES

A ko] Ashdo] tha B2 Ae & -5, AZ0l-1, #iA-1), o7l et A+

2
rlo

ot

s g e 2 A BH2]-2, AJup2, A2-DE e

S FojaE Aol Yrky

St 1277 = Fuf 31571 13810 A7 71H5(55.9%),

23]7} 34v(26.8%), 33]7} 1275(9.4%), 43] o]A}o] 10

V. Results

153

2 53(8.3%;

1. Group difference in moral identity, attitude, and

H(7.9%)0 2 Yegt FujFde] e AR o purchase intention of upcycled fashion products

T A7PeH SEHE LA, F 6071 ofoldf o

@ dFol Ao,

ol AFTHEE TEI A,
7hol gk 1ol 373(61.7%; 7HE-20, A7,
Zetolgy-s, uhe-A]-3, BE
2ol diet A

<Table 3> Measurements of research variables

AApolZ AR

T2)% 7P Bk, AAIA ot} WY A2
o] 183](30.0%; ZAK-11, BN =y

oY A 7 S R, ),
Fohol et B, FoOIE 24
Y=ol HRe Hmo& A3 (Table 3)0] H2l5]
uE ggAEe] B9 PAY
WO RS PRI YRER 68 Az

Mean(S.D.)
Variable Item Measurement Purchasers Non-purchasers t-value
(n=127) (n=307)
Inter 1 It would make me feel good t9 ‘F)e a person 476(1.09) 4.48(1.21) 220"
Moral who has good moral characteristics.
identity: | Inter 2 | B¢ing someone who has good moral charac- |, ¢, | 1) 433(1.15) 238"
. L teristics is an important part of who I am.
internalization I st ly desire to have good moral
Inter 3| STOREY g 4.55(1.28) 420(1.19) 275"
characteristics.
The types of things I do in my spare time
Sym 1 | clearly identify me as having good moral 3.59(1.25) 3.06(1.16) 434"
characteristics.
Moral The kinds of books and magazines that I
identity: Sym 2 | read identify me as having good moral 3.57(1.16) 3.14(1.15) 3.42"
symbolization characteristics.
I am actively involved in activities that
Sym 3 | communicate to others that I have good 3.67(1.16) 3.35(1.15) 267"
moral characteristics.
Attitude| Purchasing upcycled fashion products is 4.74(0.88) 427(1.08) 436"
. 1 valuable.
Attitude Attitude| Purchasing upcycled fashion products is
toward : g upey P 4.60(1.03) 4.16(1.17) 3.68"
2 important.
upcycled Attitude
fashion 3 Purchasing upcycled fashion products is good. 4.85(0.92) 4.34(1.08) 466"
products -
Attitude . . L .
4 Purchasing upcycled fashion products is wise. 4.83(0.92) 4.21(1.06) 5.76
PI 1 1 have a plan to selfect upcycled fashion 4.06(1.12) 3.33(1.10) 618"
Purchase products when purchasing fashion products.
intention on Pl 2 I have an intention to sselect upgycled fashion 4.10(1.13) 3.49(1.18) 5007
upcycled products when purchasing fashion products.
fashion I will make an effort to select upcycled
products PI 3 | fashion products when purchasing fashion 4.11(1.16) 3.44(1.18) 5417

products.

* p<05, " p<ol, ™

* p<.001.
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42058 476714 EREOH, /3L 3.065F
3.677kA] Ri|o] o] 4 SEET H =
2 A5 Rk gAolE HAAE ool of
3 Ll 416004 4.857H4] BRLEQ T, FrjolE
3335 411714 32 E0] GAtelZ AaAEF o
of tisf sl FHARI HEeE 7HA I QUAIRE uf
e o & vl AS & & AU

HE A FuiFde] A HE Hotghol
TFoiEEo] gl ol Hls] B =4 Uehdthpe<
05). &, GAOIE PAAES Fuiet Aol e
o2 Fujg o] gl Adtol vle) =5 ZAAY F
WA 4 BN o 2 £5& Bglon,
ArtolZ AHAE ool sl o 384 =S 7t
A on, o 5 Fohe AL ¢ 5 AN
o A g eeet ?LDHAEA Aol T4
2o oEAE(Han & Han, 2017)3 ZDIjHAAE
(Kim & Kim, 2013) 5°f Hjs] BFet AFHE
o= 3 A7 daE ARt o Hige R 7t
d H3-15¥ H3-47kA] B5 A A=At

2. Causal relationships among moral identity,
attitude, and purchase intention of upcycled fa-

shion products

1) Confirmatory factor analysis of variables

AR sHerFGY THEFAFE ASSH]
A8 HAHSo FAEAZZZHAVE)T AgAlE
ZZHCR)S ARSI RE gHEo] 9utd 7%

(AVE>.50, CR>70)& 35414 2} d7ele] i
Sh= FEES THES S SHE oIt (Hair, Black,
Babin, & Anderson, 2010). {(Table 4)0]|A] tjZtAo]
AT FEL FoEASEghola, I st Sle
HE2 T W] A Alggkolt. o] oA Al
A kis WE ‘E}Bﬂi A HRO] B 2ASEo]
+ A 2 A BEA AFRET AA TEE
ZFAJo] 91& (Fornell & Larcker, 1981)& 215}t
o4 FEog A9 o diste] ZF M= 4l
=g ZRIT A3}, 2246 duf gho] 84004 952
AFE 228 SRS tH(Hair et al.,

T 230 x3E HaSo it 1y QR4
AAISEIEE. (Table 5)0f AAIRIHE &14 @2l
A Ad}, gk 242.31(df~118)0]H, QZH(CMIN/AY)
2058 7]E#Q 3 olst® Y FoRt Al s

o, CFI= .97, NFI= .95, RFI= .92, IFI= .97,
TLI+= .96, RMSEA+= .05% Hair et al.(2010)0] A|A|
g AYE TVEe AR Be dEHeE2 &
Aol sl FostA & AEASE YEL
NoH, FEAFL] CREYO| B 2 olFo g FAA
o= FOI5HA YETHByrne, 2016).

bz rlo Az o

<Table 4> AVE and Cronbach’s alpha of endogenous variables

Group Internalization Symbolization Attitude Purchase intention
Internalization .68(.84)
Consumers Symbolization .09 .65(.84)
with Attitude 21 03 59(.83)
purchase
experience | Purchase intention 25 .20 31 S51(.75)
Cronbach’s alpha 90 90 93 94
Internalization Symbolization Attitude Purchase intention
Internalization .79(.91)
Consumers
without Symbolization .09 .80(.92)
purchase Attitude 22 04 .68(.89)
experience - -
Purchase intention 13 .09 35 .72(.88)
Cronbach’s alpha .88 84 95 91

Diagonal lines are AVE(CR) and below the diagonal lines are squared correlations.
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<Table 5> Confirmatory factor analysis result
Purchasers(n=127) Non-purchasers(n=307)
Path Fit
Std.. Std. CR. Std.A Std. CR.
coefficient error coefficient error
Inter 1 < Internalization .81 07 11.09™ 78 .06 15.24™
Inter 2 < Internalization .96 .08 13.32" 92 .06 17.40™"
Inter 3 < Internalization .84 - - .82 - -
Sym 1 < Symbolization 90 .07 13.49 .87 .08 13.97 P=24231
Sym 2 < Symbolization .89 - - .81 - - dr118
Sym 3 — Symbolization 82 07 1182 7 07 12,55 | CMIN/@F=2.05
- - NFI=.95
Attitude 1 «— Attitude .83 .03 13.16™ 90 .04 2524 | RFI=.92
Attitude 2 « Attitude 87 ; ; 91 ; ; IFI=97
TLI=.96
Attitude 3 «— Attitude .97 .03 34.41™ 94 .03 29.19™ | CFI=97
Attitude 4 — Attitude 85 03 30107 92 03 2691°" | RMSEA=05
PI 1« Purchase Intention 91 .06 16.79™" 82 .04 18.64™"
PI 2 < Purchase Intention 93 .06 18.06™ 90 .03 21.72"
PI 3 < Purchase Intention 92 - - .90 - -
T p<.001.
2) Model invariance check H} 2H=YA BP9 29 Aol EAFOR &
AASE AFEgo] AT B4 AA5H7| OJ5}A] QI Ay’=11.73; p>.05). o] F Fto] A
ASIAE SRlotu A} “F At 7F =g o] Ao} SPTT50] 5L HHAlo 2 2Estal IS 9H
AE2ASsE F3 2|7t Qv = AR 4SS qith R 4=9] g7Fo] o, By IS 1
AAletT. FiRE ke v SR ool ;RO Sl= A Z]4=Ql TLI®} RMSEAL F3S5t] &7
2 BERoHL, XAk Vo] 2 FHieEA & FYAo] ERIEUY. o R dHFIES M2}
FMLy, S JAFAAA 7 At 7+ Fdsiot M39] 7to|A5 gk ApolASE Boll Elstier.
1 Agstes ‘EFsYd ZEM2), SFHSY 8 (Table 7>°ﬂ AA 1 e} Zo] dHFUE 2 &9
AAAHA] E FHo] Yt 7+ Fdstrta Akst= & Aol FsHA UEt(p<.001), = 2P HH &
A 9 A 5YAH ZEM3), SHHL9 QAR A o] ﬂﬁﬂ;q orortt= AL HaoZr) thgoz
2], Ad, ZAESFY FEA] AR 7F S5ttt [RAFEAEAAL-S M3 M49] 7ol R FE Xfol4
A ko= <[ RAFEAF EP M4y of] g EA4S AA| S B3 gRlstd =, £ 299 9] Aol 54
stelon, A3 A4E CFIZE TLIZF .90 o|4fo]x, Hog 90J5t7] ol Ay=15.86; p>.05), LINTH
RMSEA+= 70 ©o]5}9] 7|&& FFZAA(Hair et al, Absd/do] 1ol RIS o224 dHEIdS
2010), 2E ZHoA A7} F5g AS & 5 9 A Lot FefsLdA, EH5LA, AT EAELA

QitH(Table 6).

7|HRF o] Arr} ©25l0] FEHlEAAo] sHol
Qi) ggo g 2HEAAS A=y 98 M1}

M29] 7ol 3k Aol 4SS

o] SlZo] &I l=H, AFAFolA HE 2719
WA TholAs Aol Aol AvHos oz
T} TLISH RMSEAS §7] m2jslolof qheha 519l
O B = (Hong, 2000; Hong, Hwang, & Lee, 2005),

()
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<Table 6> Model fit for the model invariance check

Model v ar TLI CFI RMSEA
M1: Unconstrained model 24231 118 .96 97 .05
M2: Measurement Weights model 254.04 127 .96 97 .05
M3: Measurement Intercepts model 316.11 140 95 .96 .05
M4: Structural Covariances model 331.97 150 .95 .96 .05
<Table 7> Chi-square difference by models
Model Ay 4df p

Metric equivalence (MI vs. M2) 11.73 9 229
Intercept equivalence (M2 vs. M3) 62.07 13 .000
Structural covariance equivalence (M3 vs. M4) 15.86 10 .103

TLIS} RMSEA o] &stx oFshg A w7} nju]st
of wAEtFAo] olk A FEEQTt weksta
g HIE AASHAT

3) Causal relationships among moral identity,
attitude, and purchase intention of upcycled fa-
shion products

AP AN F2IHAS ol &S e Bl
Al F2o] Y 100 o]dolH T
o7} Yyt et EA A3t 5T A7 §1o.m(Hox
& Maas, 2001), Jd FE 4 ZJo|7} A5tH EFY
I o217} S71sh= B3l AT HekEAS S5 H
WoHFS wf & 4= 2|7} AL ol wE A4
o] x}o]7} QU3 O F & (Alamolhoda, Ayatollahi, &
Bagheri, 2017), 0|2 vFg0 & Mok v|wE AA|5Ich

AMOS 23.0& Agste] tERE BHlnE AASH
A= (Fig. )00 A= U, AFEF ] At A

Z YL 242.31(df~118)0]H, QFL(CMIN/df)<
2052 7129 3 otz Ureht fat APEE B

goH, CFI= 97, TLI= .96, IFI= 978 UERgom
RMSEAE 052 53 AL E HYUTH(Hair et al,
2010).

JAIAA AF ZIolA datelZ HAAE
BEAY A9 WHdL AF ool et B =(CR=
4.71)9} i O] & (CR=2.62)0l R-9J3t F3FS w|Hrh

2 473739 A% Al THulell tigt Bi=(CR=.61)

ol= Fot FFol fl e, F-ul 2% (CR=3.90)°]
ot & vlA AlE ol et Hies
i FF= UIHTHCR=4.66). T4, JAF
olF MAHAE FuiFHel fle HAE9 Ffol= W
dAdo] AlF il Het Bi=(CR=7.16)°1% FF=
oA, SO =(CR=40)0] ot IdF= UIAA
ottt A B, Al ol et B =(CR=.40)
ol ot FFol fllom, Tl o] %(CR=3.12)°]
T ol 9T v AlE ol didt Hxe
T olo] folet S I TH(CR=8.58).
<, T JEglel =84 AAY 5 WHA
o] 275 AAlE HAAAF el it HEe
o sZoIen, =94 AAY F 440 ==
22 QAjolZ MAAE THoE S5L § 5L A
o7 eyt =3 LAY T Alsglo] EA A
A 5 478Ade] dAtolF i dAIE ol tiet Bl
of A& JFS YUt AFPAF(Chung & Lee,
2016; Hwang, Oh, & Park, 2013)°f|4] A3 A4o| ofd
o] @24 BASL 22 AE et o
5o 24A Jare v 3 A} AH) 3
A, 4447 FEolx 7H9] FofRt lyHAl= dol
A HoAs BFol 2 717 B35, 3840l
FEAwo] vX= ol Frstrrar Bl AP A+
(Hwang, Oh, & Jung, 2013; Reynolds & Ceranic, 2007;
Winterich et al., 2013)Q} L3% Aot o]l= d+
didEo] HAAFAE 7o) 52 AFE W =
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purchasing upcycled
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Internalization
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on upcycled fashion
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Attitude toward
purchasing upcycled
fashion products
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18CR=3.12)

Model Fit: 3?=24231, g~118, CMIN/d#2.05, IFI=.97, TLI=.96, CFI=.97, RMSEA=.05
Upper maodel: consumers with purchase experience (N=128)
Lower model: consumers without purchase experience (N=307)

Purchase Intention
on upcycled fashion
products

<Fig. 2> Model comparison between purchasers and non-purchasers of upcycled fashion products

94 A4 5

5 3340l ?UH«]EOH n3]= T
o] FoMd 4= Sl3Z HojF= Aolt}h. YARolE 1
AAE ool ik Bt %LUHBEOH A= 8F
< AT FHHA F-ofstA UEHH ol &
A AFol gt = 7ol Ato]9] HA A
£ 913 AP ATE(Koh & Noh, 2009; Ma et al.,
2012; Park, 2015)3 d3= ZAutgich.

SHE, A Hed Aot dakE Hol H=E7}
sh 1Skt ol =94 FAY 5 Aol
oo ¥ = "X = AWTAR. A
Aol A= JAHY Foll= WHAo] Fufjjzof u
2= ol 79T v, FuiEEo] gle A9 4
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FE0| =1, HPAZL £E0] IS Zo|BEE Aty
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AH o g Yol =g AR5 @i A +
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7A¥ol fle AHAES U S5 AEE Bt
6}04 AAtolE HAAEo et H=E FT + o]

7Zldto 2 o & A3ty & 4 9t} o|&

=3 dA AASE 71 HI-1, HI-2, HI-4, H2& T
AR HAEA He BFoA A A=A 17
U =53 ZHAG F WHAo] ol riXe IFE

PR HI-39) Aol TulAEA Wl A
AU, WA Al AE 2=,

4) Moderating effect of purchase experience in
casual relationships

TFuiEe JhE B= {0 Aol7t U= AR
7b EABIA oY, o] B=E H|FESt HE FEE0l
A BAXCE FOIFt #F9 AolE Hole ARIA]
£ dolr 7] Y5} Critical ratio for difference £35S
3015} th. Critical ratio for difference -2 WHA
I 7ol 1.19, AT Bk Tl .14, WA
I i Zhell= -1.65, AT i o=
-1.17, B =9} ol Zho= 0622 YEht 724
71241 2 o]A}(Kim, 2013)& ZTsHe ARE g9
ot ol24 WA, A4, "k, Fulx=e] vt
Aol o] BAALE FoAF 9] FiFd =4
ave Qe 2ok EEeH, Ha= 714 EH A

V. Conclusion
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gobEomA ARG AR U 2L e
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=4 § /g o ol 43 Urks 2 BelE
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