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Abstract

To improve the discrepancy between consumer attitude and actual consumption
behavior despite the expansion of consumer perception of sustainable fashion,
this study attempted to identify the factors influencing the purchase intention
and behavior of sustainable fashion consumers. The extended theory of planned
behavior, which adds prior knowledge and consumer inertia, was used to
predict purchase intention and factors affecting purchase behavior for
sustainable fashion, and to verify the influence of knowledge and inertia on
consumers' attitudes, subjective norms, and perceived behavioral control. The
results of this study were derived from SPSS and AMOS statistical analysis
based on response data of 323 domestic male and female consumers, 20 years
or older with experience in sustainable fashion consumption. The results
showed that consumers' prior knowledge and inertia about sustainable fashion
have a significant influence on their attitude toward sustainable fashion
consumption, subjective norms, and perceived behavioral control. Implications
were derived based on this quantitative verification. The higher the level of
consumers' knowledge of sustainable fashion, the greater the impact on
attitude, subjective norms, and perceived behavioral control, but inertia
decreases the impact. Therefore, to grow consumers' knowledge, not only a
shopping environment should be established but also inertia should be
suppressed as much as possible through sustainable fashion marketing activities.
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Yo g WEAA 1 8745 FEAAY T oy, Sherry Jr,
Venkatesh, Wang, & Chan, 2012). o]2{s A2 st
ZAGE Hslel 841 AHRpY] A& 479 A As),
A4 ot AA olr]A] i3 T ot ARelA ZAIE H
AN 7 oM (Ertekin & Atik, 2015), §-38o] Wzt AH|

S AGFe HAE o M(fast fashion)d] EF2 2=

jus)

N
i

FaAF
718 A% 2A wED 35 7 23 IAFHeH
(McNeill & Moor, 2015) BHoigh o] mjd H7|E=2 <QIgh

FHod BAE doFtHMason, Pauluzzo, & Umar,
2022). =t 2 AR AT olF BHYeE dF

o= o0 1 R i
94 /\H] iiHE]_Q_

DgEe] slEe] H oaze] 5o
wet wstEo] 7 gl

, Aldietz Qlsh AR of
Yzt g Ao 23 Auefe AL g3 AL
At(Jeong & Ko, 2021). thRt SHoflA] AH] sfeirie]
o] Zgho] dojutal gletl, ol F& Wt F STt
Ht2 2]&7Fs3 1M (sustainable fashion)o] Ag&Folct. #]
&7P53 st cloket sl agEe] eI e
S ool g, Aely zlﬂoﬂ et A&7 ohe
AE St e 29 2 2(Ko & FMRL, 2015),
WAE sjie] AAtE o] B2 wEsrlA
ot dee] BASS }Eﬂé}cﬂo‘ﬂ ESyt}
A Aole] 7142l A w}aw ) zme}

x<3 2A7} A A2
4H 11}9} oA Afolell
o 7t A2 o mA
2ol Fasittal & & Qo
(Gupta, Gwozdz, & Gentry, 2019).

A&7F3E A9 712 A&7H5Ad (sustainability) ol A
Ak, &7PsAolet el Aol Bag 24 7t
/& FEEA S demME @A Ao WRE
= AL Sohed, Lgd aFReE 719, AR Al
7Fe/del disl 2 BAE Holw, B2 7ol A& s
o e A AlE R AMA dRE FEATIA 9
(Wang, Liu, Kim, & Kim, 2019). o]={gt 2|&7Fe4dell o
g Fede Jegel et wilo] wobdel et 19601 rh
ol FEIY] Al 1960-80dthE Fret 4X
o tIgt AHRIES Z/7FEZQl okt AL AzFtoz
A&7 O 244 Aol 275t BAS et
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ARld QAT Qe EEsHe Absl/RsHY hA] A
Aoz Jdol s giet. A3t X“Ur Wﬂa Rk
oM &t wheel BekE F7h

t AQFe
B% e o7 A9 S ¥ 4 9 434 7
Q

il

L = =
€ Foh, 2SRt delA]l 2RE FAeke BEe
2 Yehdth(Cho & Kim, 2019). ol2igt dHle] “gal4
o

6o Sla) 291459 Al dhe B0l Bobe
H, ol & TS 913 ‘ded 7] =E AR A%
7FeEh djde] Bet BHo R olojxtty & 4 Qlrk
wEA 2A A, 4Hat ate] 9 @ gE B2 o
21 RobHoln @A ARG wE Egh Wiz
S| =]o](Curwen, Park, & Sarkar, 2013), ¢1&o] ohdx}
vl S B, A, A8, 25t el 24 g o)
Jol 2&7snjde @A 22)A w4 ethical fashion), &
29 1A (slow fashion), o|Z A (eco fashion) 5 TrsH
ol 2AEo] BEHY Y= 7 HiE Bl WE
HFHSIE ABRIEC] 715t YthLundblad & Davies,
2016). o5 T=EA mFSPIEG Urt 7 gHFH 9
g HeR HolFIA s, oleltt ek 7IRurt
£ AL BAS Hesiel AL Bl 23
THRE Fole 719 Aoste Al Brtel wE F
2 71, FHg Z]d el gk AHE ApEHoR S §l
o} o|2 QIS A AAA iRt FAlolA AHAE FA
o5 HgElo] HE ik FFo] AHRO] Qtof w2
A=A = (Jestratijevic, Rudd, & Uanhoro, 2020) o
& 7Hele] 7ol BAH Aol Aol that oA
2oz FAFCIY ABAA AT 2 LFEAl
TR FrEle] oAl AHAREY] 92le] 7]E
AHIE 23 oot Hokg A2 =T S
o|3HcH(Si, Shi, Tang, Wu, & Lan, 2020). o|4™ A&7ts
A AES st AHIRF 24 ol Gt 5717t
o] & —/F Qo= 2&7tsuia An| BEo] A9
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o] AZE Hol=t|(Cleim, Smith, Andrews, & Cronin
Jr, 2013; Morwitz, Steckel, & Gupta, 2006; Niinimaki,
2010), ©o|RL AHAZ} A&E7EEe HAAE] s 37
Al HEE Holz|qt dutq o= o AEFS st o
Lrp= AL oudttk(Carrigan & Attalla, 2001; Kong,
Ko, Chae, & Mattila, 2016). ©]2|3t El=e} P59 o]
(attitude-behavior gap)= A=l TAT PFo| o]
(concern—behavior gap), 71#|¢t PEo
gap) 2 A= o] ] oef wrEAHOoR At
(Park & Lin, 2018; Song & Ko, 2017; Tam & Chan,
2018; Wiederhold & Martinez, 2018). w2kA] o]t Hx
oF Y5 7t ReS SfAsh] feiMe el 2 19
AR AHzo it BT sF o= Zto] BAE nof

Z}o](value—action

ol B3 o} e A& b WA Ad WL Bold 4
Qe gacle Slafroll @ Wae] Arkn w
ok

B APl H2 ASOlsE MAAE AvlE AU
anlAse] et @5e] 9e FE a7 7 a9 7
o 47412 slelii] i) 71E ASEOIES el

Tl AR EY A&T7bsuide] et FojolA § yoprt o]
£ |24 S97kA Y2 ouiE 11 AR HoE
Sto] ARGSIIT) ol A&7MsEA ARARe] LEZQ
2o ol S F= MNAE 0NN TRt §
A QUefR 7} 3ol 71 FHo] qltk. EF, A& ARt
E2 ol Ao AHIAERT 2E7bs 3T ARRA 24
of o ¥ AL 7EXH(Lu, Bock, & Joseph, 2013) #
ST AR A2 B B AEE D o] deolk
6l A&7bsmiAEe fAE fjdE o Aestr A
fshk= AgFo] loB2(Ladhari, Gonthier, & Lajante,
2019), ol=gt Hixe}t P52 zpol(attitude—behavior gap)
£ WPA7I= Q10 ARIH B 75kt a<lo] BEt
AT7F Basthy waEE AR, A&7bs Y] A
H) gP5o] QoA Ag o] FFE F= AMJAA Bl
7Rt @log ARER AN A-H|R} PIATE F
7¥sto] HE AFPsolES ZA I
A oz B AFE Fol AHA ol ol & &
QIoE 12} ghe,

mebA 2 AFEAS thEa g AA, AP Fel Y
T84 Aol oigt Bt A i 1ea A7
AF A7 2HIAEY] A&TFeuidel tigh o 9o
H|Ae FRkE ERIiE T, ojnff WSk Fff SJxrt AA|
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Tl 5] vl dgE W gIgit A, SR A
gaisoles dEon F7bE @ADL Aug 4ol
ARaEolze] 7|2 Tdasel dEst 20 7 9 A
728 A% BAC e GRS ST A7l 4
W5e WAl 51 Agon Mehel LA 5
o Ae] 7] SPIAE ALrbsT MAAE o BES

olmiE TEAQ Y1e AMAENE WAsh] g =
o] Waslug, ¥ @
g st 2 A 7 BEE o1Z 9L A
o B g

I. olE3 uiZ

1. A28 =0|2(Theory of Planned Behavior; TPB)
0] SRt A&7 s AHIARES] AE7sAlE Al

= A&7t e BE A7ES A 21 9
th. 59|, AHAES] A&7 Aol gk il
Folelso} 5 7] ARVAE el o] 8
O|F A HCarrigan & Attalla, 2001; Gleim et al., 2013;
Kong et al, 2016; Morwitz et al, 2006; Niinimaki,
2010; Reiley & Delong, 2011). sA|qt olgjgt AFEL
2HZEY] "y 2 e AR 9 5 oRreEEQd
KIS ZRlokA] got AvlE9] Fujd 9 ufs)Eo
BAS HstE Aols A7 Atk Mason et al., 2022;
Lundblad & Davies, 2016). Alg]3tst HopoflA= o]zgh
SH BekS 918 Ajzen(1991)9] A2l 5ol Z(TPR)S s
d&o F2 Z8stal Sty TPBE U7He] Pso] eixet
T el o ASHEtE @24 @5l E(Fishbein
& Ajzen, 1975)°] B$HS 5ol gdH o202 PF FA
o] Hlket FA 1l olele] A7H FF SAIE 917+
P5E  dSch=dl AEAHA =2 %‘3}5_’ ot
(Ajzen,1991). ©l=it TPBE 4H[A] 3F
d&stEes A7 F9l SHsHlen, Olﬂﬂ Al 742 74
Q919 PFof ot Ei(attitude toward the behavior;
AT), 4 P (subjective norm: SN), A|ZHH F5 5A|
(perceived behavioral control; PBO)ZFE AH[ZFES] &
Foweot A AyFel tiet oIS JHsAdo] e AFE
Foll ASEHAUHAjzen, 1991, 2006; Armitage & Conner,
2001; Mason et al., 2022).

TPBO] A WA W<l Pl tigt Bi(AT) = s
o] 7kt Fa%t 9= 29122 (Zhao, Gao, Wu, Wang, &



108 IjHE[ZLA 2261 55

Zhu, 2014) 2A|9] Aol gt A4le] FBHo| ALY 7Y
A W7t T o BHY ALE ERH(Ajzen, 1991).
ohFet Agdte] 2w A&7bed SFAE et =
Te A&7bs el fogt @3k FH(Albloushy
& Hiller Connell, 2019), &H|A B} 7% FAIE|
gk FujolE Afole] FAARN AZF TAVT dee & &
Atk (Maloney, Lee, Jackson, & Miller-Spillman, 2014).
T3 2] tiet HiEe ARRA Al thet 4HRE BF
of Fogt FFS Fe, oln L7 YR s BF
of JFE & Wut oflet FE ket AH|AF P 7
TACNA wi) G Qe Ac® UehdtiMason et
al,, 2022). °I5 &9l AMAEY] AE7FsulAd AHle] thEt
Bt 2&7bsAE el FFE & AR A5
£ 5 qeng tgi 22 7MdS A5kt

ZHE 1(1). X=7ksm 2E]o] el Bl XSk
L FoelEo] Y+)H oz FoJo JorS o] Aol

TPBY] & WA W49l 84 FHEN)E iR W52
FPotAY BEola] ool gkl QIAE AREA e
Zoketl of7lolle TR o] thigh A7) Azto] Wi
UrHAjzen, 1991). HIE T4 o] BT 71
okt AAQRlor AR A(Sheppard, Hartwick, &
Warshaw, 1988) AH|ZRse] 52 F3stalt ohe
ofo] Feiido] oha @i WA Ot (Hosta & Zabkar,
2020) oA Anlo] g AR SEr FEA o]
nzt ARE & Qtle ARE Fol(ran, Geiger, &
Schrader, 2019) A&7Fsoid Adlo] digh 34 7H o
Al A&7 s Aol &0 S F= Wt #
gEE=2 ohgd Zo] M-S AAstart

THE 1Q). AEofsmA L8]0 gieh FEE 7ERS X
Tlsad el F(+)F o2 2OJeF S o] o]
o

N

2

o

e 2 A2 s SAPBO)= 54 35S -85t
v ARstEE Q9] kg, WF | dAH Boldt
oLt offFol /el FEe FAL & Atk= ANdoltt
(Ajzen, 1991). 2R Y 500A A7 B SA
it e S84 A 8ol wet gele e

HolzH(Agag & Colmekcioglu, 2020) Ko and Jin(2017)
T} Zhang, Fan, Zhang, and Zhang(2019)¢] A+to| w=mH
44 B sA= A Azl it Frjorof] {om]
g e FH oW A4H FF FAe FuEEAE
IFE FE= 82lo|ER(Ajzen, 19915 2006) A&7Heuii
HIZFE0] 249 35 FAe A&57Femid S

2
)
st
b

oo} ofelso] FFe F Aolet Al ol vl
= 44 Jpe et g

ZHE 103). AE7FsHH 28] gier JZFE FE FEARE
X27FEH G @) FABEDBN FHFe= 7
oJgt Feke njE o/t

Ajzen(199D)e]l W2 2u[e] ok o] HE4E 3
e YT JtsAe AXNER ASrteHd e
A&7FsaA o] 9% & Aol diddel wet
o 22 MdS skt

THE 2. Rasfsmiide] gigh ol AL7fsaH
FEGE F(+H)FE oot JoRS njE Fojrf.

Jdeut AggEelEe] Al 7HA 49 BEet S
A 5, 29x A4 FF AT RE FEHaol gt
Aol Z|diEet £2] gdrhs ZAIFC] v Sl o
3 AZI=EAcHArmitage &  Conner, 2001;
Chatzisarantis, & Biddle, 2002; Hosta & Zabkar, 2020;
Iran et al., 2019). o|A9H 7|&9] AgsiFo|Zofx A5}
© 4% FAE B Sl ARe duusso
F7hE|olof gtk ool A7|HHA 71EL] Hg- Qo F
7b MSES 2cle GE AgsolEe] ot At

o 8571 AFsiat.

Hagger,

2. ojze] &2

D 49 AgadsolZ(Extended Theory of Planned
Behavior; E-TPB)

TPBelA 15t shd=A] Xk AL vi= 7|29 A
91 HE, 04 4, A2tE P35 FARE AYEA] g2
=
[s}

o] EAfgeks Zolct. o

Al ZF A 7re] TAClA FES
e B & e A9 284S AVlskes A7 H
Ak (Pierro, Mannetti & Livi, 2003). ©]& Ajzto=z thye
9] AFA= 71&9] TPB Rdof| 2L F7t BFE =Y
st ePgE W9 EEste] BAE oidstaat =Holigt
Ld|(Conner & Armitage, 1998; Lobb, Mazzocchi &
Traill, 2007; Mason et al.,, 2022), 11 Ail=Eo] vtz &4
H AP Fol2E-TPB)oItE. Ed] i ZofollA Q] 247}
AT THE AYATE AnEY, A&7bsAol gt
AAQ Bz B okl ZRSlo] AHE Agolut:
OF T YA o wt F5S Sk B 4

OUI(Si et al, 200), £HIAES] 54 WE Gt 4T

1A

RS |

ek x
30 o ol
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1

of wet Hie, FEA ¥ 4 AAE AF SAd nlA=
Fo] g 4 ol ot Aol Bl Fth(Akbari,
Ardekani, Pino, & Maleksaeidi, 2019; Ajzen & Fishbein,
2004; De Canniére, De Pelsmacker, & Geuens, 2009). w
2 2 AFeMe A&7Esuiaat Este] ARRHES
E4 B Aol WAE 8oz ARA|AE S AlH
Sto] E-TPBE HIRC R 7} 8219 ¢ TAE ERleizy
2t qit,

2)  APAAA(Prior Knowledge; PK)I  AH|ZF B4
(Consumer Inertia; CI)

AP AL TR Bopolld SR AgdFolgel A-8st
T Se 7R AdigRispoltt, ARt PFojEet oA
AA BEE dSclk=tl 583 "y F sttolw, o A
2 BE FE = AYS YUt (Duhan, Johnson,
Wilcox, & Harrel, 1997). wigtd & dFoA= o]E AH]
AR50 AE7bsAde] gt <12 W v AEE Bl =
e dd Y Aoz AHooiglr:. Kautish and

Khare(2022)= 2H|2F5<] g7 ofFe] iRt A4o] 2%

7Feuid Al fefdt 9 FuL ol B H A
Aojre) ke Frial Wglor, Ko and Jin(2017)9]
TolAE &3 Aol e ofFell diRt skl e
T JoR Yepdth QL AE7Fsdt A Fefol digt

Z|Ao] FIVESE AHIAES] ORAIE #H7| P97t Eo
E 4 9o 2 (Haines & Lee, 2021), A&7FsujAof gt
A2 AE A&7 Ao digh AnjRte] 917] | Bk 3
Aol FFE & Aol=t AdHE webd ohaat 22 7HAd

& A%skart

THE 3 AETFsEe] ek AR (DEE 2)F
25 78, QAFE & EA FHHe= 2t I
£ oJg Aol

B PO s e s i b
g Boy AZe oAl sk 9F9 dud
W5} (Cui, Xin, & Li, 2020) L#F M= wisks ©
EHog sk AN Wske 2F FAol= 7t

FttHLee, Yang, & Yoo, 2012). o]3et 5HAQ P52

Qo] A&7bset s Adshks d Tadt Mz ds
QS ofHA wt=E IAS FASIEE (Maréchal, 2010)
BV 2HAREe] A&7Fsuide] iRt ARl 4 |
ol Eeta 71ES] QHHAlE Ee 4H] WAE {45
A EE gt & 4 ok ER, B aRlAks
71E Al e WAl dift #44 Aol E7etal

B¢l FufdelE Ho|v{(Lai, Liu, & Lin, 2011 White
& Yanamandram, 2004), M=Z& o SAFEA oL} P
of thet ot5& wolal FWHoR AQTuE Fkoke HYF
o] Qlch(Pitta, Franzak, & Fowler, 2006). wetA EFAIL
2HIAREY] A&7 u o] tigt " 34 2 Bl qled
HEAQJA FFE & Aol dEER vat 22 7Md
< AAskih

THE 4. 2H]RF B AT fsmido] gier (DEE, (2)
FHE 78 Q)AE FE S F-)H o= oo F
3R nj 3 Zlojrt.

webA 2 Axe] AAA NdAAC i AR
Figure 13} Ztt.

rlo

Attitude toward
Sustainable Fashion
Consumption

Subjective Norm to
Sustainable Fashion

Extension of TPB Model

Perceived
Behavioral Control

Original TPB Model

HI(1)

Sustainable Fashion
Purchase Behavior

H1(2)

Sustainable Fashion
Purchase Intention

H1(3b)

Hl1(3a)

Figure 1. Conceptual Framework
(drawn by author)
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1. A7 i 2 el

2 d7e AS7FedAel i =l avRkEe] ARA]A]
T o] A&7bsmA Anle] gt ejkel FA 9
9 2)7tel P5 FA 2] AE ISR, o]He] A&
7Feiid ool 9 FafaEel] mAls G Yotk
Aol A=At web A&Tbsm Al dig /17 B
o Zdo] Q= 20t ol =l @ AHIRE tdeR X
ARE Agetgtt. BE dHojEe AR A AEV18RE F9
2022\ 89 30¥%E 99 2971x] HPH Lkl A
AME HiR o2 REQloH, F 323709] dlole7t
ARl A= At

By
o\ Ma
of X

N
Jw
(1]
H-]
-4
" =]
A
X
ox
({3

T e i‘ﬂ];‘]‘—/l =S FAsolth APdA| Aol Higt
F&2 Dochy and Alexander(1995)2} Blackwell, Miniard,
and Engel(2006)8] AtollA AAE 23k Higez 4239

TAstlom, AHRE BAde] ot Z k2 Cui et

mlo

Table 1. Demographic Characteristics

al.(2020), Liu, Wu, and Hung(2007)e] 94-E HIEoZ 4
T A5 AlFdEelz] 712 891l Aol o
e HE, - A, AZE B A 2 et A
g Eoll thet B2 Ajzen(1991; 2006), Armitage and
Conner(2001), Fishbein and Yzer(2003)2] As§A-Lof|A] A|
A BFES v e R 47 48 FAdsHel
7124 ATEAS EAo=R vof, AE, YTt
o+ BAAE e 2 fAAE At S5 gkl
om, 7*]%7}“‘5—”41@ 7‘ﬂﬁ°ﬂ gk 914 %JJJr 2H] 73g o]

e

ol
el
0 ofl

e R A e

A A9 2% gk, 734w 29thE S5k &
A dlel 1 = SPSS Statistics 262 ARgSle] WIEEA
A QoA AndA 245 ST, Amos 262
ARg5to] :TLi ]'1351 D3e 5% 914 a91EA 9 2y

A, A= 24 5& T HFENE =&t

3. g CHALe| Yty £4d

ATEASHE B9 RmEAd Ay gdEe 3 1657
(51.1%), o34 158848.9%m s UEehton] udxES]
| BHS 36.87H(EEHA 103198 Uehdth A&7t
A olz] 9@ Jof AF BT 323(100%) 22 et &
S dlolEe] gigt BAo] 7hsdke F)lstsrt. A&7t
A B A AlFE f8L AR 208064.4%), #HIE
103(31.9%), 718t 123.7%)2 AA=PCH, 1 8ol &
EAo] Bt Adt= Table 13 2t}

[e]

r rln o L

¢}

Variable Group N(%)
Gender Male 165(51.1)
Female 158(48.9)
20s 87(26.9)
30s 118(36.5)
Age 40s 78(24.1)
50s 31(9.6)
60s 9(2.8)
High School Graduation 25(7.7)
. College Student 22(6.8)
Fducation College Graduation 239(74.0)
Higher than Graduate 37(11.5)
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Table 1. Continued

Variable Group N(%)
Student 23(7.1)
Officer 178(55.1)
Job Professional 45(13.9)
Civil Servant 13(4.0)
Self-employment 25(7.7)
Etc. 39(12.1)
Under 200 97(30.0)
Monthly Average 200~under 500 158(48.9)
Shopping Price 500~under 1000 47(14.6)
(W1000) 1000~under 1500 103.1)
Over 1500 11(3.4)
Under 1 49(15.2)
Monthly Average 1~under 3 139(43.0)
Shopping Time 3~under 5 84(26.0)
(hour) 5~under 7 24(7.4)
Over 7 27(8.4)
Sustainable Fashion Yes 323(100)
Experience No 0(0)
Clothing (top/bottom, underwear, etc.) 208(64.4)
Purchase Item Category Miscellaneous Goods (hats, bags, etc.) 103(31.9)
Others (jewelry, scarf, etc.) 12(3.7)
Under 100 148(45.8)
) ) 100~ under 200 118(36.5)
SUSta'F?abf Fas;“.on ftem 200~under 300 39(12.1)
“r(cwﬁsgoo)r e 300~under 400 113.4)
400~under 500 3(0.9)
Over 500 4(1.2)
V. 2473t A 9 A=z 24 AvkEE Table 291 2t
TPBO] TR st Fua 7Y 2 A74d Y5
1. 54 =79 ElgE #AS EAo] it 8QEA AvEE Table 33} Zth KMO:
9270] ygtovg oFosirtyl WE D Bartlett2 .05HTH
D a4 QR4 9 ANslE B4 29 e Fo] wEEo] aQluAe] Ahgo] Agsittn T

GEAE & g ags 2420 g
Qs s 2ag AFPSich AT Bl B o mzme meon] 2w

[ES AR W, M

o)

A= 72 90622 uf¢-

PF A= 8680w =&

oF BE AHAEAS] Kaiser-Meyer—-Olkin - SE=(KMO)%} G2 Rt npxjmroz Zpka WMo AL gre
Bartlettiﬂ :17'65]*[)] 7&’875?—} KMO=.893°0= 14'94' OJEE}E} 8848 14"5]'14' o MQES— E‘_(ﬁq
L

[ESHE W, M

T g ZAFROlAlE 1617.526, ROlSHE 0000 & A Asdd Tojols @ ojeEe] Tk o
A mydo]l st WAL WA (Varimax) 7o} AZE A7k= Table 49+ Table 59+ 2t} m.
Aoz FEH AL HeE adAAge] BT 7} Fosh] BAEo] & wk mE AEs gol
0.5 ooz ¥4 AlA glol AP om, APdR|A Y] A =9I},

o AAEE = glo] AFEAH. 2 W] gt 297
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Table 2. Exploratory Factor Analysis and Reliability Analysis: PK & CI

Variable Items PK LI Cronbach «
Prior PK3 .848 225
PK1 .819 .293
K”O(VFY:f)dge PK2 792 337 888
PK4 783 .360
n 229 .844
C‘ljr?;iger a2 284 810 882
@ Ci3 .332 .807
Cl4 .360 757
Eigen 3.004 2.971
Variation 37.547 37.142
Accumulate 37.547 74.689

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .893
Bartlett's Test of Sphericity. Chi-Square X’=1617.526(df=28, p<.01)"

Table 3. Exploratory Factor Analysis and Reliability Analysis: AT, PBC & SN

Variable Items AT PBC SN Cronbach ¢
AT3 .837 .251 273
Attitude AT4 .817 .247 278 906
(AT) AT2 752 261 326 '
AT1 721 341 .284
Perceived PBC4 .156 816 216
) PBC1 234 793 .265
Behav&grBC(;ontrol PBC2 386 734 575 .868
PBC3 502 658 115
biecti SN2 .139 116 873
S“Nfrftn've SN3 355 290 755 -
(SN) SN4 .376 318 716
SN1 415 .310 .674
Eigen 3.393 2.870 2.843
Variation 28.271 23914 23.693
Accumulate 28.271 52.185 75.878

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .927
Bartlett's Test of Sphericity. Chi-Square X/=2763.013(df=66, p<.01)""

Table 4. Exploratory Factor Analysis and Reliability Analysis: Pl

Variable ltems PI Cronbach «
P4 .903
(Pl) P12 .886
Pl1 .867
Eigen 3.151
Variation 78.770
Accumulate 78.770

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .852
Bartlett's Test of Sphericity. Chi-Square X*=851.926(df=6, p<.01)""
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Table 5. Exploratory Factor Analysis and Reliability Analysis: PB

Variable Items PB Cronbach ¢
N PB3 .883
Purchase PB2 878
BeFPan;or PB4 874 .890
PB1 .835
Eigen 3.012
Variation 75.305
Accumulate 75.305
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 838
Bartlett's Test of Sphericity. Chi-Square X°=726.384(df=6, p<.01)""
Table 6. Descriptive Statistic Analysis Results
Variable N Min Max Average gtar)d.':xrd Skewness Kurtosis
eviation
PK 323 3 7 4.96 .950 .183 -.647
c 323 1 7 4.75 1.042 -.016 -.018
AT 323 2 7 5.66 .934 -.499 -.004
SN 323 3 7 5.30 .952 -.195 -.403
PBC 323 2 7 5.46 916 -.404 .007
Pl 323 3 7 5.55 .940 -.364 -.133
PB 323 2 7 5.25 .947 -.185 -.183
Table 7. Correlation Analysis
PK a AT SN PBC Pl PB
PK 1
d .655™" 1
AT 481" 287" 1
SN 489™ 458" .700™" 1
PBC 537" 346" .693™" .630™" 1
Pl .526™" .394™ J75™" .709™" 703" 1
PB .623™" 573" .632™" .679™" 633" 756" 1
".05, " p<.01
7F W20] 7ed EAZS selsly]| 98 JEEARA Z 015flA ABBAZ} Qe Aog yepton nf Z
o AFstgon sjg Awl= Table 63} Zth AFA A4 < ] A PAE HolFgleh
o A=k AHAY o AGAS BT AESIEon % ZF ZAEIE ok B W] 4 B Ek1e
T4 42 % ofuel Ares Sof seleldrt 2 dge]  § BIH QAR AT AT Table 8ol4 Hole
ot} zzo] gt A AE A AW A3 74Ao HEe} Zro]  x2=831.695(df=329, p=.000), ZEHZTA]54]
A diEet Arl BArl 9 Aoz stelEolrk TLI= .919, CFI= .930, SRMR= .045% it} Adtxoz

Fogt A Bk

7Nd Bl &1 A}, Table 99} Zo]
fFolstglen, B ARAR(L) FA BF 5
Ueht i Bg=E TEAIFH

nE B=AS7t
oder
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Table 8. Confirmatory Factor Analysis Model Fit

RMSEA
df p TU CFl Value Lower Upper SRMR
bound bound
831.695 329 .000 919 .930 .069 .063 .075 .045
Table 9. Construct Validity Result
ltems B B S.E. C.R. p
PKA | am glready familiar with sustainable fashion consumption 1000 821
behavior.
PK3 | have no problem consuming sustainable fashion with my current 957 058 809 16480 xxx
knowledge.
PK2 | have enough knowledge to explain sustainable fashion to others.  1.028 062 812 16.556 xxx
PK1 | am well aware of sustainable fashion. 946 056 825 16.933  #*=*
i | don't think there.s a need to change the fashion product/brand | 1,000 701
use to a new fashion product/brand.
3 | habltually buy my preferred product/brand when | buy necessary 1138 070 839 16248  ws
fashion products.
It is inconvenient to change to a new product/brand unless | am
2 very dissatisfied with the fashion product/brand | use. 1131 074 800 15348  wxx
It is cumbersome to switch to another product/brand unless | have
an a big complaint about the product/brand | purchased. 1.064 069 800 15336 s
AT4  Purchasing sustainable fashion products is a meaningful act. 1.000 .868
AT3  Buying sustainable fashion products is a valuable act. .970 045 887 21646  x*x
AT2 It is wise to buy sustainable fashion products. 915 049 819 18763  x*x
AT1 Purchasing sustainable fashion products is a good thing. .901 050 799 17971  x*x
SN4 Peop!e who are important to me will be in favor of me buying 1000 851
sustainable fashion products.
N3 People who are important to me will agree to buy sustainable 1031 054 860 19252  ws
fashion products.
SN2 People who are important to me will expect me to buy sustainable 923 063 720 14746 s«
fashion products.
People who are important to me (friends, family members,
SN1  colleagues, etc.) will be positive about purchasing sustainable 1.003 056 817  17.791 %%
fashion products.
PBC4 | have the time/money to purchase sustainable fashion products. 1.000 735
PBC3 It's entirely up to me to buy sustainable fashion products or not. 1.087 .080 771 13.503  ***
PBC2 | am confident that | am capable of purchasing sustainable fashion 1255 084 858 15026 s
products.
PBC1 I'm sure | can buy sustainable fashion products whenever | want. 1.152 083 790 13.845 x#x
Pl4 | will try to buy sustainable fashion products. 1.000 .874
PI3 | want to buy sustainable fashion products. 983 049 841 20.029 *#x
PI2 | have a plan to purchase sustainable fashion products. 1.005 .051 834  19.724  x*x
PI | am willing to purchase sustainable fashion products in the future. .948 .048 838  19.890  x*x
PB4 | am spending time and effort on sustainable fashion consumption. 1.000 .802
PB3 | often do sustainable fashion consumption behavior. .965 .058  .822 16.619  *x=
PB2  I'm trying to buy as sustainable a fashion product as possible. 1.034 .059 856  17.561  x*x
PB1 | used to buy sustainable fashion products. 869 055 794 15880 **x
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Table 10. SEM Path Analysis Results

Path Estimate S.E. B CR. p
H1(1) AT - PI 435 .089 417 4.887 .000
H1(2) SN - PI .342 .078 321 4.392 .000
H1(3a) PBC - PI .268 .088 220 3.041 .002
H1(3b) PBC - PB 190 .088 164 2171 .030
H2 PI - PB 704 .080 .740 8.809 .000
H3(1) PK - AT 2.705 434 31 6.234 .000
H3(2) PK - SN 2.094 334 .824 6.278 .000
H3(3) PK - PBC 1.918 315 910 6.084 .000
H4(1) @ - AT -1.743 371 -.782 -4.691 .000
H4(2) a - SN -1.108 .280 -.155 -3.958 .000
H4(3) a - PBC -1.108 .263 -.321 -4.205 .000

"<.05, " pK.01, "pK.001

2, HRBFHAMRS(Structural Equation Modeling:
SEM) Mgt U ZA=gAM Znt

2 AT AR 249 HAHQ HYZE AnEY,
Chi-square=787.823, RMR= .040, GFI= 941 AGFI=,
900. NFI= .905, RMSEA= .067, CFI= .935, TLI= .924
J2]31 CMIN/DF=2.4392 uepgon HzEA A=
Table 102} Zt}.

WA TPBY] 48491 HE, F84 4, AZ4H ¥
BARE Ao 2Ho] BAE AmE Pl gt 7
AAE AEd, 7PA1(1)2 CREEo] 4.8870]12 p=.000,
7H1(2)= CR.Ee] 4.392, p=.000, 7FHd1(3a)2 CRao]
3.041, p=.0020]1B2 BAHORZ Folu|gh FX|7F Yelte
™, A7 35 A} TRE Y BAE dHE
13b)ell digt dx 94 CRZL 2171, p=.03022 eht}
7Hale] HiRt stebde] mE AP EA kA 247t
Soj o] ik "ot = Y 2 A74E gE S
A&7Fsd Fujele B ] F(HHoer {om
TGS F= Aol gl ol2Rt dite A&7
A AHlo] tigt AHIZEY] HETt SAA R w28
mMeErt goltiths 2l oulstn, olSoAl FA4E Fo
A 9 2 AAE BF FAY ol 2=2E ASTE
A Fojoert Erhs AL ongith
TFojeleet s 7te] PAE AW Ay, CRIYS

8.809, p=.00002 H(+H)Hoz Fefugt Jge F= A
2 Yet 7M. AEEgh ol AMES] A&7t
A FajelErt Folxjop FuislE Al Eobd 4 Uth=
ZAg & 4 gl Artolt

E-TPBet BAH Q191 APAX|A} 4H|ZL EFdol tigh
7hd2¢t 71 39 AR 24T o2} 2ok 4 AR
243 He, FE 4 9 274E PF FA 7R B4
of et Avs AmHEm, sMI3(1)2 CREel 6.234,
00022 FAHOR foJgt g w2E HoE e
wom 7M43(2)9] CREHE 6278, p=.000, 7F43(3)9]
CRZHE 6.084, p=00028 BT EAHOR {ot 4]
£ Ho] 7pd39] sherpde mE ARt whatA] A4
ZFs el ot AHRRES] ARAR|ALE 21&7ks Aol of
g ezt FA 9 9 27k A Bl AR
fonuet JFE Frhe AMdo] ERIFGIT: Eeh, &M
eMdat 2)&7ks el digh e, S
B FA 7 BAE A Fa, /H4DE CR3el
-4.691, p=00008 H(-)xog folgt Jge n= A
o2 yehgon, 7Hd4(2)2 CR.AEE -3.958, p=.000, 7}
A4(3)¢] CRES -4.205, p=00002 RT EAHORE &
ofgt EAA H(-)HQ] IF BAE B M9 a7t
A A mE AHEQh g ATE HEgeR 3 A=
447 1Ege Figure 29F L.
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Perceived
Behavioral
Control

"p<.05, *p<.01, **p<.001

Figure 2. Structural Equation Modeling Result
(drawn by author)
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2016; Morwitz et al., 2006; Niinimaki, 2010; Park &
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