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Abstract

In response to the global trend of making sustainable development an urgent task,
luxury fashion brands actively embrace it in their corporate philosophies and manage-
ment policies. However, despite the widespread consensus in the related industry and
the strong will of companies for the sustainable development of luxury brands, there
are still few cases of luxury fashion brands successfully implementing sustainable
development. This study examined the impact of the types of message framing on
the sustainability marketing of luxury fashion brands, focusing on their effects on
perceived message effectiveness, sustainable brand image, and brand attitudes. An
online survey was administered to 464 Korean consumers in their 20s to 40s to test
the hypotheses. The results showed that perceived effectiveness was higher for negati-
vely framed messages (loss) than for their positive counterparts (gain). The types of
message framing did not significantly affect sustainable brand messages, and no
significant difference in perceived brand image was found, regardless of message type.
Perceived message effectiveness exerted a significant positive effect on sustainable
brand image, and such an image had a significant positive effect on brand attitudes.
The results provide implications for related research and practical implications for the
development of competitive sustainability marketing strategies for luxury fashion—an
industry still in its infancy.
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2 A& 7hs gAMz nAIge] dAlA] Zojgo] HHE Frto] vA= 9F

AFk=Elo] 2|& 7H53t WX (sustainable development)
o 7ol 7H4A ol 27 ojye] B
& AT S Hoskal A Hlets FAIsE AR
Altiel ZQ 5 F=oHA vl Aol o]7hA] 1L
Aok A 4L BN AT PHe BAU
(Vesterinen & Syrjild, 2022). A& 7153k TE e
£ AR ZobollA 714E9] HAH A A 01RL 7]
Y @ Fgto g Wolzoiz|1l 9lor o] AHs}]
oI5 ChpRt BAPA AESE P Williams,
Kennedy, Philipp, & Whiteman, 2017). A|AZo& 3}
AL AEZ L 71& dlo] H|&ste AMY] &9 stz
HIHS] A EE I Gl HA A EE o] 23t Al A
S50 et fhd ABS) AR AR 73 B
o 90 Q3] W] o F BATA HE 9 29
ZF GAEE 4 7S e 24 S5k 24
ojtk(Lee & Ma, 2020; Zafar, Shen, Ashfaq, &
Shahzad, 2021).

A Aol FEAQ] AT FFEE AL
W S A 4 lalg 2 gen 3
=29 gA7 il BHES B3 159 7]
A BN A 7}—@ IRTREE
st oofet BldY deE dHsty QUh(Jain &
Rathi, 2023). 3}A]9t o] 25t g1
£&ote gAY sjd BRHESY] A= ES
3, oF7A] EAe] A BAESe] A% THset i
A& A3H o2 st AHle BA Lrh(Lopez,
Rangel-Pérez, & Fernandez, 2023). H|(JE)Z A 2] sjA
Aol A= A A | 5 AEA JAelE FH g
HolZ AT A2H9] £ B3 L A4 /T
RS AT leele] AN Hast ST ent
(Jestratijevic, Rudd, & Uanhoro, 2020), o]o] H]3}| &
A A Aol M Y] A& st E o] digt =¥
< @A 719 & F vHofA &5] =0FH
Qo] RAET o, AFHoR HACIH 4
HARSOA Al¢tE = B s dEFE2 ZEEEY
(prototype)°] THE-E O 2 ATEHQl AF AAE g
A A4 7V WEE 4BHo|T 48RO St
I Y& AFE obF] u]e- =ETH(Lopez et al., 2023;
Vesterinen & Syrjild, 2022). |4 A 2] sjAo)A
A% 7Fs TAYE HEAOR EYSE A 4
oro JX A o]J L <& JsAY gAFEE=

REopy

l-ﬂ

wAgolT

oWt 27 Hslhat 74 A
W ASAd 2BA 0 et ARRE FA A
NRSOlA 1 €9le AR 32 4 Urk(Achabou &
Dekhili, 2013; Kadic-Maglajlic, Arslanagic-Kalajdzic,
Micevski, Dlaci, & Zabkar, 2019).

gAY avle 240 s 3o 43 AEA
ol m|g}, EWs A}g]A AT A WELES A

gFsl=t](Jain & Rathi, 2023; Kim, 2020) ]aﬂ
AEL A& 7sA]o] AgFst= Aok, A, A&
I8 = JFo =z 3 £ 9 4H|9 EULS _,];qx—]
o= AAste] AL ot7|H & Ato] ERQlt AHg]
9 o) Adjele] B2 S0l A TR Aol
7} Qck(Williams et al., 2017). AT A9 7|54,
Au| A, ASA, AAA 7S dsts AB|RFS9
A A% P5e AL A 0R AR e HES
2} A Q4 % Yor ol 7]Ee] @A)
AMAES] BAHY 8T BIAAZA 2o B
Ch(Jestratijevic et al., 2020). TrehA] A IjAH B2
52 gME A& 7hs AlEl digt 342l A
A A" HARE S 2HAESY oA
okl Besof it 4242 =Y e
oAY AFYA A A A of gt SHA|
W @A i) A% 5y BARe FAE A
FUAold 549 el et AL oS 22
o polel 53] A5 A9 ATRA ofF W2 A
= gL =EtH(Lopez et al, 2023; Vesterinen &
Syrjala, 2022).

oo & AFolAE= AT s BT A& 7}
57 THAIRoA WA S E4o] s HIAA|eF B
Ao izt &H|Ake] Frtol mAE TS ASH
o7 FA Hixl Jick. FAHR & AF= g4
2 A HHEO] & 7Hs4 uAIR oA HAA &
Fole -FF(message framing type)(Gifford &
Comeau, 2011)0] AH|AE0] R Z3dl= i vtAE
AR J T4 (perceived message effectiveness)
(Dillard & Shen, 2007)3} Bt o] x]& 715 oju]#]
(sustainable brand image) (Flores-Hernandez, Cambra-
Fierro, & Vézquez-Carrasco, 2020) ¥ HA:T E &
(brand attitude)(Rossiter, 2014)0]] T]X|&= JF E4
shlch & A7 A3e A7 djd BE9 A

7Fs/d mHAIR Y RadE v B =25t

A5 ol
1
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I, Literature Review

1. Key concepts

1) Sustainable marketing of luxury fashion brands

=29 A AdolA A& 7hs A" Y 34
9l EQlo] HAE Brte] F2F Q910 A
A, B4 eAE i BASE EF A% P
Heizo] Hoty} o= 4kl 7| 2 ARt =
AstHA avAr ol BHE RS Zdsteharat
L H35}1 Qrh(Achabou & Dekhili, 2013). o]} &8
sto] FAejet A& 7hsAd ol 2otoll Higt =9 o
Gt Aol A g o] k. WA 5]l B2
GAele] 27 FhAe} A 7154 A ko] 2R
o] &S A& stch(Jestratijevic et al., 2020). A Z]
L 5% e A B, wE, W4, 814 o
NS E7HsH Fgste Aoz A4 H gt
(Janssen, Vanhamme, & Leblanc, 2017; Kim, 2020),
olof Bls A& 7HsAdZ oletd, AA,
94 % AdTHIA th(Achabou & Dekhili,
2013). A 2 e 2SS PAee] A4
o EAT ASH AYA 5 FAIH Stcenkamp,
Van Heerde & Geyskens, 2010) o|= A& 74l 9
Mgz AR Eck(Williams et al., 2017). & A& 715
49 Nd2 BEel otd dis AFH Bl 6%
2 2315 o| R AT A BHE oju|R|= A
gros ARALT BHslee X Aoz
aHAREo] AT A0 7R FEY TS
kSN 7| = AIE 7FA2 = Aolth(Jestratijevic et
al, 2020). 7149] w-2of Hl8} A< 715 WAL A
A BAOIAE ob QAHe Avleks AT Qe
g, ol &8 R4 71GolM AAISHL e A%
7Fs &5l Higt A4o] 5T 4= 9l izs 4|
A BHAA A% PR Ao WA AEEY
AiH oz vge AEY, B4 U 2 A4 1
of e AE 7HXE =2 4 AckBaumgartner &
Rauter, 2017).

T9 Iz

O» O 1>

2,
w

O

S 2 GAE AL 7 aAIR Al digt 578
49l 3=0J% F71eIL Tk 71 B AR AFAE
o meol b B, HEd 2E AY L B
WS Bo) WEY Bast AL 40 12l

=d|(Janssen et al.,, 2017), o= Rt} g&|Zo]
B e Al 7]ofet % ATk WolA 1
o]t}(Han, Seo, & Ko, 2017). o]&3t IHH-L AT
7b Ftohe SE A0l ApEAQ 7HX e F4-& 7
HHonE M AYe HIstE 4H|2A A& 7}
SAT AAEGIE )4 Stk (Hennigs, Wiedmann,
Klarmann, & Behrens, 2013). & A9 EZL E
Aeo] 257} obd W/ 9] AgFelH, olz_t Wi+
4 BAA R A& 7T AlYA|, 53] Als
ok AH19] AME-Z Zatsto] Al 7te] FB/9] 7id
¥ A E = Zo|th(Han et al., 2017). O]AH HA
2] A5 AReh A4 1 Y 70 et FE
of gt =2 A&EL ot oA 4bY HgRholA
T3 AAE FAoHL = gAY A BlEE
o] FHIE A& 7hs AR St olF SHEE
BAEZ S ARAENA At A2 FF A
A4 9) A& 7hs/d 9] ghito] Qlof miS- F85hH, o]
of M} A& 7Hs/de 23] gk AFA0 A
27} B Q3st Al&o|th(Vesterinen & Syrjild, 2022).
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R

2) Message framing

o] (framing)Z AU Aol tigt FEE
Ags] 99 wol, ojul |, £rE o} AT

£ 9Ju|gtth(Leshner & Cheng, 2009). T o]
TAIE AYstaL, Aol U= Aolu FF A A
o] weIX), 713wl sAHo] FIA Ak
Sl o g & ok WAA Zaolue igol
SHtE] = A ol TIE AHAe] Y-S st
7] f1el BE Aol A-EE Ut o]F HAA] Zo]
Yo Yu % AL HofolA] el AHgEE M w4
o] Hlom, A7 2, FAMY, o5 E= &4 F
o) £ Bt Fo] BAH EE FHHQ 2ol

ol et @77t ke AegEo] ek A 24

B
=

EY
e 22

E(Higgins, 1997)°] = Fx P2 53 24
(15 ZE ) Ex Y 2HEE 2 LT
a2l E4 2 Y AR s B4 2AE F5HA
&S 472 Doy FA A Hlg S H e



4 A% Vs @Ae oARe WAA meolge] BAS W] mxE I
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]_

, 15 ZEd HAA= BE AH o]¥E Tx
Feo]th(Leshner & Cheng 2009). 33 A A
2 HA|R] mo]rgo] HAIR] ZA| Q] FmIto] F
S 3 5 QS TRt W] AFA A E 5
o PS5t o] 53 &4 HAA] L o] HAIA|
o thet 0] € osj=F F3f IHH JAEE
of ZolE FIE 4 A== AUAFTHChang, Zhang,
& Xie, 2015; Kim & Lee, 2023).

HHQTES AAAS RO, F oS0l &4
(118) ZROA 2342 BF Azl T 4L
FAol= o 2HE 93 ok(Xie, Zhang, Morrison,
& Coca-Stefaniak, 2021). ©]& 5t H AR ZF o] 9]
$98 JYY Holo] gt /)= AT Ao
YHEA| 2 ATE Hof gomn, o]= HAA9 Y
€ % AF == Bt w27t Q7] jElE o]
SiEth ol=gt HAIA] mo]e] FA|HQ JFH
of thgt Bt HSAQ #HE ATl ol B4 &
AzA BAHHFA o|Z(negativity bias theory)
(Goldsmith & Dhar, 2013)°] l=¢], o] o]20] 95}
W BAHR HEY AF-S 1 ol ol s A2

Jl x5 =7 do7]al o|= Qsf HAA] fAlE

i

[¢]

-

o rlr &

OT"'I‘

th(Xie et al.,, 2021).

3) Perceived message effectiveness

A ZtE W AR a3}A](perceived message effecti-
veness)> G E= HAIR] A5 FAY Hreol
H(Dillard & Shen, 2007), °o]+= FHFYA o] wetof
A HAIA 9] AT 7Fsd T AEE o] dijt HIAA
8219 314 H71E 9Ju|sth(Noar, Barker, Bell, &
Yzer, 2020). APAFLEo] JotAH AZHE HAA] &
B2 A5E BEFo= ezl 33 AFUAIA
Q19 HAIA] A 9 Ae 2ol {85t T
9] 7ol E 4 AdNoar et al,, 2020). A5 =¥
7T AEE 91 AH R, Gl WS g QlofA
A HAA ] Hek o] FrtoA E-8E o HF:

Py

wAgolT

Ao g 7P aatARl HAAE A5ty gt 7|
ol 8789 27 A RHE ARGHET WAl W
A2 ofg HARE AP HIAESHL A ZEH H AR
BRAGA 7Y =2 FAFE T2 HAAT A5
o] 7 Qo] A-83tckDillard & Shen, 2007). 7|42
A& 7Fse BRE on|AE A5l kst
(Joshi & Rahman, 2019) o]& 93] &7 uiA
HAIA 9] AF WAS AEHHOE BSAA gt
(Sharma, Dwivedi, Mariani, & Islam, 2022). X< 7}
53 BHE mHAY HA A= HEES0] A9 A
33 AT o]dE thE AEER FROEE A
sttt A& 7hs uHAIE2 AHAREA FF A1 7t
2]9] AHZ AQFstal A= HolA HA|R] T
doji} AAE AZ4H HAA BaAge &8 7t
o] =2 Holo|tk(Sharma et al., 2022). 1 U A}
314 Pz A AHAY FaFHo HgF APAT 2
=S HEF o R & off, o]2iet A|Ztd HAIR] Bty

4) Sustainable brand image

HAC ojm|z|& HATO] gt An|Re] FHF
A 0z, oY BAIL A oG Sl Fa
Ao g Aolu]= WrAlo|thKeller, 1993). A& 7Fs B
= o]u]X|(sustainable brand image)Tt EH =7} x| &
7Fe et W] duh 7]odstal =7t digh AHAk
So 204 Bo Y= Yo, 995 A4 715
3, AR A& 7HsA, 719 29 9 BAAE A& 7t
SA01EE A 99e EHSIcK(Flores-Hernandez et
al., 2020). 7|92 A& 7155 HAE ojn|R & 1
o}2] 1l =25} Joshi & Rahman, 2019) °o|& 93]
287 uHA" AR 9] A HAZ AEHoE ¥
SIA|A 2rth(Sharma et al., 2022). A& 755 HA=
A" HAR = HElEE] A9 ek e o]
g9 & AIHET F39H=E A3 S (Chandrakant
& Rajesh, 2023). ¥1AGH BHANA 14 7h5Ao]
71 B Aol A% TR AL BB
A 22 A AA, 578 D A FolA 28 W
&= 9 AEE 4 Q+=o|(Flores-Hernandez et al.,

¢
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2020), o]2|3t 7lgo] HA| FJoE SFEHA A
H A% PsAT ARE EE BAE A4 7HsAe)
B7hust vl Aol AZIE7E Srk(Vesterinen &
Syrjild, 2022). o] Bk ATONA Ol 7% 7}
5 HAC oju A R BAH A% FFsAT A9
A A& 7HsAdS ZEIITH(Kadic-Maglajlic et al.,
2019). $FA A& 7Hs/dS A AFolY F71s
Al AF A, oflu A ek, H7E 4 e B,
AA #E &5 o] 5 oAt PHor dd
ATHElg & Welinder, 2022). AF3]A A& 715AL &
I, Y1251, FH5HL, @Yt 5 ERRICIA o]Yo]
= 719 A B Qo A& 7Rt 48 Y5
AAH o8 FEE= PoolH Rl AHSE AEst
7] W&ol AMS]A JHLS ZH=r}(Flores-Hernandez et
al,, 2020). Z7A 0 g ol= 7i1e] YT a8 Al
FokAl ek oferA Yeojot wHH 714 BF N
of #EH, 34 79, 224 dd, 34 k5, A
AEA BE 5 AR AAeL #EE BE g0l 2
e tH(Elg & Welinder, 2022). < B =7} X|3sl=
A& 7Fs E7F AR A Atg2 dgo] ok
AR g BT et A& 7Fe S =4 B
7}et Zo|th(Chandrakant & Rajesh, 2023).

2. Hypotheses development

1) Message framing of luxury fashion brands’
sustainable marketing and perceived message
effectiveness (H;)

wAA] G411 EHL A4 b HAA9)

of i

0] X (Gifford & Comeau, 2011) HA|Z] T
FFIL A& 7Fs vHAR WA e {9
Arh. AFATLES AZ4H HAA mgolyo {3
of upAF A AH|AFO] HAA|O] et Bl=e} Bt
o fole JHe vHS HeRo ol 19 W
sjo} ol dhet ols) % 48 xS Wi 58 &
3] o|RojAthal AgHcH(Zafar et al., 2021). 415
7o) Are vgroR A4 WA BAse) A4 7
5 uHAY HAX o] 85 o]y §-Fof wet
g AR TRt AHAREY] ¥ E o] 5% B
Tof et vhea BrPF gk & & AR I

ik

4> oH od W

st

el

o O N R

4

3

2 A7 Wl "4 ol B3
A% 7t oA WALAHE, HAA mo
299 49Y 290 2HH 4 AR
AH|AEY] A" ¥l B FHARA

A Ao g AAET}H(Zafar et al., 2021). o]t F
2Rl HAIA] ool ¥ a¥HA Zolzhe 9
Z9] o]24 ZAE A o]Z(prospect theory)of Al
711sk=H], Aol ostd o]y &4 FAHo]
S SEE el <4 ek Helo]
AAE o AlrEol 9132 2luste Aol L, ot
2hA B A0l WA|X|9] £37}7} ¥ At} (Tannenbaum
et al, 2015). 0|2} YPEA vt oz A|Zte = 9
e ks AR TGN 2R 3 A
HAI R Hp ARl wA[X]o] o5 © TojHo=
Hgethe A2 TR E 0] gtke.g., Buda &
Zhang, 2000; Lord, 1994). 7}8 Lord(1994)= B-A A
ol I Q9] FA A7} HEE PEo| AFLS ujHL
d b makEolets AL WA olels A
T ZIES Yol B aTe ekl WA WA
HATe) A% ks oA WA E 2 1)
ojgol 34 ZolYH ¢ AHAEo] titt A=
of avHd Aow 4 fHM ol=H HZ9] Mol

Syt

Hi. =AM A BRE0] A& 715 npAg oA
A AR ZEolge AgStE BF 54

2 WA mAolYe AH8e AmTt M2t
wAA w3hgo] | s QA" Aot

2) Message framing of luxury fashion brands’

sustainable marketing and sustainable brand image

SRS LIPSO R
olm|Alo] ere mlH 4
Aotk WAIA Y A B4 upAE WAL



6 A& 7hs gAMz nAIge] HAlA] Zojge] B

of thal ZH= ARl AT BrkE B8 £
e odito] FHHAY AsHEL o) 7]0fgt 4 9}
(Baumgartner & Rauter, 2017). A3 AFEL2 HA]A]
zdgo]go] HI:MT o]u|R|o] 823t FTFFS n|ALS
AZFcHKim & Lee, 2023). o]t APATL A5
wigos thge] shuo] HAH Yk

He. @Ae 94 BAE0] A% b sAgelA
547 A Ldolge gt A F
A AR meol P gt H9Rr s
7Fs BAE olu]A7} ¥ akA 14F ol
c}.

3) Perceived message effectiveness and sustain-
able brand image (Hs)

A il BHE0] A& THs uHAI" HAIA 7
AHIECA G320 QlAHTHY o] dig HA
Zof s &B|REo] X745k A& 7Hs BHE o]
XS YA H Eo] 2 Zo= Jddnt A
FAFE o5tk A7 HAIA] A HAA]
ANE 2RSS AAE F5S FIstAY A5
Al 4 Qh(Gifford & Comeau, 2011). = HA|X] &
o] EA AAEH= HAAL A5 HAIA A
E0] HAAY A¥E dojAl= g B0 gt
B7tet s FHACE WA= o =20l
4= Qltk(Noar et al., 2020). o] 3t A ZtH HA|A] &
/o] B olm|A|of| m|= fofet FIFEol o
S Y AT ZHES v e R SHH A wd B
HE9] A& 7k uiAR Y HAAZE ade] A
whotElthH HHETE B[Rl A ZQIAI7] 34} Sh=
A& 7hs BHE onjA|E Adfshs H =eol 2 A
o2 f5% 4 dow ol wet the| 7Hdo] |

_I|->

H1 Perceived

=it

Hy. 248 94 BR=0lo] X4 715 oo A
A7hE AR BIE A A5 BAE o]
ujRlo] H(ho] G v Holck

4) Sustainable brand image and brand attitude
(Ha)

BHE g Z(brand attitude)y= EF BHE o] tf
o 2974 F= HTOH o W A §HESH
= AURE9 Ao = (Park, Macinnis, Priester,
Eisingerich, & Iacobucci, 2010), B]& <94 & o],

2|70l Asro 2] A0l HeAT Ael U ARE
7} 2 2] WEL olfel lZa] Slet Rl
2 AREE o] Yth(Liu, Kim, & Park, 2020). 2= €]
o gt A= F2 P YAX 9 avel #eE
YA go| TRl St BA=e A% APt
ojn A= sfg BR=of gt AR} o] 344
o] 32 vl Ao R HIE o] th(Rossiter, 2014;
Sander, Fohl, Walter, & Demmer, 2021). o|&{5t 415§
A7 AT IO HAje WA HAso| wetol
A& o]t X4 7Hs3t BHE HA|X]9} HAE €
wote] YA ATeAY that o] 7ol 4
= Ak

He 942 WA Ba=o] 79 A& 7k Be
E olulAE BAE o] Aol e )
4 Aol

o]AFS 35t} (Fig. 1)T 7S Armao] 44
=ik

> Message
Effectiveness

Luxury Brand
Sustainable H2

Marketing
Message Framing

Sustainable H4
Brand Image

Brand Attitude

<Fig. 1> Conceptual framework
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Ill, Methods

1. Study design

2 A9 F 2ARE W0l 13 AR FRAAE
HAA] Lo ApEA FES Fe ASES U
EoH 23 & FAIAE &7 A9 7Hd
Qo 22kl AERAFE APt WA AARANE
Bl 7MY g4 sl B gt A& 7hs vt
AY A=ES e F 7 Z}:LEO" s ZpE A
o7 ALx ndgoly 8¢9 S 84L IQIsH= A
A5 APt wAA Zoly {8 T 7MY o]
2o} 7|9ke] AT s B o] thet 479 A
F AE, 293 AFol AEH A% st Ad &
£ 4 A19]7]0E 9st BAE9] o st JHE
At 47)ol= F71= 84 9 "}ﬂﬂ A& 7}
sl 7ot AHlE Fohs 2
<4l ol 75 &3l #A A =9 1“1-4
(manipulate){ct. Z-&% FEH(loss) ZF o] 7
FE= “A& 7Fs AHE A et 999
t#e olF AFe A&HEFs U S 2
£ F7HAL, 3% (gain) 201 FF A=El=
“A& 7Hs AHE o 89 mFE WAL AT
1]5\- 7F Ut ehe WAAIE F7Hi o] ¢
H AE AR 9 BRE JH= ngo|y {3
s F 27 BF FL £ AR oA
ARAZAHn=6T)E B3l F 79 HAIA] ol

FAEE 73 % oI5 7F3)9 Aol7t {2t
AR 9] 78 (negativity) 4] HEE &=
o]-&sf SRJAFTH: ‘o] HA A= A& 7hs
o T E B0 A3E AY
SkaL Qloh)). SR « 44 2, 3401 =9
1 (gain framing) FTH(n=33, M=2.421, SD=.401)3}
&4 T o|Y(loss framing) FTH(n=34, M=3.642,
SD=.332)2] HA|A] ZEoly FF] L KT
Aoz SRIHATHr=5.959, p<.001). 7HdHS= ¢
S AAE B HEe 2l AR figls Ey
2l 7S 55l 20t 5E 40t7HA| 9] AnjAt F
46478 HFo = AP FEAES FAA 7]
e 5ol 2Tl AZol FRaL, TR HAA]

AZzL
o

il

ﬂJ

o&L
rSL r°1'

o

Lﬁrlr
é
-lo

l

o]

r-lu
E olf
2, o

£

O

B

9] F 7HA] |8 F stol A=A F 464
B 5 FAEA) g AFE0] e HEA &

F FoIAE 2367(50.9%), o5 ZY AT Eol
S HEA U FolAH 228(49.1%)°1 et

2. Survey items and analysis methods

ATEPY =8 HyES
27t B AYATES FEs}E, B AT Ao
] 2 AARARNA WAA Zeolgo] &
HHoz }_X]—QOL‘:_Z]E. AASH] Y8 Ay A4=
7122 3}9(e.g., Meyerowitz
& Chaiken, 1987) ¥ AE9] wWgto|] oA 23| &
G3or R mAA ZolY A HAIA]
o] gt SEA AR F2AT Abol7t AU
o] gRl=gict HAA Loy {32 7HATES
gt | ARAANA TSR ?JE—W"“‘% A2
HA1Z] 8IS AP AtolA A5H F
AT Heto] gA 245 AR e g., Noar et al,
2020). A& 7Fs BRHE oJW|X]E 745k 2FES
Chandrakant and Rajesh(2023) 59 APALA 7}
AL Z3EFoE 245}, BEHE El== Liu et
al.2020) 59 A% AT e 3 segos
FE AT ES 53 2old HolE = SPSS 25.0
Z2IOHL o] &8 AR AT A B4 &
Ag A8l R4 7S ARAYES AL
glo]E 9 E}%“c‘l 45 Aol 8RJQEAHS AR
o, sl ASA SARAS AR

/\1:0 L= ]:11:1—‘—_1—__:_
21401—.__ S| RgE

rlo

=

=

3RS

IV. Analysis and Results

1. Demographic characteristics of respondents

2 AT AR AFEAA E4S AnE
o WA FE2 9 240(51.7%), SIX}7} 2247
(48.3%)0] 3L, AFHL 20tH7} 73%8(15.7%), 30th7}t
14278(30.6%), 407} 1437H(30.6%), 50ti7} 1069
(22.8%)°]130}t. ¥ Hod A5 126H(27.2%)°] ¥
5009 9 oo FHSIHoH, AP ARFA]
21774(46.8%) 2.2 71 Bl&o] &9kt gL fjst
A3t EL Z900] 2827(60.8%) 0.2 7FE WSk,

2. \Verification of validity and reliability of

measurements

ZRET0) Bgyn A FFe WHs 5



3 A& 7V GAE uAY e wAA] ool

Z(varimax rotation)2 Z-&5t A QQlEA

(exploratory factor analysis)@} Cronbach’s ¢3t= 5

o olsolZich. WA QY A3t 4y 7S

A 7ML F 97 £l dis Az 380 R 8

A WY ZFEol FEEHO HA EA

72.140%01 Higt A e 7= Ao RIS,
3}

of wf z} gglo] tigt EFEY QRAPSFE BF =&
7Fs35t =&0]th(Browne & Cudeck, 1993). $tH

AF e EXAT}, Cronbach’s et A|ZHE WA]X]
BIGOA 727, A& 7Hs BT o]u|X|of|A] 843,
83 BHE HEolA 73608 U} BHE 58
7153t &0 th(Bonett & Wright, 2015). o]of w}
gt 2 AFE A8l AREE SE =T BT Al
4L gt £F02 FQIEQTH(Table 1).

r°1'

3. Hypotheses testing

1) Message framing of luxury fashion brands’
sustainable marketing and perceived message
effectiveness (H;)

HiZ g4 i BERE A& 715 opAgoA H
AR ol {B2 1 o AR B JF
< A Ao 7T Bo AR RAYA

<Table 1> Scale items and construct evaluation

BYE Who] AL R BAESAT

nefolPe A8 Ao FAH WAA x
2 A3 A9uTt AT vAY HAA] o
s A2kl vAA Aol BlS s ek Ao
2 o3t o8 AE] S8 ABESe] I
2 AAT % Yk AZH IARAFEL APt
SARAY 1BAGNA WA LRSSl F

=

A%A
Suieo] mAE GPES AAN A8} 71RA
3 4 4 ARES, 4

/Rc-)]bﬂg HE

Wz BUEL, dY2 9459 s FUEA
oW, ASFE, WeTE, A5, qEFUY= 73
< o] #3to] oA E H &2 Eo= Hed
SR 240 FASAT oA 12AA 2
BHFEe FYs 2 AAA 9FEe AAS F, 2
AN FHeR HAA] 2oy {go] A

AL, F& MR A4d wAA] 2dE AR
oldel &4 23, A miid BRHES] AR oA
HAA 2 Fgol A2E HAIA ZIage] 57

Q1 P n|A &= Aoz YEFGTHHIL: =061, =
-2.760, p<.05). = HAA] Lo {FFf wt L

s v A Az WA Zabgo] B4
o s Rol7t e Yuideh FALE

. Factor Eigen % of
Constructs and items . . o
loadings value variance
Perceived message effectiveness
(Dillard & Shen, 2007; Noar et al., 2020)
This message is influencing. 819 2.053 25.665 127
This message is motivating. 773
This message is convincing. 713
Sustainable brand image
(Chandrakant & Rajesh, 2023; Flores-Hernandez et al., 2020)
The brand produces eco-friendly products. 777 2.258 28.225 .843
The brand achieves environmental innovativeness. .676
The brand recycles/uses recycled materials. 176
Brand attitude
(Liu et al., 2020; Park et al., 2010)
My attitude toward the brand is:
Likable. 678 1.460 18.249 736
Positive. 721
Good. 197
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2) Message framing of luxury fashion brands’
sustainable marketing and sustainable brand image
(H)

HE B3 =42 s BRE9] A& 75 viA"
et A B A HAIA] oS ARERE BS T

A2 A7 Zeo] P A8 9Tt SYAEo|

A4z A& 7hs HHE ou|A|7h H & Jo=
A gFt. old] Hiet A5 fsl ASA AAEAS
2] 0’0‘}04 YA FFYS AAStL & F &l

€ 78 Wes 7o [JIIEAE 243 5 99
= IE‘rﬁloﬂ/ﬂ“ S0l FERP] A=
IFHZ AAsH] S8l A+-EAH 54 HAdsol
FUEAAL 297 0H SHEeR HAIA] o]
o] Hn| Mz ?JEIMJ-, FTE HER A&

Jr

7Fs BRE olux7F A 24 23, HAIA]

rlo

& Aolg UERRA stk webd B4 A3t Hrt
712+ =] At Table 3).

3) Perceived message effectiveness and sustain-
able brand image (Hs)

H3L 2Ag] WA BAE X% 7bs o Az
H HAA adde A2t 7<li 7% HAE ofm|
o 4 FF= AP o8 A5
StaAr v 2 ASA 54%4%*—‘1% AAJsto] 2tk
Ao A ZHHFE HAIA] Lol 79
T2 A& 7l HHAE omAE A
I}, A|ZHE HAIA] Aapdo] A& 7hs B ofu]A]
of Folgt B4 JdFe vA= A= YERHTHH::
B=.588, =15.100, p<.001). & X Zr= HA|X] G3}A4
o] 255 A& 7k BHE oju|A] E3 A 214
© Ao Uegth wWEbA Hiy> A[A]E 1TK(Table
4).

o]z Ao

¢

!
TR

s

>

[¢)
=]
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4) Sustainable brand image and brand attitude
(Ha)

ZHd 9 A& 7 BHE HAIX] o] {5t He= A i BERE0 A4d A& 7 B
Fe WAA UTHHy f=071, =800, p>010). = oju|AE P HA] Gt Bze] HH P
= g vHAE HAIRIE F3 SEAE AT A& T2 v AE AFAL o= ASH FdARHer
7Fs BRE olvA]= HAIA {33 FHSHA #< AU 2= AE 7hs HHlE ojmA= Bl
<Table 2> Hierarchical regression model (DV: perceived message effectiveness)
Dependent variable Perceived message effectiveness
Step R
Independent variables B 8 t p (Adj. R F
Education -.085 -.116 -2.303" .022
Occupation .004 013 254 .800
1 Average monthly income .088 .199 3.825™" .000 .089 7014
Average apparel expenditure .066 .156 3.243" .001 (.076) ’
Gender -.048 -.038 =775 439
Age .005 079 1.665 097
Education -.086 .037 -2.347" .019
Occupation .003 .015 228 .820
Household income 088 023 3.885"" | .000 105
2 | Average expenditure on apparel .064 .020 3.194™ .002 ('090) 7.193™
Gender .010 .064 .156 .876 !
Age .006 .003 1.754 .080
Message framing -169 -061 -2.760"™ .006
* p<05, 7 p<01, T p<.001
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<Table 3> Hierarchical regression model (DV: sustainable brand image)

Dependent variable Sustainable brand image
Step R
Independent variables B B £ P (Adj. R r
Education -.064 -077 -1.523 128
Occupation 019 .055 1.092 275
| Average Monthly Income 141 282 5384 .000 078 6.062™"
Average Apparel Expenditure .036 075 1.554 121 (.065) )
Gender .004 .003 .060 952
Age -.004 -.050 -1.057 291
Education -.065 -.042 -.078 -1.530
Occupation .019 .018 .054 1.084
Household income 142 .026 283 5.390 079
2 Average expenditure on apparel .036 .023 .074 1.532 ('0 64) 5.283"™"
Gender .024 .075 016 316 ’
Age -.004 .004 -.049 -1.034
Message framing -.056 =071 -.039 —-.800
* p<05, 7 p<01, 7 p<.001
<Table 4> Hierarchical regression model (DV: sustainable brand image)
Dependent variable Sustainable brand image
Step R?
Independent variables B B 4 P (4dj. R F
Education -.049 =077 -1.517 130
Occupation -.009 =035 -.695 487
| | Average monthly income 076 199 3.825™ .000 .092 7200
Average apparel expenditure .053 143 2.978" .003 (.079) )
Gender -.022 -.020 -.408 .684
Age .005 .089 1.886 .060
Education -.005 -.008 -.198 .843
Occupation =011 -.042 -1.043 297
Household income .031 .082 1.912 .056 407
2 | Average expenditure on apparel 019 051 1.305 193 ('397) 42112
Gender .003 .002 .060 953 ’
Age .003 .043 1.115 266
Perceived message effectiveness 512 .588 15.100™" .000

* p<05, 7 p<01, 7" p<.001

C HEo] 9ot HE AT ulHTHHe =663, & TR A% 7Ks uRL o4 P A B
0% His AXHUTKTable  MESO|AE Z25H TH2o]x| 3 QLo (Janssen et

=18.602, p<.001). AFH o2
5). al, 2017), 71 =9 27124 A& 715 uE HA|X
£ 4IRS A ZatF oz Adste] A2l HA
V. Discussion T oju| 9} BE s PAoHs dheol gt st -
9 5} tH(Vesterinen & Syrjild, 2022). & A4l= AT
7199 ol dold = AT A& 7Fese T 4 Bl x4 754 ulAElo] HA|R] 7} AH]



Vol. 32, No. 1 o]

<Table 5> Hierarchical regression model (DV: brand attitude)

11

Dependent variable Brand attitude
Step R?
Independent variables B B ¢ p (Adj. R r
Education -.049 -.077 -1.517 130
Occupation -.009 -.035 -.695 487
| Average monthly income 076 199 3.825™ .000 092 7.200™
Average apparel expenditure .053 143 2.978" .003 (.079) )
Gender -.022 -.020 -.408 .684
Age .005 .089 1.886 .060
Education -.016 -.025 —-.669 .504
Occupation -.019 -.071 -1.909 .057
Household income .005 .012 299 765 497
2 Average expenditure on apparel .034 .093 2.596" .010 ( 489) 60.685""
Gender -.024 -.022 -.601 .548 ’
Age 007 123 3472 .000
Perceived message effectiveness 506 .663 18.602""" .000
* p<05, 7 p<01, 77 p<.001
AEolA Hot gets| AdEEo] 3424 BHE o]y A= A8 B7HE 5 54 BHE ow|x]9]
Ao M= Foste e mtefolaal, A g B Astel 71 & ot 1&?& 7|E A+

A HHES] A& 7 upA"A HAA] ZHo]H
o] f3o] AuASY Hg WAA Ly L Ba
29 X2 745 oA A= B ot Fol7}
JAE 4w wk.

AERAE B8 dolEH 4 2 24 A3, AA,
gAY A ER=S] upAgoA HAIA] ol
FEol wet FLe vHAE HAIA] Q] A ZHE HAA]
o] SAALE fFoAsHA Apol7t H Hot
Aoz wAAZE FEH(EY) ZHdS S
o 32 (0]9)) 2 dS A RS T A7

AR Aapgo] o A IAE Aom RAFEI of
L 24 BAA mefolgo] HlAA] Aol A
o]a} ]_,__,] A7 Aol A= olHat Ay
= A2 fd A& 74 oHAR e
t Z1o]th(Chang et al., 2015). €4, A& 7}

A% sAlo|wel §3ol Aztel A4 7}

olel o] frojet FE vl Zolekn o

7o) M A|AE AT, & 244 =
2351 FQ0} TAA T YL At

IT[L' o

ot
oX

H

I

%’&
mlo uni o

fo & oax o of kA o
d
r&

_|_, (e ll‘l oﬂ I‘°" ﬂl

oo
& r
oY |

o]
20 %‘axw A2kt S BAEY A% 7Fs oly]
AoAle] folat Zol7 gigick. ol et Ak w4
Ao] G4 BAL mAE wAA] e 2 L

553} AHE R Y=ck(Baumgartner & Rauter, 2017;
Kim & Lee, 2023). & @Ao)A= HA|A] Zo]g Q]
Og’('ic}a,‘?_ /K]X]qu] H%E O]U]Z]E H]—l}_‘:. Cﬁ’é‘]—y_q
£ olg B om0 S vE 4 QU= HA
Ao ek A=Y 9 g Solle felste olE &
o Yoz AT oluMd] FFL v Ao
5}015]%’1‘:}. o|A Y HAIX] Zogo] A&7
ofux]of thsh AHAA FFHZ 2R ZH

:rL Ato] gt 753t YjoZ2E HA A
A BRES] & 7Fset uiA"olgE & A9
o] 48|} WA galsHA FHA e F
Q1 AH] Ao g2 QIAEZA] 47| wZel £4
AlA] i?—ﬂ ¥} FAQ anrt oA vehy
+ 7/\4 Iz

Mg 5 ek AHOR £4 @

rﬁ r%

q -‘H'@?} Aoz 7‘_}—|—5]‘C #B5Z HAot=
F3-4Q1 A3Fo| Q= ¥, o] = 2 <tAst
1 755 5] o kaolchEdwards, Elwyn,
Covey, Matthews, & Pill, 2001). w2 HA]R] T

o|go) §B3} A% 7HsT BAE olu]x7ke] 91}
WAL Gddol gha il #7HH 02 ugEol

SNG4 Aol sl ol 9A ALt That
Qo] ojg AETIL BolE 4 Y Fiow ot
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i}, ol & A7) WIS Yoluck B 71
HAE GBS ST HERA APl AT
o] YAHQ O P HASY ofu A &
SAZA QIA7IA 2 4
Stk 52 G2 BAS Fol
gt A& 7153 Bl oju] x| 7}

A XL 7HsAE wiAE & 9l 3}
HAA] B3I A& s BRHE o|uAE &ol=
AOZ ZRIFUT. o] HAIA] a3p/go] BHIRHE o
Ao HA= dFEe AT ABAF=9] A

9} A=A H(Gifford & Comeau, 2011; Noar et al.,
2020). & & AT A= GAY A BE9] &
7bs oA dIAA7E ol QA ERE s
HAEO] A& Fhs HAE oju]x] w3 LIPS B
ol Aol niEo A4 ks HAE ofulx]
7F BRHE "o FAQl FFZ HE Aolehs 2 A
79 7HE AR EHUS. & HAZ] i BHET} A
& 7k HYE ouXg F7HH o g ZH HoEH
1 B0 oigh &nRte] et Fobdlee ov|
Cla g
B9 A& 74
AR FEAS 2HA B =95t= ASA
A 242 53l obd] 7] SAIQl M s Bl
9] A& 75 A"l BRt 712AR0 FEE
o=2X AAY Qe A% 7Fs gAY AR A%
shed ARA AR S Attt 1A deFos
2 A7 de g4 a9 A& 7 vHAR Y
ARUACIA £ dFol digt 453 A7t
Xzl Aglo| A(Jain & Rathi, 2023; Vesterinen &
Syrjila, 2022) 1 el ALE 2oz H ool
Zr=th 71E AR Zolgol #it APA+=2
2HE HAY fAY A& 7 vAY Tt g
sto] AFH 0 R HIFHUh & AFd= AFHoR uf
FA5F Y=ot P AHF AL BAHFQ Y=
%0171 A%t 332N HAAE ALt oA
ZEHUE HAIA] ZEol ol & A H
AR aHg e 7igel Az WY A& Ths uH
¥ Sel Agas 4350 Zé_ﬂ%‘ HojzH

Z—ﬂ—l—o]—

oju| |2 S ARl &BIA}; B fido] sy 2k
829l el dsf AES Ay ALE9] A
o)A 9] Weto|7x] A AT SHH AlZE
I A ol El=e] A& Vs B

oA= 1 EﬁEOH et &8AE2] "ol Xéxi
Fo& Uehd, oft 24 7k
oYL % steloe] @A Hd BaE 149

fr

5 4 5ol tie IwloE FA%}: B
EEAL 22 A40E, AUAES PHE WA
BRAEA A% 7FsAH BACS oful7t A<
aclolet AskL e oJulshs Holth. ol

AF7HA A& = E—VF]E'JQP A& 7Fs &
FAo) At sHA9] = Fol(Achabou & Dekhili,
2013; Jestratijevic et al., 2020) = A]-O]Q,] At %
3to] AIHAE Aok BESA 2= © ’%%
ojF= 7343}_' o & Qlok HAA £Eﬂ°] 3
FAHRJA FES AREANA A5517] Ak ‘:} a
AR uHA" HAAE Fthe 87 HHoR
g8 &85 o] Y=H|(Kim & Lee, 2023; Xie et al,,
2021), HAE A9 A& 75/ uiAE ol A
ATE AE i

AFAog & A4 Aibes obd AlF A U=
gA49 sjd] B Ue AL 7 vHAR A
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