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Abstract This study analyzed the value empathy of environmentally sustainable fashion products,
encompassing environmental, economic, and social values, drawing from existing literature. We sought
to verify the relationship between empathic value and the likability and purchase intention towards
these products. To validate these relationships, we formulated research hypotheses and conducted an
online survey targeting female college students residing in Guangzhou, Guangdong Province, China, who
have experience purchasing environmentally sustainable fashion products. The survey was conducted
from August 10th to August 20th, 2023, with a total distribution of 352 questionnaires. Among the
collected responses, 313 valid responses were utilized for data analysis. The collected survey data
underwent frequency analysis, exploratory factor analysis, reliability and validity analysis, correlation
analysis, and multiple regression analysis using SPSS 26.0 software. The analysis yielded the following
results. First, the empathy value of environmentally sustainable fashion products was classified into
environmental protection values, economic values, and social values. Second, the economic and social
values of environmentally sustainable fashion products were found to have a positive effect on
favorability. Third, it was found that the environmental protection value and social value of
environmentally sustainable fashion products had a positive effect on purchase intention. Fourth, it was
found that Chinese female college students' favorability toward environmentally sustainable fashion
products had a positive effect on their purchase intention. Based on these results, it is judged that
companies need to emphasize the characteristics of products such as environmental protective value,
economic value, and social value in order to promote consumers purchase of environmentally
sustainable fashion products. The purpose of this study is to help develop marketing strategies for
environmentally sustainable fashion products by providing basic data, development ideas, and methods
useful for environmentally sustainable fashion-related industries and companies by analyzing the
relationship between empathy value, favorability, and purchase intention.

Key Words : Environmental sustainable fashion products; Sympathetic value; Favorability; Purchase
intention; Chinese female college student; Internet of Things (IoT) environment
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(Table 1> Main factors for advanced research on values empathy

Value empathy factors
Researcher(year) Esthetic Cultural | Economic Social Environmental Useful Ethical Emotional
value Value Value value value value value value
Minhee Ahn(2019) x X o (0] (0] x X X
Southernt errain(2021) X X 0] [e) O [¢) X [¢)
Mihyun Kim(2019) X X ) (¢} (¢} X X X
Oyeji(2020) X X (0] O O O X X
Tae Kyung Um(2022) e} X X (e} (e} X X X
Hyein Kim(2022) X X ) (e} (e} X X X
Liu Ying(2022) x x o o] o] X X X
Jiyoung Han(2021) X (¢} 0 O O X X X
Southern Terrain(2021) X X 0 0] 0] X X 0]
Jun Yang Jeon(2022) X X 0 0 0 0 X ]
Islam Kazi Saiful(2022) X X (0] O O [e) [¢) X
Zheng Jingdan(2023) X X X ¢} X ¢} X e}
O: Variables used for prior research x : Factors not used in the literature

Source: Organized by the researcher
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4 Zolet.

H3: 2713 aAEEe] et 55 e To
EE o) FYE G2 vE Aol

& A7 ARATE e R dRAE 6474];}93\3}
Al AS7Fe HAaAES S 84, 241k,
FofelAte] et AFo = g Qlrt

Xl¢71~—‘<'1} i AAECl gt ot A=2] SR

Wt 22 APA7e} ofH AL AIE HiEFeR F
227H == é Azt ow, A&7teet WaAE et
AASe] SAtteol et 22 ABATE ofHEAL
20 EUE & 6/ £Fo AAstgoH, oAt
TG APYATE AEIRAL AR EHE S 10 &
o= dARIAoH, B Likert 58 HEE ARHIA
“gstalct.

IT-EASH 54 5= 5, A5, dud g
9, A&7k MAAE T B9, A&7k WA
T AR, 7 AL7bs A FRER TAAENH,
Likert 54 HTEE A3} 2435ttt o] A5t of
@ [Table 219} o] AASHATE

(Table 2) Measure variables and survey items

Number
Factor/Item Researcher of
items
Value
empathy . Kim, Jiyoung (2019), Ahn, Minhee
of  |F™MIOMMe | (019), O, Yeji (2020), Nem. | g
sustainable | Jihyung (2021), Han, Jiyoung
fashion page (2021), TaeKyung (2022)
products
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Kim, Jiyoung(2019), Ahn, Minhee
Economic | (2019), Oh, Yeji (2020), Jiyoung 9
value Han(2021), Kim, Hyein(2022),
Islam kazi Saiful(2022)
Ahn, Minhee (2019), Oh, Yeji
Social (2020), Nam, Jihyung (2021), 5
value Jiyoung Han (2021), Hyein Kim
(2022)
Park, Byung-Soo (2014), Ahn,
Hee-Ran et al (2016), Seok,
Favorabilit Pae-Yeon (2017), Shen,Hengde 6
v Y (2018), Zhong, Xinyu(2019,)Shin,
Sangmoo (2021), Yoo, Young
(2022)
Byungsoo Park (2014), Ahn
Hee-ran (2018), Kim, Jiyoung
Purchase (2019), Yeji (2020), General "
intention Suk-young (2020), Shin-Sangmoo
(2021), Inhwa-Kim (2021),
Liu-Yingden (2022)
Lee Yunmi (2018), Jiyoung
(2019),Tian, Junyang (2020), Jiao
Shuran (2020), Heejeong,an
Demographic (2021), Lu,Chenxi (2021), "
characteristics Shin,Sammy (2021), Su,Wanliang
(2021), Zhong,Da-yun (2022),
Liu-Yingden (2022),
Yoo Young (2022)
Total 50
3.3.2 Xig43
£ ATe T S YERD) FA-A (@)l A
5 59l olcjge APThoE slof etel ARENE
B A2E st
BASE AFHWIoR AHT olf+= JAS= BT
49 Aol F=9 F8 FHEAE, AFIL F
LuFY FHA eI Ho|A(tE), dstol(Li), AA

1x]o

BN A DA =AolTh. FA-2 d7= 1887.6%
gol 202249 BA-E= 28,8399 91%t] A GDPE
ST AH|EAlO|TH42]. EE FA = d2HE AT
el SHAE FAl S=oIA 7 2 A SHA F
SttzE, S04 78 2 R Alx 3 af AlEE 2
VT T2 AR 4T Tl Aol 2o glo] TRt
WAAE A 2 AL BT A, S
QR FEHE $8% otk $=9] A&AQ AA T
233} A el floiA F27 AT FPeHEA
FQlolA g2 FEE ¥ gl fAZTAA AL
A9l distd2 2] A&7hedt MAaAlEe] 2 4
Aol & Aoz 7diste] A7t Az A5
o 9 oAie AR §F olfe EetiEol
vl wjdo] dhek Tiol &al, FF AL AFE
Zof Slo] T2 MR HEE T Folehs AR
T2 ddto] os AAstA. £AF 7IRE 202349 8
¥ 109+E 202349 8¢¥ 20¥71AolH, F 3528 o

9ol e gHE o 397 HEAE ALt HF$H
=

o2 313719 HEAE BAS

3.3.3 24 uitd

B2 AR A= SPSS 26.0 ATEYo]E AlL3lo] B
TEA, gAY g9l BN, Age 9 el B AT
A B4, o 39 4 5 97 $HEE 3ot A
718 fAARES 377 SRS Fafe)Ato]
vl IS B4t

4. A7 2y

41 7188 2M
AR Y9 i A, shd, AT, 9 AL
JITEASH B4 4 A3 [Table 3]0 89FF]
J% Sxe] shdS B 18k} #shd o)
H]go] vjs=ait}. MFHR AE-ARS]-Hel A2 23.3%,
S AZ-2 15.7%, AATst A3 18.5%, HARI A
2 26.5%, Y HZL 14.4%, 7|EF AZL 1.6%=2
et Rl AFo] 26.5%% SEA & 7P 2 6]
32 AA ST YEF AgHol 1ol 200091t HRk
2 39.0%, 2000~300091%F2 36.7%, 3000~40009
2 9.9%, 4000~500091F2 9.6%, 5000912k o4+
L 4.8%= UERGT

30
=
i
]

(Table 3) Technical analysis

[tem Separation Frequency| (%)
Freshman 51 16.3%
Sophomore 93 29.7%
Grade Junior 74 | 23.6%
Senior 95 30.4%
Humanities, Social Sciences, and Law| 73 23.3%
Engineering 49 15.7%
Major Natural Sciences 58 18.5%
Design 83 26.5%
Management 45 14.4%

Other 5 1.6%
Under2000 yuan 122 39.0%
Average 2000-3000 yuan 15 | 36.7%
monthly 3000-4000 yuan 31 9.9%
pocket mone 4000-5000 yuan 30 | 9.6%
More than 5000 yuan 15 4.8%

*100 yuan = approximately ¥#18,400 (as of September 2023)
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(Table 4) Technical analysis

Item Separation Frequency (%)
Under1000yuan 154 49.2%
- 0
Average monthly 1000-2000 yuan 109 34.8%
purchase of 2000-3000 yuan 34 10.9%
fashion products 3000-4000 yuan 7 2.2%
More than 4000 yuan 9 2.9%
Don't know at all 25 8%
Knowledge of Not sure 70 22.4%
sustainable
fashion products Understand a little 153 48.9%
Understand very well 65 20.8%
Under500yuan 164 52.4%
Average monthly 500-1000 yuan 89 28.4%
purchase of 1000-1500 yuan 3 10.9%
sustainable
fashion products 1500-2000 yuan 12 3.8%
More than2000 yuan 14 4.5%
Projects to Clothing (tops, bottoms, 209 95 5%
purchase underwear, etc.)
sustainable : .
fashion products Accessories (hats, bags, etc.) 201 64.2%
ulti i er (jewelry, scarves, etc. .8%
(multiple choice) |Other (jewelry, , etc.) 112 35.8%
Design (colors, styles, etc.) 294 93.9%
Material 278 88.8%
Most important -
factor in buying Fashion 246 78.6%
environmentally Quality o
sustainable (fit, performance, etc.) 291 93%
fashion (_multip\e Price 272 36.9%
choice)
Brand 172 55.0%
Other 12 3.8%
v, magazines, 293 93.6%
advertising
Factors most Store information 180 57.5%
important in Friends'opinions 270 86.3%
purchasing
sustainable Parents'opinions 217 69.3%
fashlqn prodgcts Internet searches 296 94.6%
(multiple choice)
Promotional activities 156 49.8%
Other 22 7.0%
Intention to Yes 287 91.7%
purchase .
environmentally No 1 0.3%
sustainable
fashion products Not sure 25 8.0%
in the future

*100 yuan = approximately 18,400 (as of September 2023)

9] [Table 4] -SG9 shAAIE LB+ 70 H]& =
AL IS B, 10001403 o]k 49.2%, 1000~200099%t
Aol 34.8%, 2000-3000919t  Alel=  10.9%,
3000-400091%t Afol&= 2.2%, 400091t oA 2.9%
2 Uehgth S8R A&7k sjAAFel HiEt o
s B obd nE2ck 7t 8%, T BECK 7} 22.4%,

Q7L olaligtty 7t 48.9%, ‘Hi$- olsfgtk 7t 20.8%=
%EP*E} SEAY dB+ A&7Fse HAAE T
H]8-2 50099t ml¥to] 52.4%, 500-10009I2F Ato]7}
28.4%, 1000-150091%t Atel7t 10.9%, 1500-20009
QF Abo]7F 3.8%, 200091%t ol/do] 4.5%cIt}. A&7Fs
gt AR T FE F IF7F 95.5%E MY =%
DPQE_E& FAslFo 718 &olh. A&7hss A
EF2 S 9 7P F85HA Btk 84E YA
A4, 59, Edeg, 714, BIlE o] glow 1% YA
A3t HejEle] 8= 24 93.9% 9 93%= UEl
th BHEY] S8 T v WA W2 55%E YEHT A
27155 JARES FujE  HE JL Azl o
Yl Mol 94.6%= 7P w1 1 HEE TV, A, %
17} 93.6%% Vet 3% 8 A&7bsd sAAE

C

of “Jofelat QITF 7t 91.7%, & Rk 7 8%, "ol
oA} QT 7} 0.3%= Uhekith,
4.2 MEXlo| MElE I EIGY 24

£ oo MRAL 7 24 9 23T 0 /1@
e Bz Agsigon] HEAS A% F A4
2Al%} A OJAS Bl 44 o Asle] HEA A

A&7Fs3t AAEC] et A8 37} &
AL, FHAL Ael9] TAE AFSH7] 98l Likert 53
A g ARSI ZF =9 AFE+= Cronbach's a
AgE FGoth. 34T 4 AEY ARE A
£ 0.95 olgold, ZF A& 9| A== g St w2t
Al B A9 AEA SE2 BidAgol &k & <= Qirh

A&7F s AAES] FA7EX el gt e 9 4l
e B4 RS H ZEN(Q1, Q2, Q3, Q4, Q5,
Q6, Q7, Q8), AAA 7HA(E1, E2, E3, E4, E5, E6,
E7, E8, E9), Ak8]& 7FA|(S1, S2, S3, S4, S5) 5 37HA
ZmHo g a9t

[Table 5] Z¥}o] WE2W 7} Hr 9 AFE AL=
0.95 olidelH, 1% SHETH 71X|9 A= A=
0.969, AAIA 7}A 9] A== Ag== 0.966, AFEE 7}
29] AZE A4 0.9650Ith Q9FSIAIH,  RAMY
ZF Az o] A& A= 0.7 oMY w2 AFEE Ve
et

A&7hst PAAES] A7 HS3ke] B 2
AT B E A7 Y8l KMO A, Bartlett 7%
d ARE 3 A9 KMO 32 0.826°% 318 7|&A
0.5 oo™, Bartlett 78 @2 1646.674%1 P<0.05
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29 #40] Agstekn & 4 Ak

F % 37K 89l]
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7 32 1320.678, P<0.052 8RIEA0f| H3lsic.

FAE BAoA 2714 89191 T Eel FujojAr) S

84.025%§ UEbgtHTable 6) X:bl. EH9on F4 A 882 85.701%ATt. wEbA
2 ARE 24 gg4e Bty & 5 Qi
{Table 5) Exploratory factor analysis
(Table 7> KMO and Bartlett inspect
Value empathy of
sustainab\effashion products Sample adequacy’s
Questionnaire actors Cronbach's Kaiser-Meyer-Olkin Measurements 0.9
tems Environ . . @
mental Economic Social Approximate Chi-Square 1320.678
value value value Bartlett ;
art et}t]sr‘tevtst or Degrees of freedom 120
o1 0.884 0.146 0.238 sphericity
Probability of significance 0
Q2 0.876 0.176 0.223
Q3 0.886 0.037 0.18
4 = =
© oss | oms | o197 | o 2ulre] B7he} Tl TRt ey Y Al
Q5 882 137 264 ’ =
088 013 026 e 57(B1, B2, B3, B4, BS), FHJAKCI, C2,
> o7 | o4 | 0% C3, C4, C5, C6, C7, C8, €9, C10, C11)9] 2714
Q7 0.895 0.196 0.276 T Oﬂ’ T T e ’ -
om =
Q8 0.829 0.162 0373 Ho= shaltt
E1 0.31 0.765 0.209 [Table 8]9] Zilo)] W=2H A=k 9 g £49
E2 0.254 0.847 0.231 E35) QI3 zF o] Alﬂ_':._ A4= 0.9 ooy, 1
E3 0.187 0.857 0.016 = 37w o] AFE A4 0.919, Fujoate] AFE
E4
o o | 0% | o At 098692, & 249 7 Axe] ARk b
0.09 0.885 0.157 0.966 @_ L 012&‘:}
E6 0.116 0.745 0.4
E7
0046 0821 0376 (Table 8) Exploratory factor analysis
E8 0.157 0.881 0.243
E9 0.012 0.879 0.324 Factors
Questionnaire Cronbach's
S1 0.414 0.249 0.774 ems - N Purchase a
avorability - -
S2 0.314 0.343 0.808 intention
S3 0.307 0.287 0.84 0.965 B1 0.656 0.488
S4 0.298 0.316 0.836 B2 0.958 0.029
S5 0.266 0.227 0.883 B3 0.781 0.44 0.919
All 6.823 7.168 4.494 B4 0.892 0.219
Variance rate 31.015 32.581 20.429 B5 0.725 0.457
i C1
AccurrgtL;Iatlon 31015 63.596 84.025 0.241 0.852
C2 0.249 0.924
c3 0.226 0.941
(Table 6) KMO and Bartlett inspect c4 0.339 0.895
F—— A —y Hp—c O] c5 0.189 0.947
ample adequacy s Kalser—ivieyer— n leasurements
pie adedtecy Y 0.826 3 0.231 0917 0.986
Approximate Chi-Square 1646.674 C7 0.291 0.905
Bartlett's vtciSt for Degrees of freedom 231 c8 0.339 0.876
sphericity
" - €9 0.4 0.82
Probability of significance 0
€10 0.304 0.892
cn 0.437 0.814
4.3 AH|XIO| SZEQF FLOHOIA} Al 9.413 4.299
= Variance rate 31.015 32.581
[Table 7]°1A S&4¥49] Q%A A3} KMO #tol -
Accumulation 31015 63.596
- o of 2 i rate | i
0.92 32 7|& 0.5 oJAIYS & 4 Ut TS Bartlett




N
N
>
o
ro
m
»E
010
E&"
Hu
Pl
=
o
&
>
[
Job
N
o
N
D

(.07} UL TSP S4ol Ak Mg 5
st@lom, 11 AFE [Table 9] 895ttt A&7k
S s dAE ek oAt SATIAIIM SR
7HAI, BAA THA, AR 7HA, 24, oAt 5 B

E 24 WS 7e] TAL Axnda} 7oA AAE
wekal A5t Aoz slelE9ict.

45 7t A5

M1 WK EaAE e 55 ol
FWHIE 3] 3952 3% 013 Rolrt ol
# R B3 A 43 5 e Sk

WA= B2HES) 0] 52 0.1% U]
2 UekdtHTable 101 oebd 7H4

H1-2 9 Hl < A=stgct. 7 H1-1, 344 71X
© ] Ot FO] YL mIAA ekt Lol
= o= 2o AA, 8734 T SEE Rt

AT AA(PC0.01), o A AFEARH £A
Aol mad SHA 69.4%7F Aohd Hjshgo]a of
95%7F 4501 5,00091%F vekoltt. A|&7kset A&l
oisf Hie- et SHARE 20%C] 36k SEA]
80%7F A&7t A&l 41,0009 H|RhS 4xH]st

(Table 9> Correlation analysis

3 gk ol EAY HHBES A&7k A
of T3t Q14 =, BAH At ool 4R v
42010 obde Lehdict.

B AV S S ST A $A

3T
=
LI

oy

TAZ S et FEATONA EEA79| Shefot
2AQ179] Szt Wasie
A&7hsst AAES el 4 29) “A&7Psdk

WAAIEO] e E olrhale] UL FujolApe]

ZAA Q] PR v AotV o i3k AZL 517 Y3l
CHESITRAE it
AZAY, TR Fuloato] 89420l 0.1%

oAl fofst Z1o® YelhgthTable 111, wheha 744
H2-13 H2-3& Aesiqict. 7Hd H2-2, FAA 714
£ Fujolatel] G-olgt o] PP vX|A| gF=th. 1 o]
fre o2t Ak AAIA 7HAeE oA Tl -9
o AFEAZE 9lom(P(.01), o Hel AFEASHY
w4 o] Y SHALY 69.4%7F Aghd tigkAgo]
I 9F 95%7}F AEo] 50009t mwtolth. x|&7Ks%t
AZo] o) wj> &5 SHRE 20%0) EFtsi S
9x19] 80%7} A& M5t A|Zo] ¥ 1,0009]9F njukS
ZHSEAL Sl ol RAMNY tietE] A& ksTt
AZo] gt Q14 K= AAA 74x)7F Lo RS 1|
A& #4a]lo] ofdg yehdth FAA 717} )
Al HAE FF2 27l 9] FAA BAE At

Value empathy
Variabl A Standard - - - E bil Purchase
ariable verage deviation | Environmental | Economic Social avorability intention
value value value
Environmental value 4.2783 0.81587 1
Value Economic value 4.0419 0.89931 417 1
empathy
Social value 4.3509 0.72101 .593** .570%* 1
Favorability 4.0792 0.79357 406%* .828** .769%* 1
Purchase intent 4.3156 0.7274 .681** 448** .887** .642*% 1
* p€0.05 ** p¢0.01 ***p<0.001
(Table 10y Validate Hypothesis 1
Nonstandardization Normalization
Dependent Independent Coefficients factor
. ’ t p VIF
Variable variables
B Standard error Beta
Constant 0.091 0.306 - 0.296 0.768 -
Environmental value -0.141 0.072 -0.145 -1.967 0.055 1.562
Favorability
Economic value 0.523 0.064 0.593 8.222 0.000%** 1.499
Social value 0.569 0.09 0.517 6.332 0.000%** 1.923
R=0.911, R*=0.830, Adjusted R?=0.82, F=79.794, D.W=2.129

* p(0.05 ** p¢0.01 **p¢0.001
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(Table 11> Validate Hypothesis 2
Nonstandardization Normalization
Dependent Independent Coefficients factor N b VIF
Variable variables
B Standard error Beta
Constant 0.204 0.279 - 0.734 0.467 -
Purchase Environmental value 0.225 0.065 0.252 3.446 0.0071** 1.562
intention Economic value -0.091 0.058 -0.113 1573 0122 1.499
Social value 0.809 0.082 0.801 9.87 0.000%** 1.923
R=0.912, R*=0.830, Adjusted R?=0.82, F=79.794, D.W=2.005
* p€0.05 ** p¢0.01 ***p<0.001
(Table 12) Validate Hypothesis 3
Nonstandardization Normalization
Dependent Independent Coefficients factor t VIF
Variable variables P
B Standard error Beta
Purchase Constant 1.917 0.409 - 4.686 0 -
intention Favorability 0.588 0.008 0.642 5.972 0.000%* 1
R=0.642, R*=0.412, Adjusted R?=0.4, F=35.667, D.W=0.799
* p€0.05 ** p¢0.01 ***p<0.001
7] 915t QoA mEA7] 9] Shefe} ZARITO] B 5. A=
7} D5kl E3F [Tablel1]olA] B uje} o] 31
BETA 7% ARA 7H= §9 29 0.1% el 2 7= A&7 HAAES s 2 Aol
ALt U= T oA LIRS o= A&71s3t sAA

7Ha 3]0 A&7Msdt WAAEA At S=

W8 F SHEHTAE

o s Fojolde] FHA e A Folk” A Easkw B
€ 7RI 1 U 03 A9 R4S ST Bk GREAS BASRE
SHEE FooAle] $ol5E 0.1% HelA] folt A

o2 YepgdthTable 12]. wehA 73 H3S A== 9ict A

(Table 13) Analysis results

A 7, A4 2, A8 7

A, 34 71 7} iz}gg} —"rLuH,]A} /\]—o] o] Azt
Aol #E A7 Aol A 7M1 F= oltidEe] A%

- o] ATk mjA|= AHo7
Hypothesis Factors Factors Results *1‘—] T = ] ]‘— AOE
. SA T4 7
H1-1 Environmental - Favorability Reject =3 A
value
_ Economic - L -
H1-2 value Favorability Accept 7]"‘5‘?_} nﬂ/‘\jXﬂ%Q] 5}
i o 1A 0 ko
H1-3 EZEZI — Favorability Accept "V\}Oﬂ o é"‘ ‘—]- %o =
. A, B I 57k
Ho-1 Environmental . Purchase Accept ’
value intention P Ao st
_ Economic . Purchase . J1=5) @A 3}
H2-=2 value intention Reject Fsot Al it
—-—}:o 21
Social Purchase Ogo = U]X]‘C
h2-3 value - intention Accept =4 JR
ASEA gjl]- ]’ t
- Purchase -
H3 Favorability - intention Accept A

Rt

7Fe st WA Al BAIE 7] 9 ARIE 71l 5
o

@ 7P St} QAL Afole] A
Aol B3t A7 AFo)A 7HE 2 3 ASo] &
B4 R ARA 7o Higt

nXE Zow ehieh
o} Fojola} Afolo] A

A7 Zeld 7+ 3 F= oIt
A= JajojAlo) FA A
Fog veht,
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A}, g S0 BAA 1A SHelM He o &bl
A S AU Alggo] 7hett ARE AR
o=2x A4t 9 4E] PoIA vlES i &

A, A&7 AlE2 g0l Zof AlEe] 7HA] A
= AL W7IE B A IS 2 5 A E
2, AE7hs et WAAES Al B w2 AR}
875 g 5 9lo] HAso] AT A Ha-8S A
LBkl 71YG9 A& Thstt WS ST 4 U

AFRlA 7HA] SRoA AE7kett sAAES el
A AFH T2 Z= 2Ue ATHeEHN AiAtet A
ZAAE AYshs 5 AR21A FBA% 284S NS
& et =3 G ARle] digt B ARl Y= &0
el =S &

AR, A&7t MaAEe] @44, ARlE 7S
Alargro 24 AB|AE2 A&7set WAaAES st
e 344 gus 7H 4 ok

B34 7] SHolrMe A, AL7hset sAaAIES
Ag-gol 7hsskal G £A1E ARESt] g
Ahgdoll diek =85 Fola Uk o ® A A8
o $8Z2 7ol Wrls S Ed-

A, A&7FsSt mdAIEe] AL A2
oA Z&4o o FHe 7 29 wiEe 92
H B0 FYFE S0l & EY, AVl 299 A

m}g

I

Ol

~

Al B3 Arelel digt
FAo] &nxke] 73 o
Ashd ARk o2t AlES FHiskEE B3Il ¥
o BRE A2 A&7hstt fAaAES ARl
ATl &8 42 A2 5 Ak &HAE AR
o] AFsks HHEC} AR AE e Bl =
24| ol= AlEoll wEste] FuioAE Eole H =a
ol Hr.

2 A7 FAFE HERAF A o] FE(HHA)
FAFA @M AFshe AATE LBRR =3t
StA71l, F= AARITE AT o 2AF gPFAe] 4
€ 9] Aol Esiths Aol E3F 2ARIR0l 2
2l AERAE 51 AT Bk A WS F
Homet IS EEsIV0l HIHSE SH5ke I
0] Aljt 9 dARE 7ML o] FF A=
ojEfet Fi-& A%t A7t olFofxintd K F4A
ol 7hsdt ATEI =EE AR VHRit.

[l

REFERENCES

https://www.163.com/dy/article/HPOUD2KNO538BPY
H.html

K.J.young, "A Study on Consumption Behavior of
Sustainable Fashion according to Fashion Propensity
", Yonsei University Master's thesis, pp.29-35, 2019.

7.J.dan and Y.Y.ju, "Research on clothing consumer
purchasing behavior based on perceived value theory
" Shandong Textile Technology, Vol.42, No.2,
pp.6-9, 2023.

Yoo, J. J., Divita, L., & Kim, H. Y, "Environmental
awareness on bamboo product purchase intentions:
do consumption values impact green consumption”,
International Journal of Fashion Design, Vol. 6, No.1,
pp.27-34, 2013.

H.I.Kim, "A study on brand experience design of an
online used clothing platform for sustainable fashion
" Seoul National University Master's thesis,
pp.20-37, 2022.

Kuhlman, Tom, & John Farrington, "What is sustainability
", Sustainability, Vol.2, No.11, pp.3436-3448, 2010.

[7]1 Wei, X. & Jung, S, "Understanding chinese consumers’

[10]

[11]

[12]

[13]

[14]

intention to purchase sustainable fashion products:
The moderating role of face-saving orientation",
Sustainability, Vol.9, No.9, pp.1-15, 2017.

Xinyu Hu, "Study on Determinants of Sustainable
Fashion Consumption by Chinese Consumers -
Focusing on Planned Behavioral Theory -", Journal of
the Korean Society of Clothing Industry, Vol. 23,
No.4, pp.458-468, 2021.

Koh, Ae-Ran, "Sustainable fashion consumption in the
post-COVID-19 era", Consumer Studies, Vol.31, No.5,
pp.15-26, 2020.

Jung Da-woon, Kim Young-sam, "A Study on the Factors
Influencing Consumers' Purchase Intention and
Purchase Behavior for Sustainable Fashion Products:
Based on E-TPB (Extended Planned Behavior Theory)",
Fashion Business, Vol. 26, No. 5, pp.105-121, 2022.

Jeon Eun-ha, Han Jung-ha, "A Study on the
Development of New Sustainable Fashion Products
from the perspective of PLM', Journal of the Korean
Society of Clothing Industry, Vol.20, No.1, pp.34-49,
2018.

Heo Eun-joo, "A qualitative study of consumer
consciousness based on the experience of purchasing
sustainable fashion products’, Basic Formal Studies
Study, Vol.25, No.1, pp.459-473, 2021.

RISE, "Sustainable Fashion Lab: 2020 Post-COVID
Era-Focusing on China's Sustainable Fashion Consumer” ,
ASEE Conference, 2020.

Liu Han-bin, "High-quality economic development,
ecological and environmental protection', Guangming



3 Yol XL7tset WAUMSH et SAZIAZF 2 A= UM DIX|= g

a7

(15]

(16]

(171

(18]

(19]

[20]

[21]

(22]

(23]

[24]

[25]

[20]

(27]

(28]

Daily, Vol.42, No.5, pp.16-19, 2019.

This Press, "China 21 Agenda - White Paper on
Population,Environment and Development in the 21st
Century of China", Chinese Environmental Science
Conference, 1994.

X.J.jing, "Sustainable Consumption Behavior of Children's
Clothing Based on Environmental Awareness",
Donghua University Master's thesis, pp.13-15, 2022.

W.Y.ying, "Research on Clothing Design Methods and
Applications Based on the Concept of Sustainable
Development", Wuhan Textile University Master's
Thesis, pp.18-21, 2020.

J.Y.Kim, "Study on sustainable fashion consumption
behavior according to fashion tendency', Yonsei
University master’s thesis, pp.10-18, 2019.

Y.Young and L.Y.sook, "The Effect of Environmental
Sustainable Fashion Product Characteristics on Consumer
Purchase Intention — Focusing on University Students
in Hubei Province, China -", Paper of the Korean
Content Society, Vol.22, No.2, pp.198-210, 2022.

M.E.jung, "A case study of empathy design applied to
modern fashion = A Case Study of Empathy Design in
the Modern Fashion", Korean Fashion Design
Society, Vol.19, No.3, pp.73-94, 2019.

Huang, R., Lee, S. H., Kim, H., & Evans, L, "The
impact of brand experiences on brand resonance in
multi-channel fashion retailing" , Journal of Research
in Interactive Marketing, Vol.9, No.2, pp.129-147,
2015.

Zeithaml, V.A, "Consumer perceptions of price,
quality, and value: A means-end model and synthesis
of evidence", J Mark, Vol.5, No.2, pp.2-22, 1988.

Wang Ya Z, "Holiday gift package design renewal

proposal that stimulates consumers' emotional
empathy - centered on the Dao Xiangchun mooncake
gift package -", Journal of Brand Design Association

of Korea, Vol.21, No.4, pp.332-341,2023.

Murry Harmawan S, 'Building Brand Resonance:
Optimizing Symbolic Brand Reputation and Customer
Emotional Value", ASEAN Marketing Journal, Vol.13,
No.2, pp.170-191, 2021.

R.Prabhu and E.Starkey, "Student Reflections on
Sustainability and Empathy: The Outcomes of a
Sustainability Workshop in First-year Design Courses
", ASEE Virtual Annual Conference, 2021.

Slam Kazi Saiful, "Effects of values and attitude on
sustainable  fashion  purchase intentions in
Bangladesh", Zhejiang Sci-Tech University Master's
thesis, pp.75-82, 2022.

J.Y.Han, "The impact of sustainable fashion marketing
activities on brand trust, attitude,and purchase
intention" , Zhejiang Sci-Tech University Master's
thesis, pp.54-59, 2021.

H.I.Kim, "A study on brand experience design of an

[29]

(301

31

1321

(33]

(34]

[35]

1361

1371

(38

1391

[401

[41]

[42]

online used clothing platform for sustainable fashion

" Seoul National University Master’'s thesis,
pp.20-37, 2022.
Kim, Mi Hyun, 'Study on the Sustainability of

Domestic Upcycling Brands as Ethical Fashion",
Journal of Cultural Product & Design, Vol.56, No.4,
pp.1-12, 2019.

Ahn Hee-ran, Shin Hyung-deok, "The Effect of
Calligraphy  on  Advertising's  Attention  and
Favorableness: Focusing on the Controlling Effect of
Emotion and Engagement," Journal of the Korean
Society of Content, Vol.16, No.4, pp.1-11, 2018.

Chung Shin-woo, "Study on body care cosmetic brand
design renewal to increase brand favorability', Journal
of Brand Design Association of Korea, Vol.11 No.4,
pp.27-38, 2019.

P.B.soo, "The Effect of Multicultural Acceptance on
the Intention to Purchase Imported Products”, Seoul
National University Master's Thesis, pp.33-48, 2014.

S.M.Shin and Y.R.Lim, "A study on
confusion,value,and price sensitivity of eco- friendly
fashion product", 7he Research Journal of the
Costume Culture, Vol.29, No.1, pp.48-64, 2021.

Y.han, '"The Effect of Identification on Purchase
Intentions", Honam Normal University Master's
thesis, pp.23-45, 2021.

consumer

Wahlen, S. & Stroude, A. “Sustainable consumption,
resonance, and care’. Frontiers in Sustainability, 4,
1013810.(2023).

Nevo A, "Empirical Models of Consumer Behavior",
Annual Review of Economics, Vol.3, No.1, pp.51-75,
2019.

Trudel, Remi, "Sustainable consumer behavior', Consumer
psychology review, Vol.2, No.1, pp85-96, 2019.

Cho Eun-Joo, "The moderating effect of environmental
knowledge on the impact of university students'
consumption value on their purchase intention",
Korean Design Trend Association, Vol.49, Nol0,
pp41-54, 2015.

H.J.he and Y.Nannan, "The impact of knowledge and
perceived value configuration effects on sustainable
fashion consumption intention-a study based on
fsQCA method", _Journal of Beijing Institute of
Fashion Technology, Vol.42, No.2, pp.68-76, 2022.

K.S.yeon, "The moderating effect of fashion interest
and attitude in the relationship between environmentally
friendly beliefs and purchase intention toward clothing
reform among Chinese adult women", Jjournal of
Fashion Design, Vol.20, No.1, pp109-123, 2020.

Hee-jeong H, "Study on sustainable fashion consumption
behavior according to fashion tendency", Jjournal of
Basic Plasticology, Vol. 22, No. 3, pp.465-478, 2021

https://baike.baidu.com/item/%E5%B9%BF%E5%B7%9
E%E5%B8%82/21808?fr=ge_ala



48 AEQEUgES=EX 103 M3S, 2024

2 0] H|(Yi-Fei Wu)
®201749 64 :

EAER

%3 A5l
L HAIAEAD
% 20174 99 © B3 HENYTYS;
7 TAlsk} (A
| =20194 9¢ ~
T Arel AE(AEE)

a5

(g2l

!1]_0‘

i

o

rgrieti

A oA, AeAE, Ao WAt

0] ¥ =(Young-Sook Lee)
= 20004 3¢ :

=

= 20209 84 :

= 20004 3¢ ~

(Hale]

Qepstoiiost

ety nE3As} vka

o—|"1]-

R

LEFH vl

7 :

pacs



