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Abstract

This study focuses on social norms and perceived benefits that are expected to lead to purchase fashion
goods selling by social enterprises that can help guide the establishment of effective sales strategies for social
enterprises. The relationships among two social norms (injunctive norms and descriptive norms), three percei-
ved benefits (cause benefits, psychological benefits, and social image benefits), and purchase intention were
investigated respectively. Data were collected via an online web survey and 11 hypotheses were statistically
tested by using PLS-SEM analysis. Purchase intention toward the fashion products of social enterprises was
influenced by four antecedent variables (injunctive and descriptive norms, cause and psychological benefits)
excluding only social image benefits. However, descriptive norms only affected psychological benefits while
injunctive norms only affected social image benefits. The findings suggest that the owners or marketers of so-
cial enterprises need to create a social atmosphere in which more consumers buy the fashion goods for social
enterprises and emphasize consumers' psychological benefits that they feel mentally more comfortable by pur-
chasing the fashion goods of social enterprises.
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Table 1. The result of confirmatory factor analysis

Latent variable Indicator Indicator loading Cronbach's a CR AVE
IN1 ) b
Injunctive norm IN2 .93 kkk 93 93 .83
IN3 R
DN1 QHH*
Descriptive norm DN2 93 HE* .94 94 .84
DN4 ) bl
CBI1 2
Cause benefit CB4 B4 HH* .90 .90 75
CB5 93k
Psychological benefit PSB s .89 .90 .81
PSB2 96H**
Social image benefit SIB] 89T .86 .86 75
SIB2 L85HHk
PI1 Wik
Purchase intention P12 B5kHE .87 .87 70
PI3 L8OFH*
***p<.001
Table 2. Fornell-Larcker criterion
IN DN CB PSB SIB PI
IN 91"
DN 73" 91
CB .39 43 .87
PSB 51 .57 .64 90
SIB 60 .58 .55 .68 .87
PI .68 74 .63 78 .69 .84

Injunctive norm (IN), Descriptive norm (DN), Cause benefit (CB), Psychological benefit (PSB), Social image benefit (SIB), Purchase

intention (PI)

a: Bold numbers on the diagonal represent the square root of AVE for each construct.
b: Numbers below the diagonal are the correlation estimates of two constructs.

2. FZ2E got

R%}3t 0*31& 08310 PLS-SEME-4] 0] 1211 3

o A= S Frshoet. 2 A r g o] YAl
R*ZEE R zo1ma19=20, R e 55a=.34, Ry 50) o) aa=.
40, R5oy0 =785 =2 5] Qlth R?GHo] .26 o] AFo|H
AP, 13~260]H <%, .02~.130]H 3} &2 3 7}(Hair et
al,,2017)sh=t, A0 A e 304 g8
Al Jstil= A ol A Bl SHE ST 53], A
3] At 2|z S g o] Sl o] =5 78% AT Bt
Qo] Fufole = w9 2 o Y gE

=705 -

ST B 5= ok 0%k O’ pepagu=13, Q% ye 40
9=25, Q2 a1 01m19=26, Qoo =492 EEF 9
owm, I 7|32 0.00 o] A4S BHH 5 7] o ol & A

3t 5 223519 thal £ 4= 9l t} VIF(variance inflation
factor) 452 2.33~4.68 2 L eI} Th 5 F A O] A4 =
A gkt

29| froldS A58l flsf F-E 1 5,000
o w, 71 B4 A3}H= <Table 3>} <Fig. 1>
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Table 3. Result for hypotheses testing

Direct path Path coefficient S.E. t Result
Hla IN—PI 18 .09 2.09%* Accept
Hilb DN — PI 27 11 2.54%* Accept
H2a IN—CB 15 18 .85 Reject
H2b DN —CB 32 18 1.77 Reject
H3a IN —PSB .20 15 1.30 Reject
H3b DN — PSB 43 15 2.79%* Accept
H4a IN— SIB .38 17 2.31%* Accept
H4b DN — SIB .30 17 1.74 Reject
H5a CB—PI .16 .08 2.01* Accept
H5b PSB — PI .39 11 357 Accept
H5c¢ SIB — PI .04 12 37 Reject

*p<.05, ¥*¥p<.01, ***p<.001
Injunctive norm (IN), Descriptive norm (DN), Cause benefit (CB), Psychological benefit (PSB), Social image benefit (SIB),

Purchase intention (PI)

o s
DN4 91

— Significant path

- --» Non-significant path

*p<.05, **p<.01, ***p<.001
Injunctive norm (IN), Descriptive norm (DN), Cause benefit (CB), Psychological benefit (PSB), Social image benefit
(SIB), Purchase intention (PI), Purchase experience (PEX)
PEX is a dummy variable (0=no, 1=yes)

1
.84

S 6\418*

Fig. 1. PLS-SEM analysis result.
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(6-20,p>05)°]) EAA 0.2 g0l e Qg2 w4 o
SLOLE, AFE] A o] ] %] s8] ) Z}(5=38, p<.05)ol 2t 5

=706 -



At2l & A& dh XI2HE ol 2101 Atel & J1& A RS IOl OIXl= &

o] 5t
o

N
=

10

o) 3k & vl Ak whebA 714 229} 714 3a
H gl o, 714 dat 2 A ek 7] % H
7 8| e | ZH(B=32, p>.05)3} A1 5] 4 o]u] 2] 5]
(6=30,p>.05)0l= ol gt FF= A A ket 4
21 39 2] ZH(B=43, p< 0D T F-2 3 FFE vl 3
t} a8 B2 714 2b2) 71 4bs 7| ZHE| Rl o, 7}
3b%= 2] 2 Tk Fo) A Fe) 2 ZH(p=.16, p<.05) 7} 4]
2] 2 & 2] ZH(B=.39, p<.001) vl 2] FEof A<l
G ) F o1t AFS) A 0]u] 7] e 2| 2H(B=.04, p>.05)
2 Fuf o) o o] w3k o3t Pt 1] x| 2] eFgkeh.
whepA] 7Hd a2t 7Hd Sbi= A A E 9l om, 7Hd Se=
712+ E| et F7HA e 2 Sl o o] AFE] A 7]} 9
I JAFS ek ol A o anE FAIR A
p<.05 =0l A of= o] skA| fof 7k FaFE S v A
© Aoz FAF A7 o A2 7] 9] EH*S_XH%%
TRt A o] = 2HAF e Aol fl=

Hj A o= gl 7hs Aol B wrhal & °1EP

N ool N

|y
a—

[e]
-
Y
2

;?L o AN

A

it

V. 721 %

T AL 7] gle] SR TR FT5
gl deko = Abs A 3 o 5 2 285
Hgatet weksto] AYATE Eof= Al
£ 3R ) o2 74l
H(Z A &g, Al A &9, A3 A o]n)
)2k ol moko] BAE 77t AFH o
ek, A TA el SO cf 3} ULk
B, A5 A 2] Sl WP k7]
S T B AL A 7Y A A E ] uf o] o
JEL vl A= A0 R e of F 3 mE 8
A3EA Q) O FAE T o) o] L w ATk W
FH. Kimetal.(2012)2] Ao} Y WA= 3Tl S 4=
Qlt}. 3 X HFH. Kim et al.(2012) 2] S0 A= o = A
T el odkelo] ¢ I A 83 Axl o] B Lo
M 7162 el geio] o 2 A-gsto] AT
o) o] ue} 7| A T YA F el FFY
o) ol Aol 7k A& 4 A& HolF ek 2
o] merel ks A 719 A E ool A 74
A o] Feio] & o FshA A-gk slow g
Q15| 9471 ofl AF3) 2 7] Qo) a A E g el Al s
£ Abgo] o] gow Beg S Aulahe 159

L w="T 7 -
= [e]
P

N EMEEE EE R

S0 o rfE
o © o g
&WIOL_FL—H

N
)

L o
)

o -

=

oﬂ.ﬁﬁﬁirll‘i

P

>

=707 -

o] frobd & AlARRIh Z o4 Selat A el 4 de)
3 A8 E 7] o) FoiE fuste aelo s 1
glom, 53] 2ux7 Ale) 4 Hele 425 Aol

]’_1‘—:_'_
Tl oo W 4= Q= 7P AT UL YF3h
et

o)
1

0\1
rﬂ
o

[¢]

2

&
o,
iy

*}ﬁx—. olu] A & & x| Zof gk
W2 A2 A g &z
]% Wt &, 282k A
AAEE Folstoiof st HEe LW]
oﬂHL AR 71 A Ee e EhA] ¢
©] 2] o] u| A 7} vpuwhd 4= Qlrpal ket A o)
AR A 714 o) s A A E-2 ol o= A}%L |
W25 AR A s d A EE Fushs 2ol A e
Aoz Hop HekehS 7HA & ﬁOIE}ﬂ*lf‘WOlE}
Hheofl, i A o2 2] A S E 2| Zhof| of gt g
P VA A] G A ES ARalo] SRt EA A
S FARE FEe ot dAIE S wold e A¥E
VA WY =T 2S5 A YA A FARE -0 2
SEoh= Mo AALE = 4= gl Ak
Tl 35S 5F e = (Y. Kimetal., 2012) = Q7] of
ol Urehd Atz i ok &, 77k A o] AHE]
2 71 A EE g A S| ol shof of ghrtar gzt

B ol Bt o ] 958 o nk Ay

-
o

odh
oo o
_EL

o

NS

o2 g =
o 3
Ni

S‘coﬁi
;\:.:

MR oo~

éﬁlorlrﬂrﬁoﬂ

EIEP 7]’\14 %7-‘%! 2 *Pﬂ” Ol el
Ao ® YA, Fo|SEe l
shwl o) ot Fulelis W91 S we o
A 2A1e] o] u] 2] 7} g4k Folebs 7] o= 2] o
r:]-'r 3F X 011:]. Eb‘]— A]-p:];(—l 7]040] q{ x4 oizl-
A A AR 7] W ol AHF A 71 ] AR E=
ol SEA U 2Sto = ERelo A 7hAl A 0 2 ey
71oll= A 7E ol et 2o E Alm g

R, 28] 2 AVEE 7)1 4 A1 ol 7 2
A1 8] o m| #] ol mfo] "k A F135] A2
Bk LA, ol el gt s o] ALal A 7] A%
FulohAlE oS shelslalth o] AT AT L
o5 2|5 §457] o) 4 4u]F A ek 2
o 2 Yehd A3 & 1(Lee, 2008; Moon et al., 2013) 9]
Astohis bt o] A3 A 7] A A& oo

717t b2 &9 A AFRBA, FETG ) 7o)
oh= Xjo] 7} 98- AIAFRITE. 2, 58] 4 dm] Hofo]

whef dm] 2o} oo GakS vl X AW agle o



Vol. 43 No. 5, 2019

S 4 Uee ol AF AT P AT AL
ol 2] Fopg pA|ststel A7e Wa ol 9
&8 AT

WA, AL81H 719 Bl A el o m g g
2% gl aolo® Py E AT WA 1

2 sleof o & JFE v A A &2 A
71 e ol ehEol 089l A
ahwl ob 3 mlu|slA| Fol 4 e o] x| zo] g
ek 3 4 Qlek. o] AL8 2 7] Qo] h A
whofl chak Abe] 4 o)) sotol i Abe] 4 T o)
o] 1) ¥ehar AT 4 Gk, A Rb A
SEERS

3] o] 35}

[e)
R

hv
=
[e=]

_l

=
S

A
<)

o
=
T S ol A8 P

e .
oS ek g )

=
g

o s 47 Eol Abe]H BA) S ATt
A7k ol e 4 QL
a7t gieh Ea Auk7) ARk 4]

= 3=
e A =y

=gug g

o HF
= 1o
4>

1o gy
=)

]

2

o T

2
}01,
B
9‘15
2
2
ot
)

O

Aolck. 8] 719 ] HHAE T
oleba Ay 2sHe Aol Ful
Fal 2 7191 o] oA & oA
0Bz A8 7Y AEL
A FulolA] HeE
%2 fursts Aol AnAY
=

S LR
AT Wk ohu e} Ab3)
147} 2| ks s g o] 18
of. oWl AF8 2 o] 21 g5}
(EELEEE EBEL L
ol Uehet7] Wio] S5 Abg]
Balo] AT WAt de A
AT 4124 B4} A2 ofn]
sho] Q1A wol ek shite] aql

_\,iﬂ.llm:g_lﬁﬂm
e

=

Wi ol
Ir £ o 4 ditre

T

-

ju

=)
[o oft not
ga 3

filo

>yl

w8 e
o N

30

N
=
2o

[0
=

K
H

o Mo T
o
ox

o

(e}

S P (e =N T - T O S

20
—Lliilolq
o 2

_?L

5

f
> Ao
2o r
LA

ol
& 3o 30 °P o\ g
=
B

a

o
B
jus)

i)

oo 2 og

Ju)
==
o
0

S

B
z 2 2
2N

=2
o N & o lo

o fr & ote 4o

o

_>|4_|’

of oF P M oft il

flo mok

-

> el 2
a4y
oE

D)

]_

ol
e

1.

tlo e

ox. -
offt
o

- 708 -

o2 ATt Lee et al.(2015)2] AG-S H5}o] 4] g
2 & el 1} Ab8] 2] o]u] x| §|ed o 7 TES o] o1
S 2 Hp A8 s A& 7hssHAl sl

2 AT AR, SHEA 0 2 g AARE S A
Stals YA D 7HA] AR o] Y2 Fld 4
2 Aol A = AR A 71} s Al e e
H sE(Fel A 8, de A e, ArelF
B)2 Al 7hA] ZRelefl At Are s gkt A
Hel slgo] fojulet A5 HojFiles 9l
J BB Aol BB oz ofLo] Ay}
7152 e, FA A s,
Ho| g o] 3715
& 2 ol M2k
A= AAE
A A ofl -2 7}

=0

~
o N

)

B
N
o g

>
3

=i e = e =)
[*]

H 2
iy o
o ok ) 2 ol
i

-

ol

S e

o

M f e @ o2 N oo O & oqlr >
u

o7k TRALNE Hol7k YA % ST B

7k lek. 71 Ashe A E2 o] A glo] 2 A E RS
B sl AHE A Z| ol = £ d7Aste] 487

$8 HEE 4 9 Aol

References

Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measure-
ment of consumer susceptibility to interpersonal influence.
Journal of Consumer Research, 15(4),473—481. doi:10.108
6/209186

Beatty, S. E., & Smith, S. M. (1987). External search effort: An
investigation across several product categories. Journal of
Consumer Research, 14(1), 83-95. doi:10.1086/209095

Chae, J. M. (2012). The effect of relationship benefit on consu-
mer's purchase intention: Focusing on mediating role of inter-
action. Journal of the Korean Home Economics Association,
50(2), 93-107. doi:10.6115/khea.2012.50.2.093

Chae, J. M. (2013). The influence of consumer's relationship be-
nefit perception on the relationship output in internet shop-
ping mall. Fashion & Textile Research Journal, 15(3), 371—
380. doi:10.5805/SFT1.2013.15.3.371

Choi, S. (2018). The effects of characteristics of social enterprise
on the performance of social enterprise. Social Economy &
Policy Studies, 8(1), 1-25. doi:10.22340/seps.2018.02.8.1.1

Chung, H.-S., Choi, S.-E., & Choi, D.-K. (2017). The effect of
perceived risk, perceived benefits on purchase intention for



At2l & A& dh XI2HE ol 2101 Atel & J1& A RS IOl OIXl= &

St
S

delivery food. Korean Journal of Hospitality and Tourism, 26
(8), 71-86. doi:10.24992/KJHT.2017.12.26.08.71

Cialdini, R. B., Reno, R. R., & Kallgren, C. A. (1990). A focus
theory of normative conduct: Recycling the concept of norms
to reduce littering in public places. Journal of Personality and
Social Psychology, 58(6), 1015-1026. doi:10.1037/0022-35
14.58.6.1015

Doran, R., & Larsen, S. (2016). The relative importance of social
and personal norms in explaining intentions to choose eco fri-
endly travel options. International Journal of Tourism Rese-
arch, 18(2), 159-166. doi:10.1002/jt.2042

Gockeritz, S., Schultz, P. W., Rendon, T., Cialdini, R. B., Gold-
stein, N. J., & Griskevicius, V. (2010). Descriptive normative
beliefs and conservation behavior: The moderating roles of
personal involvement and injunctive normative beliefs. Euro-
pean Journal of Social Psychology, 40(3), 514-523. doi:10.
1002/ejsp.643

Gutman, J. (1982). A means-end chain model based on consu-
mer categorization processes. Journal of Marketing, 46(2),
60-72. doi:10.2307/3203341

Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relatio-
nal benefits in services industries: The customer's perspective.
Journal of the Academy of Marketing Science, 26(2), 101-114.
doi:10.1177/0092070398262002

Hair, J. F,, Jr., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017).
A primer on partial least squares structural equations model-
ing (PLS-SEM) (2nd ed.). Thousand Oaks, CA: SAGE.

Hartmann, P., & Apaolaza-Ibafiez, V. (2012). Consumer attitude
and purchase intention toward green energy brands: The roles
of psychological benefits and environmental concern. Jour-
nal of Business Research, 65(9), 1254—1263. doi:10.1016/j.
busres.2011.11.001

Hong, H., & Hong, B.-S. (2008). Perceived risks and benefits to
natural dyeing product-The role of product knowledge-. Jour-
nal of the Korean Society of Clothing and Textiles, 32(9), 1343
—1355. doi:10.5850/JKSCT.2008.32.9.1343

Hong, N.-R., & Kim, I. (2017). Examining the decision-making
process on consumers' purchase intention in the fair trade cof-
fee context: The relationship of social norm and personal norm.
Journal of Tourism & Leisure Research, 29(1), 353-371.

Hur, W.-M., & Ahn, J. (2009). The empirical research on relation-
ship of consumption value, satisfaction, trust, loyalty of green
product in elderly consumer. Journal of the Korean Geronto-
logical Society, 29(1), 195-213.

Jagel, T., Keeling, K., Reppel, A., & Gruber, T. (2012). Individ-
ual values and motivational complexities in ethical clothing
consumption: A means-end approach. Journal of Marketing
Management, 28(3—4), 373-396. doi:10.1080/0267257X.20
12.659280

Jeong, J. E., Lee, H. J., & Park, J. C. (2015). The effects of NPO's

=709 -

image on donation intention: The mediating role of trust. Jo-
urnal of Consumer Studies, 26(2), 93—118.

Jin, Y.-S., & Lee, J. K. (2014). Study of the corporate image and
product attitude in view of consumer perception of corporate
social responsibility ; - focus on the moderating effect of self-
image accordance. Journal of the Korea Academia-Industrial
cooperation Society, 15(12), 7077-7092. doi:10.5762/KAl
S.2014.15.12.7077

Jun, S.Y., & Park, H. K. (2014). Differential impacts of advertise-
ment campaign on willingness to buy: Firm types and consu-
mer values matter. The Korean Journal of Advertising, 25(2),
139-160. doi:10.14377/KJA.2014.2.28.139

Kim, D.-J. (2011). Effects of support nature, public benefit, event
favor of the mecenat on corporate image. Journal of Tourism
& Leisure Research, 23(1), 575-590.

Kim, H., Lee, E.-J., & Hur, W.-M. (2012). The normative social
influence on eco-friendly consumer behavior: The moderat-
ing effect of environmental marketing claims. Clothing and
Textiles Research Journal, 30(1),4-18. doi:10.1177/088730
2X12440875

Kim, J., & Park, E. (2015). Determinants of pro-environmental
behavior and environmental consumerism: Focusing on norm
and motivation. Journal of Consumer Studies, 26(1), 1-22.

Kim, S.-Y. (2016). The effect of social enterprise performance on
social enterprise values. Tax Accounting Research, 50, 171—
192. doi:10.35349/tar.2016.50.009

Kim, S.-Y., Kim, .-K., & Kim, Y.-B. (2013). Exploring the eff-
ects of program types (corporate donation vs. interactive CSR
program) and media channels (news article vs. social media)
on publics' evaluations in CSR communication. The Korean
Journal of Advertising, 24(6), 167-190.

Kim, Y., Jo, W., & Han, S. (2012). The influence of preference
similarity on purchase behavior in social network. Journal of
Consumer Studies, 23(2), 329-349.

Ko, J. Y. (2017, December 30). At3] & 71 ‘A E] 77 A| &0 2
AL E] = A o A ZH5F 28] [Celebrities' chakhan consump-
tion expanding to the ‘CONTINEW’ goods of social enterpri-
ses]. The Korea Economic Daily. Retrieved from https:/www.
hankyung.com/economy/article/2017123008671

Koh, A.-R. (2009). Ethical consumer behavior in Korea: Current
status and future prospects. Fashion Information and Techno-
logy, 6, 54-62.

Korea Labor Institute. (2017). 2017 A}3] & 7] ] A el 2 AKI)
[2017 survey on social enterprise (I)]. Korea Central Council
of Social Enterprise. Retrieved from http://ikose.or.kt/2794
90#0

Korean Social Enterprise Promotion Agency. (n.d.-a). 7| & [Over-
view]. Korea Social Enterprise Promotion Agency. Retrieved
from http://www.socialenterprise.or.kr/kosea/support_syste
m.do?depl_kind=1



Vol. 43 No. 5, 2019

Korean Social Enterprise Promotion Agency. (n.d.-b). A] A =
[Support system]. Korea Social Enterprise Promotion Agency.
Retrieved from http://www.socialenterprise.or.kr/entersupp
ort/finance_payrolll.do?depl_kind=1

Kumar, A., Lee, H.-J., & Kim, Y.-K. (2009). Indian consumers'
purchase intention toward a United States versus local brand.
Journal of Business Research, 62(5),521-527. doi:10.1016/
j.jbusres.2008.06.018

Lades, L. K. (2014). Impulsive consumption and reflexive thou-
ght: Nudging ethical consumer behavior. Journal of Econo-
mic Psychology, 41, 114-128. doi:10.1016/j.joep.2013.01.0
03

Lee, K. (2008). Opportunities for green marketing: Young con-s
umers. Marketing Intelligence & Planning, 26(6), 573-586.
doi:10.1108/02634500810902839

Lee, M.-Y., Jackson, V., Miller-Spillman, K. A., & Ferrell, E.
(2015). Female consumers’ intention to be involved in fair-
trade product consumption in the U.S.: The role of previous
experience, product features, and perceived benefits. Journal
of Retailing and Consumer Services, 23,91-98. doi:10.1016/

jJjretconser.2014.12.001

Liu, G., & Ko, W.-W. (2012). Organizational learning and mar-
keting capability development: A study of the charity retailing
operations of British social enterprise. Nonprofit and Volunt-
ary Sector Quarterly, 41(4), 580-608. doi:10.1177/0899764
011411722

Moon, H., Choo, H. J., Park, H. S., & Baek, E. (2013). The roles
of benefit and risk perception in ethical fashion consumption.

Journal of the Korean Society of Clothing and Textiles, 37
(2), 159-173. doi:10.5850/JKSCT.2013.37.2.159

Moon, Y. H. (2010). The effect of social and personal benefits of

CSR activity on the company and product evaluation (Unpub-
lished doctoral dissertation). Chonnam National University,
Gwangju.

Oh, H. S. (2015). Factors affecting on body dissatisfaction and
diet intention among college female students: Focused on int-
erpersonal influences, media and social norms. The Korean
Journal of Advertising and Public Relations, 17(3), 65-97.
doi:10.16914/kjapr.2015.17.3.65

Oh, H. S., Park, N., & Kang, N. (2013). Effects of individuals'
cultural inclination and social norms on the intention to ille-
gally download digital content: Comparison between Korean

and Chinese college students in Korea. Journal of Communi-
cation Science, 13(4), 343-378.

Oh, K. W., & Kim, H. (2011). The effect of social support for
adolescents on self management, appearance satisfaction and
fashion opinion leadership. Journal of the Korean Home Eco-
nomics Association, 49(10), 71-79. doi:10.6115/khea.2011.
49.10.071

Paul, M., Hennig-Thurau, T., Gremler, D. D., Gwinner, K. P., &
Wiertz, C. (2009). Toward a theory of repeat purchase drivers
for consumer services. Journal of the Academy of Marketing
Science, 37(2), 215-237. doi:10.1007/s11747-008-0118-9

Prasad, M., Kimeldorf, H., Meyer, R., & Robinson, 1. (2004).
Consumers of the world unite: A market-based response to
sweatshops. Labor Studies Journal, 29(3), 57-79. doi:10.11
77/0160449X0402900303

Rha, J.-Y. (2010). Business models for social enterprises. The
Korean Venture Management Review, 13(4), 129-161.

Szmigin, I., Carrigan, M., & McEachern, M. G. (2009). The con-
scious consumer: taking a flexible approach to ethical beha-
viour. International Journal of Consumer Studies, 33(2), 224
—231. doi:10.1111/j.1470-6431.2009.00750.x

Teyssier, S., Etil¢é, F., & Combris, P. (2015). Social- and self-image
concerns in fair-trade consumption. European Review of Ag-
ricultural Economics, 42(4), 579—606. doi:10.1093/erae/jbu
036

Yoo, D., & Lee, J. (2015). The effects of the social norms mark-
eting on the consumers' purchase intention in the online shop-
ping context: Focusing on the social support level, group sim-
ilarity, self-construal. Journal of Channel and Retailing, 20
(4), 105-131. doi:10.17657/jcr.2015.11.02.5

Yoo, H. M. (2017). A study on the impact of customers ambival-
ence on pro-environmental products for purchase intention.
Journal of Product Research, 35(4),21-32. doi:10.36345/ka
cst.2017.35.4.003

Zhu, J., Goraya, M. A. S., & Cai, Y. (2018). Retailer-consumer
sustainable business environment: How consumers' percei-
ved benefits are translated by the addition of new retail chan-
nels. Sustainability, 10(9), 2959. doi:10.3390/su10092959

M Bl
AS Yt o fekat At

=710 -



