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Abstract

Eco-friendly consumption is a prominent trend in the fashion industry, by which many
firms attract the interest of consumers using a green marketing strategy. However,
“greenwashing” (caused by distorted, exaggerated, and false information) gives rise
to consumer confusion. The purpose of this study is to investigate the effect of
consumer confusion and value on price sensitivity and purchase intention. Data was
collected from 228 respondents using a questionnaire that was distributed to consumers
living in Seoul and Kyunggi, South Korea. The data was analyzed by factor analysis,
regression analysis, and Cronbach’s alpha using SPSS 23.0. The results were as
follows: First, factor analysis showed the consumer value variable was significantly
categorized in altruistic and self-expressive values. All variables (altruism, self-
expression, consumer confusion, price sensitivity, and purchase intention) were shown
to have significantly good internal validity. Second, altruistic consumer value was
shown to positively affect the purchase intention of eco-friendly fashion products, but
self-expressive consumer value had no significant effect. Third, consumer confusion
on eco-friendly fashion products had a negative effect on purchase intention. Fourth,
altruistic and self-expressive consumer values had no effect on price sensitivity. Fifth,
consumer confusion on eco-friendly fashion products positively affect price sensitivity.
Sixth, price sensitivity on eco-friendly fashion products had a negative effect on
purchase intention. Therefore, fashion firms should provide a certified green mark to
consumers to eliminate confusion and deliver the right message without greenwashing.
Moreover, fashion firms should develop green marketing strategies that are more
focused on altruistic consumers.

Keywords: consumer confusion(2H]R}F Z2}), eco-friendly fashion product(Ze-E I
HARE), price sensitivity(7FE TZ-E)
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I. Introduction

) A= & AHAIA HEgt
He Zﬂ%’é}‘z‘ﬂ. Ju Al A9 Avet 3
PAZ A3 T4 A EA7F of71 g
et @ 5d ST AR o|FEA SiE WS A
SfoF shi= Aol HIUM &, ES LAATIA &
7] I8l ATIAE HIESHA] 9= & oY 7HA] Wk
ol S5t A, A AA7E 35 2= st o
AstaAt =83 7]&olal Qlth
A AHAEE o] gk Ql4o] FH F7teE o]
LB A AHAE P97t o DA 2ol Y=
u| 220 tisf & o IS 7HA I S FSHQA
AH|E o}1A} St} Korea Environmental Industry
and Technology Institute [KEITI](2015)0|4 21373
AH|EA A A (Green-CRM)C.E 201 1WRE 2015
W7 IRH71E MR} AR B4R A, BARE
Wl 7} 24.4%9] 71 AFEE 7MY =4 e
oA A 57.6%, HETLE AR 36.9%, H3HA
AF T 5.5%= Ve 218 Al gt 8
$E v ArREY 20114967 671€) 1,3000]
ACAA Y 1%)01 4 20158 (%FHE71) 437t0] 2 (9%) 2
2 Z71et Aoz yehgth E£3 184 AES +
uj st Fgo] 2010 39.6%014 20129 56%% AS
stalou e AlFel tiet BAIE 4.3%004 8.4%

2 &7l (Ministry of Environment, 2013). 373
EAO] gt AE7F 2013 87.8%0014] 20189l
93.9%, 20190l 94.2%2 A5, X33 A
Zof| st TAE 20134 81.1%)4] 2018 ] 91%,
201990 91.5%=2 A53IATh A8 AES
5k AP E 20133 58.4%00 A 2018 86.6%, 2019
9 87.8%= 5ol o MgF Aol digt 4Al=|7F £
£510{(18.2%) Tt ASAES oAl FuisHA|
= Aoz JePITHKEITI, 2019).

o9} Zro] Ao tigt AH|RES] o413} Tao]
FEel et 71952 o8 RopollA e AlE
= 7Ngst7] S8 T4kt A mi= A 713]9] I
07 A S Feotal quok o] gk 2 %15Hy
4H EJEE 7|YP0R Stoja AR miA" SH
oA ZHuARE S AMAA AAs HE AEE

i=}
e

163} 49

AL, 8kl e SEXIHARI 7S SESHA
o}l Qth(Lee, Lee, Song, & Hong, 2011). 1384 1}
A ofE IAuA" 2] 9] 4 (Greenwashing)
of7]5}oq i‘ﬂXP—-J 73_‘ AlFol gt o4t
Al Faro] gt B4l 5 MR S5k 2 5HA
ot 13d¢ 1(Green.14- White washing 31430])2 7|
ol FTE flsl AL Al SFXIeH EAS
51912 = YA TR ZS 9n|gith. Korea
Consumer Agency(2012)9A = 373 HAIE St A
£ 3 4%t AN EGAG 592 EAL,
FoT ARE wssion, 4 el Q) FnE
g FE S 31wt A Sle ASR dEHTh
KEITI(2019) R34 0] oJ3td k4 R E] gt
EAE 211%E UEhy 53 AU FIE F4A|
7171 9ol 7192 &4 vt3 5 A5 w2 AlFoRt
e BPZ okal, = olE olFSHA e 71
ojLf AF A& 709}01101: Els O}Oﬂ"'}
21873 AlEol gt 4l
AS9] X AFE o
AES] A e l"—°1i’, ggst Ald o e
F 83 847} Hr} ARHo] ZASHA] 2 2 T
W&oyt E=5 of7lsh= ARt vt 5 Al
22 JHE MR =E sfo] %l
HEE& 291 AH-& B2 _/,:a—goﬂ £33 H|-go]
A ZEIL ol v AFAHOo2 e AFO| 4]
o upzlo] JAstA EoHA He wAE AlsstA |
TH(Cha, Lee, & Yoo, 2013).

A7 APALES AHEd, 48R &
24 AudFat ZHx e wE X3 Aol o
St Fuff 9] (H. J. Lee, 2015; Lee, 2010; Lee, Yang,
& Choi, 2007; S. Lee, 2013), 87 A3A o7}
234 AE Ao Qx=(Kong, 2010; S.-K. Lee, 2013;
You, 2018), 7}2 91714 (Han, 2015; Sun, 2018), 213}k
73 AlF Auto] gt Am]AF SEH(S.-J. Moon, 2013;
H. M. Park, 2014)0] =3t J1E o]FojF oLy, 1f
AAFONA Y] Hgg Aol et axv|A} St 7t
ARG S 8% AT vEe AAolt 21eA
o AAFo] Rt AnAF Sk Al T
270 ot £ ¥ v|A EUST A, AR
T, Z1E]a FeshA] gb= ATE o]ojX|A s,
ol& e AAF nizllo] AgetA| Fote 2
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=0l 2 5 3tk SAFLR ol V|G ol
Ao AL TS mAEE Th0HAE A
Jaet EAdeR A7IEHI St

wheha] 2 A7) HH2 4HR; 7ER| 9 28
AAEC] et &uAF Sgto] Xy s AAEA A
T AN S Qo] A= FEFl s
gorAnt. ol WArIgel F2 e HAaAE
of tigt ZupAIR ] i AFA R WFe AlAs=
o agt 712ARA A=E AAE 5 AS ACE A
=23

1. Background

1. Eco-friendly fashion product

e sAAEFol 2F A AFol A F
St =4S 4 7IEA olstz: stoiof sthaL, I
AAE0] dure BAi 374, AR H7|7HA] HA
oA SFZIH 0= FAbE AlFo|th(Lee, Kim,
& Park, 2002). Lee et al.(2007) 332054491 T4
o8 JitE ddoly AT ARgSHAY, AR
Htolut ofn] ARGH AES A ARE &2 AEE
SHAW, ARS8 H71ES AgEsHAY, 17|
Ao HAE £ 5= 3l EE= LAAIIA &
24k 4 Qe AlFe R fAaAEY 7193 A
A fet w7] 5 AA B0l &0 ZAIE F
A gke AlFolet stk 53] e5d 9F A
A7H] A5l mE vl B 52 sl 22 &4
2 A9Ystal 1 O H(MacCarthy & Jayarathne, 2012),
ol AlF 5% EF 5 5 WolA TSk &
7 Asf 242 &4 wiEFY SV 25HA Etk
T3, 7HE a7t 22 £ ARlER BAY e
HAE A2 w7] 7T S7HIE & Aotk w=t
A oA AFRAol A 18 AlFol A4 A-557] {5k
Me fA714EY =83 FA7F a5k, 7199
JR-AG S BT 4HAF s wsto] et At
B g},

>

2, Consumer values

87 44 PEe FENY] AAE vzl
A YET BHI WAL A ATl A |
zo] oj@A] YL vNLAE A7 wast vk

24 WAAF et &vR B 7HA, A

e

+ BAEGAT

(Granzin & Olsen, 1991). AH|A}9] Bz o} =S 2
Aot= Hl 5718 Fojotal 4 F= 7= E
Aog 2I3= AYgog 39 frto|1, 235
x| T 71ER0 F5 FAlolth(Rokeach, 1973).
&, 7= 3§50l 92 F= 58T 842N P55
< olgfotal A&5T 4 QU= AP Q< lojti(Rohan,
2000). °o]¢} Zo] AHE BHA P Aol Sl
&BRRe] 7HAE $88 FEolth. Kong(2010)2 A
vhEQl A AEY Fid s EAGHIAL AH|R}
=°] Ad 7HA]Ho] A Z5HY AFol Het et
Fuigsel vA s FFE AnEYTh b £ A
TollA= AHAe] 7EA7F XeH s AA1Ee] 7HAR
48T Qo] nA= FFS RABEIAL giTh

1) Altruistic value

OletFelR 4Bl Al o]e] Fucks e
R foIaPA S Mg ool FEaE 2L o
"]tk (Schwartz & Bilsky, 1990). oJE}FEL]A 714]Q1
A9l AN dmet P50 R H(He
WAZE dou, A7 xR ISHT, A7FS
9], o]7]59)) 7FX#RI Hfoll= F()2 A A
ohn stgon, BAskE 250 S0l olgFol 7t
AT ALV G vkl 51 TH(Clark, Kotchen,
& Moore, 2003; Schmuck & Vlek, 2003). O]+ AH]
Ao] AP BES 59 71 Ao 474 B
9k ofyet, 842 FAIskAL o] whE AR}
of 340] 27 4 A1 HRolet. B U B
A2 A 7R (D9 A 9leH, o]
718 7M1 B R TATE ds Ao® UEht
T}(Poortinga, Steg, & Vlek, 2004). TSt o]E}9] 7}
APE FANHA Y5 S o Solat
2k 5} th(Cleveland, Kalamas, & Laroche, 2005).
olo} o] Au|at 7o) ket BH kA L] of
2oh e wes ¢ & Utk

HIHo] Rice, Wongtada, and Leelakulthanit(1996)
° BB 8o] Be vt ABHA |
Lol 3784 Y Aokl gt AFtolA AR FE
Shed] ol ohEA Uehd % eka stict. o
b Pl BOAE o) 2014 A4 ololE
wo] ofd Eele] olo}g Al Aztalof 511, 1
L melo] 3L ofu] FaAHoF B, L A 7



Vol. 29, No. 1 A

of A =AY oA AHH g FEo] Fof
A% Zo] ofd 4 glong Jof F5L 53] of
okl SFH ol et Xgh
S0z @8 4 g WA 52 sl of Yol
olety T PEL I 5 UL FORE 539t
(Semmann, Krambeck, & Milinski, 2005).
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2) Self-expressive value
olerzela o) AgEE A BAY A
o PAE LB Aol Ao FALA o B
Q9] S £2, A, /AT 5 eh A
S oItk H. Moon(013)2 27| Bald 7118
AR FYE, FNAUEF, 52T (warm-glow)©.
= Awsigon], AuAgaEolt 2o AHol}
430 ol2elt 4T ool £RAUL The A
ol AABT 53T & AEE w39 Holt Y5
o2 Age} ARl R Ag), EA % 59
o] e+ UEE= A4 AUAFF ST E9,
4 % 59 5ol WA B7HEAY AAHA £ o
o|F Faslslel= Wold AUAFHFOITHLee &
Choi, 2001). AR JFE A A0 2 J4E B4
= &l A& RSt AHAY] W-QF] An]deF
3 FFohe SR S, Ao} WEoly
A7) S8 & A7 A% A v oE
A BAO] FHE & BIAE A AHE
’étﬂ% E}(Hwang & Kim, 2006). AH|Z}=E0] A

Bot= A2 RISl Wiglh om|A|, Tz £1210] A
OO}‘O]'-“—:- MQA1A A4 (personal identity)S FAJsH=
Y5ol2tal 5+ tH(Mannetti, Pierro, & Livi, 2004).
sRFe ABH HYPE T Zott Bl ol
Aol s Blo] AR T 2N Rof 2FHS F
Al71= A& 9u|stti(Andreoni, 1990).

o9} o] AH[AEO] AlFS FHT w ARRH
THHoIU ERQle] 52 W] s S o] 4]
Ao} 7EX7t 7HARI ol YFE WA 7ol &
o, Nagle(1987)2 A8]2t9] BE3F /14| 351,
280 B3} UL, AFHOE olSo] Hivt 5
o) R4l W o sk

ol

>4 r-1n 4)"

ety £ ApolAL AulAe] X7 284 1
AAE] AU Tl Ee] MR e

AaaA e,

o .
i

fet 51

3. Consumer confusion

AHR7} 218H] o]qret T2 ALS] EflEet 9
Kol 3} e} 5718 WA B 39 F7k 9
Aqh, AA 2 e AlES Filishs 48] P52 2
2 7190 & YEGTH(Carrington, Neville, & Whitwell,
2010). o]& AB|AES] A3HE AEFE Aot AR +
o) Q5] Fol7} AT Aolth WA AE
Folo} e 7 A SuolA FRHQA Lu|z}e)
g7t 249 49 YEOZ ojojAA] P & Ao
o, &7 Al Hsl BT Aol AR, 2219
e AlF o7t &4 2AE sfidshetd #d o
vt G 1 5 YAl e o] B
ith= Ao|tKBerger & Corbin, 1992).

old A3 AE Tulol hat Avl4 B %Ag
gy AFol digk E4lo] H&H Fa3% ¥4
8517 "o}, Korea Consumer Agency(2012) 01?- A
B}e mu A8 AE ANY IS W8
AEo] obd IR AFo] WL 1L, 46%9]
AgAolet B AFo] LA Holet stk
=3, AEo] 24X AR} vieA] gAY B
oot 201459 o] 7158 4 UL Sk &
WA 71g0] AlEe Auo] nek 7o) oA A4
o SHbo] glong Axo] AHRE AdE AE
< ujslA "ok, Park, 2014).

Park and Noh(2011)2] AATLolA] AH|AE] An}
EQo|Fo] tigt A7t S84 or ool IFS
o) ATk Sheich o) AEol that 4u|xto] A7
Zo T2 9] 2 9l =Q3l Q919)S oF 2 glo
o, SAE AFY nHALE Sl LBAECIA g
S Hhe ARE AFStel AB0) e Mg =
she o] o} EAo] Fashchy & 4 itk ol
37 A Zo] gt AuA o] WLLHE HIAT

— 11—

_IN rlo

ﬂl

Moo BAO] IS XA T (H. M. Park,
2014), TAYHS Avlz FofelEe] RYHo o
F2 vlAA "t 2AYYo] TATHAFOR ofo]

e 4 Pl S UL 2 4
QA4 E 9514 =k (Song, Li, Kim, & Yoo, 2011).

ol g AlFol Hs FERHAY X =" 4
R Qe A=o] BAZ HE £MAES Utk A
FH o vgEH oz FZste] Fuf o] £
A QS AL Sk



52 A7 A F gt 4w

3L, wjAto] #Rt A7 545 Aol dis)
auASo] ¥ B mug] FAE AR R
olch. Al=]o} xelmlg} 7HAe] ofs) A=CD, Lo
CD, A=, B9 A% 2% 249 9% BA} ek
1 3tItHBa & Pavlou, 2002). E3F Avg ol z4|
AZHAT} U= FEFIAAZANAE A7 S5
2B SAFAAF T ZYu|ArHEE A&
S o7} W AHo7 ERGTH(Castaldo, Perrini,
Miasni, & Tencati, 2009). 2201 @ Znu}z19] whujjz}
A=eES ZEu|e] 7HEd] 3389 J3FS HA L,
QEuZl ghfAtof W A7 A SF o] Fold
Ae WHELSE A A7 2 dFF F= 8
olo]g}tal st th(Joo & Han, 2008).

AHIAEE A AEl Hish #4o] A9 gle
D2 Xe7 2hdo] wol oj&sto] Ad¥E sHA ot
(D’Souza, Taghian, & Khosla, 2007). AMAAF 21317
Aol et ehdlolu; Foj7 AEo] gt AlF= 11
AuA" T K2y AEo] sl F¥E vt &
4 0o, o= &S 7HAE FESto] AN 7]
& TF=A]A ok SHok(Ottman, Stafford, & Hartman,
2006). 730tz st AR =7} 20148 80.7%0] A
20199 872%E YEHHL, AAE AB|RE0] ¥4
2 59 g JAFHATt =AE B FgHE
AEFS ddoh= 4971 80.9%= YEET. I3yt
A ASAES EAlSH: ol 47 gyt A&
AEAES & 4 flolAM7t 50%E 7P A UEr AL,
A Eo] i3k EA4lo] 29.7%E LERFTHKEITL, 2019).

wehA 218 s AAEo] tiet AR} E8to] T}
AN Fujoleo] nAe JFE FAILAL
3t}

o]
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4. Price sensitivity

NAUGHL AuRE AF A0 Wsht che
AB3He) 712 Afolo] AL Mg Helsh
= EAo|H(Goldsmith & Newell, 1997), 714 39
goll tigt EA Ao wEt =5 AESte = oA
of&= Z}o]7} A st} (Kalra & Goodstein, 1998). A~
HIAEE 54 AFol dis] @2 7140 2ot B2
S 77|k oL, 2 7HE0] S w77 %
StEE 7HAo| g uAY ATt o]k == wF
5HA BRet=7HE 7HERIR/dolgk Rk (Goldsmith
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& Newell, 1997). =, 7FE A 0] &2 AH|AE= 7}
AIZH/go] W AHAHD 22 7HA 9] AfEol o
3 7HAE o 2A AAHH, 22 7H4 HEolk 7t
Aol $2 AnAHG JojFog A wkEgt
o} (Goldsmith & Newell, 1997).

Song et al.(2011)2 AH|A7F X34 A& WA
Mo QASHT AT, Ao AAY £UL &
dfebein A8 AES T AFBSF A Al
orochy S g $AZSHAS AnlRE B
3 74 o g AES AeshAEt A8 A
7tAo] Uut JFETE £ 18 AHRe}L v
7 AHA BE 28 AFEo] B Aol skl
(Henion, Gregory, & Clee, 1981). 12|} Bhattacharya
and Sen(2004)> AH3]A FQlof| FAT 7|49 FF
= 54 A¥AES § w2 7HE0E Fud 9=t
UL SFAT. 71ho] AYS thsf AHS] 54 2ok
ABARE0] F71E A &S &S FASHA £
ofj, &H|RS0] B 2 7HEE 7170] AEStaL, 1
7199 AES Fist= 237t & o ATk KEITI
(2019) Hi1Ao] 23t AH|RE0] ASAA|E
7tE AESt At sk aHS ARE MR o] B85
9t HojH HITAAFL 55073922 9F 10% F7}
2 AET 8971 Y= ACoE UERH
37 A&7} 7 Arnot, Boxall, and Cash(2006)
Aol ostH FAHFAAT AvjAEo] LAY
AAERT ZuPEsL we A0 etk
Loureiro and Lotade(2005)= AH|AE0] 3 HFEIHA
5g e o tha R 1AL ARIEE A%
Mo Fujg ool o Erhu ek Trudel and
Cotte(20090 WE3 A4E3} 7140] e @72z,
491A50] 9715 @ A2 71Fo] 100% §71%
AZ($2121), 50% Q7% @ A=($20.44), A&7
AE gl W M2(820.04), 1AL BIHEY W M=
($17.33)2 YER} wRBE el ol o 294
Q a3k BB Aol dhet FHH ket
o 2 9L AL 202 et B3 34
Ano] gisf 1o2EY $1.45 ¢ AESL EF
o Axo] s 1o2=T $2.45 A A&t
&, 2HAES PR P4k AlF s
< 7HE AEStLAL sHAT, BlEEAos A

A A B e AE AR TA

.

o
o SR o o
o f e B0
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£
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A o5 K B3 480 18 5
L9 ] 517] 93 © &2 7}A0] FA = th(Niinimaki,
2010). 13} Joergens(2006)= AH|AEOA F714
Qg Ree FA o v 19 4B ot
Qofurt slgict. Heba] AL We 4% o)
o F83% &4dot
ey FES FESH] A aHRES 2
I B=0] A5} Hth(Schaefer & Crane, 2005).
webs 284 8AQ Id SHAY o2 2EE A
7| 91} F7449l M8 ABAoF Ae(Aguilar &
Vlosky, 2007). 13 Lee et al.(2002)2] A-Lof|A A
A oFAFE] 7HH0] &2 Aol disiAe aBAt
So| 2Al HEg R S o)k 4uAE
o] g+ s ditEel gt 714 Q14lo] mj$- F85t
ol g HAdE Fuore] FFE HE A
olch Wby aw|tel ARz o] We s
# Folelmol BlAE Qe TASTA T

H 1o

5. Purchase intention

Folel £t Afelo] 7ple ool chat Algolit
YEg WEoR EASLA She oEw auzel
T 52 A&l FaiEi et s AEAl
AxE F27 Wolth mehs 44 PR
TIPS AT 4= QlckBarr & Gilg, 2007). 12
L 2B|Rpe] Mgk S e A o o]
e AWY AL Tl u ulgo} Buigol
RO, e AEFZ et e e H<s|
AAE A ekl low, Ftuf Fof A= 7] wjZof A
5 QS Foshs Aok tEA YedtE.K.
Lee, 2013)

A7 AHES A o] glo] Al5Hel ejges
Ha] 3% (herd behav10ur)% Stch(Salazar, Oerlemans,
& Van Stroe-Biezen, 2013). =, AH|X}7} 340
o gt AR ARe FohehES she AslH &
gho] 7}8| Atk (Cowan & Kinley, 2014). AH]|#}9]
730l digt B, 400 it Tt =4, g4
o2 PEIES S AT Y, AA oF 7
WA, 18 o159 s B2 7k ol 7o
oo FIFZ AL, 53] M ool gt o
BT FuiE e, 22l ARRH dEo] Mgk
g so] %23k Q2lojthCowan & Kinley, 2014).

fet 53

Park and Park(2009)2 %183 mjAd AMEof gt 274
A AR 5994 YrhE ofA =, ol= W3 o
AgE] gt A= =tk Skt
HrH o] Joergens(2006)E AH|RFEO] %A oF
E Fich= Aol A0l 384 53 Frh A
74512 k7] wigol X3hg 9o7E sk Ao &
SHA AQAFE L71A] vkl shylch. Moon and
Lee(2012)= &HB|A7} X187 A|Eo] At AEHh
17 Ao AU ARERo| EHSAL 7] o] X A&
Aolghs A7 g 13 AFS Tl whet
44 ggo] Fojxtty WUojgt: & g AE
< FHiskA] gethal okt E3E, ABREC] X%
7 9FE 7T o gyt oFAEY Z2 27olH
A% 75 FufotaA} gkl Sk TH(Lee, 2002).
Vlosky, Ozanne, and Fontenot(1999)2 3+730f of
St 9J4o] HE5E, TSl tst Folvt w2
5 87 Aol tigt FET =01, Jung(2012)
2 773l izt BAlo] a1 e AFol gt A=
18 A& oot & ok vt &
g= & 4 UTAL ST J. Park(2014) X1gHE A
&2 AH|AE0] 8 AEFE o
Aot ofgA wEI, EYAY FRE
T BEE Aet AZEY A8 AE
735l AHAEA B& Hl&EH o= AJztEo] 2
2l i =E Z1A Tth(Song et al., 2011). KEITI
(2019) ETAS] ootd FFuta JAFJAEES THA|
FufstA] Q= o= Lyt AFol Bls 7FEo] v
A(63.6%), Z1ZHE gl tigt A7 F-£5104(18.2%),
28 A7 BAL} thgFdo] FE510(9.1%), 7
S 5ol dst AFFH Bl F=51(9.1%)=
Uety 7HA 3 A7t 218 AlE Fujelol] $8
g 9999S & S St

N
N
|o
re
r>4'

I1l. Method

1. Research question

& AFoAE LA ZHR A9 fAAlE
g anla Eto] Ag waREe Gt 7+
24T Foole] mAE aFe FHsIAT £
o] B 77| S5 ol 2A 1AL wieo

ohe3t gol AFEAE Y3t

o 2 2
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o

&7 AAE] Hit

ATLA 1 AW AL AR AR et
Aol mAE JFS Wil

ATEA 2: 22 WA B That 282 Beol
ATl WA G Wl

ATLA 3: AR AL A HAAE e
o] mAE e

ATEA 4: 22 WAAE That 282 Beol
AR HAAE FoRme] mAE
gL wlh

ATEA 5 WA WAAF] e 7HA Aol

A7 WAAE FohlEe] uX:
Qg ek

2. Measurement

2 AT HE HEAEE A 8sio] ATEAE 7
Botgeh. SPETEA HEAL APATE(Chen
& Chang, 2013; Han, 2015; H. Moon, 2013; H. M.
Park, 2014; Shaw, Grehan, Shiu, Hassan, & Thomson,
2005; Walsh & Mitchell, 2010)& HlEo.&2 H J-19]
B42 Fstd] A= At 57
E A2 Abgdtel Al 1A 318, 263} g
6235}, 712 WA 353}, tuf 9,] T 483to 2 14
5l Ol EAA HH EY 5 £ S5EYCE A
H At

SEY AY 2MAE oz Hustol 3l
AME 753t 22885 SPSS 23.02 0|83l Qi
A, 3]HEA, Cronbach's alpha, F1E2A 5 54 &
Hateiet,
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IV. Results and Discussion

ATEAA EA4= AnEH ddE 97 31.6%,
o]z} 68.4%0]1, AFL 20~294] 68.4%, 30~39A]
26.3%, 40~49A4] 3.5%, 504 o]At 1.8%= rEFTh
stgg AnEd, 1F o]d} 8.8%, Histu /AR A
3t 50.9%, HiSt/ARY £ 36.8%, Histd o)A
3.5%0] 1. XL Y 36.8%, =5 8.8%, Yul AL
2] 36.8%, AAH71E2] 3.5%, AH]| /A 3.5%, A}
BAALE 3.5%, FA 7.0%E UeSTh 3 & 92
1009 ¥ =gk 43.9%, 100~300%F ¥ ©IF 26.3%,
200~300%F 9 =9k 21.1%, 300~4005F Y w9t 8.8%
2 UETh

1. Factor analysis on variables

FeE B4E FF A43d "H(Orthogonal
rotation)™} H|2]H A 3] (Varimax rotation)?] 291
A slo] M4EY BYAS ASST B &
AFEO] bt 7 WeEY] Af: 242 shRa,
Cronbach’s alpha Zto] Z+ QQQ¥ =2 60K T} o =
e AT & e Ao vepirt

AHAF ZEA] @ RloflA 2714] @Rlo] g5k R
L Z B9 62.143%E YERYTH KMO 2% = 745,
Barlett®] THAAAAE= 1,604.1702 -9]5HA et
wrh A7 REH 74| 9F oeR oy ZHA R gyt
Fom, 7 st AFE A4 9067 .8089]
T}(Table 1).

AHRF & gRlo] dHshs Rie & #4Y
62.519%=2 UEFGTH KMO X+ 568, Barlett®]
FAAAAL 1534712 S9sHA Uttt A=E
AdE 69302 YERFTHTable 2).

JHAugy aclo] Myt REe & Bl
80.387%= UEFGTEH KMO &&= 696, Barlett®]
FAAAAE 39746308 G514 LeRgth Al
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<Table 1> Factor analysis on consumer value
V o 0,
Factor Eigen arlancev & Cronbach’s
Factor Item . (Cumulative
loading value . a
variance %)
Consumption is a means of creating my image. .883
Consumption indicates what kind of person I am. .847
I express my values through consumption. .804
Self- Consumption is a tool for self-identification of 201
. love for me. 38.326
expressive 4.599 (38.326) 906
value I spend to make my appearance more valuable. 768 '
Consumption is a standard for guessing the status 755
or social background of a person. ’
I want to reveal my image through consumption. 7154
It creates a society where equality of opportunity 22
is given to all. ’
It creates a peaceful world without conflict or 760
Altruistic | "0 a5 23.817 -
value Realize social justice that prevents corruption and 741 ' (62.143) '
cares for the weak. ’
I live a life that is assimilated with nature. 739
Protect and preserve the environment. .695
KMO: .745, Barlett: 1,604.170.
<Table 2> Factor analysis on consumer confusion
1 0,
Factor Eigen Varlance. o Cronbach’s
Factor Item . (Cumulative
loading value . a
variance %)
I need the help of a salesperson because it is
hard to know the difference between eco .889
friendly fashion products and general products.
I think that there is not enough information
Consumer . . 62.519
. about eco- friendly fashion products compared 812 1.876 .693
confusion . (62.519)
to general fashion products.
The environmental markings of eco-friendly
fashion products are too difficult to distinguish .652
because they are too similar in design.
KMO: .568, Barlett: 153.471.
T A= 8772 YERYTH(Table 3). 74.924%=% UEFGTH KMO &% &= 716, Barlett®] -
FuloE @Qlo] A@sts BES F Bl WAL 2625182 SO Uekdth AgE
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<Table 3> Factor analysis on price sensitivity

1 0,
Factor Eigen Varlance.Ay Cronbach’s
Factor Item . (Cumulative
loading value . a
variance %)
If the prices of eco- friendly fashion products are
. . 934
high, I am hesitant to purchase them.
sensitivity | Prooto consider Many Tigs to use. : (80.387) :
I am reluctant to buy an eco-friendly fashion
product that I know is expensive than other .841
products.
KMO: .696, Barlett: 397.463.
A 7472 YERGTH Table 4). 28R} 7127 234 mA AlZo) gt Az
o ol P VALAE FHA7] Ash A B4
2. Research question 1: Effect of consumer value olR}al, B4 A} {95R] LA YEFGTHTable 5).

on price sensitivity to eco-friendly fashion product ol= AH|RE9] A7 HE A 71X o|EF9 A T1A]
7t A7 A At AHEugAel P vl
AFEA 10 4BRF 7R 7F 212 A Al Eol o A%y & = AT
3 7HA gl At 3Rk vl

<Table 4> Factor analysis on purchase intention

. Variance %
Factor Eigen . Cronbach’s
Factor Item . (Cumulative
loading value . o a

variance %)

Even if there are many other products with the
same performance, we will consider the
eco-friendly fashion products I use now when

purchasing products.
Purchase 2.248 74.924 147

887

intention | When purchasing products, I will first consider 365 (74.924)

eco-friendly fashion products. '

I will continue to use the eco-friendly fashion Q44

products I currently use. ’
KMO: .716, Bartlett: 262.518.
<Table 5> Effect of consumer value on price sensitivity

Price sensitivity
Variable
B SE Beta t p VIF DW R F
Selfexpressive | 46 | 053 058 864 | 388 | 1.001 379
value 2.121 .003 ’
(.685)

Altruistic value -.006 .075 -.005 -.075 .940 1.001
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3. Research question 2: Effect of consumer
confusion on price sensitivity to eco-friendly fashion

product

ATEA 2: A
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gt 23 (Table 6)3} £t
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4. Research question 3: Effect of consumer value

on purchase intention to eco-friendly fashion product

R
e
ARG

AT-EA 3: 28R 77 183 WA

O] wA=

AR} 71A]

A& Ty

JFL wach

AHEe

20 =

A7) 82 71, olekolH
77t R A AlF ool oA F¥FS
A F37 A8l A7) BAsAT
(Table 7)1} Zth.
Fg}o] 16,3198 Rgo] F-oJ5HA et
o, 34 sl 12.7%2]

o 2u)%} 74 W% F

R

Hol 1 9
olepold T WE

W AAE FolEe] Qod Rt Hhe FFS

yul
O o}

rRE =2

“ofelol o1 ROl FE

2 ekt
JenE Auzte) oletelal Azt W W)

HAE Aog e, ofetsold 7hx7t
233 uﬂk]xﬂﬁ o) zof ZAAQ
A

QIck. A7 HEA 7 A3

A
=5

3RS H|A =
g s AdAlE
H| 22| %= AS

£0] 77o] Aut AFRT AW TSNS A HAE FoRoEo] A ML Ao et &
A & 4 ek WekA KEITIQ0190: ATAAE  Hla 7HX\0h 83 Asha] A gmet gl o]
<Table 6> Effect of consumer confusion on price sensitivity
Price sensitivity
Variable
B Std Err Beta t p DW R’
Consumer confusion 539 .063 497 8.603 .000™" 2.062 247
™ p<.001
<Table 7> Effect of consumer value on purchase intention
Purchase intention
Variable
B SE Beta P VIF DW R? F
Selfexpressive | g 049 023 367 14| 1.001 16,319
value 2.062 127 '
-~ (.000)
Altruistic value .399 .070 356 5.710 .000 1.001

Hk

p<.001
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5. Research question 4: Effect of consumer
confusion on purchase intention to eco-friendly

fashion product

ATEA 4 A8 HAA B T 204 Bk
o] A7 WAAE FohelEe] nlx
£ ere vt

A7 SAAE] ek an|xt Eeto] WA T
AAE FoolEe] FFS nAE=A PP s
o9 BASHAT, 24 ke (Table 8)3} 2.

AR PAAE e 20 TR A o
AAE ool deldl R0 FFS vAL A
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A Eo] 245 AT AEAE POl 27
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XF—Ol 292 Lyl e su A2
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6. Research question 5: Effect of price sensitivity

on purchase intention to eco-friendly fashion product
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<Table 8> Effect of consumer confusion on purchase intention

Purchase intention
Variable
B Std Err t p DW R’
Consumer confusion -217 070 -201 -3.087 002" 1.000 .040
o p<01
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<Table 9> Effect of price sensitivity on purchase intention

59

Purchase intention
Variable
B Std Err Beta t p DW R’
Price sensitivity -391 061 -394 -6.437 .000”" 1.888 155
™ p<.001
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