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Abstract

Controlling fashion waste throughout the entire product lifecycle is critical in a circular
economy. This study explored the possibility of establishing a public recycling system
for fashion waste. Since consumer interests and participation are essential, theoretical
research, social-text analysis, and quantitative research were conducted to identify
consumers’ perceptions of the public recycling of fashion waste and circular fashion.
Data were collected via an online survey among women in their 20-30’s living in
Korea, and 304 samples were used for data analysis. The results were as follows.
First, consumers’ perceptions of recycling fashion waste were composed of recycling
difficulty, the need for public recycling, and the need for EPR. Circular fashion
perception comprised favor, environment protection, attractiveness, economics, quality
and hygiene risks, and lack of diversity. Second, the reuse-recycle attitude and need
for EPR affected the favor of all types of circular fashion products. Third, environ-
mental concerns impacted attractiveness, and the favor significantly affected the
purchase intention of all types of circular fashion products. In particular, quality and
hygiene risk negatively affected the purchase intention of used-fashion products, while
attractiveness positively impacted the purchase intention of upcycled-fashion products.
The results implied that discussing the public recycling system of fashion waste and
EPR policy is imperative. The results also showed the need to classify different types
of circular fashion products, such as used, upcycled, and regenerated fashion items,
to examine consumers’ perceptions. In addition, the recycling of the fashion waste
scale developed in this study could be used for further research.

Keywords: fashion waste(B8)7]8), public recycling(FEE /S, circular fa-
shion(28MH4), consumers’ perception(£8] 3] 9/4)), extended producer
responsibility(‘"YRIR}F Y A F-EAT)
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I. Introduction

HAAEFS] A B 2A TsH= H7ES o
At AlF AEDdANA &A= AY Wy == o
AH7lES Hadete A2 % AR ivhe
A4 Igolet & 4= Ak 1By A AAZ R
A7 &9 HEF2 FUH 0T F7st= FAolH
AHAES A 22 Fuistal gA HEs aHlE
SHconsumerism)o] & oJltt. Ellen MacArthur
Foundation(2021)°f] w2 tjF12 9] 2o] IgiZ H
HAHA PAH7E9 73%7t AZEHAY P
UL HAH 7Y AL HEZ 1%E HA Gtk
E%0] 75%2] &H[A7E AZ-go] 73t fAAAES
ARt 272 A&k Qloi(Amold, 2017) AH&HE-
oyt AARET & U= AHHo] FApEAoR 47
g =o] AL At 71322} glolAl= Aol
ojAl= AHAY ARG & A&, AL, AEE 5 o
+2ER BAEE ogA #Elsior Aed AEE
o] &% AAOl trkd & Sle=rtol T A+t
A3 Fast Aot &H[Aks AlFo] ojBA
Solfiesluet AH4lo] HRfel B uAEo] oy
A AL, ALY 4 ghrtol 2o o wes
(Vehmas, Raudaskoski, Heikkila, Harlin, & Mensonen,
2018), g 2715l Yr1RTRE ARGt AT
851712 Y5l 9H(Laitala, 2014), AR Z0] A&
Wi} 2ol o) A ME T olo} BeE A4jo] 3
SopAL 2o HaolA A4 FEO olojA|A] %
T 9ltkLee & Lee, 2016). AHAEAL & g1
Aol & HEs WS A Eohe Aotk Alad
2ol Wz7|dolvt AARAE B3t 7|5 o&sgt
AAEFS] A8 A tohE SHtoll /let #
AAES A& 02 AL, 52 AgEsted o
v gg2e 7y 7, AAAES EElEsHRol
PAAEFE S3EHE ALES AEsHAY 7
Holu AAAIE =AY A7 A2e-S AAA
= A= (extended producer responsibility)7} &34 U
S QAT ol e AErie ) BaT A% s}
ol Hlolel, AT, £ul% AT So| sl
w024 H4 93 9ok

&3 3 AL QI3 3R’(reduce, reuse, recycle) A&

oA s = TEEME2 AT A&

Eof et ARRY QAT J7Fac]l HARSAT

2 72 4 9122 2 (Dahlobo, Aalto, Eskelinen,
& Salmenperi, 2017), 355= HAH7E9] 887
?l FF3EYHE AA" 159 /AT THe=
gtohs AFRA =08 AR Fo7t Aok 1By
A= ZeulEE Agsh7] fsiAe AHAe] #A
T} Zoj7} P29l Q40| B & (Vehmas et al., 2018)
A7 E FFEE] e AR Q14 o]s)
Sh= Zlo] A= ojoF & Aol QIYE A7} 2025
7T A A 771, e 4= vgva A
Ao = &g Yrol gt Iilo] F7kstaL QL
At A2t Y89} o]§ AN 3 sjAdof Bk
A7} Q1A et A= v ESith &% s
g 71E AFe F2 AARIEE AlFold S Al
E(Choi, Choi, & Do, 2014; Park, 2015), Ao]Z ¢
Z}olo] st A-(Heo, 2019; Park & Kim, 2014), 4
Aol 2 A B/d3} WRb(Jung & Kim, 2015) 5]
2=l gt} 18y S AAE §F0l wet
w5719k @A ZH(Kang, 2013), F+7-7F4](Kim, 2020)
5°] t2A yYetEz B A= &8 gjio
FIIAT dAto| 2 AFE ofye} HjAH7|Eo]
=94, 35t 34 AAH M2 AFE A=
Azt Aol WA EFS ZdstaAr gt 2 A
= Foohs HAHZEY 2&38Q FFEHE
A A" FE oA Woks =95h] f1% o]&4
EHE nksty] fls) A, A4 9 FHAFE
&9l HAEYE SoEeuEt
gk AHR} Q14 9 i WHRlo] JIFHAE Loti
A gtk fAH7EY FFEHE Ales A
710l &4l "R = oy
£ ofdst= AYY A4S 1E8E WEY (&7
Ae e <8 w4t sk =gol E &
Holet.

o v
1 =
QLA S

i

Il. Review of Literature

1. Fashion waste

A AARNA TSt A H 7 =0 Wt SA=
o2 t}oFslA] EilE =4 Global Fashion Agenda
and The Boston Consulting Group(2017)2] E31A40]
ol A 7| E-2 203090 14,8005 Eo] A
o Aoz st A AAHoZ WYsHs wfH
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fol

718 F 20%to] AARE - LG E I 80%+= &7t -
E = Ut oA AZtElE HORE WS
A AA 4 EFe A7 1209 Eof G5 o]=
A AA 2472 WiEFY] 10%S 2R STH(“Wasted
scraps”, 2021). HAH 7| E2 Avxte] fHAF A
£ 5 gut 7HollA viEEE AL Hr1E AE A
A A oA RS Ak F "] 7] gk I E A
got= AHQA Hr1EE FES 5 ok SR
A= {715 D 9 H2d 2] 9otH
AFALONA BlEE = ARH71ES 20109 1129
Eo]A 20184 4517te] B0 g2 Z7190 7 (Lee, 2021),
7HgolA g7 AT B3l HiEsEHe oF H7E
FAFE et BAXNE & £ 9l A7 B B3
BeolA] gkom, 20179 A= H7|E BARAIA
Ol E-F9] UAYFo] 188.5E/YZ YERY o7 AT
of Hd oF Hr|EFETt SFA 5ol ohE #H7
=3 A Ao WiET o7 EFel H g ¢ &
UTHKim, 2020). 7Fgolu AFAoA B A= o
A7 5 L5 el 29717t ofyet 523 A
7 E £ ASol= 7H7E AP EHA o et E3
AFAOA o= H71E2 AFGF7E FAA7] Wi
of AAqHo g AL, Mid, &7t 5 FHS Ao}t
I HEE A APotER FRY} AAA T LhAIA
FEote AZE AAH =Yo] QETH(“Thrown
away”, 2021).

2. Public recycling system of fashion waste

1) Public recycling of fashion waste in Korea

37 H.9] Law on the Promotion of Saving and
Recycling of Resources(2023)°] W2H 9JEZ(HE
Ao W SAOE, HEE U o dAA
g AxAY Az tide] He o5 9 o HAA
)] A= ALE oF tidelATt JRAIEY
= ABEAE ARl 2= of A kot AR
H71E&2 ALY TR 25 o] RR] 3L A o F
U #H71E FE52 ;. Guidelines for Separate
Collection of Recyclable Resources(2017)°] 2]5}H
oF ¥ Ydfe AWAAEA = VIZE LA
JA7E BIARE H o F H-ErAR wiEstAY 24

7 AQ Solld= 2710 24 =5 v 5ol &

= 3

A FolA tiiE Yol HiEst=S W&l s 44
sta Qlth A 9R9] EA FRAE TE, T,
o], Hu, olsoFrt 2odEH=H 2YHiEad
o7 YL & gl X 52 9F A¥ 5 olEES
AAsHL Zof AA| &A o] 30em FE2 HiETITH
Z A9 tK(Ministry of Environment, 2021). 121}t
Ay EeHiEAA= & FEAA kgton o]
BESHAY A A 0|A] fhof TS YOT|N AR
HZE FA[JA ] &Sk o] BEeA T %
o T AL E-Go]
A & Qlth H&o] tRES] HohtEe] EX/M]
5|7F A2 G = o] AA Aol
FAStEZ A Ee= FF AHo A52 AF

< ‘0T
o] WQslti(Lee & Lee, 2019).

2) Development of public recycling system

ARY APAA] Fro| FZEHE 955 A
AR A AZEAE, 71e ML ABAE o1& &
s A AFeE 59 A9 Weks 12E & &
At BREY ARATE AARE 7R QFE A
AHAANEE A AdAO] ALt AN AAE &
& ZEtE 53k W (Chae, 2019), 22HiE0]
H1 AR FolFu E2hAE 9 dut 28
7] SR HEAE QAR W71E A FUIsHAY
Edolyt feAd S8 EES Fiohs =
AFE QIch(Vehmas et al., 2018). I&EF(reverse
logistics) A|AEIOA 7HE F83F GAl= A TA
old|(Pal, Shen, & Sandberg, 2019), A= A G4
oA sAH7|E o] £ Az (qll: "It EFoAH
), AAECIY A, &5 52 EY 55 €Yol &
o= BHdfor sh= =E A BgS Aok 5,
2HAH] ARG 9 H7]29] 22| DA fA Ho] A3}
He BAET o] 2E Ho] ExIskH ol FA|
Hoghk A&7Hs WA o ® o|F Aok Sh= ofF=
o] Qlt}(Sandvik & Stubbs, 2019). 472 X535t &
=70y EU9] ‘Trash-2-Cash® T2 A Eof|A] A&
‘Content Thread’+= radio frequency identification
ol-gste] MAH =S AL #F - Bk
7R g I 241 FA7FsokL Fsi
HE}, AE2E 7oA SRR ol2et Ve
B YAH 7 &2 a&X o= AEEsh=

d
2
=

310 -
o T i
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j$- % Q@ 5lck(Sandvik & Stubbs, 2019).

3) Extended producer responsibility

AAR Q] QE-EA = (EPR)= Law on the Pro-
Motion of Saving and Recycling of Resources(2023)
of wet AlE BAAY ZAAAE ]85 AlFY A
Ao A 71 Al Folu A #H7E] Het dFF
ANg-E -5 Folsto] AB-EsHA skl olFsHA] ¢
= A% AgE Foae BAAA fisks A=
2, @A 2971 AlFLEolo], FF5, AR, AAAF)
4 47l TR SO, S50, F2HE, FAFARE
Aoz A dout HHAAFS olo ZeE o
UA gt AA FUEE, H&M, Zara, TEfIIL O}
5ol ApEA o= wig| oF FAYE A& 2
FASHL Jlou, Ul W7 T A3 FAF 99
B o FAYE RS AEEol Hofsh= 71
© A9 gty HEMIELS 1:C02 FHo & 20194
29,000=9] sHAH7ES FASt AHANE - AEE
stoH 1:.CO= H&M &Jo= 2jHio]A, AA 59
fALA e} F=ste] AEFS FASHL £ - E7/5t
of &Whsdt YEE HFAZIAL Qlch Ellen
MacArthur Foundation®] ‘Make Fashion Circular’2]
SR FEAIQL A AYSH #WearNext H QA2
Salvation Army 59 7|5* @Jofx, ThreadUp,
Nordstrom, Ann Taylor, Zappos, Zara, JCrew 5-2] &
et ate] B o2 L8Al] 1,10074e] SAX
= Aotal o5, A, AAAE, IR, B, E s
FAsHs S AT EPR A=E &3 AT
2 At 97 A +AE AYshs A HE &
of Aol AvRo|AE HeTt EeuiE ol
H 4 Q1o m(Sandvik & Stubbs, 2019), T X L
AT WA et A7 EL A
oM FA T et ek shEigch S

2o aHQ Hggo] o|FA & gtk
3. Consumers’ perception

1) Public recycling of fashion wastes

w71 =2 Aed ZEuES APst] HsiA
£ 2v)2e] 43} Foi7h B3R 40l ARH(Vehmas
et al,, 2018) AH|AES] Eaul& QAT §A4 R

Eof et ARRY QAT J7Fac]l HARSAT

IS 710l g2 Ao ofFo] Ut & F
= Rt 2YEiEY] BF A% 22 FAAE AA
Sto] AAER HolA| F=F HjESIERl a5k
Aot 2B 2l g A 220 o¥ee
7w E28old 7 Ea4dS A7t (Kang
& Kim, 2021). 2H[ALS] EEulE Q14 of ¥ sA]
Hgge] 2947] E&HiE(Yoo & Kim, 2013) 5 A
G271y G 2E 710 TeE A= o]HAAL o
u AAEFS] EEuiEel BeE Aoy Biko &
3 A= WA gt Kang(2013) o FAlE A2
oA ABREEo] AREHS Seb4 2 Hst
= A97F oAl Aistyon, &HAke] 2o0F Q]
ANEE A7t A FTAERE olofAA Y= A2
T A4 BE E= AFSol 9T=2 vA=H
AAIES AEE FH o dis) & Z2s A4
FEo] A& P52 Fojaclo] Hrk(Lee & Lee,
2016). webA AE-g AA 7 "elshA A== Aol
%93} (Cha & Kim, 2014) B2 4H|RHE0] “off
of, ‘olBA FAIFS HEfoF sh=Alof =Tt A
A]o] H=35lH & (Morgan & Birtwistle, 2009) 2]F A
289 T4 WS dEle 2O "est
I AAAQ ARRA A|w vho] d Q5ttH(Lee, 2018;
Lee & Lee, 2021).

2) Circular fashion products

Ellen MacArthur Foundation(2021)2 43 fjAd&
s o wol A&}t (used more), THA] FHE0]E 4
QJA wH=ofofF 3}H(made to be made again), Q+A 3}
A AZE &2 APE Ars AHERE Al (made from

safe and recycled or renewable inputs)S WS A&

AFSERL SIck. 20181 A o 71T o]
A ARE 71505} gL 18 SHAALY B
= SAARA A4 AFS, 204 (re-commerce,
AL - AE A, AE £ AP oA vl
zU2 29 47 5ol Eahelo] gick. £ 4ol
avE 1A FA, Wi, vhEY, F10%
ze @ 29 FFAF He YA IS At
(Pal et al., 2019). £3] F1 JHAA|FS o]ddl= 1L
ASL ogx) %3 ofolde BT FHE 2]
o, £ Aokt FAl] Wit Hlo] £ A 4
= 9 Z3 hHAFo] tfsh 372 elchThreadUp,
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2021). Yoon, Jin, and Kang(2013)2 AARE, AE&&
WAAEL] o7 E &84, AAAL, JAA, 7
Ho BRI oEsbA UGl et AAE, A
€ WAAE 5719 AF A2 Zpol7t UErd=
gt Kim(2020)9] Aol e g JFAEFS
ARA 7HA, QARG FAES AAF 7HA] 9 2H
4 74, Aol g ARAES| Aol AAH 744
7} ABE] FoI% FFL AL A I8
F9 A% And f9do] AFe ol 4 JF= 7l

et olelsh ATk 43 o] Bk 287} 9142
oSt o 9lo] «AMAAES FPUR FET

TR/4S AARIT

Kim(2019)9] A-tollA 229l 197 439 &
H|I7H2] & ZPEA, AR A, 24 7R 7 S A&
A &EAREO o] o5t JFE AL, Choi, Han,
and Jang(2021)= HA A, A2, AHS]4, &44 7t
A7 FaLolR Fujoleo] {fott IFE wRHL
shich 3 F4, A8y} Hobgto] &8 mjH9]
FH 1aQloly &3 Ay} A nA= FF
o ¥t & o HEA HARE LIl Hojstal &2 o
AoA e w2 FE3 AerAPAI fAAES 71t
St} (Niinimaki, 2017; Vehmas et al., 2018). YAlo]&
3 HAAZNA AZE S Al A 948
A 9ol Fag AdacleRr yegow HulH
AT A L Aot Aok ()] o
S u]Xth(Park & Choo, 2015). Kim(2020)2] A+
M= &g, Mg, AgolE ARAFNA &5
o= A 9ol AlFH =0l s 74 FF= vl
A& A= Yehgth AR Ag-E fdAEol
disiA g dhS AREsiA B-sHAY 7140l
zstal AA FuiE FASHL QloH(Lee & Kim,
2019), 21 FILolF 4 7F]of|A 20Th7} 30t E
o 24, WA, ARAET 22 7153 7HA9 FF
= IA Toug & FA, ANHAQl AH 9 A
Z%3 Part 9tkKim, 2019).

0

[e]

Yoo

o2
3) Environmental concerns and reuse - recycle of
fashion products
AB[AFe] HEH AH|F FHET QlAo] &4
£, g8 gFAFY olE, FA=rt =1 AL

AFe A2g8rE AZE 922 o83 HaAEol

fol

] 5

s 9%l gl=E& 7} thH(Yang, Choi, & Cho,
2020). GAtOlEH HAAEY A4 7L 5 &
74, 7154, Aotx@E 7HA] = dAelEd HAAE
B o] o3t F3F= A, o]2fet He Ak
9 HAAE Tz FFHA IFE vHHG
(Park, 2015). T3t $79]4)(Bianchi & Birtwistle,
2012; Morgan & Birtwistle, 20092 A&g HE=S
FAot= 83 8RlojH A RS A7} FAR4]
2 g FAE FHEi=of(Cha & Kim, 2014),
oHg Ao SFET A2 AEE ATt ol&
A Eol| gt Hi= Ao T84 TS v
(Yang et al., 2020). 12|} 9FAE AY&LS 3
Hstgs Aol JS+E AL fAAE A
7t 2HAY 715AJo] =0 m(Yang et al., 2020),
FAtelE sHAAE o] sl AR HEE Hol
I lEE ek 1o X vA]7])& Skal(Yoh,
2018), Aol et Aot &2 & AH|of tsf
A4 HEE ZdrzZte A4 FujgsS B A
27 Yeh 7% gchHong & Kim, 2014; Niinimaki,
2017).

Lorgh

. Research Methods

1. Research questions

AFEA 1. A7 E SRS <A
AEFFL HAAE, dAkelE
F, AAelE HAAF)l
Ao] Ql4}g gopey.

AFEA 2. DR AAE FIEEEL HAAE,
At S HAAE, AAeld HAA
FE 2HAY &S AAE 149
Al A& E T, AR -
AgE HE, sT2HE A9
FTe Lotk

AFEA 3. DR AAE FIEEEL HAAE,

PAtolZ AAE, Aol A
Bz Ao SBWAAE T
Sof WA AFUA@ATY, At
& - Ag HE FTRANE <
A, STAAAE AL)e] AFS &
oz},
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2, Social text analysis

448 ulrjolo] MARIOE ZAEI Uk FHE
B2 golHi saA Wfshe 28R
o= H 835t =7t € 4 Ath(Seo, 2021). E
AL /12 SRS S8 Aol B
AuA Q14g Fotwy] 5] vjolHist theel YR
A, BRI, 2, 7h, 49 SOl A9 FAS
B3] 5SS £A-FYoH AN 77HL 202048 1Y
1958 20229 19 192 WSt 4w BAL
tﬂtﬂo]E-] RS Eq_o] HAE 555 ] ].oﬂo S
Aot 2Ak7E FABH] H3) S52 URLL AASIHA
I Espresso K 247]& A"sto] Ao g Feja
AZ AT 1, 220 23 Hloy FAE=
A &80l AAsHL 719E Y #S S
O]HE HHE A5t} 7454 (sentiment analysis)

L HAE u]-o]uoﬂ 7]H}E =7 Eﬂ/\Eoﬂ L]-F,]-H— /C|—
”5«1 F4 HEY ZAgS sAskete] AdEd
AEZ v = BA7|H(Lim & Kim, 2019)0.2, &
AFollM = fAdv7Ee SRS <8 HA

of Tk anlAe] AUHAQ o7, LA, A 5L 3t

s Sish Aol AHeE B0l ofF] A
vlgto g 24 7|9t 372t A 719t 67/]E o] &
slo] Egatoch. Waw R BeluEo] et 7
X SolBA A% YA FH(51.54%)01A AR
o, Z2Fst Sol, RH FHE84%)NAE T

ir-{u:

St} ot Wi, w59 71927 Fud
ek, ol WA 2o BaeA o] WA

oot AAFgolt AL Bha Aol WHE T B

9 IR GATE ol BEse Aoz 253
CED

PHO0CI0NA Feh, kAT, NEIA, g
5o, 2R T4(2939%)01 - E et B, of
Yok 5ol ¥ teht 2BRAAES FLolt
FHl 2HH Aol mPHS & 4 Atk

3. Measurement

WA & SsweuiEo] T3 A2 APA+
(Cha & Kim, 2014; Kang, 2013; Lee & Lee, 2016)2}
w2, BHIA 52 JIEY A=, & A7 HgolH
A4 HAE BA AIE vigto g2 A7}t ZHAJ5)H
govl, FFRYNE RY 48F, A4 38

«1 Al & %'_E o} b ﬁﬁgOJ;L(Klm, 2019; Kll‘n,
2020; Kim & Kim, 2013; Park, 2015; Park & Choo,
2015)9} 2, HILA, &4 EAE B4 FA3g by
o= 7 49o] tjEt Bt SBAZLY F MeE 7
otel A7ATE 24 %3— 2 54 - RIS 2
RAAE 2 F 28T = A4Sttt HfAdA
9 A - A" EHlEh A A+(Cha & Kim,

ooh ¢ﬂ><ﬂ% %%% —TLUMEC’ﬂ st 7]
TAstyoH, e 232 HAE 53¢ HE2
3HAT.

4. Sampling and data analysis

& A9 gid2 Aol AFshe 20~394] o4

o7, A¥H o T oio] PR HAAF A8l
o 39149l YL E Hol|i FuiAS T} =A YERY
H(Hong & Kim, 2014; Kim, 2019; Park, 2015) 20~30
W7k AALE - AEE WHS Foohs Fa AYSol
J(Yoon et al., 2013), MZAIHHS] 53%7} SIAES
T Agloln] E3] Atk AAFGI FTA
tfgt 5929l BES Ho]HZ(ThreadUp, 2021) ©]
Eo] 2 o] tjAto 2 Aglst Aoz yzi=Ec A
BxAs HolmAurAlo| ,]OH AAEH I 20224 1
Yo Lkl AEXA|HS 53 ey HAEAR
A2E S50 & 304TE AR Ao AHg-St
%t 7% A2 IBM SPSS v.28.0% o]85190
=24 835o] Y& A AZSES Y3 Cronbach’s

a AFE AZE359 1 Cronbach’s ¢ gFo] .60 o]A+Y

=)

u) AlEjgo] QIeka Wbstech A4 o) e
2 A A% Fa 30@%& 2R BA,

varimax 3|, 187k 1.0 o]} &
e AAsten ﬂﬂﬁwﬂﬂ%ﬂ
LA E Ao BEE A

o 0|59 ATTAZ sofato] o

7t ik o2 4 Edi R 4
T ARE YL BT 5 Ak
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4 o= Z(Jung & Seo, 2016),
REA, A - AZE HE

o= Zke] BAE vhet
Staxl 9A A GF3AEAe A

IV. Results and Discussion

1. Exploratory factor analysis

1) Public recycling of fashion waste
AN 2e] FEReMEo] dE AHR QA
(Table 1)T} Zro] 37]9] Q0lo] 2&5qit}. g0l 12
YA = X2 olEA WP oF sh=A EThA st
&9 oHE |y, EuiEAE 2.
4 5ol $goz 240l olohg ol %1, 2
92 A 2 AR A 2 FAYAE ol 5
Bt aabH o A8 Aol BHRTE
o o577 Basiths goz FAH0] B
57 BRAPOR WaIgich 891 3 HAS oo
Aol ZelaA, fAa7Idel AF2Q0 AL, A

fol

] 7

71E9 3awHlE 294 w2 R F4dF o] ‘EPR
o/ olzt sholtth. 8RlEA IAA 2dRsHF
50 oJ3}Ql 4£3o] AAEALH oF arlo] drget

Z HFL2 65.205%F 2 =4 HS59] Hist Cronbach’s
af741—r TS .60 oMFo® YERH o]t Adte &
H[AE0] FEe} A4 o g W7 =] &2H
22 o= gste M PHe L7t HYAT
(Cha & Kim, 2014; Lee & Lee, 2016; Morgan &
Birtwistle, 20092 Sust= Ao 2 wjAH 7] &9
EEHE A4 It APFAF7E FET AJ=olA
SoaeHlE Q14]19] 5918l Bt HollA 9
o7b Ak

2) Circular fashion products

(1) Used-fashion product
—’Eﬂﬁﬂﬁxﬂ%oﬂ et B9 A= 9 Bdd A
38 99 99 & 13RYL ARt Uy

ASE AAE éﬂr Z1 | AAE B E = (Table 2)
9} Zro] 47§9] Q9lo] £&HU} 891 12 F11 I

<Table 1> Factor analysis of public recycling of fashion waste

. Factor Eigen | Cumulative | Cronbach’s
Factors Measured items .
loading | value | value (%) a
It is embarrassing not to know the methods of discarding 362
clothes I don’t wear any longer. ’
R.ecycling It is difficult to separate and dispose of clothes no longer 228 2 046 2738 750
difficulty | worn or needed.
We need information on how to separate and dispose of 730
clothes no longer worn or needed. '
It is convenient to use garment collection bins when
. . .802
discarding clothes.
N fi Recycli ffectivel i
eed .or ecyc .mg cgn be done effectively by using garment 760 1.992 44.870 704
recycling | collection bins or agents.
Fashion waste should be recycled to protect the 742
environment and save resources. '
Fashion stores must collect and recycle discarded fashion 780
waste. ’
N f . . . .
eed for Fashlohn companies must recycle discarded fashion waste 42 1.830 65.205 642
EPR proactively.
Fashion waste must be separated and disposed of like 713
general recycling waste. '
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<Table 2> Factor anlysis of used-fashion product attitude
Factors Measured items FacFor Eigen | Cumulative | Cronbach’s
loading value | value (%) o
I am interested in buying used-fashion products. .881
Favor I like used-fashion products. .850 2.645 21.957 .904
I have a good feeling about used-fashion products. .848
Buying used-fashion products is to reduce discarded 382
clothes. '
Env1ronrpent Buy.mg used-fashion products is to protect the 827 2296 41.090 830
protection | environment.
I think that I am not destroying the environment when
. 818
I buy used-fashion products.
You can buy unique items from second-hand clothing 349
stores. '
Attractiveness | You can buy uncommon styles from second-hand 331 2.274 60.041 .829
clothing stores. '
Used-fashion products have the charm of being aged. 178
I think used-fashion products are cheaper in many 308
ways. ’
Economics | I think used-fashion products are a relatively lower 791 2.026 76.926 765
price than general fashion products. ’
The price of used fashion products is reasonable. 745
AAF] FAlol AL £ o] Qo] ‘=zolzt TG A FA/Y S, 89 2= 2
BAAT, 891 26 FI WAAEL ML 22 HHAES FZolut Ao]=7} theFsta 28 Aol
=9 7 3PS Hod = v 2Fer 74 o, 3ol HAA Aot 2oz gy #5570
Ho] ‘@FHS 2 sttt 27l 32 FaL HAAIE 2 Sk, 891 32 weoly HhEo] ofFE A &t
L SEG o] 9 A Y AHY AES T & ByoR wEHE ofgeold st o5 &
e o= glon eH A9 miEgo] ve v r Qlo] Arel ¥ WHF2 71.131%2 UEgon =3

o] st g Holets 2R
St ol5 89lo] At & MIF2 76.926%=
B ow w40l gt Cronbach’s ¢ A4 E3T
70 olFo® Ueht 4= go] HAIEH A

S AAIE diet ARAIAe] A=Y # Y
3 ASe A 8L F 9
=4 A4S AR 23 S fAAE A2
(Table 3)3 2ol 37H94 fRlez FEHH. 811

AR ol 3

32 QQlE ALY Al

1 AGABE AR G A T, A9
olzl ‘e A 2 vot 5 A 2, £30] A}
e 2 2k vAERent 0}1}7} e A g

#2420 gt Cronbach’s ¢ A4 ESF .60 o]}\c]-oi 1}

S oleidt Avke F10% AE) 8L

= Al

She 8Rlo= 94, EAETS ¢ 4lF), 3T 1
2o oy Loz E&J APAF(Im & Park, 2022)

2 saga,

(2) Upcycled-fashion product attitude

AAtolE HAAIE H=e] 27le

4 A3} 479 2

olo] &t 291 12 SZH(EV=2.663, Cv=22.194,
Cronbach’s @=.887), 291 2= W& A4 (Ev=2.475, Cv=
42.816, Cronbach’s ¢=.893), 2% 32 ZHA|(Ev=
2.204, Cv=61.181, Cronbach’s ¢=.807), 2% 4= %}
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fol

= 9

<Table 3> Factor analysis of risk perception of used-fashion product

. Factor | Eigen |Cumulative|Cronbach’s
Factors Measured items .
loading | value | value (%) o
Used-fashion products are not likely to be clean. .834
Used-fashion products are not likely to be hygiene. 793
) Q;:rlll;t);/iSk Used-fashion products seem to have quality problems. 785 3147 34.970 264
ok Used-fashion products are likely to look outdated. 785
Used-fashion products are likely to have minor scratches 501
or defects. '
Used-fashion products do not provide various items. 734
(I;ie\llcel;i(t)f Used-fashion products do not have a variety of sizes. .685 1 847 55.491 637
Yl don’t think I can wear used-fashion products much as 644
they may be out of fashion. '
Exchange/ It seems compl.icated to exchange or return used-fashion 833 1.408 71131 833
refund risk | products even if they are defective.

75 5 (Ev=1.838, Cv=76.495, Cronbach’s @=.700)=
bt A4 230l Bk KMOZH=806)7} Barlette’s
T4 AR ATH22=1,859.040, df=66, p<.001) A35t
< H3lon o]F WRlo] AYst F WS 76.495%=
UeRdth datelE sfAAIE AAAZL aQlEA
A} 2709] 89lo] &1 89l 12 /MY &
2] (Ev=4.473, Cv=49.695, Cronbach’s ¢=.932), 82l
2% ThokA BE(Ev=2.123, Cv=73.284, Cronbach’s @
=748)0.2 UElFon o] Qg9lo] Hrgst & WHF
2 73.284%0]t}.

(3) Regenerated-fashion product

g0l djAAE =] QliA A} 4719 8
olo] &%} 291 12 T7HEvV=2.525, Cv=21.043,
Cronbach’s @=.878), 291 2= AAA(Ev=2.330, Cv=
40.458, Cronbach’s ¢=.840), 2% 32 "X (Ev=
2.202, Cv=58.812, Cronbach’s ¢=.829), 891 4= 3}
AHE S (Ev=2.138, Cv=76.629, Cronbach’s @=.783)
2 Uetgor, A4 3ol tigt KMOZk(=.818)3}
Barlette’s -84 A ZA3H(x>=1,811.361, df=66, p<
001) HEFE HHoH o5 Melo] AT B ¥
%2 76620%01. Aol MAAE At
QA 23 2719 g9lo] F&EHAMh 22 12 F
2/ 2T (Ev=4.523, Cv=50.259, Cronbach’s a¢=

943), 991 2= thokyd HE(Ev=2.499, Cv=78.022,
Cronbach’s ¢=.835)0.2 UElron o]E ®Qlo] A
w3k & WS 78.022%0°]t}

3) Reuse - recycle of fashion product
WAAES HALG - ARG Bz 8R4 A3t
2 Q Q1(Ev=3.723, Cv=74.46, Cronbach’s ¢=.911)2.
ZEElo0], AUEA, BHRTE 915 1)
AES AAHE, Ao ettt WAAEFS A
. g Aol vigHlt 5o sEgoz 7
HoT & WFLS 7446%2 UERYTH SHRS
gt Cronbach’s @ #A5=7F 91 o]0.2 Yeh} &2
g Hrt

> Soox oo i HUOor
2

4) Environmental concern

BRI 89184 AT T2 QI(Ev=3.068,
Cv=61.37, Cronbach’s ¢=.842)0.&2 FZ&% o 3
BeAE WS S8, e BESAE 94s] g
o 5 sEgoR TAH9LY oo Hue & WY
L 61.37%=2 YERGTE 4 H S0 3t Cronbach’s
a A7t 80 oo ® UEhY £ AFEE B

5) Purchase intention of circular fashion products
S AAFS AL E AE FIER 8
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B4% A3} 23 WARZ(Ev=2.760, Cv=92.003,
Cronbach’s @=.956), YAIo]E THAAZ(Ev=2.696,
Cv=89.865, Cronbach’s ¢=.943), AAJo]-& TjHA=E
(Ev=2.704, Cv=90.125, Cronbach’s @¢=.9458) -3
gddaglog FZEQr ol ¥elo] AYtt &
T T2 HAAFE 92.003%, AACIEH HAAE
89.865%, AAJol-E TAHAAE 90.125%= LEFGOH
ZAW40] 3}t Cronbach’s ¢ A$E BE AE9
Fojolkol A 90 oo ® YEh w2 AFEE B
At

E

2. The effect of environmental concern, reuse -
recycle of fashion product attitude and public re-
cycling of fashion waste on consumers’ perceptions

of circular fashion products

1) Used-fashion product perception

2 A=A sfES s SETA, AAE - A"
& He, I3RS A4S S9HSE S A
AF HEE SEHSE ot g5 ARA (Y=
g A= (Table 4)9F Aok S HAAIEF 23 &
lofli= AARE - A&-E =, EPR ZR240] F (2
FFE vHL A /AL By TS v
Aok EZ g%0= AR - AEE HE, EPR
ool B Y= vHh WP adol= &
Al A FFE FAL AAE 2= A
ARG - AZ-E HE=9F Sl A(HY FE F
Rom AP g2 7 8.1%, 11.1%, 6.5%,
14.7%% Yepgeh E2uiEo] ofgRat Ee5A 2
84L S YAAEFY] FE/98 SEe igeE
ofgg 290 H(1el FFL FAH o5 47
2L 6.4%, 11.1%0°]c}t. AALE: - AEE Hes S22
WAAE 57, 4T 9 HAA 220, EPR
494 343 RS Fogt TS vAE
Helo g AAES A, AEEshe Aol v
A8kl o714, s A7 do] HAdH7Es A5k
Ag-EsfoF hetal QAAshs BS S HAAEN
sl 2 olAQl s Adual & 5 ok E3, &
AL WE AT FAGA Fol dFE A=
o, ol= AAH 7Hx|}F S 7HA7F AARE: 2FA
9 AZHEL} Ao FFS Frhs AFA+

5
TS
e
I

Eof et ARRY QAT J7Fac]l HARSAT

(Kim, 2019; Kim, 2020)2} @2k Zro]gic),

2) Upcycled-fashion product perception

GAtlZ T AdAIE Q1A wA= FFE (Table
5)e} o] &34, AAHE - A28 B=, EPR 8
4L dAelE HAAEY o a]ldl, S Al
ARG - LG Bee v g} SFET gQlof 4
(N FF= P IARF O AFES 7+ 19.4%
o} 12.9%, 26.9%°]ct. S TA T} WA H 7= A
& - AL Hees BAES AT dAtelE A
A& 2E 820 Fogt JF= v|A, SHEZ
A, A7 7F AtelE HAAE Bzl ot
S )R th= APAT AI(Park, 2015; Yang et al.,
202005 AT

3) Regenerated-fashion product

AAgol-g HAAE Ao pR]= FF2 (Table
6)TF o] 23 aol= AR - AEE Hx, &7
T4, EPR R4 <02 (9 IFS WAL,
227 284L R0 ¥ mReH AR
B9 A2 19.8%0]t}. HiEg QRlofl= g4
o] (19 YFE, FHET A= AAE - AT
€ "=, @480l AHY T2 A °olE9
A8 ZF 9.9%, 26.4%°lct. FE/98 ¢ ¥
Azt s AAE - LG o] £ JF=
nRom ALY HdEHL 5.9%0|t}. Aol
PAAFNAE ST AAE - ALE Hee
AN AFES 20 FoF TS vAH 459
Ao] A& AFAE FulE=c] AU FE=
)R th= AYAF(Cha & Kim, 2014; Yang et al.,
2020)9] 23S A AR EJE, ARG - AZ-go] v}
AL IAsk= B¢ Aol AAAIES] F-Y
A9 AAAALE Hashe Aom YT

3. The effect of environmental concern, reuse -
recycle of fashion product attitude, consumers’
perception of the public recycling of fashion waste
and circular fashion products on purchase intention

AFTA, A - A HE, S3EEE A
A 3 S AAE AAo] A AlE &
B oo nAe AdE JFES A ET

= 150 -
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<Table 4> The effect of environmental concern, reuse-recyle attitute, and public recycling of fashion waste on

used-fashion product perception

Dependent variables Independent variables B t F R’
Environmental concern .047 .678
Reuse - recycle attitude .189 27377
Favor Recycling difficulty -.047 -.828 5.288""" 081
Needs for recycling -129 -2.068"
Needs for EPR 173 2.802"
Environmental concern .061 .903
. Reuse - recycle attitude 212 31177
E;‘:;Ig:t‘:;;m Recycling difficulty 067 ~1.200 7.405™" 111
Needs for recycling -.061 -997
Needs for EPR 184 3.040”
Environmental concern .148 2.129°
Reuse - recycle attitude 125 1.790
Attractiveness Recycling difficulty 015 265 4.169" 065
Needs for recycling -.040 -.640
Needs for EPR .065 1.039
Environmental concern .140 2.108"
Reuse - recycle attitude 283 4253™
Economics Recycling difficulty 057 1.036 10.312™ 147
Needs for recycling .024 401
Needs for EPR -.039 -.664
Environmental concern .058 .833
. Reuse - recycle attitude -.100 -1.426
hy(gzil;lelt};/isk Recycling difficulty 195 3.388" 4.063" 064
Needs for recycling 158 2.506"
Needs for EPR -.116 -1.863
Environmental concern -.035 -488
Reuse - recycle attitude -.006 -.087
Lack of diversity Recycling difficulty 142 2417 1.387 .023
Needs for recycling .039 .608
Needs for EPR -.056 -.876
Environmental concern .104 1.537
Reuse - recycle attitude 117 1.716
rEXﬁf:j“rgi:l/( Recycling difficulty 156 2.778" 7.430™ 111
Needs for recycling 178 2.885"
Needs for EPR -.093 -1.543

T p<05, " p<01, 77 p<.001

= 151 =



12 HAaw7 =9 S E g aAEe] o

139 A3 Gl

SRR

<Table 5> The effect of environmental concern, reuse-recyle attitute, and public recycling of fashion waste on
upcycled-fashion product perception

Dependent variables Independent variables B t F R’
Environmental concern 206 3.200™
Reuse - recycle attitude 237 3.653""
Favor Recycling difficulty -.038 -707 14.337™ 194
Needs for recycling -.091 -1.555
Needs for EPR 170 2.942™
Environmental concern 143 2.136"
Reuse - recycle attitude 172 2.559"
Attractiveness Recycling difficulty .003 .059 8.802""" 129
Needs for recycling 115 1.893
Needs for EPR .036 592
Environmental concern .094 1.326
Reuse - recycle attitude -.086 -1.215
Economics Recycling difficulty .051 .874 1.866 .030
Needs for recycling .021 334
Needs for EPR 126 1.996
Environmental concern 208 3.392™
Reuse - recycle attitude 303 4919
EE:;?Z;‘E? Recycling difficulty -031 -.606 21.914™ 269
Needs for recycling .051 922
Needs for EPR .098 1.781
Environmental concern -113 -1.625
Reuse - recycle attitude -.120 -1.711
hy(ggiiiityrésk Recycling difficulty 071 1.235 3.674 058
Needs for recycling -.048 =762
Needs for EPR -.015 =242
Environmental concern -.040 -.558
Reuse - recycle attitude -.077 -1.082
Lack of diversity Recycling difficulty .052 .887 0.867 .014
Needs for recycling -.015 -.236
Needs for EPR .060 944

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

A8 HEIARAEAYE shack B4

(Table 7)3} o] SARGo] HgalA vehsto

23t T HAAE Fui=ols =4 8119 A4
FEol 7P A UEAL, AARE - AEE HE,

- 152 -
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<Table 6> The effect of environmental concern,
regenerated-fashion product perception

13

reuse-recyle attitute, and public recycling of fashion waste on

Dependent variables Independent vaiables B t F R
Environmental concern 220 34277
Reuse - recycle attitude 278 4297
Favor Recycling difficulty -.055 -1.032 14.668"" .198
Needs for recycling =172 -2.933"
Needs for EPR 121 2.108°
Environmental concern .020 .286
Reuse - recycle attitude .089 1.242
Economics Recycling difficulty .011 .186 0.636 .011
Needs for recycling -.077 -1.186
Needs for EPR 011 178
Environmental concern 164 2.403°
Reuse - recycle attitude 129 1.892
Attractiveness Recycling difficulty -.074 -1.313 6.566"" .099
Needs for recycling .012 201
Needs for EPR .100 1.644
Environmental concern 232 37717
Reuse - recycle attitude 318 5147
E;‘:;:g:u“(‘;m Recycling difficulty -019 -370 21.429"" 264
Needs for recycling .012 .206
Needs for EPR .059 1.069
Environmental concern -.131 -1.886
Reuse - recycle attitude -.165 -2.333"
hy(;l::?ll;t};/isk Recycling difficulty 019 335 3.743" 059
Needs for recycling 012 206
Needs for EPR .065 1.025
Environmental concern -.062 -.869
Reuse - recycle attitude -.076 -1.066
Lack of diversity Recycling difficulty .018 .301 985 .016
Needs for recycling .091 1.407
Needs for EPR .056 .880
T p<05, " p<.01, ""p<.001
A/ 39«2z F 9F= v ol A 8 202 F() T A=, S A
o] A= 67.4%°It. o] F T RAAEFY F2/ AAIEl AR Zotal vNER 5 FE9 &
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<Table 7> The effect of environmental concern, reuse *

psy

of o

o BRI JFa

H
5

SRR

recyle attitute, consumers’ perception of the public recycling
of fashion waste, and used-fashion product on purchase intention

Unstandardized Standardized
Item coefficient coefficient ¢ TOL VIF
8 SE 8
(Constant) 211 317 - .665 - -
Favor .824 042 723 19.690" 797 1.255
Reuse - recycle attitude 268 059 153 4552 949 1.054
Quality/hygiene risk -173 .053 -117 -3.263" 836 1.196
F 210.035™"
adj R* 674
Durbin-Watson 1.911
T p<05, " p<01, ™" p<.001
><ﬂ7} g Aot QTSRS Fufolrt Woldeh Y 37 89lo] YAel2 HARE Tl
I 4 Uk ARRTE A i AAEol st A of WA= A FFEol 7P A yehgen, o
Aot AY 9484 Ao Hdsto] AA g F FH FE, A - ALE ", EYeA R4,

Astal glomg F10R7ol FHoly MZte Ax
3t "Wgrt Qloks AgAIN(Kim 2019; Lee & Kim,
2019)9] 235 ST

Aol mAaAES] Tz vAle IF=
243 A3} (Table 8)3} o] 3] AR o] A FsHA

<Table 8> The effect of environmental concern, reuse *

PO $02 oIt §BE FoLL o5 K3
g 59.1%0let. o F YAo|Z WAAEL Ato]=
U E2o| heyelA] itk AL, @ £ 47
Folt FALAE Bl A 12 ALEH &
ARzo| AWAY Foleti AAISH: A9 YrtolS

recyle attitute, consumers’ perception of the public recycling

of fashion waste, and upcycled-fashion product on purchase intention

Unstandardized Standardized
Item coefficient coefficient ¢ TOL VIF
8 SE 8
(Constant) 730 319 - 2.286 - -
Favor 716 048 653 15.027™ 715 1.399
Lack of diversity -.132 044 -.112 -3.030" 981 1.020
Reuse - recycle attitude 200 066 129 3.027" 748 1.337
Need for recycling -.168 .060 -112 -2.779" 837 1.195
Attractiveness 121 .049 .104 2.443" 741 1.350
F 88.596™"
adj R .591
Durbin-Watson 2.074

Y p<05, 7 p<01, 77 p<.001

= 154 -
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AA ol et ol @58 At 2R
YEPE=Tl, ol AHAREC] dAelE sAAEo]
of wAl= FFoll st & ¢A Fstr] i
=g = Stk AARolE SAAIEo] miEZ o]
S Qldehs A9 FUSIEs oA EHol}
Kolz by 9EAZo] £ Lsg FulolErt wol
A= dits, <A E AL AR ) AAF
& 7|tistct= A3 A (Niinimaki, 2017; Vehmas et
al., 2018)9] AIE A A|gtct.
A gol-g s AAF] S O] o= (Table 9)9}
o] 3l AEFo] AedotA UetEth =3 213} e
Thilo] o mof RoJet FFS wHoH AR
o] A2 59.7%0Ith. 53 ARA 23 B &
Fof|A] TOL+= .01 o]Ao]il VIF= 10 tjgte g e}t
U gE3449 A= Ao 2 UEhgth

4. Differences by demographic characteristics

AFEAEAC WE AolE Yok A, A50]
U 2E oo o Aol= vEhA] et Aol
w2 Yot 2F Zpo)7F YrEbT 20t Hetoll A dAte]
=29 fAAE Lo L (M=3.38, SD=.98, =2.066"),
EPR Z QA(M=3.67, SD=.64, 1=2.056"), Z1 IjAA
T 37 QRI(M=2.91, SD=97, =2.366"), AHAES Q
QI(M=2.96, SD=93, =2.603"), WE]d 8 Ql(M=3.46,
SD=285, =2.672""), AAA 8(M=3.62, SD=75,
=3.597"), dAtolEF dAAES] WA 2=
3.55, SD=284, =2.016"), AAJol-& wAAE2] wjA

fol

bS] 15

8RI(M=3.32, SD=.66, +=2.372")°] 30t HotHct &=
Al yebgttr. 20t Feto] 30t HetE T =Sk A A
S v MgHer w1 Qo & 4 Ak 1
Ay S HAAEFY oI FF 2AW=2.95,
SD=.75, =-2.450")3} AAYol-g WMAAES] FHES
R91(M=3.38, SD=.82, +=3.116")o A= 30T Hgto]
20t HeEh #A4 Z2Zbskal At

V. Conclusion

# AP 4R Z75H 1R e, A
8 9 A1 8L BT BLHA AU Aol
oA & U PO WA 1R FREE
N2 P9 WA FAE BFHLA S
o FEEE ARE 2] T Hol} 8
Holuz Aul4e] s 1B FIRANE 2 <
S AAE I 43 olo] FFL T ¥

218 Qotuy] 915} BRATYE 44 HaE
FHAATE AT AT AN =t ThE
}.

AR, a9 HAANE FFEE <
selace BeplE oue, ResA By 2
EPR BAYOR Uehty, £BEAF HEt 5
A, BAIE, Aol WAAENN FEo=
57 99l0] 189108 Yehdth. B4, 483,
94, A4 AL AF FFER &9 BEA v
eht 2014 QA2 Gobe] 9lo] ¢TWAAEL

=

@
o &

Q]

= T

.

]

e
>~
10

5]

iz

o0
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<Table 9> The effect of environmental concern, reuse - recyle attitute, consumers’ perception of the public recycling
of fashion waste, and regenerated-fashion product on purchase intention

Unstandardized Standardized
Item coefficient coefficient ¢ TOL VIF
8 SE 8
(Constant) .006 239 - .665 - -
Favor 804 | 043 733 18.787"" 880 1.136
Environmental concern 155 .061 .100 2.561° .880 1.136
F 223.142™
adj R 597
Durbin-Watson 2.231

Y p<05, 7 p<01, 77 p<.001

= 155 =
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KPR TET WA ANNAT. LBWHRE
@Az olacde 3 RAAES A9 B
4 9, TRy BE, TV ojelgos P4
AT PAol 2T ol g MAAEL FLI &
o} thep 2= aolom vrehteh. wiega B/
91y 92 a9lo] £3hA 4ol selacloR 1t
ERd AvHe AvAv} 23 adlA B4H 9% 9
o= & FAW Yu|d S FAske Aetde]
A5t AAEZS 7] $Fck(Niinimaki, 2017; Vehmas
et al., 2018)= AL LT+
S, AAE - QG =S EPR WYL BE
SWRAAE 590 57 290 ST I
L owolos, a1 AAET ALE Bay
2 ¥/ QAT A7 o] AR FEFO
2 S75t] Aol Bk AT HS 23
o aAEe F9H =S Helkn & 5 ek ut
A e g BeHY QNG AEEL 9
FFEEC] B AAHA ABH A =vio] B
Fol 87199 At A ABEAE Eol
Feog AR Best dok A, BRI
Sl AAES] RE GHolA el fold 4
(9] G F W0, BARAE FaAtL
AFH0E S 2UFES S
£ 5311 A4 9o WMoz ezt ¥
2 Qltt. webA] £AAE Aol QoA B2
IF Jol= HEAECEAY 7HE Fol Lujzjo
A oz kg Bast Uk YA, BesA
e 1 WAAED AHolg HAAFS] S
29l ¥ G, B WAAE] B &
2ol BRPE ol e alo F(Ho FHES 79
o @ £ ARl £AYAE ol Welsh] &
YSAT 4 YT ALSE 9 o8lE B3 4

o

|

-

M i ko o
rOll

rioh

S WAAES] AdAAE =4 A4she AL
ol &BAREC] A X ARl FAGAl
el o1F olg oA AARESHL ABEEHEA
& A Eoto] AgE Feel Zofaslel "ok A
AT (Lee & Lee, 2016)9] Akt Zo], o & <
ol +AGAE S EHiE olF Hr|Eo]
A A=kl gt AR RSt d & 5
£ S8 Fe R A2 A4l die 4190

F2% 5 9ot e A W 2 4

.1

o
A9 Jrha FFL Lol An Ty 8l BE
A% §Rl Fohelme] v)AE JFol HY 2
Qlojglom Bzt A9l AT Urix] MBS &
SHIAAE §EE GYo] taA uepdth
1 EAENAE FYAY SRl O P
F 39002 FURANFIHE £ FLS &
A3 aelate] iAol Bat ARAZAE AN

geke whdsop & Aotk dAtelE HAAEl=
0 #5322l 284 2] ()9 ¥
=, M2 (2 dFE FAH 1ER dA
olg HAAZNME FFIT Ae|2E Tl =
S35t i e AlFoE ABlAtoA| o gsfof
Zloltt. AT Aol HAAE 2=
Tt ¥FE AL AAE - AEE "Hee FAL
A EL GAelE HAAEFS Foel=o] YT
Fo] Aol HEtHlH. ole ARl WrES ¥
22 Ashs Aol g MaAES w71 A
ojif A&go] ofd & UrE AX6ty] wZol

|

(=

o]
AT T4 AFoIAE FEHS o] u
A7 ARG nlXE Gl T

e
2 %5 9L Aol 53] 2uAt WAL 292

S LA, Al TS, TS &
HIE 7S 2R Rotel T BUSHE F97
gong, sysy|gel AAe, 4BE, AYsl &
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