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ABSTRACT

This study offers an examination of the effects of self-image congruity, functional congruity,
and alternative attractiveness on brand value evaluation and brand attachment for the ethical
fashion brand. In addition, the study represents an investigation of whether self congruity and
functional congruity are explained by ethical, social, and environmental dimensions of corporate
social responsibility(CSR). Moreover all the relationships among variables are examined in terms
of whether gender differences are present. A self-administered survey is conducted and a total of
308 data are used for data analysis. Participants include 144 male consumers and 164 female
consumers. The findings support the significant effects of self and functional congruity on con-
sumers’brand value evaluation and brand attachment for both male and females, while alternative
attractiveness does not have significant effects on male consumers’brand value evaluation and
brand attachment. Meanwhile, the effect of alternative attractiveness has significant negative effect
on brand value evaluation for female consumers. Two sub-dimensions of CSR have differential ef-
fects on self and functional congruity. Specifically, ethical/social CSR significantly influences male
and female consumers’ self and functional congruity, while environmental CSR does not have sig-
nificant effects on female consumers’self and functional congruity. Based on the results, theoretical
and managerial implications are presented.
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A AEFO 5Ed X E Fosta e U=

Aol ou] JE NES LA e AU AT} 28R A E &EA HAAE o=
S7hskel wel el e XA & Aatd HAE sz} o] 7HA, F4, I #HRl
AFE, Bulade] dRE ALFo] 7|Fs= AlFE, SHo A vzl A Boh B dES Ay
T2 FAFIE B8 AvEe AF od & T REE St OigtEe] EAstERE ot
Hjzke] A o] HAF EmolA I Utk ol= )9 kel thek Auzte] Hrte 94 yeld 28
2R7E AR G A AR AEE AAdE FA 7F Qo gk HrtEAEY JEFHe g A
st &2 AHE AFS A Jvse TE A4 AU (Folger, 1984) mHAHY
Ao, Ao wWakgo] ABHISS BTk Fofo] A3 (Yim, Chan, & Hung, 2007)914 &
53] &AMl AAE9 AE|A AYS FAEE FoolFolx oy &4 HAH BEAHEE gy
&28d AHAES 7l Al 714 AE A 9 o2 Fay AF= AH o E}E}*ﬂ oA
= TaAst 7199 AkElE A 9] (Corporate M aBAY AHFA A HIEe zpotFAal A
Social Responsibility: CSR)S 71Hlaty &84 H7M7F & PHAEHE Fuf7px]H 79} of 2
xﬂﬁ‘a A8 o g2 HES e At Uk of M= A JEFEH A it JIF
°P°4(Creyer & Ross, 1997), 7199 AH3) 4 g A xaeen, ol fld Yim et

Q) gFo] Au|Ae FufdFo] QT 290 al.(2007)¢] "= AMH| X FJIP|Fo 2 Ae F
2 @%Q T Ues ARSI Ut At /g (focal-object), AFot(self-based), HILth
ol9} & AMAE9] owEE Wty (other-object) & Al F8& =datAth AH =<
wele g2 7I9ES A8 QA G T84 Bt ote] Ay Hrh x4 % AAFAA o
= IHety ASAHCE Yestaa ste F3Y s FAUNAER 715H AR AotF
< Holi itk MY FJdAME ATE, ¥ AA MRS Aotolm|A] AR ORE JHE st
BEd, A&7 AE Tl AHEL 2™ (Son, stom, ol HuéMTeto] HA it
2016) S FAFS MEAgel ek A3 A, A A ik g =] Y S AR IR STt
A 2o #alo] Zopx WA (Lee & Lee, 2016) o2 A3 A Zgely SE 714 A4S o
2873 AFCUARJ G gl =gk Mk g Ao Z o Zlgeld BAHES] AR A A EE
H 3 JrHChoi & Lee, 2009). AAZ, HAA of the Aol AAAF 715H Aol 149
ool Al olg Tk ZHAY JﬂoiEHl g o} BHE By HAE of 2 BHAHE EQ 59
IF9 22 &893 HAAES dvlstes dAE o A JTFE AFE d7Eol dF F9
S THCE AFHH “c}‘?éol‘% THATFIAE 5 F9°9 (Kim, Jo, Yim, & Nam, 2015: Chun
3 st AFS B AY EF AR LA & Park, 2015), < AMSA HA719A o5t
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2 71%H dAA iR tid oot A 7o) zpolE A¥H IR 63 1€ &3l
avake] Bl i 7pA ke Bl off 2ol HAAES] F v dE A4 i‘ﬂz} 9l
MAE A 9FEe Ao En A9 of sl ek Aol A FoAL e B
AAFAH BN U AokEA Y HIES L B I = B R RER R g = i R
=2, e ete] 9FH/HA 228 e ¥ g ARk Sl olsfE WA s, dFHoE
7712 FFEE AHEIA sl 56, 2 &4 A AR AEsh A s A
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N7 33 e, 1. R2lH WMEHE| ABE HM2l(CSR) BE
2 oArel FAG BAL e P A,
#2914 Aa2N A7 QA APRAES) CSR FE AT e andehe T
8% oo Z 293 A902 AAH BAA, He MNESR, Joergens(2006) 2 3134 ANEE
aud AH maBEs mhoz(am & | AFEFOEA mEAU 879 @8 A4 o
Ryou, 2011 Park, 2017), sldnal=e] coR g ©) ¢ 87 &S A7l A= A
gol 0@ 294 Azo] Ao} QA4 A5H ) THE BARASH AR Ayt wu
YA e nATste] AP Bl A 0O AR Sl At Gl H
Qe GHBomA sed Aunace go | EA S T AAE P A
% CSR 2% 490 WE AUAQ Gag gy O HIENE AASZIE STHDicksn &
BT Sk 54, Ao A g ol Littrell, 1996). 2o ¥ &2 A 4H]d
A Ewe S EAe dad 2me na  BE Pak2De] rAAE g4 Az
oA AL macee 484 me g F Q0% ASIRA, FEEA, 894 94F =
A distel WA Wb vAE Qe guy Do ASE B GEAR s
o=m g Ao va v ujoto] o thop 2 184 FAFS AF e vsg E
@ AT 9 mate e s Auen  F ETHAE A ¥ ArdNE gud A
HAEE AW A8 &R %A ol
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2) 7153 9] A (functional congruity)

7153 AL g BAEY AFo] AYL
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7199 A3 A APeFo] o G g 3}
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OAEFHE hAS 2 3 Chun & Park(2015)
9 9 S’Jr A3l 71}l Tﬂﬂ 7N5H dANE

o 2g9, Adlel
S|
|

)z A=A AR HE z}o}o]u| =]
7} dAEE AR s Yim et al.(2007) 2}

s}skar

Kim(2008)¢] 19 Yim et al.(2007)9] A+&
Zaste] HHARAE FPo] REES £ B
o HEHoZ Nu|A FA 74, 14 &5

(Table 1) Definitions of Variables

A AwA e, 43 5 % 623 g
. BAE polbAEsbE geld aRdEe)
AL poFonsn @A He AdE dA€9R7

o ot IR Felst Grewal, Monroe, &
Krishnan(1998) #+ Yoon & Choi(2010)¢ 4=
Fysle F 47 L0 2 A5G B o
2 AMAte} BT 7+ fUid A2 Aoty
Founier(1998), Chun & Park(2015)¢] 42 »}
goz2 = ol ez AT &4 H

A= FuiAEH ATFEAE EIdS AL
g 74 Likert A== FA 35

LEl
2E

Hn

T dEEAFE AA 20199 12€ 11
A2AE AEAA S T3 214 o
T ALY 13 o 7 B
2 t 2RAkE e R A%
)

AHE AAlstsith Abotolr Al Aol 7]

o]
o
)

Variables Operational definition References Item
. how the ethical fashion brand obey ethical principles
ethical
and law
Fashion social how the ethical fashion brand practices socially
brand CSR supportive activities and philanthropy Ha(2017), Park(2017) 12
perception how the ethical fashion brand contributes to

environmental pro-environmental activities and maintaining clean

environment

the match between the consumers’ beliefs about the

Functional congruity

ethical fashion brand utilitarian attributes(performance)

Sirgy et al.(2005),
Chun & Park(2015), 5
Lee & Park(2015)

the match/mismatch between the ethical fashion brand Yim et al. (2007), Lee

Self congruity user image and the consumer self image & Park(2015) 6
evaluation on the non-ethical fashion brand as another .
) . . . . . . Kim (2008),
Alternative attractiveness object that is an alternative being considered . 6
. ; . . Yim et al.(2007)
comparing with ethical fashion brand
Brand value evaluation consumers acquisition value perception of purchasing Grewal et al.(1998), 1
ethical fashion brand Yoon & Choi(2010)
the strength of the bond connecting the consumer Founier(1998),
Brand attachment 5

with the ethical fashion brand

Chun & Park(2015)
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YA 2 BAEge] Ay Huhg BAHE
ool A A fie BAE oA dS B3 &
A BAEE Yo R o|RRER {4 #iA
BAE R E 25 TS 59 1x35e=
T AEAE A¥e o|F s o] Fuet
&84 sfABRHES Fujol{fE VY E 3
o BHE FuiAdE FAHCRE 34t F8
SHEYEN SET F J=E AT SHA
© 484 HHEHAE A E AEE €€ &
g0l SHIL ol HIT FrjEME figh
715d dAA, AoteolmAl dAA, ditEE,
CSR &% A7, Bl Ful7t]H 7 BAE of
2o I Fgoz AR AEAC SHIA
th % 338 7 T v 2ZHEZe Frjolf
o F#d &S 7Yste 5 A4S SHES
AQst F 3089 $HE A4 AN LH,
+7%® A= SPSS 230 ZRIAL o] &3ld
Zle5A, 8AEA, JIEEY, dFIAES
A A B A Tk

-
Iv. ¢i7 At
1. SEme) Yux S

Z 308" F 9A7b 1447 (46.8%), A2} 164
5 (532%) 19, Ax = 2000 897 (28.9%),
3000 1139(36.7%), 40th 747 (24.0%), 50t] ©]
Aol 329 (104%) 0.2 &3 AABdE=e F
IA=07 4yA 20~30] AHATE E HES

e AoE Ueyt €2 $HAe
93.8%7F dgtw A 2 Y o)l en,

o A 2229(72.1%), A 3398 (10.7%),
AGFH 249 (78%) 01}tk &5 200~400%F
o] 989 (31.8%) oo™, 400~6007+L  90%
(29.2%). 600~8007+¢ 597 (19.2%). 800~1000
2h 257 (8.1%), 10009HY o] Akol 248 (7.8%),
20079 o]at7F 127 (39%) 9] <o & eyt

SRAEY fad AHRAE T 54 A

N
N
ol
:
N

Huw T AYe 1~2870 1847 (597%) 02

1 wskem, 3~587k 979 (315%). 6~957}

10%9(32%), 108 ool 179(55%)19th. ¢

ga7k Fold Aol 3 e #el

4 HPBAEE W TS deh F 1157

o BUEs EPAUY. AFE RIS 3 v
-

s
R
=
3
of
b
>

g2ke 45%E AN dE RO ek
w, o] ¢ A"z WIEL o|AE oty o
g2, FIAE T Tl v &4 HA

ol BASE g4 RABAST A7
LoolfE 49 107} HAEE FHoE AWy
Ak, BASel mek Felzk Utk sekuiel
= @084 A4, 347G 59 a98 AX
A% Be) AATE AAL BE AFHAL

3 FAM ABALA Agelt @AelF AFE
5 2ol

& AAR wEd FHRY HASE FY
AT B SHA] BhRE(80%) 0] of
=zt 5 A AR 9% FARY AL

%
ARAE FHRA(T),
(3%), TA1(29) 5 g Pol o2 A
Asg o, Qatelgy 1
g A% ARAAFIBA (109 ke ol 9
o tlxkele] whgel B
w4 ¥ deheh
Mol W FAT v

t BUEe) AAE RE AT A
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o vl g PHE Ao T Azvom gusgos, AAwE 1059%01t,
2425 §914, 484, 944 CSR BEE %

2. ZHETO| EfEA U AT 24 Yoz FAY A% MdAP AAEH v
8§97, A8 CSR BF Aol B Aoz

B AT SAET BIEE A3 Loihin o ganas 484 Ao
s wnd &uel ged AURAS CR gy sy ang g un aTaN &2
ATl S PARAE AL Gy copat @44 Csrel shie] AR wE
A9 2AEAE DR Table . SEH g pay o079 a9 % A ATE AP e
A8t 71 wel Varimax 3ol 9@ F4 CR=ES O]—ET;]-_,_7]— = oAust =o g
ff‘fijjf fﬁ‘; N 1207“; :iiif:f SHBAES ASE ABE0l AE A/
N B e FLg 9% BFBFOY AULEH gYHO

A kel oF 7153% % AWt ol MdE = wadE AES BAEs AR Az

M

-0,
PO
|o

fru

=)

B

p

Au)

{Table 2> Factor Analysis of CSR Perception of Ethical Fashion Brand Consumers

Atk wAEO®E SPA HAE Fof g5 A4 CSR &5 &<l 74 —E‘SJO
T s Fe A/ 84 CSR &5 A7t
etk 7 WA AL 744 CSR
A 8o 5 geoE w4He #44 CSR E

o=
E
o

TeoR BAEste] A4 Arksh Ukl

Eigenvalue

1 0,
Dimensions Items FacFor Varlance ./0 Cronbach’s a
loading (Cumulative
Variance %)

This brand practices socially and culturally supportive 84

activities. ’

The brand allocate necessary resources for charitable 81

activities. ’
. . 731

Ethical/Social Tpe prand practices positive corporate philanthropy. 76 60.94 913

CSR The brand help solve social problems. 73 (60.94)

This brand practices moral business. 73

The brand does not abuse the law 67

This brand obeys ethical principles which society requires. 66

The brand provides eco-friendly products. .86

The brand provides eco-friendly activities. .83
. The brand continues to maintaining clean environment. 82 1.27

Environmental
CSR The brand decreases contamination components in the 10.59 928
: 80 (71.53)
production process. :
The duty of environmental protection is fulfilled by the 74

brand.
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{Table 3> Factor Analysis of Self/Functional Congruity and Alternative Attractiveness

Eigenvalue
1 0,

Dimensions Items Fact[or Varlance/z Cronbach’s a
loading (Cumulative

Variance %)

Overall, the alternative fashion brand is much better. .88

The customers of the alternative fashion brand are much
better.

The benefit of the alternative fashion brand is much better. 81

.81

The quality level of the alternative fashion brand is much

Alternative  better. 19 4851484 909
Altractiveness The product design of the alternative fashion brand is 77 ( 45:44) .
much better. ’
The service of the alternative fashion brand is much more 76
efficient as compared to this brand. '
The price of the alternative fashion brand is much more 62
reasonable than this brand. '
The brand helps reflect who I am. .85
The brand helps express my image and character. .82
Self The brand fits well with my image. 81 1269101 016
Congruity ~ The brand goes well with my lifestyle. 78 ( 61:55) '
The brand helps achieve my image and character. 76
Customers similar to me would use the brand. .70
The brand offers a quality level I want. 74
The brand offers a service I want. 71 118
Functiopal The brand offers a price I want. .70 6:57 853
Congruity )
The brand offers a taste of design I want. .69 (68.12)
The brand offers atmosphere I want. .68
S5 X9s BAE ik o SRIEA S Cronbach’s a %ol 0.8 oo g 7% o]4el 4l
AN o (Table 3), 1 A3t 3749 2] T2 g0y YU

=
EEE AT e 291 A7 Aoteln|A] dA
S =2 AdXA, et E T et 3 . OE_lX-I HHMHEHE CSR iFE x|7L0|

FAEAM &S 6812%% AtotolOfx|/71sX LxIdof D[Xl= Ze
Uelsth A2z BaE Forpx]HE e B

e Sas Sdae saeel de ses A7EA 131 Bsel i avAel §29
23t 2le) 29l0] £ HUKTable . A 12 jﬁjﬂcg};ifj ;LT;; 101}]::}3
W A bl slgehe i . Al 2 i]x:;):;]hxq o]x]/:oﬂou] ]:L}\]—];H R
e G K CE R UL A, jﬁg;w;l;
gor PAHNOH, F FARMN LS 6812% iwr o ]:’}‘ et ;sHT . ?;sé o
2 guyt AmE 9 2% wE wey Do 0 i .



24 BB e AvAe] AojolulA DA, %A AN, el PEst
B Fu7tx ]2t BAE o 2o mX & JE
{Table 4) Factor Analysis of Brand Value and Brand Attachment
Eigenvalue
1 0,
Dimensions Items FacFor Varlance'/o Cronbach’s a
loading (Cumulative
Variance %)
The brand gives me a joy. 87
The brand has made me feel affection. .86 5.88
B .
rand The brand is attracted to me. .85 65.28 939
Attachment
The brand will feel a connectedness to me. 81 (65.28)
The brand gives me a feeling of happiness. 76
If T acquired the products of the brand, I think it would 84
be spending money for good causes. ’
If T acquired the products of the brand, I think I would 84 1.06
Brand Yalue be getting good value for the money I spend. ' 11.83 363
Evaluation o ) )
Considering the brand image, I feel I would be getting my 7 (77.11)
money’s worth. ’
I would be willing to pay for the value of the ethical brand. 70

A7 A4 AojoluA AAA Do GEHAR A7 ARR 4w @4 aug gve] A%
4 4N At 9 204 AUA Aot Aol AAQe AL 2A/AIS 29
de ReZ Yeuti(Table 5). Avtdd AH (Brare=.365) #7324 AA(Lpe=.349)¢ CSR
g SRdlA @ &vlzte] A &4 A &5 A7 9¥Yol EF fojsty 1 A7) &
W=o| CSR BF Aol Aotolulx] AN o I AR m SE RS RS AR E
Zate AL(R=450)2 oA 2B|AH(A=118) 29l CSR &5 A7t A3 (Lemae=.389) %
AgEt =& Ao® Yyt =9, F e o] folatA L}E}%E} ojg} 22 Adxdes A4
CSR &F A7k akdo] zpotolm| A AX/de] n 2R At A9 fFEA HAERE] fEH S
A AUy g 2EE AAAFP ALE A AAEFS AL AfoTt BEAHEL
{Table 5) Results of Regression Analyses for Variables Predicting Self/Functional Congruity
Dependent | Group Independent B t F Adj R
Ethical/Social CSR Perception .365 3.56%* .
Male - - — 59.584 % 450
Self environmental CSR Perception 349 3.41%*
Congruity Ethical/Social CSR Perception .389 4.18%** "
Female - - 11.916%** 118
environmental CSR Perception -.053 -57
Ethical/Social CSR Perception .393 367FF
Male - 49.344%** 403
Functional environmental CSR Perception 283 2.65%*
Congruity Ethical/Social CSR Perception 504 5.62%%* .
Female - - 19.162%%* 182
environmental CSR Perception -.125 -1.39
*X .05, ** <01, *** {001
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H

Zate A w3 G 28 JY(R=403) 0]
oA AHAHA=182) HYET B2 Aow Yy
Bl tH(Table 5). ¥ x99 CSR &% #A7}9

Az gEgHe JAME H &

Aozt e, wel A% weld/ARH 2

A(Brae=393)2  B4A  ZAD(Lrae=.283) <]

CSR #% Aztel el BE 25 et
o

ok w4 Amiak [ &8 /A A
g5 = A4EEE &94 fARA
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(Table 6> Results of Regression Analyses for Variables Predicting Brand Value Evaluation and Brand Attachment

Dependent Group Independent yés t F Adj R
Self Congruity 303 3.29%*
Male Functional Congruity 376 3.94%%* 47.316%** 493
Brand Value Alternative Attractiveness 124 1.77
Evaluation Self Congruity 254 3.20%*
Female Functional Congruity 469 5.70%%* 29.180%** 342
Alternative Attractiveness -.160 -2.23*
Self Congruity 435 3.67FF*
Male Functional Congruity 356 2.65%** 48.400%** 678
Brand Alternative Attractiveness 146 1.89
Attachment Self Congruity 460 6.18%**
Female Functional Congruity 224 2.90%* 39.923%** 417
Alternative Attractiveness .075 1.12

#*pC 05, ** <01, <001
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qa 2ulze] Aotoln A AR, 15A ARA, Bk ET}
£ PAARAZT BAE of 2ol WA e

3 2 A3A AYH 2NAGA AY F FARDS 24 BE EYSL 4¥A 45
o 24 AYE FLoA AHBUHE Lee & AW HEAA AW AojolnA AR )
Km(2011)¢] 473%8 AAshe 202 A8 99 489 92 ABOoRH, £4 &
HATIE AR} FABES BT FARE  NLE JGNA AotoluA A BE A7
of FAFoRA A5H BAE AASE W /] SRAAE ANE AANSLA ST =8 A
Jot BES Fal o4 Avxe] AHRAss  RHoR: YolYEe JE¥e @ 4ve
of ARy Wel Heh THAA AL WA £ o2A 4A AWAE A% A9 FL 7
9SS Vgt FHOE olsh ZS A= B AF A4 A UL o] Sy
o ged MALASAN BRI B AH = Frlgelt 9%5d YAoERE AR
AYBFo] BPNRAY FUOE ANHIL 9 o SO A ATHE} AFOE A2
of /199l A8E BAYBEA BF ANF AW A Faks LS PSR @ FAHA v
e oy avAeAE $ANRA AYE @ A AGHLA dA B4, #H AA
F ARyl WAl 83 AAHA Bk AF FHRDE Aofolux AHe] FAIHe
) WEY S ootk webd, B4 AQBE 489S AR f24 RHLASY AF
S FHOE S 29d AMLASY A% o o B 204 Aojolul INAS I
H 2eAe ged AABRES B Aololr]  0ZH e xule FHOT ANHIRY F
A DAY A5 9N Gl FARA G Aol 44 ZWe Aog IR /E B
FL A7) AANE FARY, FARE, AH Soe] QA AUST £ Y oY A
e} Bel 2d AYBFIG ANA AYVE S AU 53, 2% HHBATY CSR
S @ 1A TIY A B AWAS F BE §F0] AojoluA AAHH 75H AAA
Bajor @ Zolth wd Wy AuAd A% o vAE JUA 93EL 9 A gUL
B4 BYBEI AB AFA A WPOE AsBoEH 224 AAAFolth CSR
W Fel Al /154 s @R EWel B BF £%0 42 ERH AR A EG A
A= Bl BE A FL WA 5 Ao A Aok A, WY 2MA Aw e
W OHAC %3} e FAHA BAS A o AoB AWROTH 295 AHzH] A7
Zolw ]S BHAQ Ao PPN 0T Addoe PHLNAS Edad S04 A4
W e Ae] Fasojok & Aot BAE B Y HEd] g AwEel o2 W

B oapE g 2 gAA e A HE BAG 4RA0E 28 A4 A A
A, 20 AHEAA AANER AR RS R Es A Aelsug Ak
4 BrFel feld HABAE 2 AF o) B APt ned ge @RS A4 A
& 2Ag AEPss P WAL Ji 28 AHRAS FHAYAE goE AT
49 QgEs W vl GFEAN EIF 2 AAAACEE SYRS] AW CSR 24
99 NAAE PHYE 2D AL P} FFo] B £ APLAS] FHAL ]
ARAE UAOR o2 AZUORM Avne A WFel ¥ 4 Atk #Yd HABA=
#9042 AEHITA S ABATE OF P FUS) AAAE FAA TR
S WRAAATA Sk FEH AANNE & 54 £ selsel A4S KU A9
94 APAE TUYFS A9eks BFF b DT AUskEE AP wE 2LY Aoln
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T3 2 A JY v mE zelE F
Ho® AuHol 7g AHA 54y CSR &

T S wE AolE AHEAE 4%

. H #d AR A9 oy
714 AdSFol gk Moxztoly T3
34 x 5 B3 dAFZEHES wYs
o] (Chun & Park, 2015: Lee & Lee, 2014) &
:?‘__

i)

o obY 259 9 244 998 A
domd &u4 AH Ao MRS Ak
2 9% uoh ARH AAL A
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