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ABSTRACT

Interest in the use of faux fur has been increased with a growing emphasis on awareness of animal wel-
fare in fashion. The purpose of this study is to explore the attitude-behavior gap in faux fur consumption
and the moderating effects of subjective norm (SN), fashion mnovativeness (FI) and perceived consumer ef-
fectiveness (PCE) on the relationship between consumer attitude and purchase intention toward faux fur
products. The data was collected by using a self-ministered online survey of 283 female consumers. The re-
gression results showed the strong positive influence of consumer attitude towards faux fur products on the
purchase intention of them. Interestingly, SN negatively moderates the relationship between consumer attitude
and purchase mtention toward faux fur products, whereas PCE has a positive moderating role on their
relationship. FI does not show any significant moderating effect on the relationship between the faux fur
product attitude and purchase mtention. Moderators of the relationship between the attitude and behavioral
mtention of faux fur leather products which revealed in the study can be used for developing promotion

strategies of eco-friendly fur products in fashion.

Key words: attitude-behavior gap(El =-80 & =}©]), fashion innovativeness(®] A & A14), faux fur(QJ 25 ),

perceived consumer effectiveness(A] ZHe AW 2 §8), subjective norm(F34 1+9H)
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$2]d  Fol=(Theory of Reasoned Action,
TRA) 3} A &35 o] 2(Theory of Planned Behavior,
TPB).G’_ _Qra]z-] uua‘ro]]}q /\u]fsgi_% %/513]__—]7_
Ast7] fla] 85 s tEAl o]E4 Rdo
TH(Moser, 2016). F °|& EF &H|R} g Fol v
Ae e F84S 7 ,
el sl 7= HE, &RA
o] WHAE 3ol
Ao JFS v :
TFuj ez Bt FHA ol T
ztk TRAZF 2 M9 dF FAZ7}
AA g A o]FofAE qAEARHF S AW
thd TPBE TRAS HLE-3Eow7r #AZ 7wt
o7 Aztd 35 EA (perceived behavioral con-
tro) 2h= Mg F7heta, PF9 oflgol g
A&, A4E qF5 Aol A5 g 5
5o g-& Fohyl AW eti(Ajzen, 1985). A
g AT M= TRA, TPBo| thkeh =, =g
A RFE FUhel, AREIY QxRS 2
= S8 A HHAEF Fize] tiE He
o JEEE =9 AL AU AFsNLH(Jung,
Choi, & Oh, 2020: Lee & Choi, 2016). Jung et
al.(2020)> &R|AE] QIZE7bSo] e B¢} |
TR BAC AnTEA e} ANSAH S F7F
3 &8 JAEARG S P AFIIL
H, Lee & Choi(2016)2 Q1R 9} M AL T
gk Azt :rL“H«]Eoﬂ Xﬂ% A3 F34 A
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< A= S golY(Achabou et al, 2020),
121g B} Fujeezt A% AA = theF o
Hesd o AstE AV SstEe 533 %
S Holth(Delieva & Eom, 2019). &ux}7} &
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(Moraes, Carrigan, & Szmigin, 2012). o]23t &
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apo] ToB AR EYA7F HAYs= W

o 'IJri‘r geFsiAl dE Al vk
F2A A F WA

=9t 45
A, AE &4 ge 9

TE FE 2%oRE

A 213t AlFoIY &Aool i A4, Al
F ASA, 7 B, FEE s 22 4
A WA clo] gefsAl ByHy itk(Jung et

al, 2020: Kong, Ko, Chae, & Mattila, 2016:
Park & Lin, 2018: Sudbury & Boltner, 2011).
Sudbury & Boltner(2011)2] A=w4d 2443
AT IMAES F20F HAAFA ds THA
BEE 7N HEE AA Fee AFe 7t
A, w83 HAAEF] NAG ofFel wat gt
At s=Y "3 ThES AREE
gi ot Lee(2014)9] A-FelA
A2z HEel Fet
AA freet S vAE ALE YEd b
Atk FEEA A gk 2 Ae] Ahu|zpe] FEXIS}
27 St s A F dst ASel IS v

AE A5 AFE AtH(Achabou et al,
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H(Kim & Kwon, 2016)% ZEWIOE F7k¢  Ade] 9%$ vtk TRA, TPB, H=-94F %
xR E-PF Aol BRI PAHT 4F o Y 5 F2 o|BM FFHOR Fum 7
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A s He
FEgFS HAE HFERZ BIHT Yrh Lee &
2. olz=gm Fojof CHst Ej=2F Foie =7t Choi(2016)8] A-FolA FH4 FHE AXET
24 2 FoA ) WML, X ZHE AF Fuleze o8 JFS vAE Aoz Y
LH|AF 28 Bttt JdxEIEY HIE WoH, &84 A
A = 2] " % & (Harris, Roby, & Dibb, 2016),
B o9 o]24 Et)7} §= TRA. TPBOIA Z]jo]e Hs’t q & (Harris, Roby i
CoHEs anA Ao me] 2A4 Qe v T2 F FY(Xu, Chen, Burman, & Zhao,
il i ) 2014), =5 &3 9F 3|7 (Hassan, Shiu, & Shaw,
A= A3 Weety A9siti(Madden, Ellen, & i
2014) 22 ot S| avjdlEdA FE4 9
Ajzen, 1992). o|& ©|&d] 7]¥tet o8 MPAF R Ny
< &HA HEe PF dALE WEE T8
A &4 AE A =7t FAALTE T
e gQlez =959 sttty ol FHH o]
elert o gopivte A AFF v Ao
, Bl=e AgHgrt obd Bl Fuje=7h A
(Kang, Liu, & Kim, 2013). 1373 MA&A1E, <l .
2 A= 2E HEREY JFo] A= AL
27t% 53 22 f84 dAAECRE Ao
AALSETE, ol dol A FHA e EF A &

S B4 APIE, #24 AF U HEE
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2 AT t al, 2020: Zh hi, 2015).
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T T 2014). ARG Be zuAe A 18R

[e12Xe) ]

AHzbEol HlE sjAde] gk > Fw 9t
#AAS Ho|w(Rahman, Fung, & Chen, 2020),
A% el A sAAFd dgk 204 H
9 P57 dAEE Zstetrh(Favier, 2013: Nii-
nimaki, 2010). Rahman et al., (2020)2] <1704

7HA 1 2uAe] QFEEe PejEEE EE)
Fujo)e] AA s nH

> = 20
gl 7k AT I SUA G amaael e cuAASE AAAE Bkl
UL LTI S I LR A \
=) o =3 " o sE/IES AMSEA Esdkthe R @A A
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AR M37F A wE e tE A 1991). PCEx €24 4&H ®B=9 %57 3
S A=3 v Yk AXEI AuH|Eskd g AL Aeste o G Welow AoEy
Kim & Kwon(2016)9] && A-poA], ¥4 7} AZHo] gth(Vermeir & Verbeke, 2006). Jung
AEL QxR AY ol f Xﬂ% A 9] M EFL & Oh (2013)9] AtelA PCEZ} &2 &MAY
EE53 EAo W3 ATE AFd, &4 A9 FE Az dig 384 HEE Fse A
ojuf Bl7t Fel mAE G sjHAF2IA o] o2 Jehygth Koh & Noh (2009) ATelA
e A ZEEHRE AAEIAT odelA o PCEw &84 A F HHxdl Fog 84 I
=3 e Jhdol EEH U g& vzoH, Yoo, Divita, & Kim(2013)2] A+
AN FHA 2AE AFES HAAFY e
7Hd 3 dAENAe xRy FulEEe Lo PCEZF WX& AA d3do] ASH w9l
o] AA FHA FFgFes v o ool A QIR An|ofALAA HA o] WA
Zlolt} = PCE9 A7A xdasel #AES o 7Mool
SEHAL
A 2+¥ A8 & & (Perceived consumer effec-
tiveness, PCE)2 7i7HQ1 &wjAte] =go] FES 74 4: AZ4E Az 2&L JdxET )
gy SEedst 22 54 ARSIEAl s ¢v B} Tl ze A FHA o
JE FFHE IAE - o HE JRE E S 1 Zoltt,
3tH(Gupta & Ogden, 2006). PCE7F =& W, &
Ue] gFol ¥WsE tAE F vy UEFE ool AFMEE ¥ A B (Fig.
AlES 299 f83 Add "R dA sk D3 2

AsS Stee AEE 7HAA Fdch(Berger &
Corbin, 1992: Ellen, Wiener, & Cobb-Walgren,

Perceived

Gap between attitude and behavior
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/ Subjective
Norm
\H2()  H4()/
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R | 2 ~

T > Purchase
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Intention
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{Fig. 1> Research Model
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Atk AQueE Aol

A}9] 54.8%7F 7L,

=2 682%5 AA

B 1529,
geort AR HFel 194%2 B4 U

bttt AA S Szt EAL (Table 1) 2t}

Ho ASHAT, QxR FoRE) B A e
7 27 wAel A getstel, 24 S o ZAETE 2 EEUR(AZRY oK),
4 AHAR ety stk o anlate SHHEFRIZES Frjo] tig "Bk), WS
SUel ByolRe Fo FujfdorE HIHY (SN, FL. PCE), 7S ATZ ez FAHA <l
oM, AZEIE o @ /E AYAT o FEAYERE AW RE LS 74 Likert
Al o amiaks e R JdgE vk ti(Kim T2 SAHEAG (18 Ad 2¥A oo, 74
& Kwon, 2016; Lee & Choi, 2016; Ramchandani g ™Y, xRS Fufd tig BEE 3%
& Coste-Maniere, 2017). 7tlde] 9132 20t g, QxRT Fuorys 4o E AL,
AA S0N7FA] ZEA BEFHJOH, HFAHLS Kang et al.(2013)] A-FelA AHgd TS <
(Table 1> The Profile of Survey Respondents

Characteristic Frequency % Characteristic Frequency %

Age Education level

20-29 69 244 Middle school 1 0.4

30-39 71 25.1 High school 68 24.0

40-49 71 25.1 Undergraduate 193 68.2

50-59 72 254 Graduate 21 74
Residence Occupation

Seoul/Gyeonggi 166 58.7 Professional/Practitioner 28 9.9

Busan 21 74 Service 22 7.8

Other cities 96 33.9 Office workers 128 45.2

Students 22 7.8

Marital status Housewives 55 194

Married 155 54.8 Others 8 10.0

Single 128 452
Monthly income(won) Monthly clothing expenditure (won)

Less than 1,500,000 78 27.6 Lee than 100,000 60 21.2

1,500,000 ~2,000,000 65 23.0 100,000~ 300,000 155 54.8

2,00,000~ 3,000,000 78 27.6 More than 300,000 68 24.0

More than 3,010,000 62 219
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2Ry gu) W] 9A FAste] AR TH HA AR vwste 79 2HEEHE 9
oj9} A QxR Fujol Wi FHH W 3% ok AwA A4 T 34 R w3l
&H(Lee & Choi, 2016), MNAEAA 478 (Kang 2ol AR%) Fgtol EAH 02 f9atA vebdth
& Park-Poaps, 2010), PCE 6%3(Jung & Oh, o zdaxkrt JdE Ae®E &4 soh Aguinis,
2013), A+EA TFE SAHAZT EZIAAHT. 1995).
SAHT o) AHEE AF EIFELS (Table 2>
AN ek, IV. oA+ & 1t

WA ERET AEs BYES Fels)
A AMOSE AHE3l 14 2124 S AAls) 1. S8E MR B 3 7= A
A, Cronbach’s a& ARtstth ooz A-F7F
2e 937 A9 SPSSE AHgatel Ay T TEERA T % AHm e @
Ao AAHT EAME(dY Aseu(gum  HE (Table el ANIAT FAH 2ARy
) Q¥ 2S5 A9F ORI 29 W A F2 A= AF7E xYdi=244, CFI=97,
£ was golmas Asael 57140 NFI=094, GFI=088, RMSEA=0072 ueh}
At BEAARAe Bt gol F el gx  T87eT THUA AHsh el wAA AW
mEe wpste 2AET SoNS Azag T=7b g E Atk (Schumacker & Lomax, 2010).
Aus) HARYE T V(= o) zmy T 2-© 2 Hair, Black, Babin, Anderson, & Tatham
J%), EYNS X(Z QZEY gr)e) Fasg (010 AL AR mep SHRde d=wc
0o AT SuA HAAs quA Haa  FEEES ATAAG WA RE 242 29
A zaws 2 Ead aw aaaay  FOEO 6014eR A2 1A 5% ¥E AL
PCE)S) #E#E Z/bwn AuA anges o TEH A=k fddann. pyaad
FHA Bl AL XxZ) & Frtete T BAFEXF(AVE)E BF F3H 7159 5 o4

o2 FHegFGAo]l FlHAeH, EAFE JA|

{Table 2> Descriptive Statistics and Reliability Test of All Items

Factors and Items M SD Loadings AVE? CR” a

Social Norms (SN)

My close friends would prefer to my purchase of faux fur,

rather than real-fur. 413 169 081

; - 0.88 0.88  0.96
My close friends would recommend the purchase of faux -fur, 418 174 0.93
rather than real-fur.

People Who are important to me would approve of my 122 175 0.89
purchasing faux fur, rather than real-fur.

Fashion Innovativeness (FI)

I prefer to purchase new and unique fashion items and try on 149 147 053

them.

0.72 0.82 091
I would like to purchase new fashion items that others don't wear. 3.74 1.56 0.86 ’ ’
Compared to others, I tend to purchase more new fashion items 3.57 1.57 0.85
I tend to know new fashion trends before others 349 151 0.65
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Factors and Items M SD  Loadings AVE® CR” a

Perceived Consumer Effectiveness (PCE)

When I buy products, I tend to try to consider how my use of

them will affect the environment. b81 120 081

It is worth it for an individual to make efforts to save

electricity and water and other resources. 573 LIY 083

An individual should make efforts for sustainable growth of 565 118 0.84
the society both as a consumer and a citizen. 0.82 0.95 0.97

It is worth it 'for the 1nd1v1dua}1 consumer to make efforts to 583 122 0.77
preserve and improve the environment.

Since each individual can have any effect upon environmental 581 118 0.84
J. . .
problems, what I do can make meaningful difference.

By purchasing products made in an eco-friendly way, each
consumer'’s behavior can have a positive effect on the 573 1.23 0.83
environment and society.

Faux fur attitude (AT)

I think the purchase of faux fur is desirable. 492 1.64 0.91
0.84 086  0.94
I like the purchase of faux -fur. 451 1.69 0.89
I'm favorable towards the purchase of faux -fur 495 1.63 0.96
Faux -fur purchase intention (PI)
I'm willing to buy eco-fur products 445 1.73 0.93
I'm willing to visit stores for buying faux -fur products 449 1.78 0.83 0.83 086 095
I'm willing to recommend the purchase of faux -fur products 459 1.76 0.94

I'm willing to pay a premium price for the purchase of faux

fur products 434 174 0.60

Notes.
a) average variance extracted
b) composite reliability

BE FH7F 7 oo yey YHIAE A lo] AAHEAL o) dzAES QAo o
AE THEAAY 7+ 8098 Cronbach’'s o EF Jung et al.(2020)¢] ATE HIES &84 HAA
9 oldeR A veht SYETY NHEE & F oj4 AYAT(Achabou et al, 2020: Zheng
sy, o] F BAE Aysich & Chi, 2015) ¢+ A8t Aot}

o R A AUA SFRL7 RE s
2 JMHZE 9IF CEETRN 2 4o s meln S5 O ek

(3271) =264, X.05). ol& AxEI g B
o zAWse FhH y, AAHAA,

(Table HAA ANE EHALY 2%E B
e A e T

W, A SAN2 BE SAHSE fod
OS2 Yegth(p<001). WA JARDS BH
G2 xET HEs pere A 4
o = q

Aoz yehh(p=.86, pX.001), 7Hd
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{Table 3) Moderated Multiple Regression Results for H 2, 3 and 4 ¥

1*' model 2" model 3 model
Variables B B B B B B
(Constant) .06 -.49 11
Control variables
Age .00 .01 .00 .02 .00 .00
Monthly Income .00 03 .00 .04 .00 .04
Monthly Clothing Expenditure 01 .09 .00 .03 .00 .03
Marital Status (Dummy) .06 .02 .04 01 .07 .02
Independent variables
Faux fur Attitude 86 83 T 74 g .56
Moderating variables
Subjective Norm (SN) 12%* 12 34 35
Fashion Innovativeness (FI) 6% 13 .20 17
PCE -.02 -.01 -.25 -17
Interaction effect
Faux fur Attitude x SN -.05* =37
Faux fur Attitude x FI -01 -.04
Faux fur Attitude x PCE .06* .46
RZ e e e
AR? (F-value) 01 (2.64) *
Notes.

a) Dependent Variable: Faux fur purchase Intention
b) If the F-value of 4 Adjusted R® (R? for 3 model - R? for 2°¢ model) is statistically significant, it indicates the
presence of interaction. *p<.05, **p.01, ***p{.001

ot PR Y, a4 o] dxRy Tl ARE YEve AYdT 2 dAIH
of thet et F57t AA mA= 74 2d (Harris et al,, 2016: Hassan et al, 2014).

gl i 7H 25 AAEAT AXEY] HE OEloz, AxEY HEst dfAGIN ozt
ob 37 FEAEde ke AT TF JAATFE FosA ¥ AR vEh
T p=-31(X0B) = 34 2 guAe < Azw3] ofel] hE Brmeh Fojo ezt dAl o
253 el e B=rt e 7 s A4 ARGl wA= FA 2P d 7
A #AE AT AR YENT 5 kS 32 717k Sl

ojuf Aok A F2F A H IFozHE 7Hd 49] A5, PCE7F 1R g=g v
FHA e FF¥Yol ¥ sEHAdTE Ax E=2b BAl mAle A 2Eades AR,
By Fofel]l e BE=o} Fejol 7t #AVF 6% PCE= °l&7t 544 #AE ds dsets Ao
Ao AL, w2 F8d qi e dEFge] A 2 UETH(B= 46, p(05). BA Zal, 7i]le]
5 xRy v B=rF e e vAE 9% gol] FEsieh 22 A EAl s Aol =gl €
g4 olerve Ae & F Uk ol &dan 0y UEFE xR fid SHAES] HE
gFollA FHH o] LHA BEst PFo o = 7= ¥ 2 dFE vAE AR Y
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