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ABSTRACT

This study investigated the effects of sustainable fashion brands’ marketing activities on trust, attachment,
and purchase mtention. Data were collected by surveying 800 female Korean consumers after a pilot test and
questionnaire revision. After removing incomplete questionnaires, 728 were used for the statistical analysis.
The results of this study are as follows. First, four factors were extracted for sustainable fashion marketing
activities: economic activity, environmental activity, cultural activity, and social activity. Second, the environ-
mental, social, economic, and cultural activities of sustainable fashion marketing showed significantly positive
mnfluences on trust. Third, trust exerted significantly positive effects on attachment and purchase intention.
Attachment also showed a positive effect on purchase intention. Fourth, trust had a mediating effect on eco-
nomic activity, environmental activity, social activity, and brand attachment. Trust also had a mediating effect
between social activity and purchase mtention. The results of this research suggest that sustainable fashion

marketing activities play an important role in trust.
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A%7ks AARAY S50l BAE Afsh BAE o, Fulelze] WAE g

A WA ArEAls 542 9%, A4, B AT 23E wsEd] ddAdde $H
4 ¥ 25 ASgFEd O R 2z at7] S8 gAE 2R A S AAeiTh A&7t
Ao E JEE FAo] 285 (385%), @14l T HAAE 259 ARdE 2Rl
4487 (61.5%) o & JEbsaL, A5 20tH 7t 3659 Solder A8 R 21lo] =EHJUL, +4
(50.1%). 30tH7F 2057 (28.2%), 40tH7F 158% 82159 AWEE F 69.079%01% e FEAT
(217%) 2.2 ZAHE QT $EAe &S o T9o KMOSEE 8492 Bartlett] #el p=.000
Sta A sh/E}dol 49278 (67.6%) o2 A2l 60% OS2 Yeh 2184 S sk Aol A™sity 3
ot AASAL, HES A/Edol 1169 aAth 8984 89 12 AAA dFoE HH
(15.9%). Bk Ast/=ol 68%(9.3%), L5 shal, 29 2v 744 #F, 29 32 w34
I o8t 529 (72%) 2.2 YEbRTh AYo2E FFoR W{HsAAL, 292 45 AEE gFowR
AREEAAE7E 2688 (36.8%) S 2 7w W& gkt AE7bsd AAvHAE 2Fe 74
= AP o o] 1167 (15.9%), AR FAL Mol A AR At AAA FES 866, &
A7F 967 (13.2%), A=7F 2 #d FAA 927 A gE2 8%, v gF 782 AEA &
(126%)=22 veyth 392 4 J4 &5 T TUR NHEAFTL Tol el BR J8E F
< 2007 o] ~300%H wgke] 2209 (30.2%), ATHY APt BHE Ao} HAHE oz F
3007+ 0] ~4001H) wlgte] 1547 (21.2%). 100 o= g AEE AAd BHAE A
T mRko] 1509 (20.6%), 1008+ o] ~200%F + 861, BA:EZ o2 847, FujolE 834E

A weho]l 947 (12.9%), 4007k ©]~500%H
mRko] 447 (6%), 500RH o]de] HA e 91%=

2]
Cronbach’s a AlF7F 7o]4olBEZ AT = 9l

e Flski.

(Table 1> The Results of Reliability and Validity Test
Factor Item Factor | Standardized | Cronbach's| CR
Loading loading a (AVE)
I think that the brand’s efforts to improve the 817 668
service of the product is an activity for sustainability. ’ ’
I think that the brand’s efforts to improve the 806 733
quality of the product is an activity for sustainability. ’ o
I think it is an activity for sustainability that brands
. . . . . . . 795 819
Economic [increase their economic power with various activities. 366 .886
Activities |1 think it is an activity for sustainability that brands ' (.611)
strive for customer management with immediate 781 758
response.
I think it is an activity for sustainability that brands
strive to improve productivity and economic 745 775
performance.
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Factor Item Factor | Standardized | Cronbachs| CR
Loading loading a (AVE)
I think it is an activity for sustainability that brands
strive to use environmentally friendly materials 840 779
(organic cotton, biodegradable materials).
I think that brand recycling resources is an activity
o 806 854
Environ- |for sustainability. -
mental I think it is an activity for sustainability that brands .835 (4658)
Activities | strive to develop and support eco-friendly production 794 725 ’
methods (green dye and eco-friendly design).
I think that the brand’s efforts to develop
environmental protection and resource conservation 701 650
technologies are activities for sustainability.
I think it is an activity for sustainability that brands 803 685
collaborate with cultural public interest organizations. ’ '
I think it is an activity for sustainability for brands
Cultural |[to donate a certain portion of their profits to cultural 783 774 789 822
Activities | foundations. ’ (.607)
I think it is an activity for sustainability that brands
strive to revitalize local culture by utilizing 728 755
scholarship projects and educational programs.
I think that the activity of a brand giving back
(donating) some of its sales revenue to society is an 812 760
activity for sustainability.
. I think that it is an activity for sustainability that
Social R 849
L brands allocate some of the company’s resources 794
Activities . . 776 802 (.654)
(monetary and non-monetary resources) to philanthropic
activities.
I think it is an activity for sustainability that brands
. . . oL . 749 .688
actively strive for social contribution activities.
Sustainable fashion brands give a credible impression. 825 740
I think sustainable fashion brands are honest brands. 817 743
Trust A Su§ta1nable fashion brand will deliver on its 815 707 861 911
promise to customers. (.672)
Sustainable fashion brands give credibility to deals. 781 717
Sustainable fashion brands give credibility to deals. 770 734
I have an affection for sustainable fashion brands. 856 769
Sustamable fashion brands seem to be a part of my 896 791
life. 863
Attachment - - 847
Sustainable fashion brands are a necessary part of (.613)
. 825 741
my life.
I am attached to a sustainable fashion brand. 809 821

- 142 -



A%7bs AAMAY BEo] BAT Azsh BAS o, Fojolwe] mAE
Factor Item Factor | Standardized | Cronbachs| CR
Loading loading a (AVE)
I am willing to recommend sustainable fashion 844 757
brands to people around me.
I will introduce the good points of sustainable
. 828 .836
Purchase |fashion brands to others. 834 878
Intention |I am likely to continue purchasing sustainable ' (.643)
. 822 736
fashion brands.
I am willing to buy a sustainable fashion brand in 774 77
the future.
=1599.438, df =329, p=.000, RMR =.039, GFI=.860, AGFI=.827, NFI=.853, CFI=.879
AR eQpsen 7 PGS BB o) CR{S BF 701482~ 911)F AVEE 71EA
] < 93t 5o13(607~672) 22 FFETHl ASHAU

AAE AR 2=
1599438, df=329, p=000, RMR=039, GFI=
860, AGFI= 827, NFI= 853, CFI=3879¢] H{=
2 vebgth TAAGY BPYS HEERY, 3

=z
K
Feggon ARsael ARt B Are 3 Seldug 74 2905 o) 4RRAE B4
YoM BF3F 3| AASI 5(.668~.854) 0], st AVE o]l tii& 5ol oz ey
{Table 2> Results of Discriminant Validity
Economic | Environmental Cultural Social Trust Attachment Purchase
Activities Activities Activities Activities intention
Economic 611 041 165 068 093 007 016
Activities
Environmental .
. 203%* 658 126 255 161 035 178
Activities
Cultural 407 356+ 607 190 108 076 077
Activities
ial . .
Socia 2627 505 A36™* 654 147 045 114
Activities
Trust .305%* 4027+ .329%* 3847 672 243 360
Attachment .088* 189%* 207 213%* 493%* 613 373
Purchase ek sk o sk ok ]
. 127 4237 27977 3397 .600 6117% 643
Intention
01, : AVE %, The squared value of the correlation coefficient is expressed in bold text.
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BA
AFEG Ane 2y 4
9T, ABIAL AN AHS taat

o ——]l [
STy E 4 At (Cho, 2015) (Table 2)

4, ATEY JHd AHE

B oAve e FAHCE AZHI 9
AMOS 260% AHgatel FaugAel By 7%
S ANsgT, 2R APE A Bk (i
=3.741, CFI=.873, AGFI=.824, CFI=.854, NFI=
847, RMR=.045% ueh} Ag= A7F &
NEAE FES] FEYRY RIS B A
A4S AN # Avad AuEEe @

A= (Table 3)3 2t

D A47bs AAeIY BFo] B A5
AE g
A& ARAY BE)
Aol AN AAE HE1S
oo MAL-19 #4 A% WS 3 525 AL
© 146°|M CR.=3254(X.05)E FAHLE &
ostel 11 AHAG Fa1-29] B4 2

{Table 3> The Results of Structural Equation Modeling

3 #2738 Alee 276013 CR.=5.211(pX.001) =
vety AHCE Folgte] ERlHe] 7MY 1-2&
A=A, 7HE1-39) #4433 xFs AFe
1000122 CR.=1.745(X.05) 2 SAHCE {93t
A A vey A77hd 7HEL-32 714 E A
kA A &7bs HMEAY E5H Ego] Bl
E A e vAA ¥ Ae & U
7HA1-49] &4 A ®F35t AFE 207913 CR
=3346(X.001) 2 STAXHCE KA dEht 7t
A 14 AgENY. ol AE7ks HArHE
o] HAE Ao v d¥Ee 44 2
T AEE g2E AAA TOE e
< A3+ Han(2021) 8] AF-ellA A&7}
50 BAE AlFze] A (+)

AoE vt A7ARE AR

-
&

©
o
N

N

(o]

1o off
of
B oo & o

2o H2
N
off
o
of
et =

o oo

o g or
= 2
% X
%

_C)|L
I

ar

dor by oo XN
T o

ol

O

flo i) o
N
D)

off 30 o

Path B SE. CR. p Result
Economic - 144 146 044 3254 001* | Accepted
Activities

Environmental | _, 261 276 050 5211 | .000%** | Accepted

Activities Trust
Cultural Activities | — 103 100 .059 1.745 081 Rejected
Social Activities — 208 207 062 3.346 000%#* Accepted
Trust — | Attachment 634 580 049 12.918 0007%** Accepted

rus

— Purchase 373 427 040 9.372 000%#* Accepted
Attachment — Intention 392 490 038 10.298 000%** Accepted

*pX.05, .01, <001
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Fgo] U= 4

sl BAE o), pojelze] nAE dg

2) B A3y} BAE o F3} Fuo £
LR
7 29 ASAS F WFE 1 Z2ES ASe
580, CR.=12918(xX.00)E & atod

AHOZ 9
BAE A BAE ofFe] A (+)9

7 2 AEEA 7M. 39 HSAH
X3 A 427, CR.=9.372(X.001) 2 EA A
o2 fost A%E Ho HAE A Frjon
o F(+)9 YFS Frie M3 AP HAT
o= Noh & Park(2011)¢] AolA AwEF
of tist Bl A2e Fuleze] AH(+)9 I
S HAE ZAoE Yepd AFAFHE AR S
T Cho & Lee(2015) 9] ATollA 719 AF 2
o Fujelze] Folgt H(+)9 JFE vAE

e o

>
r1r

al

il

Ok

A2 Yed d3d34E ARG S 2HAE
< BAco dis] AEeA HH BAE of S
A i, A%7bs A AR EES st
BAC] A} 225E PRI ot
g 9lom, Suk(2015)9] AFelA HA7|H e
A&7V 2Eel d4e] mes HIAE A
7b mobAT S g 7o AFs T vt
oItk AWstAL, Han(2021)9 dAolAxE

g FWATRIL T & Utk

3) BAE ofzo] Fujord wX AF

7Hd 49 A4 A F W 7 273 AF
49001 CR.=10298(xX.001) 2 BAHCE #
ste] BT ofzto] Fujoke] H(+)9] JEFS
nHtE 7H4E A EA ol#d A= Kim
& Kwon(2021)9] Aol BHa= oz Fuj
oz FAA FFE A= AR YERE A
SHE A5k Esch et al.(2006) 2] BA = of 23}
TFule el FAE AHE AFA BAHEZ o3}
< T Ed vHe FujEE Jebdty B
3 AFAHRE AA g

)
rir

(o
o

l

4) BA= Az|e vy ast

T4 A7 58 7Hd 6 ARG S
3] Bootstrapping W40 & 9z @ AF 37+
FAste] PP EHY Fo4s et vh(Hayes,
2013). A1F 77+ FAY 93 wijaz 7HE7
gel Af 2 ade] 418 F7H(confidence in-
terval: CD< 3FsHd (lower limit of 95% CI:
LLCD 3 AF8hA (upper limit of 95% CI: ULCI)
& Aol 0o] EAlst=A] AR5 7HAL A
TH(Hayes, 2013). &, & Atolell 0o] EAlatH
ostA] e AeolH, 0o] EAEA o o
Ao 2 Fstth(Hayes, 2013). LLCL3 ULCLA}
1> ol et F(+)9
s MF FE dY, F()Y ¥ 1F F
Atkes A rtEE o] foAd 2=
= Fo|th(Hayes, 2013). mj7H

= (Table 4)¢F 2t}

T ofz 7+ Bals AlE e
& 95% AFFZHCD > 033914 152E
0= XA For=E wpyiasrt Sl AR
ettt $44 gFd BAt ofF 7k Balc
AF e mAaze] 95% ANFHFZHCD) S 118904
2288 02 EFsHA gorE wijadst de
RO E Uetytth AA &E3 BT ofz 7h
Bl= AE wip&He] 95% A FZHCD >
048014 2172 05 X334 o= mi/fas
7F e AR Uyt & A&7bs A
€] %]—% %— 7IIX«]]X-1 ﬂ% Q:_]-7§Z_l 3= }\]-§]Z-1 ke

o = 0,

23 BAE o3 7+ BAGA BAE A o
NEHE pm0l FEAA EATNCZ HoEA
b,

BAAA EEd BEHE Fujex 7k B Al
ol miEAe] 95% ANFHFZHCD) L 030904
J45% 02 2R gonzg HH7H§F+7} Ae A
o2 Jeuth #7434 53 Frjek 7 Bt
Aol mpEFe 95% AFHFEIHCD L 114904
23002 0% EFsIA ForBZ wiadst e
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{Table 4> Hypothesis Test Result of Mediating Effect

95% Confidence
Path Estimate | BootSE Interval D Result
Lower Upper
Economic Activities— Trust— Attachment 091 034 033 152 01 | Accepted
Environmental Activities —Trust —Attachment 165 .033 118 228 01 | Accepted
Cultural Activities— Trust— Attachment 065 .059 -.038 159 302 Rejected
Social Activities— Trust— Attachment 132 049 048 217 01 | Accepted
Economic Activities— Trust— Purchase Intention .090 035 .030 145 01 | Accepted
Environmental Ac?rltftsi; Trust— Purchase 162 035 114 230 01 | Accepted
Cultural Activities— Trust— Purchase Intention .064 .056 -.037 152 302 Rejected
Social Activities— Trust— Purchase Intention 129 051 047 218 01 | Accepted
Aoz vet, 494 #53 FoloE 2 Bd E ASE 259 a9490 E2HAT, A%
= A WAEHY 6% AHFHCDE 07 A EE ARA AARA, A ALEA, A
A 2182 0% EFSA gonz dlETE 9 2 ARFEAe FAAAOR EEHAT BAR
Ao gyt & A%7ks A & 9 29102 HAE Nz, AT ojFe] £Z
T T BAA 2F %7331 245, AteA gF At AE7Hs MAvHAY 2ol HA= A=
FojolE 7+ BAGNAN BAE Ao wEE o)

p=01 #FlX EAHoZ folatA vrebgth
V. &8

B A NE A&7bs A Y 250 B
AT Ao BAT of 2 Fujolwe] wHE o
o sy 9% BHoz AYHYTh 53
A&7ts A Y 2ES AAY BE 344
g% 233 2E AgH 8507 hro] g
97 FHOE AWRFoH AAH FE AH
g% 233 FE AFY BES =P A
g3te] BAE N9 HAT o F Fujezo)
m X gakel] gl Yol gtk HT A &rtso]
ZQ3 ESGAYS 2HAEC] A7s7] ol
¢S =2 F grh FAT B ApoE Aug
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