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ABSTRACT

This study addresses the growing social demand for sustainability in the fashion industry, specifically focus-
ing on sustainable fashion marketing activities. The research aims to provide fundamental data on these activ-
ities and suggest practical strategies to enhance self-brand connection, brand attachment, and resource invest-
ment intentions. The data was collected in two stages, mvolving a total of 728 respondents. Statistical analy-
ses, including exploratory and confirmatory factor analyses, examined the relationships between sustainable
fashion marketing activities, self-brand connection, brand attachment, and resource investment intentions. The
findings indicate that sustainable fashion marketing activities significantly improve self-brand connection, with
environmental, cultural, and social activities nfluencing self-brand connection. Additionally, self-brand con-
nection positively affects brand attachment, which influences financial, social, and time resource investment
intentions. This study highlights the mediating role of self-brand connection between sustainable fashion mar-
keting activities and brand attachment, as well as the similar effect of brand attachment between self-brand
connection and resource investment intentions. To summarize, the study provides valuable insights for fashion

brands secking to enhance their sustainability efforts and strengthen consumer engagement.

Key words: brand attachment(22 2 = 2}, intention to invest in resources(AHdF2F 2] &),
self-brand connection(A7]-E#HE A 4),
sustainable fashion marketing activites(X] &7} A vA Y &%)
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{Fig. 1> Research Model
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s o]Q_o]—oq z} .?_}\—]7H1/j 5=

=
1 a2 9F 44g Astel g sy

»=.000, RMR =.040, GFI=.905, AGFI=.908, NFI=
9389 ALz el :rL/K-17HLﬂ_4 E}D]—HO
HHEIGA A JFTERGASE Adststd AR
AAE AT B Ao RYPAAME ZFSIAA
TR 7(728~856) 01, CR#= EF 8ol
(.803~.886)3% AVEE 715X 5012577 ~.722)
o2 FJFetFdol HASHAUTE E=3 iHLAA

Factor

Item

Factor
Loading

Standardized | Cronbach'’s CR |Eigen-

Loading a (AVE) | value Variance

Economic

Marketing

Activities
(EMA)

I

think that the brand’s efforts
to improve the service of the
product is an activity for
sustainability.

817

.668

I

think that the brand’s efforts
to improve the quality of the
product is an activity for
sustainability.

.806

.886
733 .866 3.281 21.870
(.611)

I think it is an activity for
sustainability that brands
increase their economic power
with various activities.

795

.819

— 24
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Factor | Standardized | Cronbach’s CR Eigen-

Loading Loading @ (AVE) | value Variance

Factor Item

I think it is an activity for
sustainability that brands strive
to use environmentally friendly 840 779

materials (organic cotton,

biodegradable material).

Environmental I think that brand recycling
Marketing resources is an activity for 806 854 884

Activities sustainability. 835 (osg) | 2818 | 18748

(ENMA) I think it is an activity for
sustainability that brands strive
to develop and support eco-
friendly production methods

794 725

(green dye and eco-friendly
designs).

I think it is an activity for
sustainability that brands
collaborate with cultural public
interest organizations.

803 .685

I think it is an activity for

Cultural

. sustainability for brands to
M 783 77
arke'tl.ng donate a certain portion of their 78 e 782 822 2.091 13.939
Activities fits t ltural foundati (.607)
(CMA) profits to cultural foundations.

I think it is an activity for
sustainability that brands strive
to revitalize local culture by 728 755
utilizing scholarship projects and
educational programs.

I think that the activity of a
brand giving back (donating)
some of its sales revenue to 812 760
society is an activity for
sustainability.

Social I think that it is an activity for
. sustainability that brands
Marketing allocate some of the company’s 794 849 2173 14.485
Activities PAYS 1 776 802 : (654) | :
resources (monetary and
(SMA)
non-monetary resources) to

philanthropic activities.

I think it is an activity for
sustglnablllty that brar'lds 749 688
actively strive for social

contribution activities.

Sum of variance explanatory power=69.042, KMO= .849, Bartlett’s test of sphericity test=69.042(p<.001)
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Factor Item Factor | Standardized | Cronbach’s CR Eigen- Variance
Loading Loading a (AVE) | value
Sustainable fashion brands 809 654
reflect my values.
Self-Brand " . .
Connection I feel famlhgr with sustainable 796 634 847 877 3121 62,421
fashion brands. (.589)
(SBC) - -
Sustainable fashion brands are 794 631

aligned with the values i hold dear.

Sum of variance explanatory power=62.421, KMO= 843, Bartlett’s test of spherici

ty test=1418.026(2<.001)

Brand
Attachment
(BA)

I have an affection for

5 769

sustainable fashion brands. 856 6

Sustainable fashion brand's seem 896 791
to be a part of my life.

Sustainable fashion brands. are a 895 Eo
necessary part of my life.

I am attached to a sustainable 809 891

fashion brand.

847

.863
(.613)

2.750

68.752

Sum of variance explanatory power =68.752, KMO= .772, Bartlett's test of spherici

ty test=1255.566(2<.001)

I will buy sustainable fashion

brands even if their prices go up. 830 795
Sustainable fashion brands are
803 697
well worth the price tag.
Financial Even if a sustainable fashion
Resource brand increases in price, it will .886 28.466
’ 77 7 884 3.416 .
Investment | buy a sustainable fashion brand 774 674 (.608) (28.466)
(FRD instead of another brand.
They are willing to pay a
higher price for products from
773
sustainable fashion brands than ’ 082
those from other brands.
I want to spread posﬁlye thoughts 804 777
Social about sustainable fashion brands.
Resource We support sustainable fashion 886 24.431
.808 665 864 2.932
Investment brands. (.722) (52.897)
(SRD We intend to promote sustainable 770 753
fashion brands widely. ’ ’
I am willing to invest my time
79 7
for a sustainable fashion brand. 798 142
Time I am willing to join the community
u
Resource 796 724 803 18.112
b tainable fashion by . ’ ’ 797 ’ 2173 ’
Investment run by sustainable fashion brands (.577) (71.009)
(TRD) I am willing to participate in
the campaign activities of 729 713

sustainable fashion brands.

Sum of variance explanatory power=71.009, KMO= .891, Bartlett’s test of sphericity test=2337.732(p<.001)

X°=1924.486, df=673, p=.000, RMR =040, GFI=.905, AGFI=.908, NFI=.933
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(Table 2> Results of Discriminant Validity
EMA ENMA CMA SMA SBC BA FRI SRI TRI
EMA .641
ENMA .043 707
CMA 235 150 .607
SMA .087 .358 319 654
SBC .038 120 110 175 .589
BA .007 .050 107 074 511 615
FRI .005 028 .050 058 423 470 .608
SRI .007 225 101 154 481 455 302 122
TRI .003 .047 123 250 461 501 .366 342 577
Values at diagonal represent AVE of the construct
2 Susel ¥ A7 ZPUFE AFHIHl 2 I HEZED
AT FHstA T Table 1)
g7 284 Aol GARAAY Yz TS S sl SAsh i AMOS 260
7 golSo WEehIAzt Qo7 BAe wakA = AREEte] FEREAEA Y By HAS AAEA
£ FAHTA 2 2UE o) Uy pag  hEEE AR AW A =6 G
ANHT AVE o] tiiE 5olAo @ el 951, AGFI=.924, NFI=.948, RMR=.0382 Uu-E}
om 2N AVE o] Be maque g4 T ARE AL AR AEAE FEd 2
AAs Apgun ane Eagee gungoy P4 3L Ed sAge dsan 2
o Bolg 2 97 WAL suelA A AFolM 7HMEaHAE AAS Ades (Table 3)%
W FUs) YAHT donE AFEHRye Lo
Exo] 2290y & 4 9 tKTable 2).
(Table 3> The Results of Structural Equation Modeling
Path B Vel SE. CR. D Result
H1-1 EMA d -.021 -.021 .047 -.454 650 Rejected
H1-2 | ENMA | — SBC 129 138 .050 2.567 .010* Accepted
H1-3 CMA d 212 185 .063 3.013 .003** Accepted
H1-4 SMA — 189 217 064 3.325 0007%#* Accepted
H2 SBC — BA 994 900 054 18.365 .0007%#* Accepted
H3-1 — FRI 786 717 .049 15.948 .0007%#* Accepted
H3-2 BA d SRI 852 736 .049 17.324 .000%#* Accepted
H3-3 — TRI 807 755 051 15.802 .000%#* Accepted

EMA (Economic Marketing Activities), ENMA (Environmental Marketing Activities), CMA (Cultural Marketing
Activities), SMA (Social Marketing Activities), SBC(Self-Brand Connection), BA (Brand Attachment), FRI(Financial
Resource Investment), SRI(Social Resource Investment), TRI(Time Resource Investment)
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D A%7ks AArbIE F5o] A7)-naE
SELIEEERE R

A&7 EMDMIE‘ 53 Al-RdE @Y
of el AN AAH A 12 M 13,
AL AR, A e s
A&ts HATHAY AR BES A7)-BAE
AZel JFe A Rolge MI-IE WFE
Az AEASF7E - 021012 CR.=-454(p=.650)
2 et BAHOE fosA gl A7/
11 499t A%7ks AArAY 874

S A/-BAE Ao 9P 1A Aol
7VA1-2€ A5 A3 A2ASF7E 13892 CR.

—2567(p(05) % LFER} EAFE folaA
B} A7obd 12 A

A47bs AARAY BEE BEe A7)0
S dze 93 v Zolgs HEI-3S AF
s Az AZA S 185012 CR.=.013(X.01) &
2 EAHOE feolgol HelHo] AT 1-3
AT A%k AAAY ASE BES
A7)-BAE Aol GBS WA olaE s

Jo] AT W 1-4% iH HAch A&7t HA
viA g ZFo] Ay-HAE Add] wAe 9FY
3_7]% H]I’L‘E?}“q ArE1A B, 734 g%, 34

2) A7]-BA=
1=} 3HA

dde] BAE o Fo uE

A7-BAHE T o3
2 Rolgtes S AT A3 AZASFI 9
o] CR.=18.365(xX.001) & EA#

veht A7 2e

E

oot

o
=)
|
=
ry
3
re
-
2
>
[
=
>
lo
i1
2

of2g S7MZITE Kwon(2016) 9] A& AA
gt

15948(X.001) 2 TAASE

T7HE 3-12 AR EHAT HAE ofFo] Ars A
A EA dFE vE Aolge M3 AT
o A AEAF7E 736013 CR.=17.324(X.001)
2 FAALR FosiA uEg dATrE 7HA
3-2¢ A=A,

B ofZo] AI7H4 A+
Aolehe 7H3-32 AST A BEAFIE 755
°]2 CR.=15802(X.001)E2 BAHLE {34
vehy A7bd 7 3-32 AEEAT ol g
A3 Kim et al.(2012) 9] A7 2S5 AAZ
VLY 2718 vlastd A AL ER, AL A
AT, AP ALEA S0 2 UERT

2214 o fsk£ =1

4) "Es AF

7Hd 49) A &Tbs v 2 BdE
ofZte] AA A A7]-BAE AAd oJF w)E
H7b 9 Aolthet 7HA 59 ‘Apr]-BAE AA
I ALAFEA o BANAM BAE ofZo &7k

a7 de Aelwtel wihads HAs

|

A REAE A (bootstrapping) A4S AA)E
o AFEFe HEaHe BAY fFodE A5

stk A ZF7H(confidence interval) & 95% %
AAsta, REXER] MEFE 500022 A3}
Aok 2 HLeA A&THe A &
59 AAA s AV-HAE A4 HERe
oatA] grot wiE} A GAE FFHAIIA
stk 197 wie] 8437 &%, 73

o %o

»
ot
of
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Table 4> Hypothesis Test Result of Mediating Effect
Path Direct Effect Indirect Effect Total Effect Result
ENMA— SBC— BA .002* 126* .128* Accepted
CMA— SBC— BA .205% .104* .309* Accepted
SMA— SBC— BA 133%* 2047 337 Accepted
SBC— BA— FRI .205%* 456 661%* Accepted
SBC— BA— SRI A61%* 258%* T719%* Accepted
SBC— BA— TRI 270%* 4327 7027%* Accepted
*X.05, **p(.01(Bootstrapping BC confidence level)
AR FFoR WAEFE BAtAT A v. 4=
23 A% A#e (Table H)9 2t
244, A%t5d AAvIY 853 Ba B ATE A&bs AARAY BE0 4]
S o 7he] AN A7)-BAE oazg.q WA RAE Adsd BAE o F AARA e v
A fo8 A0® deen(33F 2 A: 9IS WY A% B¥o2 ATsit
AHED 002 p=042. DRED 126 p=031:  AZ7Ps AAEAY FES QRN A 4
B34 8% AUEF 25 p=019, FHEFR  AA B84, 234, A8 25 AA049L
104, p=.017: A3 &5 HHEHAE 133, p= EZo A ALFA s A A, AEA, AT
003, ZFH&Es 204, p=.002) olgist A= Son A AAFAS] FeAder EEHUT ALt
(2010) 9] BAE ofze] FAS fsf HAHE ofo] S WA g0l A7-BAE A mA=
QEE Aol dAEEH ol A]-BiAE VIS dotd A &7, T3, AR 2F
Aol mAaAE 7HRIde des A5 A74 o] Z7|-HALE A7 FFS "I ow AAF
*E AA g S5 A/-EAE AZd FFS HAA a4y
A7-BAE AZ% AAFR oo BANA oG] A8 vastd AEE, F3544,
BA L ofzte] o3 wj7f &7} folgk Ao A BF LR YUunton A&t d45 &
Bttt (A d A8 A-az 205 p=.008, = Sl AFS AN AY, AR, AN F
P EIE 456, p=.002: AFSA ALEA AF Hegtte A&7beR EAS 1A XY F
Bde 461, p=.002, ZHHEH} 258, p=.006: Al AEs & vt dvke AL & F dom =9
HA AdFA AEde 200, p=.005 T E o Aol AT F Sl BFHS} AL &
3 432, p=.003). °o]#g A3+ Choi & Byun A AFaor drkhe AS @ F Ak & BA
(2019)¢] A7 A& rb 71 BAE B9t 9 71X e BAE A4S s 8] el
BAC ofzte] wij gyt vebd AFZAAE A Me d71HoRE AEH SF3 2344 858
A8k, e Yu & Kim(2012)9] A A4 2 3l 1Ed ATIHoRE AEAAA AR
AR AHH ARUALS] DUE TR AU ATE AW LT 59 1Y 58 %
WAL 9 AR HAT o WAL 9 o vHIY BES T 5 Ak
oe 23 AA g 2 A7 AdE EWE EFH A Al
A Bt 2
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dol & 89 :

AE FE9 s ecle FESAL & AT
Ae obd FE8 AT7E olFAAA &2 A7)
BAE A7 BAE ofF, ALFA ore v
AE TS tEETE "X e doE
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oAt HAE o HWer ol A7)-HAE <7
oA BAE o AAEA ore] ArE AR
shatel Apanhe Aol SEA AL A4A

9z 2 % At

B o7 BAMoRE AR, B ATNE
AAATE vgoR WA DAY A%k o)
AvHY BES U 7 Loz AYss
Tt A BAE F AQAA HelE A&bs
Y BEe B34 855 ASY g

gt o] FAAL YA E3HH LF I AA
A Gl e E5S FotRIlE AHUh o
A FE AFore g A7 s B9
A&7bss A mAE &5 v 7R acl #
FE U% FAFoR AAEtE BT oA o)
Atk B4, & AFAME AgATFelA e
Aol ASE WFE AR Y, AT A
of 53l @A v WFES 4, AA e
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