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ABSTRACT

This study aims to provide an insightful analysis of changes in consumers' behavior toward sustainable
fashion by exploring the factors that influence individual behavioral decisions. To this end, a quantitative
study was conducted utilizing the model of goal-directed behavior used in the fields of consumer behavior
and marketing. A total of 323 response data from consumers with experience in purchasing sustainable fash-
ion products were collected and analyzed. The results showed that consumers' perceived values and subjective
norms of sustainable fashion as well as switching barriers to it have a significant effect on their desire for
switching, while attitudes toward sustainable fashion have no significant effect. In addition, past behavior re-
garding sustainable fashion has a significant effect on switching desire, purchase intention, and purchase be-
havior, but perceived behavioral control does not affect purchase behavior. Finally, the desire for switching to
sustainable fashion has a significant effect on purchase intention, and both purchase intention and past expe-
rience have a significant effect on purchase behavior. The results also showed that modern consumers' aware-
ness of sustainable fashion and their behavior toward it have gradually changed since sustainability first
emerged. As trends in the fashion industry emphasizing sustainability and environmental adaptability are ex-
pected to expand, this study 1s considered significant in that it presents the direction and promotion strategy
for the sustainable fashion market.
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A&7Hs/g0] w7l ERMER WHEHA O F
8o FAHLE HA FI5 wEt A&7bs
st sjAAIES] Aol FHXEATH Mittelstaedt,
Schultz, Kilbourne, & Peterson, 2014). &< 22
H HA7HES A7t ed HAANTS FHoE
HEAZA o H (Lee & Park, 2021) A&7Hso)A 9
NE3tE 7HEAIY S 8 (Watson & Yan, 2013)
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&7bse HAdole vdd A dert EA ST
(Ko & Fashion Marketing Research Lab[FMRL],
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AF31 2 A Q) (corporate social responsibility) =W
ANE % 23 FA(sweatshop free) 9t &4 F
o (fair trade) 59 WHoZ ZZ87A I =
A7 TS AAAA AGAE] 2 4
< E¥FH, FF7% (sharing economy) ol
A= ¥ (collaboration) # % (secondhand) 2
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(technologlcal innovation) W&
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7es 439 HAH AFY Vs % Ass F
24A171M, 2812 12 (Consumer awareness) 2
Ho M= £2% M (slow fashion), AAHF2
(low consumption) &< WHEZ AH|AREC] I
A AF A JE 9 THAE FH 5t 4 A
A e AHE AHHEEE dth(Ertekin &
Atik, 2014; Fletcher, 2010; Lee & Lee, 2022;
Mittelstaedt et al, 2014; Mukendi, Davies,

Glozer, & McDonagh, 2020: Yang, 2016)
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ol Aol 2] sfrky

& Kim, 2022) A%7b58 MG 0 34
N M4 EHEe WS F2F FFLclol

2 4 9dth(Jeong & Ko, 2021). I8 A&7}
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ASE 2 5o sem, oIF A9 SR o

a7 A% Bepld AHEHE olE F sl
2EAGH A% 2US LT

II. 0|2 Hi4

~

| SEXEH

0%
02

= 24

X284 5 Ed(Model of Goal-Directed
Behavior, MGDB)> 7184 85 o]&9] 7|2 +
ARAES 7)bte 2 JlatsE o] (Hagger & Chatzi-
sarantis, 2005) 7H¢le] 54 qFS AL W, o
5ol AMele Ex GAd drhvt F8% HE8S
stExE B4 4 vk (Perugini & Bagozzi,
2001). MGDB®] 7te] ® o] 2|4 aF o
2 (Theory of Reasoned Action, TRA)©|t}, Ajzen
& Fishbein(1975)2 TRAE 53] Hl=st =34
el PFFoEel JIFS Fril LHIFUS
olF N1 AAARH AyFE 53] A
= JHAe ALA FAE s ortt dohe
S ANBZ(Ajzen & Fishbein, 1980) °]2 H
9 g3t} A A ) FolE(Theory of Planned
Behavior, TPB)& 238l th(Ajzen, 1985 1991).
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N,

Attitudes toward
Behavior

Subjective Norms

TPBAlA & 5ol tigh Bi=
H o2 AztE A7) BA 8.910] kel

FS F= Mooz AAHASY(Armitage
& Conner, 2010) 74, 214, 438 53 22 7
=l S_iﬂ TPBolME 2R Edths A

#E 4= "3 345 EO#%U}(Perugini & Bagozz,

2001).
Bagozzi, Gurhan-Canli, & Priester(2002)¢] <1
Tol W2 MGDBE 4H|Ae] 35 A4 o
3|

3

F2 WAL Al b 2c1e® Alslel st
A A%, 293 A9 BE AN, A9
o e auArl 1 A% AseE g4
sahe, o Afelel s FEy ¥ FaA 7

S
Hol I Ao 3¢S vty Jx #A PF
< &HRe] BA FPF Hbgo] o] AMEF FH
el dFS Fm, Qe ExE A¥AF 53X
€ 2437 fE AT AFed dEFE 7xgy
A5t th(Bagozzi et al., 2002).

e, MGDBe 7HQ1¢] @33 &% P59 o
FEE A ARE Frheed ol g
Hot Fa44 9 9 A74E PFFA7E o kel

Recency of Past
Behavior

- J
Desires Intentions Action
(" h
Positive Anticipated N
Emotions : : E ; ;
)
M
Negative Anticipated Perceived Behavioral Frequency of Past
Emotions Control Behavior
"

{Fig. 1> The Model of Goal-Directed Behaviour
(Perugini & Bagozzi. 2001)
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o] g Fttr HUtH(Esposito, van Bavel,
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Zo]l MGDBAAM & dd=e 8 3834 #4
o2 FE Ao #Qlsl=d|(Perugini & Bagozzi,
2001) AR odEe AL JQle

P I w =2 & Jde FAHH
olgdt ol MU AF Al 3
I o7pgsity RAAR o AFE 5

e :
4 Qe W dehts 2gEa 74

k!

Ir
N
o
2
“O,
N S
N

, o oA
|o
i

o
offf 2

o o o

lo,
A,
o do L ]

H
o,
i}
ol
e
ox
)
ro
N
ox
o,
Hir
o
-
h
an
ox
o
of

< A H& Aol JtH(Esposito et al., 2016).
MGDB ## HZ APATES AHEH, A

Aol Bxot A PES

L)
M

(o3
o
9
>
(r

Perumandla, 2022). PIAlE fofllAE &BAE
o] ~¥x = &FS st Sl 2ERlE 5%
T =g odF37]|¢sl MGDBE &&3tAY
(Chiu, Kim, & Won, 2018) €dUd Alt] =
o] 2x= 4H AA AAd TS FE T

il

2012 wests] G5 MGDBE B3l

AT Zutd A tis 2uid V)
o] xEaHE IRl ¢ MGDBE &4-3t4
1 a¥3Es 4= tHHuang, Jabor, Tang, &
Chang, 2022). ©]X % MGDBw theksh ofej A
HEEo] AFHI oy, AR o
| MGDBS <7}l TPB = TRAE &%
A7 ttolty, webd & d++= MGDBE

ol

hyAR=1 =
SREE °)F

o
A e a4 2% BANA FAstel A7

N,
B

~

{r

o,

o &
I

[

=

=

b1

rir

[

=

_>;

il

1o

=)

I

gt
o

B N
rir
ko
re
o
s
»
&
=

—
o)
@
)
S
—
-
=y
R
N
o of
1o
D)
4
N
N
ofr
Y
ol ot

o 0_12
5

=
[
-7
)
o
1>
rlo
4
=2
Lo
Sl
2
o
lo
ot
ol

lo
[
=)
R
N
R
2

(Suk, 2015). =44 <74 4

ojuf MHuIAE o] &S W 7] =
S 9n) &= (Perugini & Bagozzi, 2001),
FoAAME olgfst IHA oY HHoRE A&7t
Aol g XA ZHE AA ST el 7t

A&7bes A Ana P5S o st F
ATE & U ol A&Ibse &M 3
= sfol ™ (Suk &
Lee, 2013) &R[Ate] A4 21 tigk 74Xl

Hol 245 ¥ 9y UE 2224 AAARY

fe 7
ol
oX
ro,
o

N 26 off 2 oX M fL 2 R X

9

[

rl

ofx ™
N l:o

o

ko

rO

ofN

IHEE ASP5S ARAFS TohSA 26R

S G
4 29er AAAE A@AHEE £ ATl
MGDBe| 744 «4 @y dAstint. At
o=

e

>
N
2
o
k3
T
R
=
[
il
o)
ri
=

vt RS BeElste 208 9vshH (Colgate &
Lang, 2001) ®]&olu} A7F B =8 5 Theksh
Je 2 Jebd 4 At (Ghazali, Nguyen, Mutum,
& Mohd-Any, 2016). o|&d A3 7729

A Ev HAE FHE 9FS vA 5

o o
B 2 (Bansal, Taylor, & St. James, 2005) A&
=3 Y ALHEY A WA= H]Zo)

S YFo] Ao Lzl 2HAEY 9n
=
)

=
o Mele] el ) JFS WS TH5Aol



fRdli 55744 198

=t F3HF e ool FRFA Azse=
FH ALEE] ooy dFol sk <l4E 9]
sted, F347 e 2% 7w 9 233
A} Ao QS F, olF Ea AFoxo
43S ZFtH(Sourirajan & Perumandla, 2022).
o]Z & Aol gt Au|AS HEe FH
A g 2 A" FEEAI o] A o
S ey A dide] JES ]“ 89

ol
o
fd
ol
ol
o
i)
fd
re
A

i)
D)
N
)
ro
1>
ro
N
L
olr
=

[0 b 12 fo & B
ol
-
i
o
N
)4
O
o

lo,
e
o
-

2

o
o
/R
o
Iy
LY
oS
kd
SO

o
oo Iy ku
2
k)
©
e
o
2
=)
o
o2
0%
rlo
)
& <
i)
¥

[
o
koAb
[
=
o
o
ofN
ko
o
4
o2 2

COR | TR TR TR e
B
4B
N
off
=)
i
o
fil
lo,
2
o
rlo
'
29,
i)

[
o

D)

N
)
olr
)
o
o
U oo
=
ot
2,
=
S
=
ro

o
[
N

ol
ol

N
L
Hir

wel o

:Olz,f'

il

—r

32

v

=

I,

>

oo

dlo

<

M

Rt

N I 2
o

ik = oy

X & Hy Hy 3o rfr

tjo

ol
947
o

N

N

iy

i

DI

R ST

)

i
Y
o
°

ok
o
ar
O
R
L
2o
o,
=
& M
F_..,
2 - o

I'Oi
o2,
of
|o
b
=
o,
e
4
;_g il
_EL
=)
@
g
&
g
=8

mmxﬂﬁd@%%ﬁﬁfﬂgg%ﬂagiﬂ
Sl 2 (Aga, 2023), A&7 o] A3 A
Ao Nt A7td g5 FAVE Pt ool

AR skl

7Hd2 ATbssAel B AR N
A& AA (1D

FojaEo] 505

A% AEEAL AR ()9

NUES EERNGIES b E BEL

Qe 92 Aol

5ES-
6 o=

743,

2HAEC] B4 3Fo tigh dvo] =AY ‘GH
3 ER PEL e gEt AESFE I AF
T3 M5 Ae =olXEE(Conner & Norman,

2022: Rodrigues, Lopes, & Varela, 2021), °]=

3B 5k E9 #0549 A% Ao
FAYLFE 1 PFL VEAN £AD 715

o] ZolA P& (Sarker, Colman, & Han, 2019) =}
| &7 s ol tigh 5]14 A o] AanRte]
53%“41@% HAst= o =

fu Weld chest 28 A4S YA

X
N

74 A&TbedA 2 el fed
FFE WA Aol

7Hd5, A&7 Fajeles Tl &
A% Y& WA Aolrh

716, Ag7hssl el A AR HAE
TS g frofdh dg= v Sl



4
e

A3 AEY(MCDB) S 83 Aaan e AL/ TraEd JFS vAE 2900 w3t A7

Frequency of Past
Behavior

Purchase Behavior

Perceived
Behavioral Control

Recency of Past
Experience

{Fig. 2> Research Model

nde (Fig. 2>} 72t} AAYE W% 283 (Perugini & Bagozzi, 2001),
A&7tz #ek I 473H(Kim, Ryu, &
. S48 Ryu. 2016), A&7bso)d Folee 423H(Yim
& Byon, 2020), A&7bedAd FuldE 43
1. A2 o8 o Mg (Chiu et al, 2018), A&7F5a A0 A3 FAA
o] HAA 483 (Perugini & Bagozzi, 2001) %
AT AR AR RS B AR g agsAeg 542 gelus dw RE
A FuiAdFe] e GHAHAE Qe R & sto] Z=rxle] a4 AT
ol MRS sl 2022 9Y SHEHAERE F Arb=s AAAE FUAY 4T u s
AsAth A&7bss e A9 oheket A ZulAZe] thek 7iohe Wy Bao =i 5da
WE ARG AMAFAARL T A RE g gy qg eng zawyedn B 9
ol JeFS WO v (Eom & Eom, 2021) 9+ & 9ol B Zalo RE 77 ZAE AT A
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Table 1> Demographic Characteristics

Category Group N % Category Group N %
Sustainable Fashion Yes 323 100.0 Clothing 208 64.4
Shopping Experience No 0 0.0 Category  Miscellaneous Goods 103 319

Male 165 51.1 Others 12 3.7

Gender

Female 158 48.9 Under 100 148 45.8
20s 87 26.9 100~ under 200 118 36.5
30s 118 36.5 ) 200~under 300 39 12.1
Age 40s 78 24.1 Price 300~under 400 11 3.4
50s 31 9.6 400~under 500 3 0.9
60s 9 2.8 500~ 4 1.2
Under 200 97 30.0 Monthly Under 1 49 15.2
Monthly Average 200~under 500 158 489 | Average 1~Under 3 139 430
Shopping 500~under 1000 47 146 | Shopping 3~Under 5 84 26.0
Price (#1000 1000~under 1500 10 3.1 Time 5~Under 7 24 74
1500~ 11 3q | (How) 7~ 7 84
HAE 103192 Uebsh Iv. 997 A 1}
A &7beek A Fu] S AvRY, JI¥Y
B SHol 3239 (100.0%) o2 e, dEel #F 1. Y=ol BHEY HF
o3 EE HAA dHolHrt A Z20E AY
gol BARAG. AS7FsAE FARe) D@ SAETA HYY ATe A4 949 2
s 45 2oz ANE FAAF B gy o0 R EAS ANG @ ARGE
Ashe AR, NHSIRE 6%, A 1S AED AR < S K9 B A e
Qe 319%(1039), 7eke 379120z ¢ ool SR, A AR AdAs w4 2
BRom, g AFe Adds g vpe  CTe (Tadle D, (Table H% g
158%(148%), 10-20%49) oL 365%(118%), A e BEL WEsS S4 Sds KMO
20-30%H8) WIS 121%(30%), 30-40kgl mpre  °F Bartlettel ¥RE AT AA@ A3 KMO
34%(11%), 40-5099) wlghe 09%(3%), sob = T GER FARL B4 G57el wshew,
o1 199 (4™ 2 AAH AT Bartlett Al Q914 e ARl Ajst @&
(Table 2> Factor Analysis and Reliability Results (1)
Factorsltems Cronbach’s
AT RPE PBC SB SN PV FPB Alpha

AT3 792 112 212 174 223 224 026

AT4 748 .069 217 225 230 .246 031

AT1 743 153 258 155 188 176 147 908

AT?2 712 097 214 .062 295 256 105
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Factorsltems Cronbach’s
AT RPE PBC SB SN PV FPB Alpha
RPE3 179 .859 164 .088 082 107 105
RPEA4 .066 845 201 023 124 133 073
RPE2 051 .830 128 112 252 121 127 I
RPE1 132 .805 107 133 123 -.016 291
PBC4 110 226 760 .094 183 229 122
PBC1 .298 272 124 188 .166 .058 107
PBC2 .382 173 700 043 .258 171 105 868
PBC3 458 .106 611 118 .064 278 131
SB2 .055 114 076 .838 168 202 .051
SB3 171 .059 .093 823 134 232 130 862
SB1 .300 138 143 e .049 212 109
SN2 147 276 057 .090 819 153 .051
SN3 .380 .109 270 152 710 153 .088
SN4 .345 157 275 196 672 208 128 884
SN1 469 232 .240 167 587 .082 135
PV3 210 173 189 .268 .160 776 .083
PV4 283 .016 227 271 152 727 148
PV2 .367 183 217 252 180 628 113 886
PV1 463 150 .090 337 167 D72 114
FPB1 222 216 211 138 .093 125 .801
FPB2 .007 406 .100 143 139 168 739 s
Eigen 3.909 3.506 2.706 2.643 2.613 2.545 1.526
Variation 15.638 14.025 10.824 10.571 10.453 10.181 6.104
Accumulate 15.638 29.663 40.486 51.058 61.511 71.692 77.796

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.934
Bartlett’s Test of Sphericity. Chi-Square x?=05920.493(df=300, p<{.01)**

Note. AT: Attitude toward behavior, FPB: Frequency of past behavior, PBC: Perceived behavior control,
PV Perceived value, RPE: Recency of past experience, SB: Switching barrier, SN: Subjective norm

(Table 3> Factor Analysis and Reliability Results (2)

Factors ,
Items Cronbach’s Alpha
Pul DE PuB
Pul2 .810 218 313
Pul3 197 347 225
910
Pull 749 256 348
Pul4 738 324 385
DE1 224 838 249
901
DE3 157 827 299
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Factors ,
Items Cronbach’s Alpha
Pul DE PuB
DE4 338 795 181
DE2 325 765 185
PuB3 266 219 837
PuB4 249 275 816
890

PuBl1 426 242 664
PuB2 501 285 658
Eigen 3.257 3.205 2.875

Variation 27.146 26.708 23.962

Accumulate 27.146 53.854 77.815

Kaiser-Meyer-Olkin Measure of Sampling Adequacy =.937

Bartlett’s Test of Sphericity. Chi-Square y?=2936.385(df =66, p<.01)**

Note. DE: Desire, PuB: Purchase behavior, Pul: Purchase intention

& AR S

24 AE (Table 514 o= v}
W -1~ Aele] goE FAH
ol glgol Flugih

o ZAl7} 9o] solw et 2% A&t FARJNE )
2owsr ARAS gAe) e wge o owel I TAEREAS A
(Table 4 Descriptive Statistic Analysis Result
Variables N Min Max Av. ;Zi?:ggi Skewness Kurtosis
AT 323 2 7 5.66 934 -.499 -.004
PV 323 3 7 541 916 -.021 -.756
SB 323 1 7 5.09 1.017 -.208 157
SN 323 3 7 5.30 952 -.195 -.403
FPB 323 4 7 5.02 791 787 -.024
PBC 323 2 7 5.46 916 -.404 .007
RPE 323 1 7 483 1.115 -.134 -.133
DE 323 3 7 5.18 946 =127 -.362
Pul 323 3 7 5.55 940 -.364 -.133
PuB 323 2 7 5.25 947 -.185 -.183




XA P5Ed(MGDB)S A4¢ Ay A&7bsaAd FraldlEel TS ve 89l #s AT
{Table 5> Correlation Analysis Results
AT PV SB SN FPB PBC RPE DE Pul PuB
AT 1
PV 7047+ 1
SB A827%* 641%* 1
SN 700%* 6007%* 449** 1
FPB .383%* 455%* .385%* A30%* 1
PBC 6937%* 618%* A10%* 6307%* AT74FF 1
RPE 3567 3847 307+ A486%* 567%* 486** 1
DE 605%* 768%* 5247 587** 498%* 5347 4627+ 1
Pul 775 677 450%* 7097%* A4617%* 703%* A37FF 646%* 1
PuB 6327%* 597** ATTHE 679%* 6027%* 633%* 710%* 618%* 756%* 1
*.05, ** KX 01
{Table 6> Confirmatory Factor Analysis Model Fit Results
RMSEA
x> df D TLI CFI SRMR
Value Lower Bound Upper Bound
1309.800 584 .000 915 925 062 058 067 045
B APy APE HrF A4 7120 EYH He+eth(Hu & Bentler, 1999). ¥ 93¢ TLI
CFI(Comparative Fit Index)$ TLI(Tucker- e 9158 Hgoen CFI & 9A 71X 91
Lewis Index), 728132 RMSEA (Root-Mean Square o =2 9255 HolZ SRMR$ RMSEA %
Error of Approximation) & £3] Z¥9 HIJ=E T 5 FFoR BEAJFE ZEIEFE BA
B7he9l o A% AT (Table 6)3 2ok wye A9 Ao AuH
FAHOZ CFIgF TLIY %ol E54E 1Y
o AgEEs Foy BRsksd, oy goldelw 3 HHUEIYE o SHEIE
2 AL R X452 RMSEAE #el &5 . , ol y
_ 7} FE=H ) 3 ZAHolS Forslr] 9
% %% Z—]IT]S:]]-EO]\:{:] Browne & Cudeck, 1993), g9 U= ‘_1_0" o]:H\__ E]—H\__\__E'_ J’]’*—IO]' ] ‘F] H
. = . ~ 1012 QOlBRAS AxE Az X
Standardized RMRE .05-.08 ©o]ats ZHsicta Sl 4= 4 4t (Table 7)o
(Table 7> Construct Validity Results
Path Estimate S.E. B C.R. D
ATY4 1.000 870
) ATS3 965 044 885 21.712 ek
Attitude e -
AT2 913 048 819 18.868 ek
ATI1 901 050 799 18.100 ek
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Path Estimate SE. B CR. D
SN4 1.000 .856
) SN3 1.025 .053 .860 19.445 ok
Subjective Norm — .
SN2 912 062 716 14.692 ok
SN1 994 .056 814 17.833 ok
PBC4 1.000 732
Perceived PBC3 1.098 081 775 13.528 s
Behavioral Control PBC2 1.256 084 855 14.909 et
PBC1 1.161 .084 792 13.826 ok
Pul4 1.000 876
Purchase Infention - Pul3 982 .048 843 20.276 *""
Pul2 1.000 .050 833 19.833 ok
Pull 942 .047 835 19.946 ok
PuB4 1.000 .802
Purchase Behavior  — PuB3 967 .057 824 16.953 *“
PuB2 1.025 .058 .849 17.689 ok
PuB1 874 .054 .800 16.287 ok
RPEA4 1.000 .828
Recency of Past RPE3 .996 .052 871 19.092 ok
Experience - RPE2 1.044 .055 867 18.963 o
RPE1 1.008 .056 841 18.105 ok
Frequency of Past FPB2 1.041 .090 788 11.539 ok
Behavior - FPB1 1.000 736
DE4 1.000 .849
Desire . DE3 1.027 .057 .820 17.991 *“
DE2 928 .053 .804 17.441 ok
DE1 1.018 .052 .865 19.625 ok
SB3 1.000 857
Switching Barrier — SB2 901 .056 796 16.063 ok
SB1 .885 .053 817 16.578 ok
PV4 1.000 818
PV3 959 057 811 16.867 ok
Perceived Value d s
PVv2 1.023 .061 .809 16.795 ok
PV1 1.016 .060 813 16.921 ok
*X .05, #FpX.01, *** X001
Hol& nps} o] BE ARAFE FoT Jo= it AR sh=7HE #]lsl] 913 FHEEES A4
g, BE 5E:st ARAFIE 5ol R g A3k (Table 87 7ol Yeiylth /WaAl= =7}
ety JidEig e S F5A S St 7o)dol e HEEAFEwel SolidewE veht
w3 FUR NES S Ol BEECl I RS FUBYES Holw g% Slugich
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29 (MGDB)S A§% HAzre] A&7bsnha polgEel GEL MAE 22 B AT

{Table 8> Convergent Validity Results

Variables CR AVE
AT .899 .690
SN .863 613
PBC .851 .589
Pul .900 694
PuB 873 632
FPB 871 628
RPB 778 637
DE .888 665
SB 828 617
PV 874 634

mjo

1 222N S5t 1

— =

N
0l
N
i

B Aol AZEN HYES 43N, RMR=
049, GFI=943 AGFI=.903. NF1=.907, RMSEA =
053, CFI=.948, TLI=.938, CMIN/DF=1909=%
deht A3e /12A9L FAsdnh 4 R
Be WAA AEE (Table 99} 2,
Ha1e] BHAHE AWuE, A&7 e
g & AR A%bsAHoRe A

{Table 9> Path Analysis Results

92001 B2 7hx]A)Zte] 199 F7FsAl =W &2
2 920 S7HstAl HH, AggH S uEFE wE
o] ko] -1782.2 Yy M3HAgEo] 199 F7t
A 9 g -178 7HAsA "Bk ol CR
o] -2116°13 frelEo] (3402 FAHOR
ol 59 9FS F= A2 Yeged o
A&7HsH e dig HAE Eo] AXNEFE A
et sk HIAd Ewe SUkeke wHdE, A
7SR ARG S AA e LHA
o] g2 woldE & F A= ZFelt)h Jeong
& Kim (2023)¢] A7AolA 83l A&7hsst
WA 2] MY gelod HAI My
S AT Fojgt JIFE FA ¥ R
UERg oY 2 Aol A dole ot
FFS Fo AR YWY FHH fHS A
HEH, HEFEst wWERS] ghol 202019 CRo

ggo] 0050]B2 FAHLE {2

Hypothesis Path Estimate S.E. B C.R. D
(1) Attitude 151 155 150 972 331
(2) Perceived Value 920 135 855 6.834 .000%**
H1 - Desire
(3) Switching Barrier -.178 084 -183 -2116 .034*
(4) Subjective Norm 202 072 215 2798  .005**
(1) - Desire 425 109 308 3.885 .000%**
H2 (2) Frequency of Past Behavior —  Purchase Intention -174 084 -125 -2.078 .038*
(3) —  Purchase Behavior 213 085 152 2.011 .012*
(1) - Desire -.505 176 -412  -2.875 .004**
H3 (2) Perceived Behavioral Control ~—  Purchase Intention 853 083 684 10281 .000***
(3) —  Purchase Behavior -.123 094 -099 -1305 192
H4 Desire —  Purchase Intention .397 058 .391 6.900 .000%**
H5 Purchase Intention —  Purchase Behavior 642 077 640 8377  .000***
H6 Recency of Past Experience —  Purchase Behavior 394 053 424 7.448  .000%**

*X .05, #FpX.01, *** X001
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g ¥ JIAFS Fv AR YEuth ol Hx A=At ol#d A= Esposito et al.(2016)
3} wlEere] o] 02020182 F3A FHol 1d o] AFAFe] vepd A 7do] Gk 4H|AY
9 E7hslA HE ASdnE 202 E7s BE el T34 9 9 A74HE P5E5ATL o
& F Sl A e 9 wdte ddet 2 Wgos
Auate] HAYE Wxe] ol sHd2e] 4 A ET g9l A, vEEsh wEe] el
Az, 28R #FAYE HEE A&7 A 397012 CR 6.90001™ fst&2 0000]B2
e g, Aol 9 FujdEe] fols JF A7t 199 S7heA =W Pl =s 397
S FE AR UggowH, 71439 ARE A S7tete] BAAHCRE folg o JFE FE A
B A7t 55AE 7H29 FUsiAl A&7t = ¢ F Utk RS HA AP HAUALL
S die En, Feele B rEjeEel & HIEESE ek ol Zb7b 642, 394E JERRL
g% JFE F& AR YEEoY A7 @F CReol 8377, 744807 fol&Eo] BF 0002
A s ke A oA de 9F FAHCE T ¢ ¥ F& ALE U
HAdol WAk AAPERES I, e ot A&7bsA FujErt 199 S
=, FulgE 7o) AAE AuEE vEF3 W H FuldlEe 642 SUbetR A&7Hsu Al
Ble] grol Z+z} 425, -174, 213°]% C.Ro| 3.885, # AAAFY Aol 199 FUketA =HHE
-2.078, 2511013 &0l 000, .038, .0120]1E Tl o]l 394 FUkeHA "B AS & & 9
E BAXNCE fod Fo JFE FE ASE o ole AMAEe] AP A&vHssje] dnt
B F otk oW FAYFUNEIF 199 F7HeHAl U e A AEAA A wEh sl g
H I 425 Skt Pl 174 A 4 AdES S
atm pujedEe 213 SUFeA dth wEkA A&
ZFsil A AEE FAYFE] WETE B2 A V. 42
Adrs I pajgFe] Frkete Wb
OEE #asHA 2S5 ¢ & Atk A4E P55 B 937 MGDBE &43te A&7hsdAd
Aot I, Fulom 7o) BAAAME HEFI) et &) ZRR|Q1A, AEAH, FHA G,
HlEFe] gro] zhzt - 505, 8532 UEFSEY CRo) a3 A Y Rlee A74E g5 A 4
-2.875, 10.281019 f<3HE-2 004, 00001 B2 & e E, I8y FujdEel oE9A 9IS

J=Al thall dotrgkon of& Fall A&

©
=

o

fru

°

o

XL

o

=

N
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