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The Effect of Technology - Culture Convergence and Sustainability Management
Activities of Fashion Brands on Sustainability Evaluation

Suhyun Park and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : In the context of the convergence revolution that brings together culture, technology, and humanities, the
fashion industry is aiming to form product strategies to create added value. The ultimate aim of these strategies is to sat-
isfy consumers’ diverse needs. Boosted by discussions on sustainability in the fashion industry, sustainability man-
agement activities are also emerging as a trend in product strategy. Therefore, it is important to consider both
convergence and sustainability management activities together as drivers of fashion brands’ product strategies. The main
objectives of this study are as follows: (1) to examine the differences in sustainability evaluation by product strategy, (2)
to determine how sustainability evaluation affects brand attitude and purchase intention, and (3) to identify how this effect
varies according to the types of convergence and sustainability management activities. The main findings of this research
are as follows. First, sustainability evaluation varies according to fashion brands’ product strategy. Second, evaluation has
a positive effect on brand attitude and purchase intention. Third, the effect varies according to the types of convergence
and sustainability management activities. This study is an extension of previous research for combining fashion brands’
convergence and sustainability management activities as a part of their product strategy, which, in turn, contributes to
positive consumer responses on the marketing level. Moreover, results provide practical implications for fashion brands
that enable them to establish efficient marketing strategies regarding to convergence and sustainability management
activities.
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Aol = lon, S BAEEe AHo] o]Foix|x ole we} AF-S tRRL, A, fsshe 7199l ARlE A
AE FAoItHGong, 2014). 13U} 71| A4-EL oA 4t o] 7z ATHEsty & Winston, 2006). o] w&} A 71¢
ol Anky g9 L 1@ 54 &Y fFel dig E2 AEY Aol 75, H7lol o2& dE e A 7
AT e B AE AdE AFEo] EH‘j‘ﬂOlTﬂr Aol o} FHwT T2 Y, X HE AN, A W
(Ko, 2006; Yoon & Kang, 2013). el 3lof &3S A&7t 2ol B I 5 A&7 AW 58 s A2
54 Axe 9 werez w#st At(Lee & Ahn, 2015; AREA 7IAE FESUI thKo & FMRL, 2015). A3 H
Scaturro, 2008)% A= °‘°LP FE Akl AelA =i AATAe w4 4 Eds Bux GA §31) XE7Ms 7
Ba=ol g3 A&rks A9 B85S A AsaL, AR B oA 4l AE HE Edl=g F-& b QITh(“Fashion
o] FHNAM HAZH aI= 74%?1 ﬁw‘% v &gk Aot market”, 2015; “Review 20147, 2014). ©]o w22 G737
ol £ AfolMe s Blse] AF Moo= T - & Fg BAA ] el AnjrEEe] vzt Anlvt widE B
3l §33 N&bs A S5l WE &y Hot Ba TEf AES BRI A#S Xo] AFEE EAFOEN &
= gz} Fujex 7k IAE AwE A}l vt B A Hizke] HAS s7te 8388 el A HjzRUZeqA 9
TAARJA EXE ohgd) 2ok 3, A B =] AE de Alo] =3 Qi) FEgh, AnRlEe] o]2] f5Eo] gl et
o W& A&7Fsd Wt Alelg st BA, AE7EeA A&7Fset AFe] Fart TUEIRA, o2 Q8] =EHA
W7t BAE gt pejome] nXe Fael tls] golx e AA AAEL AU HloZ 27} o] FoiX| = A
A} gk AR, A&7 B BHE HEet ejoe 7t Fo] EAI7F olofX|aL Arh. olEgt A, A EM=E
o] J& FAIA 71e - w3t § 9, Avks AW 5 4 RO 2 B Aofis i Hlso] A o g §ik)
zpol s A B Il gt} o] Bl s Byt B e A&7bs AY Eeol FE3taAt g
Aol A&rks 7IRE FED F e AF 2pds dEe
T, AHRkel G3ER A S AT ARE Al 2.1.1. A Bdlz=e) §3F E4
Fatzat g, T2 duH o AR ThE Rofe] AHEC|L olot]o]E
Agsl] AURE dodE S Qujditi(Lee & Olson,
2. 0|2X ujd 2010). g5l 3k sHEE 9l 7= Negroponte(2000)7} 27
ol e Zlog gAY AEY AAVE FUAAY su=
2.1. &4 Mozl J|& - 25t 88T X A 5 FAA = oz ZolsiHA] F& W] A o]F
FE A w835 o) AES 71gstal et Yoffie(1997y= §5-5 Froll= @l AEoz AgEd 7%
= ZOE(Stark, 2011), /\HV}—J Aztolu} 7|50l Y= R ol gAY 71&9] 4802 U= = 2=, Johansson
< RREAL, AAFEo] ARAA G HelEod  AESE A 2006y §3-& oy Hol sHE Ty E3lo) wayow &
3 WS Tk 3 9 WE} A dellM FFE =k o7k AEaF AR Ao, ol& Bl 7IEe] g
2 He ouE og 3 =5 A3 AAF A=A < Fo] Bl A2 oleltyolE FRle] AxE & Utk
A e FuAge R X*«MU% ANHH O 7 o4k, A, ), RIS 55 \=
2|3 rEleTE oS35k *o“ S l 3hal 7HH bl A& e A AEe Ve 85, HAY Mgt 5o= s
Zgsk E]-(Clodfelter 2008). 4E M 1 3 TL I A|E9) 7184 fle MELE AFS AEske Zo] dEoAT U
&2 o]l&g AXs= T2 8 J |22 Anze] a0} (Lee, 2002). 53], oA 2nz1E2 &2l 7ige] 7= o] #H
wpAl EE“‘ZOﬂ gk Al 5S vfEgo R AR =k AlS- Pl AAE 42 4T 8 o} FolH, o EAJo)
= AL g4 agelM 7 Tadt ARk tk(Bahng & 7imE s AES Bl Tkl A ErE AeIE d%
Kincade, 2014). SHAGIME AZL 20z} 9 2 Hale o] THWi & Choi, 2013). o]l wa} sjd Hals= A Heke)
v|Re) FEE wRH, o= o AAEE A= WHElA Aoz o, £3, 33, 71¢ 5 UdS F=2 ZL Jod
SFHKim et al., 2012). ZAAE SE AEL APEsHE FHY 3 S sk
A HjRUZ A e Hale] =T ApESkE olo] HZU2 J9e Wi, ) AHREe] Y=z AnE F=
HEEE A5k 22 A AYEE 280l 7 sl 313 th(Eom & Pyo, 2015). W 2 AFode s =2
AAE ] NZE Yxlo] Hrt. olgjgt A e A At A=) §E FE 783@4 d3oZ B, Thgsk wofe] A}
Jolre #3871 23} - de T UgS Foke] AHE Eolu} ololt]olE A FFe §Hsl AE WPIRE
olelt]olE §Hsle AES AE3T WA Alwrt ol Fol= Aoz Aeojetarat f&ﬂr
)2 QEKKim, 2008). =3 HZ F2E 4R Adzlz A FE AR §E EFS I7E AYEE, Kim
A g2 w5 s, ARITAIE HRe ARSlE %}Eﬂ 2008y Huj) siAdelre] AWK S HAEEAF, 73}
ntjoje] A& FHAd SO7 B §2E7] AFsa A BPog ERsle ddl A FF AEE 7] 99S
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A B QO™ Lee and Ahn(2015y AHE T]RC19] o)A
Ao 3L 71E, A, B3 g3ow BRsl 7t §39
A&7Vs 7S AHEd D} Chung and Choi(2014)= ©)2<E}
o YRRlel veRd 35 7154, 1A, 18 A R R
Fa192m, Wi and Choi(2013) 34 Atdellr o] AMA
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(Curwen et al., 2013). 53] 1990t} ©]F 21374 A|F 2 ]
221, s BAIE, =525 (sweatshop) 5 A A Ul9]
felgdel tist Falo] S7HECEM olof tigh w=el7} o]Fo]
7] A1ZHitk(Jang, 2012).

skl S Aol SEIA ARE A shelzelel
7} WAl Uehte 9709 R EAldl ta of
% ol B AEET U A 2R WA Fglen,

ol wiE B 7|9 olmR¢] Az AR olojx)7]E 13
Ch(Jang, 2013). T150] 214710l Sof A 12 SA414 - 4
ANA 7A7ke] z3hE ol BEStaL 2SR as Frohe A
& o] S HATKSun et al., 2014). o] T SFol
&5} %811 A 7IHES AFFe] AT E fF, H7
o] A Aol glo] =T TR £
%, X137 ‘EE A, A9 Ao g 3l § ASTFs
BY ZEs T AR THE B AES FEL
UTHKo & FMRL, 2015). o]&{gt @WetoA Ko and FMRL
015y A&7Fs AY F5g 7190l A2 2 ufel] 3o
Al R &2 55 LS T AGAEV A o]
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2013; Ko & FMRL, 2015). AAZ & 7] 2 A3
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7199 5ol o] AuEE AHGe Fyske E5S 9
sl 318 Foldt ok oS Fehe V1YY g%
< Z3sig

FH2 A BAEE AF Al slo] 7iee) W #3)
A Adsg HIBOE TFE 2ok - 9] §8S w3l Bl
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A ALE AL Aok WA FF Ao E Ve - 235 &
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Portable Light Project= B4 E|2E}US
EA %= Mdwsdsdd e vibsa 84X AES 18
3 Bd daed = AR TS AR X9Aas]e] A
A Aol =85 FATH“Portable light”, 2012). A3]33
ABA &g Axe] d3komy AlElF oflE ek e %
Jﬂ"qc T vk TRAAAE BRES 40 H]f

ol-gsled et AntE 2E3E SAAT) o] &5
HE E3 AFEo] FEAt oA AntE ioﬂ’ﬁ ‘?EL%O]
= AERoR Egoby, Xuigat F ARBA oAb BHE
2 93 B2 o7 A|Z=th(“Lineable, smart”, 2015). 3137
URAR] HFE 7t At S ol e of
Yz} oux] Azt SRR a8 7RIt i3 o=
FF ¥ =] dEXe A= RIS gAg ob2Eo] XHZl
Zd A] 9 EHIS o]L3 TEp o g AnlE E
9 Ax71719] F-o| 7kset 7154 K13 AlFolth(“Kolon
sports”, 2014). 71&4 EE 54 e dhsE kst
Al FH(Cha, 2015). VeilodlAd A B Anle 5o HAEE3}
AS FABIL st QIS &5k skl Al W
Hoay w=r 715 W 715 Uk AnfE HY S ARE-
stod 13t ZgALEe] o' 7|FoMy HAFE FAL 5 3
Al FE=TH(“Wearable Tech”, 2015).

A, 3} % BHelA Ao #31H M HES vt
gog g gde AN ol AeH A redt A
ANg B APEE A5 2eate] A AA] 53t dake
FEE ©]oXItH(Cha, 2015). IEEZ= Q1% WaetdAl, v
o] a3 RIS PEsi] AF w35 A8 AS A
Holn, 34 Aol g AL FES Bl A9 X
Az FE SF 9 THE dF AE 52 A-HITH“Emma
Watson’s”, 2013). 3k, #jA Hal=o] A15]|33] Sso] &3
9} ol AAEH ]01 A3 Stk o 2Hj2rt Q1Ee] Fobgl

£ S T3] SJal ARl exguRaE Avkre Ql
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& FMRL, 2015). 3-avd2]o] =&l E]X]- 18 F43= -,—ﬁ]—
FolMe =53 A7kl ide] A7k FE7HX
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HAge] GH7E gle BT AARSH] A5 ARS
F3THNa, 2006). T1A9] Swdio Africa AEAA = Tz}r:}
e BE AEE sl 5 A9 A ARE AMgS
I opdR T WS ghgate] AFAZISAQ] RS ATt
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2.2. 7|19l X|&7tsd ®ot

EY HAES] 8 oA AMRES] A&
o thgk Q14]o] Fthhell wat SAlME AH|RRe] AR A
7199l A&7Fs8S H7IslaL 7199l tigk el ol e
vRe IS Welgle At &dd] Y= AUckPark et
al,, 2010b). A<754 71 Elkington(2006)0] A|A] 3} Triple
Bottom Line[TBL]S! 7BA14 94, 3744 A4, 21514 2
WAL 7IFo R AuRE Zo] Ry}

HA 71de] A&7bsA Wt 5SS UE AdATE AT
R, Park and Lennon(2006y T4 7199] X&7Fs7d 7t
TS A, AEA, BHAPLE pFo] Awngion,
Shin(2010y2 374, A3, ZA|, 8t IdolA A ALl A
Z7Vsd B7F 2AYS /LSSt Suk(2013) A 71919]
A&7Fs23e tisl 7, 23l AlS], BRI Anx; ot
YES BFslo] AvRgkon, Ko and FMRLQ015) 3733,
ARBIA, AR, B34 A&7Fs8E 71E2E A 7199 A
E7FsA ol A 9 AFS ARt o]9f o] HA £
oke] X&71sA B7) 715, TBLY Al 7KK 9493} 3
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HHE gEE ARy BAsd giE) 2is 375 32 A
352 D3rk(Shin & Whang, 2013). oJ® tiakel] s f2
H Wrks 2T E U8 gPdez Mo, 71 2 B

=7k Advks 49 Eee € W 71 BEe BRI A
T ARl ANEThs ARE e W, 7o) A&7ks
@ el ti Wrhe 719 8 BEd] digk He] 9%

U1 4= 2ATH(Choi, 2012). B3, ARIARQD H9de s A

FY G WE XaTfsy R 155

Aoz Bkl 7149 olulAzt a8A ke 71
o o)) wie] el2el BAE HEE FASEA T
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w A A BRG] S o] A&7 WL Bl
= g, Fujelze] vXe JFAAE AHELA} S vl &
o] A}, Adadre] ofal] Ak AP Fig. 13 2k

TFAA AT 7S Tt 2 A4, 71994 Ak 2

s

2 2] AFE - 7Y Hotel S mIX| A (Carroll, 1979),
o= 71gell tigt AMzle] HI=E WeAT)e Ao WAt
(Dean, 2003). TE3F Kwon(2008)3} Hur et al(2007)S &3t
AFE - ARz 7t 7158 32 YARIA S wef &
Hizl= BA=e) Oigh 7IXE t2A A7k, A - Bds
of tigh Hrtole Aol UThar ¥l ul QlTh, o]e} 7o) A
Z7VeA 739 EEv oflEt §3tel wEME A&7
H7tell zpol7h Y& ASZ ALFEHLE olof] & Aol e
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Fig. 1. Research model.
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A9 B hE Ad7Fsy Wt Aolg AHRIA H 12
.]

H 1: 3 FeF 780 - #3 95 x N2k FY T8
of mE} A7 HIHGAE FIF [1-1], AFRE F7F [1-2],
FEE B [1-3], F2F FIF [1-4]))°] Folf AL A

7199 A&7bs 74 ol digh e 719 B B
st Bl=2 o]od 4 3l ‘:]‘(ChOI 2012; Lavidge & Steiner,
2000). BESF, ARS A1 AQAg ¢F3lA AXskE A0R HriE
= 7149 olmAE 2R 9k 7IdET FAF )] Wit

Zo]A]l BAE HES FAAA Fajolxe] fofeh Y3
F= Aoz YA Yuth(Lafferty & Goldsmith, 1999;
Madrigal, 2000). @Web 2 AZoX A&7bsA Hrte 2
= Hze} pujoj=ge] dE Ao7 Hojxn, ol we} H
29} H 3& AA3Hth

H 2: A7k FREAR BIF [2-1], AF1F BoF [2-2],
BLFH o} [2-3] 81 B} [2-4])= EHE = F+)<]
Yk nj & Hojt

H3: e Eé”:L T ) e G v1E Al
TS B3 AFE APt ATe BAEe] 357 5HL
AHe=o] By 23 SAlO] AAA 2pdste] ojgh )
7toll THAmett et al., 2010). Hong and Hwang(2008)
A 719¢] SepEdeld FF wet LHRbe] NS role
ztel7h drke AS WHe™, Kim and Ko(2012)= =j4 7]
HollA woket AAIE Holdo] oAt Fe] §Egte] o]Fof
A A AFE ApEslel] g3 &4% ERI8I5At}. &g, Dean
2003y 7194¢] A&7bs 749 &5 F3l wet Halse of
g ARz Qlae gER|y, o= H%ﬂ_ Bl =el] dee mF
S H3lu} 9lom, Becher-Olsen and Hill(2006) <A 7]Fell
uw 127} Bzl Slof %1+7l~7ﬂ°ﬂ 5ol aHl =4
285 S AT v Ut olEig HAYAFES Ao §
S A&7bs AY 5o K3 wEt AErked 9ot B
A= HE g Fjzols Zol7t Id& Zlelgkal 7t
ghow, oo mel H 49} H5E A3l

H 4 7]z - &3} 3 7% ¥ AR5y Hop Bd=

&, 7IjeEe] G o= ol & S0t
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32.1. AFE A3

2 drede i BREl] dF A% fEoR Ve - &
3} §99 Adlks A9 EEe] A5AE adE Avns) 9
3 71e - 5§ ASTEs A9 2EWHDE Y
T WARBKES 2x4 DAFH QAR FAEa thgat o)

dplEAtE 7%7# s VA F9 3F A /¥ A= A
gatsiet. 7A 2010»3_%“—& 2015 @A Hz 547 313
=R 223 ol Baso] i AHElE 20159 8€~1097+

2eiel Elojeulo] g 4 sl]
e S e 2 sl

7H4 AP@HEE TrzP a8 A - H]X%ohx} 7t
10Ué0ﬂ7ﬂ l Alste] 7t A&7t 49 S5l AL A=E HUt
Al she dMIRALRE AATEIATE A A, 71E Sl 7
%, 7AAA &5 (Type 1) Portable Light Project®] AHH7}
18.2%, AK31% % (Type 2)S Volvorii®] AKH7} 33.3%, 374
2 g (Type 3y LT £x20] AHIZE 16.1%, w34 &
S (Type 4y Veile] AHI7E 533%22 7P & X4 =g
el #HE A=A 3t 899 B, BAA 2E(Type
Sy DEE ] AlE7F 28.6%, AFEA EE(Type 6y o2
29] AHI7Y 192%, 734 &5 (Type 7y tlde] A7}
47.4%, w314 5 (Type 8) olAle] wlofAle] AlEl7t 12.5%
02 7MY & A AEE Jepl AF AR EHAS AT
< Fdistelr] fla HF ARE ARIES] AAl 2ok 7Y
85 FE3) H{@S} 2 2 qui% AX AU s

A&t 7 53 8 AFE9] WE-L Table 13} 7t}

322, A7 o B Aw 7Y

2 AtE g2 Fol A 79 TS TR e A
2 AMz) Fo|al, A&7 AH|gEoe] A A AR tielA
FAE = A8 728l (Britwistle & Trim, 2005) 3-+2] 20-

30008 AT e Mgl ERFEe HelREy
& Ahgsigon, oH) 8 ARA F 104088 L)
< &l mixzsle] ARE s B AEA T BA
A3 S A9, F 983F(Type 1: 126, Type 2: 126,
Type 3: 120, Type 4: 121, Type 5: 126, Type 6: 122,
Type 7: 120, Type 8: 122)9] FES FHE By AREEY
o g, UIEAE Bal 3F A KY ATE) AW
AZR L= %;L—sm B A AR 7 AR {35 A
ol Adtep) At 2 2
Jato] ThA) el @ cua jon], Qs ghe MRS B4

/‘1 ALz

O
A, AE)A, 517“* 31 Xlwkb*é %
7He 23 o™, Kim et al(2005), Park et al.(2010a),
Shin(2010), Pivato et al.(2008)¢] T2 Fdte] F 28%3
< ISIATEEAIA 7, AEA 7, 844 7, 2314 7 E3).
HAE BEE Cho and Lee(2013)9] G712 Hasle] & 6
Fgoz AN, el E Putrevu and Lord(1994)2] <
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Table 1. Contents of stimuli

No Type

Contents of stimuli

Technology-culture convergence

Sustainable management activities

Technology convergence
1 X

Economic activity

A fashion brand OOO showed a bag using
cloth turning into an illuminator or a
charger through collecting sunlight.

These solar bags are manufactured by a system installing a
workshop in a developing country and employing local
women. <Contributing to economy of a local community>

Technology convergence
2 X
social activity

A fashion brand OOO showed smart sneakers
using Bluetooth 4.0 Beacon technology.

These sneakers are manufactured for the socially weak
including special children/ dementia patients by the alarm
system interlocked with smart phone when wearer is off.
<Social ethics practice>

Technology convergence
3 X

environmental activity material and wind turbine.

A fashion brand OOO showed outdoor
jackets using conductive polymer smart

This jacket produces clean energy through a self-generation
system using wind turbine, making outdoor charging of smart
phone possible. <Resource protection>

Technology convergence
4 X

.. Hijab using smart fabric.
cultural activity

A fashion brand OOO showed the functional

This Hijab allows numerous Muslim women wearing Hijab
during four seasons to feel pleasant in whatever weather and
situation. <Respect for various races>

Culture convergence
5 X

economic activity India, Bangladesh and Nepal.

A fashion brand OOO showed fashion
manufactured by handcraft artisans from

This brand, borrowing the traditional culture, created local jobs
and practiced fair wages. <Contributing to economy of a local
community>

Culture convergence
6 X

social activity unique culture.

A fashion brand OOO introduced a
traditional Indian print scarf pursuing the

Profits from this special item were used to improve local
educational environment through the disadvantaged children
education charity of India.

<Social contribution>

Culture convergence
7 X

environmental activity culture.

A fashion brand OOO grafted Kenyan metal
craft on the collection showing the African

In this collection, Ugandan top quality organic cotton and local
natural materials were used for all the works.
<Application of eco-friendly materials>

Culture convergence
8 x
cultural activity

A fashion brand OOO showed the collection
borrowed from various traditional

This collection reflects the traditional culture and a way of life
in fabric and silhouette of the brand own, creating a modern

cultures of all quarters of the global village sense and an ethnic mood. <Respect for spiritual value>
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Table 2. Factor analysis and reliability analysis

Variables Item SFL. SMC AVE CR
This brand seems to make many efforts for efficient administration and 707 500
production. ’ ’
Economic ~ This brand seems to improve quality of goods (or service) continually. 789 623 605 776
This brand seems to make many efforts for administrative and technological ?32 693
innovation. ' ’
Employees of this brand seem to endeavor for law abiding. 741 549
Social This brand seems to give some profits back to a society. .891 795 712 846
This brand seems to contribute some sales to donations. 890 792
This brand seems to consider environments in the entire design process. 799 638
This brand seems to use environment-friendly materials. 792 628
Environ This br@d seems To n'naké efforts for preventing environmental pollution from the 77 770
production and distribution. .686  .889
-mental
This brand seems to endeavor for decreasing CO2 emissions. 852 726
This brand seems to endeavor for technological development to protect Q18 669
environments and preserve resources. ' ’
This brand seems to respect spiritual values. 792 627
L This brand seems to endeavor for win-win and harmony with a local culture. .832 692
Sustainability
evaluation This brand seems to endeavor for regional development and cultural tradition. .775 .600
Cultural This brand seems to respect a variety of races. .849 721 630 914
This brand seems to make effort for globalization and collaboration with a regional 258 736
culture. ’ ’
This brand seems to develop design using cultural elements for cultural activation. .831 .691
This brand seems to acknowledge international multi-cultures. 834 696
I believe in this brand. 815 665
I favor this brand. 879 772
Brand .. - .
. I have a friendly feeling toward this brand. 851 7125 836  .896
attitude
I like this brand. 792 627
I think this brand is not hypocritical. 745 555
I will recommend this brand product to others. 905 819
I will use this brand product continually once I use it. 874 764
Purchase I will give a positive talk to others on this brand product. 875 765 684 208
intention I will use this brand product in a situation I have to use it. 77 604 '
I will consider this brand product for purchase. 764 584
I will purchase this brand product as possible. 754 569

Note: SFL=Standardized Factor Loading

SD=1.056), -3} S5 (M=4.496, SD=911)°l W H7} Hr} A9 FE(F=20375, p<.001)0l] 2 Faz= Fojet Zew
2 Ao2 YePth Fig 29 2] 71& §8 Al8ld &% VERSITE, Fig, 29F Zo] 7% - 23§30l uetr= 231 &
of W2 HrlollA 7P =2 BFpke Zhe AS ERIsiAT FolA 71 Sl sl =2 H7t FXE e, A&
53], vl 7K &% F AR &FddlA Te - B35 &8 o 7t 79 EFel wEtre AR Sl 7P 2 Edatk
Z 37t AJol7t A veRRem, 7le §3e] ddHol 9 = < Zk= As I
< FAE eI A= F3el wet 343 A&7EsA Hotels Akelrt
U502 AF A2k {30l uet A A&7 Wl AE AoZ YER(F=4.784, p<01) H 13 A=A}
£ At gl AoE YeEhR(F=1.946, p>.05). H 1-2& 7] Scheffe Al52-4] A3} Table 49} 720] 7]& 8¢ 4% &

7=t 23y 7lE - B3 8 (F=9.528, p<.01)3 A&7t A Fzo] wWE HIKM=5.115, SD=1.004)= Al3]3 F
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Table 3. Result of two-way ANOVA of technology-culture convergence and sustainability marketing activities

Consumer evaluation Variables Square sum Mean square F

TCC(A) 62.617 62.617 68.986

Economic SMA(B) 5.343 1.781 1.962
AxB 9.420 3.140 3.459"

TCC(A) 9.930 9.930 9528
Social SMA(B) 63.708 21.236 20375
AxB 6.085 2.028 1.946

TCC(A) 5.991 5.991 6.482"
Environmental SMA(B) 81.102 27.034 29246
AxB 13.267 4422 4.784™
TCC(A) 65.784 65.784 74333
Cultural SMA(B) 47.819 15.940 18.011°"
AxB 27.687 9229 10429

Note: TCC=Technology-Culture Convergence, SMA=Sustainability Marketing Activities
p<.05, p<01, p<.001

(M=4.346, SD=. 935), w318 BE(M=4.342, SD=908)% W= = Aoz YERK(F=10.429, p<.001), H 1-4= A<=t}
W7t B} 22 ZloF eyl E3) §3e B A & Scheffe AF§=24] Z3}, Table 49} 7ol 7| &3 49 &
o W »37}(1\4&5.002, SD=999)= 73A| A E5(M=4.368, 3H4 &Eol mE HWIHM=5.175, SD=923)= 7ZAH &F

SD=1.017), A8l &5 (M=4.390, SD=928), =324 FF(M= (M=4.672, SD=2821), 3737 &&5(M=4.100, SD=.884)°] w}&
4330, SD=978)°] we W7t Bk ¥ 2 o= Uelltt Fig. W7t Hoh 52 Jlo% YERKTE Fig 29k 32o] BAIA, AR

29} o] 71 AT BAH ol ME WA M we A, B4 ol /1% - B8 S36) BE Bad Ak
S 20 S DI, 50,6 ) BE B AN W) A0l welFn e 590, 899 2 89 4
Bl /1 5§ e W7k Aok A Heida Rl W Bk Aol A ek slest, ek 839 9
slom, 714 gas] ol o e A ehiglch G2o] o ¥ FAE Vi
WE Ao 0] e £ A7Ps Bl Al FohE 0, E A2 530 mE A%7ksd Blel

Table 4. Difference of technology-culture convergence and sustainability marketing activities in sustainability evaluation

Sustainability evaluation TCC SMA M SD F

Eco 4.926™ 1.056

Soc 5.114" 0.726 .

Technology a 3.319

Env 5.111 1.025

Cul 4796 0.911

Economic
Eco 4.638 0.983
Soc 4336 0.877
Culture 2.130

Env 4.514 0.934

Cul 4.440 1.066

Eco 4304° 1.132

Soc 4.730* 1.053 r

Technology b 7.602

Env 4.156 0.907

Cul 4355 0.817

Social 5
Eco 4.540 1.106
Soc 5.107° 0.987 .
Culture b 14.210

Env 4.403 1.060

Cul 4301° 1.055
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Table 4. Difference of technology -culture convergence and sustainability marketing activities in sustainability evaluation (continued)

Sustainability evaluation TCC SMA M SD F
Eco 4911° 0.915
Soc 4346° 0.935
Technology a 21.567
Env 5.115 1.004
Cul 4342° 0.908
Environmental b
Eco 4368 1.017
Soc 4.390° 0.928
Culture . 12.890
Env 5.002 0.999
Cul 4330° 0.978
Eco 4.672° 0.821
Soc 4486 0.930
Technology . 30.388
Env 4.100 0.884
Cul 5.175° 0.923
Cultural
Eco 5236 0.953
Soc 5.062 0.965
Culture 1.075
Env 5.038 1.006
Cul 5.167 1.032

Note: TCC=Technology - Culture Convergence, SMA=Sustainability Marketing Activities, Scheffe’s test: a>b>c>d
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Table 5. Result of structural equating modeling

No Estimate SE t-value Result
H 2 Sustainability evaluation — Brand attitude
H 2-1 232 027 7923 Supported
H 2-2 398 040 8.599""  Supported
H 23 206 026 6519 Supported
H 2-4 162 033 4381 Supported
H 3 Brand attitude — Purchase intention
H3 906 039 28520 Supported

¥=1133.666, df=346, p=.000 */df=3.276 GFI=.921, NFI=.951,
IFI=.966, CFI=.965, RMSEA=.048

***p<,001

*p<05, “p<01,
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Table 6. Result of Chi-square different test: technology -culture convergence

No Technology Culture Ay
Estimate SE CR. Estimate SE CR. (Adf=1)
v 1 234 038 6.105"" 172 037 4609 121
y2 259 051 5.091"" 398 059 6.695"" 3.256
v 3 065 037 1.789 222 036 6.004""" 9.806"
v 4 194 049 3.967° 071 042 1.676 007
v5 1.093 065 16.926™" 1.041 057 18303 098

p<.05, "p<.01, " p<.001

g 1: Economic sustainability evaluation -> Brand attitude, g 2: Social sustainability evaluation -> Brand attitude, y 3: Environmental sustainability evaluation
-> Brand attitude, y 4: Cultural sustainability evaluation -> Brand attitude, y 5: Brand attitude -> Purchase intention
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Table 7. Result of Chi-square different test: sustainability marketing activities

No Economic Social Environmental Cultural AXZ
Estimate  SE CR.  Estimate SE CR.  Estimate SE CR.  Estimate SE CR. (Adf=3)
y1 087 043 2019 301 063 4774 217 059 3697 284 057 49617 5.445
y2 395 107 36817 426 122 34937 219 084 26027 326 076 4288 5170
y3 145 051 28127 146 072 2,035 290 054 53377 066 077 855 11.181°
y4 194 081 2410 005 150 032 143 077 1.860 190 047 4013”7 105217
y5 1230 0% 14338  1.034 079 131157 L1130 0073 151537 1.088 079  13.805  4.970

p<.05, "p<.01, " p<.001

v 1: Economic sustainability evaluation -> Brand attitude, y 2: Social sustainability evaluation -> Brand attitude, y 3: Environmental sustainability
evaluation -> Brand attitude, y 4: Cultural sustainability evaluation -> Brand attitude, y 5: Brand attitude -> Purchase intention
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