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Influence of SPA Brands’ Sustainable Activities on the Consumer's Ethical
Consciousness, Brand Loyalty and Purchase Intention: Focused on
H&M Brand (Korea vs. Russia)

Heeju Chael), Shina Kim, Teona Gogichaishvili, and Eunju Ko

J)Dept. of International Trade & Commerce, College of Commerce and Economics, Kyungsung University;, Busan, Korea
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : Today, the fashion industries, which are appearing in the world, can satisfy their economic needs, as well as
provide and distribute their products in order to introduce sustainable methods and avoid becoming a bad influence on
future generations. Recently, SPA brands have contributed to the sustainable development of society with different kinds
of products, such as organic, recycled and environmental products. For this research, among different SPA brands, we
chose H&M as the most representative one. Using Russian and Korean consumers as examples, we analyzed how sus-
tainable activities affect a consumer's ethical consciousness, brand loyalty and purchase intention. The results of this study
show that firstly, all sustainable activities have positive effects on the ethical consciousness of Russian and, in particular,
Korean consumers. Secondly, ethical consciousness has a positive effect on brand loyalty, which, in turn, has a positive
effect on purchase intention. Consequently, by adding to the existing sustainable and cultural activities, we can propose
new perspectives for future research on sustainability. Due to the effect on a consumer's ethical consciousness, future
research might consider ethical consciousness as the main factor. By focusing on H&M as a representative of SPA brands
with Russian and Korean consumers as target audiences, we can advise global SPA brands on the direction of their sus-
tainable activities and exporting of their products to foreign markets.

Key words : SPA brand (SPAE#H=
intention (€] %)

), sustainability (X147 F54), culture £3}), ethical consciousness (-2]€]2]), purchase

1. M =

1972d 2nlEge] A47¢2] ¢A(The limits to growth)‘j/‘r B
IAONA A&H7FEA Bort Ae AFE olF A, A, =
1A, 7159t 3 5o W2 HeA AREEI Tk
(Meadows et al., 1972). A|&7Fs/dolgt o2 MdjollAl i
FA| FoHA A Alhe} T2 Alie] B E A= A
olglx AFelF 3 JAt}Brundtland, 1985/1987; Kim et al.,
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2015). olol] weh Bl A1Ge 04 oleluke Fpake Aol
ofd ARsle] X478 S fJsle] s, 71He] s

A&7Fsde EYsto
De La Paz, 2014; Kim
2010).

“2015 Global 100 Results”(2015)°] ety
A27Ps3 719 f3olE AEAL
G, 29, ¥Eue 53 2o u}o

o] UEE mleh Arhel HFFL 7

e WAL

A3t ATH(De Brito et al., 2008;
& Schellhase, 2015; Park et al.,

2, Bel] =,
xZgste] Aiv IT 7]
l

/\i-/] .JJ

SEEE 10L4 Zo}
0}71] AAR AL Aty et

al,, 2012). =4 719 %EH ]~: Ed= Wl A27)s 8
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Al & ALt 71 SEk] o]s AYAN, AR A
&b s/33 agloll gk ilol S

4 TS g S E=Yst] AL 2 {58 Ik
ATHMcNeill & Moore, 2015). Wb |4 7|HLe A4S
TS o)A FFW(Fashion Supply Chain; FSC) &g, %1%
7 A AE AT L AHE Al 5o Feg AAs 9
t}(Fineman, 2001; Wong et al., 2011).

#4719 & SPA(Specialty Store Retailer of Private Label
Apparel) ERE=E= eH)HQ1 714, fe343 miE AE FHER
ZRIAES UEAIAYAIRE, Al B fE oM BskE =
=S A, = a2Ea 3 o Al 52 WIvsHl
E}utTHAspers & Skov, 2006; Lee & Kim, 2015). 3tA| %
2 SPA HATE 187, f7)%, ARE 52 B8 24
g AHgSlT S B ohleh AF A Y % e A
Sk BES 1S AAsE AS7b5e wAdl slofsta
$1EHGitman, 2015). Gol, $7 % AR5 Agle] FasiA
3L 47] wi2el s =E s (fast fashion) AFH BEgk 73A), &
A, M) 5e EFsHe Adrsel 24 olslstn 4as
I UTHLi et al, 2014). <& E9], ZARARED, H&ME]
o]x]qlsY), UNIQLO(frHER) 53 & 224 SPA 7I9E
ZHzLe] AIF Adee Jas v = e ALV oH
A UTHL et al, 2014). AW, HAMS 7%
o]§¢t YM2E A, 1715 AFL=E 7% Conscious
Collection 13 28|37 & £ FA Z2a3 55 A 3
on, ZARAE "A=E Fi7t 7hsd AFE 55 AEolA
2ATH(Jeon, 2015). UNIQLOE EE A|Zo] gjAle]F 7AH ¢S
2g3te] AMAERE 34 2 AFS o= sk WA
off AbgEelAl destaL At o|s} o] A&t sS4
3kl 9= SPA BAE 7hed] 53] H&M 200995 E X
&7bs BAXE wid Zelsi 259 A&k 55 4H
2kt B 714SA AgAIsHAl Argskal Stk (Hower, 2015). ©]
A SPA HA=7} teket A&vks E5S AL gl
T EFeta 259 A&7t &%l tid 34 d4e AR
A7 A =elol gk AT tiateln, ol e &
=9 @] g3 AEATE A9 e AAHo|tHGimenez et
al,, 2012; Jamali, 2006; Milne & Gray, 2013; Salzmann et
al., 2005).

Lee and Lee(2013)0 wW2H 7149] A&7ts &5 AH|#}
o] Fujel gl A=l gl whgo] AHA1 JIg nR|7]
A 2 wAID &Elede] EAdTL FdsATHLee &
Lee, 2013). &2]2]2]¢] m7iA] S&& AlEE vite=r dwgst
9, 1996 69 ml=e] Tho] = miAZlel 1240 w7 AE of
o7t Wol7] 735 T8 e AR 37 velF]e] o]
do] k¥ HHE Hldsts 7IAE SISt o2 QlEl w|
= SHIAES oYolEY kFE ol8dke Uo7l AFS
AR GATRE 9715 2B, o] ARIEAIS =Fx

T2 vol7] AFe] ErfeEe AAslTh YelZle o AR

lo

B ool

KR
=
KR
=

a9} olulx] 4 8 77} Fe) .
ol we} Lholz)e] Ad7bsekA] e 719 o] izl
oA AT AR SelF BAS W o)

YHE Rolt. TEEE AdTVs BES uhge
2 A FAE 9 PrlelEs weld u] g2)42 wel)

ofgith. et FA7EA] ATl mER F2 R

&
glej2] EA, A 7199 X&rts &5 AR A3 Q)
o] 94 7199 X7k S0l dAFo 7 =8-S AT
Ae AF7F EESTH(Lee & Shin, 2011). 53] f2lF<l o]
o Rizket & AM|RjoA B57] flEiA 2 AFe TS E8
SltkPark & Kang, 2009). W&y 7199 A7) o] &

2ol4 S 3 anxke] wke- 2 o] JFS vH=
- g woln o]F B3l 7|92 i grol wiE
o &=fo] e A&7ks &5 Aol 7l Zlolth
upehba] 2 Aol HAL ot 2t 3, SPA HAHE=9)
A&7Fs &5 (A, A181A, 8734, 34 47EA17F 4H)
Akl FE|efde] mXe P Polrir, LHRe] Felo)
o] Hale ZAHwe} Fujolwe] WA= JIFS A g
o} £ A&7Fs &5 TBL(Triple Bottom Line)S HFES
2 ZAA, AEA, 34 E5e] 7] E5oR BRIt
t}. 3R Ko(2015), Ko(2013) 5& dAle A4 2o
el ofret e £31E FoleE, Advlks €S 234
7 Tk ghhal Fxsieh. webA 2 Ae &
3 &5S el A&t 85 R

2
gt

oot
%

e
qu 2

grL

2

u) 9

A B /e T, FARG, ASY BEL 99

uE, A9 3R 9 REE, 844 BEe A8 24 A

&, A w5 0 /1508 e, BaY BFe 34 74
o)

5, thes) o 9 ke
EA, A S A EoRe]
o] Bl A7t BAR, = /Y S7E 7k vl AT
uf-$- RE3 2o th(Pettai & Yoh, 2006). L & EAlol=
frd} obrlol AA ARt ok, fy vig- 2L

Alef] Q] BAIuEE {5 A bl St 250 A%
b mEg 5 Sl Al wet vt AtelA Erjel
= 5ol 7t AASE vl lth(Baranovsky, 2000). B3
Fifka and Pobizhan(2014)¢] uwZW BRIC(Brazil, Russia,
India, China)oll thet X7V A7) € =7t vls) H=3)
o Extgo] AL Bttt 53], glAlolel| thet A&rts
AT7F dedt 7oz Yehdth(Alon et al, 2010; Cappellin
& Giuliani, 2004; Kuznetsov et al., 2009; Preuss &
Barkemeyer, 2011). |9 W2} & A= ofr|ole] sh=ta} {
%ol 2Alolg Wl wAste] S shie] AZe Hust Az

o 4

[ o9

2 Algsked slelt glor), SPA BalEe] 47ks ol
T UL @ A ol e}l AuAE E3E
gtk o] Apastd % glek. o], Sl SPA AL A
S7¥s

=

5 &5 A F2Y HAER AU T A =Y
=7l whe Ak ANt Fvh
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2. 0|EH HiZ

21 N2Iks 85
AuH o A%7Vs BEL 49T Hel TBLoEH: §
ol ol AHgsm, TBLOIE 719e] A4, A8, 877

52 EeZ Hob 43S Sa5H o7l S Tt
(Park et al, 2010). Elkington(1997) TBLS Lo AF
3 AAE, ABE, 87478 BFo] N&)s oA Fo3
Q2olH ol TBLY YA3] YX3tia 319t} Sustainly A
OlEx T 719 R&7kse ARUACINS BHoz sl
il X&7bs QY2 BIAE 2esial k. 20159 6A
HaAd w2d x&rhsst 5 Wol sk 719 #of 29

£ gio] S o, X&rhsd S B s e
719 1091 = 3%1(FEaYol; Patagonia), 8<1(elo1X1;

H&M) EgF 710l 3Gt th(Weltch, 2015). Jia et
al 2015y sjAd71go] o|XH A&7Fss S5 A 3
= A2 TBLE Fdsiw Aozt AAFLE tio] 2
4 7192 TBLo| oA A, 2154, 2734 Lsied
o] old E3}H 5S XS A JHoz X&rlks B
7% A&stal kKo, 2013). ] 7199 A&7V
G52 MR YF F ukgel dFS v F ok yEr
O W (Brown & Dacin, 1997; Lee et al, 2013; Sen &
Bhattacharya, 2001; Varadarajan & Menon, 1988), E.si=o]
g 2HRRe] SR SHH R FIFS nAE &5 A
o2 VePdth(Lee et al, 2013). )X 7199 &) &
o] AMRlA S8 P vE § JOTZ(Kim & Park,
2009; Lee & Jackson, 2010), ¥ 7= A&7t &5 9
FHol il 4L FayYstat s

3ot o

LA &

A&7Ve 5ol 71EHoln Fa3 &5 F e AAH
Fo|th(Jang et al, 2012; Park et al, 2010). 2412 FF&
£YA1E Fote] ALY WHE o], 719 o=t flrk
I s HUigke] o]S A7) St AlaAl B AVeS
wrgsie] Algle] Ae A AFE 2 MuAE AlFEhe A
o|th(Lee & Sung, 2016; Park et al, 2010). 719L 7]&EA,
28 E&F AT T2 Tl AREle AnAeA AR
& AFH AMHIEE AlFska, L2 QI8 4 o]els ol
AZEZE R ARALE], F7, FTEY, 2HR, GEAE SelAl
Fjlglth(Amalric & Hauser, 2005). Tl&o] o|sj @A A S0] A
HE hslehe 878 A WAleHA HEe] 7|YGdMe
A&7 BAAE ATl Jom, olxd 719 T4
< F8% 8947 Ho7kar At} Maignan and Ferrel(2001)
=R HAles &7hsd AAE 85 Ao Es 7Y
o] A A5, omAl B, 7199 s 7] AE T
A FEFE vRIYaL AAEE vk Aok BE¢] Maignan and
Ferrel(2003)y2 A|&7Fs 52 +A4%k= 7t €559 9399

d

(¢3

271, #3he] Aole] we} A vehdrha A4t

FEw e A4 FEe] 99 FolH B A7E Ko
Qo15Pl Wk AAH BES A AL Fol AY 2L /)&
A, A&7bs AP HaAg wkeks 5ol 7199 94,
FAT 223 A A 7R A HT

% o

2.12. A58 &%

A&7V S5 T AE 52 7|Ye] 4L oY F IR
£ o8] WS B3l AlElel 7158l sk As
o] 3 F93% FFoz AJAXT UrkBrown & Dacin,
1997; Sun & Ko, 2016). Bowen(2013)2 AF3]4 &Fo|gt 7]
Hol viEg AR s, SRk A A AES sk A
olg}x A5t} TEo] Park et al(2010)2] F7tol w2,
ARBA Esg ARk 7192 o] SFA7IM, 7190l &
& ALE] 9} AkEJol] &3 FlQl BEOA o]dL wjEalE AAZ
G55 Sl gL R A2 v okl 719
9 HATE o]9} o] ARSle| FRIS 3l ASA UL F
ZAI717] Sleted =8 Slal 9lom, AHRIEe] Fed7hA] o]
Lol Z2AES} AN 58 AHF ). 71E] A
2 29l CSR(Corporate Social Responsibility)Z #4715 &
T 5 AEA BFe] EEE0] AFEe APl JdonE B
AelM= Ko015)0] whet ARld &5-8 1 Bt 378
5E 53 w5Ak dIE B3, 0] URE AR

T8k ARlA R fu] A T 71 SEes gt

A 2]
A koA AL RESR= 31873 EFo|th(Kim et al,
2015). AL A ke 5o YT de dsol 71
2 oA Fasdd we 28 rAEe A2 nHEe
2 U gick. 23 v "ol S BeElal FAl &
Hzke] ko] FAS EFoldle vHAIRE 9w dth(Kounatze,
2009). olAE 719 B HA=oME 44 &5 B3 318
73 A AR, AEE, AR, GAtelE 2E|L 8] A7)
sh, A B3, 715HE} 3 55 Axskal YthHan &
Stoel, 2016; Park et al,, 2010). Cl&Eo] 714L oj9} 7-& 3
3.

3 255 Tl wiE S, 71 oA

7k Al €84 59 o7 g ¢ Avkal vERd B
ATHKim, 2006; Park et al, 2010). TFsHA FA3tE QU
= 34 &5 99 FolA £ AFlAE Ko2015)00 uwh
2} 3 S5 33 A, AR E, d 2 B3 o
gl 715} o2 gt

2.14. ¥3H4 &5
UNESCOQ2001)0l] W= &2 ko] AldollM 23k
Az 7o) QIZFE0] AT A= ABlIME Z8lE tde] &
[e]

AT
a8, ol AAA A4S ol 794, geld, Bl
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2013). & AFME= Ko2015)0] we} 318 58 HAH
7E] EF, AT S, oS 1 a8 gst I &
FTo= e

2 7iQle] Wy
Wty FHES vHds 259 HAHE PFol tiEt ey
¢l Ald-S UEhAth(Shaw & Shiu, 2002). 3+ Gorsuch and

Ortberg(1983)°l] W=W {2]9]4]& &3 253 wH
Zow Holuw, LA s SA4shk=t] o] g-Hr}. ol
g A Tl &ElefAe 53] £3) AF, Al 55
3 93-S WO (Ferrell & Gresham, 1985), Lee and Lee
2013yl W= A&7bs EFe] AHlRe] pujelrst Bl
o thgh whgoll A3H 0" IS HIXA F=rhal aiirh 2
J4S A e &Eleae] &
I o, ool uwlg} B HalsEo] 24 & 3E Fol
TRk 4 3lo] AETFs &5 Jaste] 4HRke] &9
2ol @S HAH skl Jrk(Doonar, 2005). TIEC] 719
A&7k Z5el g AXF ARE LHPF FE&H =W
TE9] &l AR A=AZE 2 ek ohugt &M 3§
7 E WS 4= glthar AAJE vk ATk(Dickson, 2001;
Shim, 1995). Carroll(1979), Lee and Lee(2013), Shen et al.
2012yl w=m 2nRE A 7o A&Tbsd ARkt &
T T 5L Yol HEFE 252 =2 &YRls e
Ao 2 YERITE Carrigan and Attalla(2001)2 ZH]=}e] Fuf)
Y5 oo gk d3 AFE Y3 em, LH|Rte]
o2l 7199 A&vks el o8 JIS W s
YERSTE Park and Kang(2009)= 7199 A&7bs &3 &
Hze] gelolAe Wish AdEm, fEjHom Ha; Ha
7he &RIAES w5 S8 VI9ES] AUt €2 US
AFAoR Ax=lojop srtal 73tk Strong(1996) 7194
o] &% 5 2HIAE &l STl S PiXle 5
A&7bs gFel € 4 vk AAFTE =3 Hunt and
Vitell(1986) thi--o] AlgHEo] 8 3 S 53 &9
2ol gEst PF& St JomRE FEefe] iRl FF
< A9 93 S8 848N FASISITE o2 lal] 4H]
Ze] st e Fetsl] f8l o ATEe &l
Higo 2 B8 [33la 9JthBeck & Ajzen, 1991; Gorsuch

o

& Ortberg, 1983; Lee & Lee, 2013). 2 3 2927 4H)
2kl s Eake] AEgel g AgATrE e
(Carey et al, 2008; Nicholls & Lee, 2006), Carrigan and
Attalla2001)2 &H]AF] f]ejdo] 229] Fvielwd] S84
93-S mA 4= Atk AAESIT). Carrier(2007), Dierksmeier
and Pirson(2009), McDonald et al.2009), Paulins and Hillery
(2009), Pepper et al.2009)°] =R ABRPTF 259] G27]2)2
7150l Hete ¢ sl S AlFE AHIAE A" g sk
£ 4ol 9] wRel) /1Y EF AvlRe] BB IS
7] 918l &EloA S Skl efalof dvkal 44 vt lth
o djdr|gel A&vks S5 AR fElojadd
L VA2, Yot gl e 50 ool JS
Hx7] 2ol A&7Fs EEe 719 Fad defo] &

9}, olol e AT FHe Tt .

HI. 2H[R}S] SP4 HAES] XJr)e F52 SHIRRS] 22
ojaje] F+)o] G & Hojrt.

H 1-1. 228]3}9] SP4 BAH =] FAIX FEe 28349 7
294 F(+)9) §Ee r1E Rl

HI-2. 2H[R}S] SPA H#HE=9] AL8]H F52 fn[xke] f2]
A Fev) o §gL v]E Zo]r

HI-3. 28]X19] SPA HAH=9] 3175 252 £0[x)e] 2]
oo F)o] FFgE wvjE Hojrt.

Hi-4. £8]x}9] SPA B 9] 2315 25 Shjzle] 2]
oo F)o] FFgE vjE Hojrt.

2.3 2= M= 3 Fojo=

Aaker(2009)°] MEH HAE FAEE HA= RS 4
she 891 o] shtz, 54 Balsol gk &njxke] uj, A
TFHjeE, 9, ASE 58 ouigt) tEY] &AM} EF B
A=S] vHY ol Bala A&Ho e Halse)
AF T2 AMHEE &3y FuislEE oXE B
& Park, 2013; Oliver, 1997). 71%1¢] A&7V Ao QFE&
A Aol 2] R&7Fs et e Am|ake] fEle)a]o] JIe
X (Lee & Lee, 2013; Shen et al., 2012), Jones(2005), Lai
et al(2010)°] W= 71949] A&7t B5S B3l FIFS e
FE]94e] Hals Ao FH JTS izt F45)

At} Brickley et al.(2002)= AB]|zle] Bal=o) il A4

&3S 53 259 feloldd JIge Wy
FAEIF I 4 9o, viE B
so] FsthH Bz Oist AR WS

(Epstein & Roy, 2003). A=) X&71s S50 oaf Fg
S ke AR G e OE9 HAE AT A I

U N < A

ol 28 Y VAV BiEel A47ks BEol o9 fale]
43t BAE B WA T AFE US Byl 9



SPA HAEo] X7l o] 2ejojdla BHE F¥E

Ao 7 AIFHHKim et al, 2010).

Engel et al.(1973), Kim and Ko(2010), Kong et al.(2016)
o FulolEdt Aulde] A B Mo R 9% W
TFolalE FPsAolR AL FelE omela golal
Assael(1984)l] w2 227} A w9l 7he Fo)#9l
©% HASE TP B TojolEs} Yy Az
A2Z Fui7kA] olo|d ThsAdol woRitkaL sigien,
ko] Fujolert AFAQ o P meshe AF AR
Qlo] &7] gl o5 Tl 25 FHAES d5ske
7Fesitial AASIIT). Sen and Bhattacharya(2001) X
s B%o] Halso| gk AvjAke] A HE

Hhgoll F&e Fm, ol2gt SAARI whg2
Z=7RA] A Aolgtal AAIE vF ATthBrown & Dacin,
1997, Creyer & Ross, 1996; Kim et al., 2010). Drumwright
(1994= A&7bsst S55 nideR J4d Bde F=s
AFolt Mu|2 H7E 5l i ARS Eeksle Flielwdl]
o) JaFs ujFtka FA4g.om, Jalilvand et al.(2011), Park
and Ko(2011) B3t o] 2 23] FAE HA= TAAEE His
o thg e =7A] ol JIS mRITEAL AAIEHIT. o]
o e A+ 7Hde v 2

2

1

o
o -

J

Dy
I

IRy

H

ro
ko

o

7}

O

i
Bl

H o
lo
=

120 o

¢

H2 £0]39] 8294 BAE F4Ed F(1)o FE
v@ Zoj}

H3. £0]39] 82942 FojelEe] §1)e] §Ee vF
Ho)r}

Hi. BHE FEs 7oolee] Fo)e) 932 113 Aejt

2.4. k=1t 2{Alof Z7+ ZH Hm

71E A7) AFe ofrletel] &3t AHRES] HlwA
TFoA 2BARE B A A= ofAJolERE ofd {5 AR}
E7HA] 99E YIS 2ZA 3. Pettai and Yoh(2006)2] =3}
gAjo} AH|A; vl Aol mEW HH Al V&) dgR
s AAZ AHREe] AL oiE 9 ojlo] FARE 4 gle
U =7 Aol o s EAgitta A|ASHATE. Zimina and
Balashov(2000)2 2 AJo} AH|AFE0] 3=+ AH|xSof H]&]| 2
F AlFe] AFEs g tiE HAETE HS 28 FeR
ERt g3t gajol Anizte] xjolzh Avkar AJAg) Q)T
olglgt =3} lAlo} LMl zfol= 7t #7te] E35h 3 o
AFE vlgo 2 FAE AdTx, A, 731 2ol Axeiar
3k 4 Qujar F3IATE The Institute for Industrial Policy
Studies(2011)ell W2H 2 7ol digh ] W& 9 2
FES| PEEA oM, FY oN(ES, TR, 5Y, ol
go}, 271, F2=) F Yok ehF Mswe AEws} 7t
 we Aoz Yepth o[AY grjotoA] Shol] gk <l
Axe Agesial glo, ol a=te] A A4 2t 7]
do] TR Fo] YAeZ AEFI Ut Hong2009y= A
ol adelut LG T2 =l 71de] omx |7t 3= 7]

# pojelize] piRfE FE - G5 2jAjole] H&M Pl /0= - 211

AFe] A=t A= 7] widel s 719%) w35}
= Fo] gAjole] &S F A 7ISE 2 e AR
olZhar AAIgE ¥ISltl. Government Information Agency(2006)
o W= ] = #rlolEs eple R tdet d52 7
&3] FREgem, wid gAjote] thEAR1 AR TAlelA g

S fEla AP § JdE FAES NHSSL UtHHong,
2009). o1XH"E =71, 719 FellA eAloks TR oz theket
g5 2 &S 5 gera B AFE T Ao} &AM}

o] E¢ gk viw g B4 AHE AFhE, = 2Rk
FHeR &5 s AE7ts €5 sk SPA HA: g
=) X&7ks BasolA AFH FJHE AR 5 S A
o2 Algdc} 3 Shin2015)] wEd 2] SPA A2
2008 5,000 TFEIL Aol vl 2018d ol 429
Jold Aoz AdEn, 201339 SUZE, A2}, H&MS] 374
224 SPA BHE=S] I uwiE Fl= 1x 245390 = A
QM) 125%, oF 124 o] 374t o= vepgrt. gAlof
Al EESE “Apparel market”(2013)0] WEH oA A AR
2 AA A 5%E ole 1%/ EEE Ao o Ew
ReH, Hajol s A wet miE el H&M Zara7t
= ATH“The share”, 2013). ©]&} o] =3} jArJole]
SPA A1 tR= F7lehes Aol Fuet BF H&M B
o} S 7o) SPA AlE ARSI e HlE E3 Er)
= AL I F Q). old mE AT /M-S v Pk

)

A

Hs. 55757 2l4Jo} LH]3)0] we} 45 B, 294
HYE FHE 2 ))E 79 FFEAY £ Fol7} 1]
EP Alo]th

3. 917 W
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Fig. 1. Conceptual model.
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A7) el Ee] YL vAEA] dolnTA Ak met
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£ Ao B A AR A, SEREe] A&Tbs
&30 gt olsfE B & F A=A IlE] K
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eg vies 4slgion, MR A3A 2092 U
Fo dHIZANE AASHT

B AFX AR HEE B3 2ARE B =EESeH
Aol HAe] B gsle] ARSERAT 941, SPA B E
o] A& 47 EF T AAA EES Al and
Lasmono(2010), Carroll(1979), Kim et al.(2005), Maignan
(2001), Maignan and Ferrell(2001), Park et al.(2010)2] A+
N BEE 2PRL ko @ Aol DA AT
Y EEaE 74 HAE HAERE SASST AR 85
Arli  and Lasmono(2010), and Kilbane(1993),
Ji2010), Kim et al(2005), Lafferty(1996), Park et al.(2010),
Sen and Bhattacharya(2001), Van Herpen et al.(2003)2] <1
Folil B89 SHPEE vige 1 Aol A AT
of 7 wAE 74 BAE HEw 2gasi. 31 25
< Baughn and Mclntosh(2007), Carroll(1979), Ji(2010),
Kim et al(2005), Lafferty(1996), Park et al(2010), Van
Herpen et al.(2003), Sparks et al.(1995)2] A-FollA 8%
2gYEe e B A7o) WA A4 o) A B
= 74 P7E HEE SAsKIY. 2314 22 Ji2010),
Kim et al.(2005), Lafferty(1996), Sen and Bhattacharya
00n2] Aol F8¥ SAHFEE veR 2 o] o
A AT S B T DS HER 2asich
e RS EA R Hong(2012) Lee and Lee(2013), Sparks et
al.(1995)2] Aol &88 ZYPES vjgoz H Ao o
Al A3 st 77 TEL*E— 7 YAE AR g3
Bz FAEE= Jalilvand et al(2011), Park and Ko(2011),
Yoo et al.(2000)2] Aol E8E ZHIES wgozw B
A gHA Agst] 7 23S 7H HAE AR &
A&t e == Dodds et al.(1991), Yoo et al.(2000)2]
ATelr &eE SAHFES vige R & Aol g A4
slo] 7] BEe 74 FAE = =251

€ U7 U3 el e s & git o
Attt =7 32 &3 7+ BladFelA s F7M8
(equivalence)yS FAI8= Z1°] F Q3 (Nasif et al., 1991), 5
3 ol BAAE ol AW AEAS o wellack
translation)Zg ol 21FS 28 F 27t ATH(Nasif et al., 1991).
Hepd B Qe @, o vIFe e @ Al na
o W] 39e Bol AEAE F Wto], Qo] 2l Ao}
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E AFE 9T B A= 20159 109 8YRE 1Y€ 7Y
71A] Kakao talk W24 F3 Google 2241 Aw-s 3T
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S8 ARE sk 7R F AaA 3257 (@ 1607,
2Alok: 16598) F B SHS ALl F 29353 143
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B0 AMgE 29379] QlTEA S AR, JHe
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B A7) ZAHS SPSS 21.0 TR o]8sle] 54
o] AF=E 18] 98] Cronbach’s a 7S AFE3IIHS
), JAT-EAA EAS NIEREAS ATt 18]2l AMOS
18.0 T2 135 &85l 314 Q%4 (confirmatory factor
analysis)= ’“"‘]3}93«2”4, O\i—?‘if‘“ﬂ/ﬂ A A 4 0d

_l)l'

& AFs.

41 FM=T7o| EfgE A MEE EY

B AFM s ST dg AFee) edE 4F5S ot

7] QA AEE BA3 ER14 8%
A 818 Ay, FHRY
dF-188/dE=2.060), p=000, NFI=0.932, TFI=0.964, CFI=0.963,
RMSEA=0.060% g3t 2102 JJelsitHHair et al., 2006). 5
A& o] FFEFS = (convergent validity)s 53171 $13 &
Q1 F- Sl (factor loading)3} 274, 3 FEAFE (average
variance extracted), 7I'3A1Z] %= (construct reliability)S AHH H.9k
th ST 8RS

Fe-2 Table 16 A|AIE vle} 7o) 0.6
ooz BAHoR frolaldith. AVESF CR e AXte 2
3 AVE 7E& ZHzF 0.5 o)A, CR 2+ 07 o)s 2=AA
7t ZHWTES JTHEEE et B & Jok(Hair et
al., 2006). Z82<] *]i]/‘é% 2138171 9138led Cronbach’s

A4S A A3, BF 0.8 o= A U3 (internal

consmtency},—z = ﬁt]-.
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Table 1. Results of confirmatory factor analysis for measurement

JZeizo)] pjRl= ¢Sk - itk FAJoke] HAM Pl 4loZ - 213

Construct Items Standardized loading Cronbach’s @ AVE ~ CR
This brand will continue to improve the quality of products and services. .700
Eco.n(.)r.mc This brand seems to be planning to be successful in the long term. 691 857 660 762
activities This brand will be more productive, and will be in strict control of 616
production costs. ’
This brand will devote a portion of sales to donations. .644
ial
Socia This brand will donate to charity. 835 907 771 828
activities
This brand will provide financial support for charitable relief activities. .836
This brand will use environment-friendly material. 72
This brand will offer environmentally friendly products and services. 744
Envir(.)n'n.lental This brand will try to develop technology for environmental protection 742 91 746 850
activities and resource conservation.
This brand will consider clean production, waste of resources and 724
recycling, and the life cycle of the product. ’
This brand will donate some of the gains in the cultural area. 752
Cultural o
u, l.":a This brand will support the arts and cultural events organization. 762 901 752 825
activities
This brand will sponsor a variety of cultural programs. 743
By supporting the usage of this brand we can raise ethical responsibility. 765
. By using this brand and avoiding unsustainable products I feel ethically
Et'hlcs conscious. 797 906 762 .805
consciousness
By using this brand I feel like I have received training on ethical 727
consciousness. ’
Among competing brands I will choose this brand first. .760
B
lJ;z;llfy If I need to buy a new product, I will select this brand. 853 .900 760 781
I am proud of myself when I am using this brand. 666
1 want to buy this brand more than any other brand. 172
?urch'ase It l like the quality and the price I will primarily consider the product of 685 293 33 746
intention this brand.
When I’'m shopping, I will consider this brand first. 744

1’=387.198, df=188(;"/df=2.060, p=.000), NFI=0.932, IFI=0.964, CFI=0.963, RMSEA=0.060

23w 8 o] FAEIYE (discriminant validity)S 7A33817] 9
& Hair et al(2006)7} #|A13F Whaol wie} zZ ZA|H<Re)
AVE 7t} ZH2e] 5 ZAAS 7F EAlg Al 3 vlast
ATt Table 2= 7t WFo] Al Al 343 AVE k& o
BRI Stk Halle SA =) Fuje]E= AVE o] FAws
ZFABAT Al gEo 2 Ae® YEAT, 2ol A
2] 23 YA BE o] AVE grol A 7 Al
Al whEch 2 20R veht el ElE I

42 J7ASE

2 Az A AES g8 FRUAEA 23 (structural
equation modelingyS AMOS 18.05 ©]-&3} #4313t} &
A, F2RY AFJE AFE (=336385, dE-189(
df=1.780), p=000, GFI=0.906, NFI=0.941, IFI=0.973, CFI=
0.973, RMSEA=0.052Z e} ZFo] Ho|HE Hlws & A

o,
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o
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=

gl
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102 yhdsioict
o] A& 1~ so] Amrte] fEloale] wXE
Az}, ZBAA JJr A}8)H gEo gujelde)= o
A gkokont, 37 A SE (=502, +=5.127, p<.001)
S5 (B=439, 1=5.153, p<.001) S| 2j2ol] 424
w Ak mEA] 7Hd 133 7 14 AP E A
Zi T2 ARBlA Fgo] felo)dle] FFgS A e
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Table 2. The squared correlations and AVE of variables

1 2 3 4 5 6 7
Economic activities 0.66"
Social activities 046 0.77
Environmental activities 0.46 0.55 0.74
Cultural activities 0.34 0.50 0.47 0.75
Ethics consciousness 0.14 0.23 0.37 0.39 0.76
Brand loyalty 0.15 0.16 0.26 0.23 0.39 0.76
Purchase intention 0.18 0.41 0.25 0.22 0.31 0.86 0.73

a: Average Variance Extracted (AVEs) for each constructs are displayed on the diagonal.
b: Numbers below the diagonal are the squared correlation estimates between the two constructs.

o w A% 4ol

= Ras
A YA 9P

(B=691, ~11267, p<001) Halx=
HHAE, Fujelrolle FEE
A e Aow vehsith mEx 7 2e Z'HE“H‘EJ\E}
goj2]o] pujelre] JaS WIRA| %2 AFR= Carrigan and
Attalla(2001)8] A+ A3pellA AFd ZAH, 7 26| &
2] Aol dHgle] ARk il AE-S 3, w4
< ZHIRpe] A Aol elskA] e eaT Bl

2ol Fefjejeo] FEFEE XA Ferkal M ok &
gloj2le] Bale Ao FAAA J3S w3l A= AH|

o] gE|ojajo] Haleg BAzZ o £gsly fEs 159
BF W3t AA7A] olold Zlolgta A Hill(1981)2]
TUHEE AR FL

s Ete R An|Rte] HAlle FAHE7E Fujejze)] nA|e

deES B Ay, Bl FAEB=1.089, <13.159, p<.00D)=
Foelze] TAHAA TS nRE AoE YeRd, webA vt
A 4h iﬁﬂﬂﬁt} Ha= % 7F el 37841 @
Ha=
o]

=7 a5 Fule=

._.

Jalilvand et al.(2011), Park
and KoQOIe] <1708 A1t 2 2179] a7 w3l

Table 3. Regression coefficients and fit statistics from structure model

™ (48.8%), TAoke] 1508 (51.2%) 08 2] BE 47} A
2 AR FEoldi)h e Anirke] A, A ozt
62.9%= 37.1%%] HART W AoF UEgoH, A%
20007F 692%= 7P W TS AR YT ¥ Hd A5
100%H o)A 3005+ H|who] 40.6%E 7P BTt #Alof
kel A4, AEE A7 78.0%% 22.0%2) AR B
2 Rog Yepgon, A% 20th7t 813%E 71 Be H)
T2 AP 9 Ht £5L 1H o) 30094k mIRto)
453%= 717 Etth
= OHOM 7V 5 st galel vk E AR &
U AR 01]5—8}@ olg]gh =7t Fet 7+ A}
° 2] AHEE HFEY] WA B AolE
23517 S8 %{]D]—_,_M (multi-group analysis)y2 A3} T}
FA Feedd B+ TIAH HSE

ase oI A 54
EP ARt

[S] o =
T ASE A 2 71X1£33(H1X11‘1FE§3)94 K 7l A

Hypotheses Paths Standardized loading (B) SE t-value Result
Hl1-1 Economic activities — Ethics consciousness -.129 .097 -1.576 Not supported
H1-2 Social activities — Ethics consciousness -.113 .091 -1.219 Not supported
H1-3 Environmental activities — Ethics consciousness .502 .108 5.7 Supported
Hl1-4 Cultural activities — Ethics consciousness 439 .091 51537 Supported

H2 Ethics consciousness — Brand loyalty 691 .062 11267 Supported
H3 Ethics consciousness — Purchase intention -.162 071 26117 Not supported
H4 Brand loyalty — Purchase intention 1.089 .093 13.159" Supported

1=336.385, df=189(;’/df=1.780, p=.000), GFI=0.906, NFI=0.941, IFI=0.973, CFI=0.973, RMSEA=0.052

p<.05, “p<.01, " p<.001
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Table 4. Results of multi-group analysis

Zlo]=o) mjRl= oSk - SlEEk HAJole] H&M Hlw o= - 215

Model fit 7 @dp A7 (dp p CFI IFI RMSEA
Unconstraint model 624.056(378) - 0.000 0.956 0.957 0.047
Constraint model 652.296(400) 28.24(22) 0.000 0.955 0.955 0.047

o] Hlatsle WS AMEAIITE i el xlol7h AN HLt
A e | AfFRFHe] 9 AFFHE HAFH, olE F
A AT 2k ARAFY] {FoT AolE HAFE F Adh
(Anderson & Gerbing, 1988).
Szt #ajo} 7+ AR o3 2jol7t Y= ]% A
17] 98 dedeEAS AN doks o 2
Je TS AFI] Y8 4 o A =y @%‘E 2
S5 AWE AT, (7 =298460, dF-189(, /df-1.579,
p=000), NFI=0.894, IFI=0.958, CFI=0.957, RMSEA=0.064)
a2 HAloky =325.598, df=189(7 /df=1.723, p=000),
NFI=0.899, IFI=0.955, CFI=0.954, RMSEA=0.070)%] 2§+
25 e 7hsd 2R vET webd, 399 7Y
<>l T ] =7 JHeell AR At & 4 AUk
T3, H7h e 2 FREUEE Ao S vAeEE
I AR AHFEE Table 491 7o) vlwssict. = A}

T mF] 7E Aot frolFE p<05 FEOIA felal U
EpstTt.

0] ZAZe] ik Jek 7+ zel7t A=THE AEsh] sl
fuqﬂa:g A tHTable ). Xtﬁg]_?—ﬂ:o] 84 o]AJol™

p<059l1A] frololnt. A15]A Ego] Glef2lel] JIS X
B AR (N=4.891, p<.05), E5}4 BFo] {92 33
HXE AR(AY=4219, p<05)8t fElel2jo] BAE F4wd)
AL e AR (A=6.395, p<05)lA] fo)&el Hek 7+
ztel7b e ALRE YERsT

Table S. Summary of multi-group analysis

Actellr 23] &50] &
f‘z}% u1 ‘15 AL 2 UehrhE=:

p<001). EAJo} Az} 3]
o frolgh FFS wHAR

Aol & M) AmHH, oF Het
goj2le oAl J

=3.810, p<.001, B0} =

o] g 34 5ol %ﬂ«l
(t=4.629, p<.001), ¥= &2} Fete] 79 &S VAR &
ATt & Hk BFoA fElefdle] BHE SAZ foFd
BEFS PAE AR YEPEO™ (3 =8.589, p<.001, HA]
o} =7.041, p<.001), &=+ &HAP7} BAlo} AH|Rke] H]E|] T
0 7]—5]_ 0:161—_2 u]iﬂ\:]. u].;(]\:ﬂ—_gi 0]: zh:]-oﬂ}q Hi= i)\—]
=t pelelme] B feosk S miEom (3 #6489,
p<001, ZAlob: =11.055, p<.001), 3= AH|Z BT} Alo}
MR BE e 9 vRE AoZ Ytk

5 4 =
B o= SpA Hul=9 x|&7Ps dEo] LH|xke] $a)¢]
2, HAE FAEe} Pl mNe YY) DAL 75

AR, SPA BRAES] A&7k BFol Lulzpe] £elo)o]

IS G I B A NS 5 L
A X ke Ao viehg

E50] BAH, A8 BES

Korea

)
Paths Est. SE CR. Est SE CR & @D
Y1 -0.033 0.139 0.237 -0.052 0.134 -0.388 1.931
2 0.065 0.139 0.465 -0.247 0.120 2.052" 4891
Y3 0277 0.156 1.778 0.628 0.136 4629 1.191
Y4 0.547 0.144 38107 0.399 0.114 3494 4219
Y5 0.816 0.095 8.589"" 0.630 0.089 7.041™ 6395
Y6 0.142 0.162 -0.874 0.179 0.080 2245 1.430
Y7 1258 0.194 6489 1.141 0.103 11.055" 0.787

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

Y1 = Economic activities = Ethics consciousness

Y2 = Social activities — Ethics consciousness

Y3 = Environmental activities — Ethics consciousness
Y4 = Cultural activities — Ethics consciousness

Y5 = Ethics consciousness — Brand loyalty

Y6 = Ethics consciousness —> Purchase intention

Y7 = Brand loyalty — Purchase intention
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