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Perceived Consumption Value, Pro-Environmental Belief, Attitude, eWOM, and

Purchase Intention Toward Upcycling Fashion Products

Eunha Chun, Wei Jiang, Jihye Yu, and Eunju Ko'
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract : Fashion industry constantly produces and consumes, which leads to huge waste piles of perfectly usable tex-
tiles in landfills, as well as other negative effects of an exploitative and excessively rapid fashion process. Pollution created
by making and dyeing clothes has pitted fashion industry and environmentalists against each other. In this context, upcy-
cling is seen as an optimal way to solve the growing problem of waste in fashion industry. The first purpose of the study
was to analyze the relationships between upcycling fashion products’ perceived value, pro-environmental beliefs, atti-
tudes, electronic word of mouth (eWOM) intention, and purchase intention. The second purpose is to verify the difference
of perceived consumption value among the consumers’ awareness level and purchase experience. A total of 258 valid
responses obtained from a group of 20-30-year-old participants were collected through an online survey. SPSS 23.0 and
Amos 18.0 programs were used for data analysis. The results of the present study suggest that there are significant effects
of upcycling fashion products’ perceived value on pro-environmental belief; furthermore, pro-environmental belief was
found to positively influence attitude, eWOM intention, and purchase intention. In addition, there are differences of per-
ceived consumption value among the consumers’ awareness level and purchase experience. Taken together, the results
of this study provide researchers and practitioners with a deeper understanding of consumers’ values, beliefs, attitudes,
and behavioral intentions towards upcycling fashion products.
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Lab, 2015). Z2}o]EKFREITAG)S EZ¢] #HMulxel g
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Choo & Park, 2013; Ha & Park, 2010; Park, 2015b;
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. 54 Al g SHH Bes AEFS A
F”“:Oﬂ ﬁHffL oAl Bz 4

3t 4= AHMacKenzie & Lutz,
1989). Bz =E vAY #H HAYdol F2 Az A
TE ARET s} He 4HRRe fEHTE oS5
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FES FEAF1E Zlo|ti(Cho & Kim, 2004). A ATLS 1}
gog B AfiXe el AAAIE gk /x4
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o] £ 7ML AED it AUSE SRS, Dens and
De Pelsmacker(2010)= &H|A7F AlgAl AAISH Bal= ) A&
of thell 3784 oR IHE HEs T Fuiel=st e
Forol 38A FFS mRITAL FAAETh B8 Jeong
and Jang(2011)2 Bl=ol 2|&o] gt 3784 = Qlao=
FaE 28Rl g FE AHAE st S
A7 h:h— AL, AE7FsAdel thek Bize] wet 4]
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24. YAlOIZY THMRIEe| IX|z ol ToiZEol e X2t
El AH|71x[2] xlO|
SHIAE A2 AF] TiE ARE 7] S8 FAE A
7, WG] 2700 wel 2 AEel e FKE o 24 Az
Btk =, AR e U A4se ArlRe] Sl wet Azt
A H7RE felEl@ Aelrh Arka @ 4 UrkKang &
Lee, 2011). A1E] tgt QA= ABA7F 54 giabe Jupy

G A=A, L o] ofE WFl| &3tal JevhE s
= AL 5t ol AXY 7P wedt FEiEA 5 i
7 A" RE ARE on3TNam & Yeo, 2007). "HAHE
M= AHRPF AFS T o o AFE Sl ?76
g AFS BIE 5ES dviet, AHIRES AFS T

g o 2 A3 e AFS FE Fske S 2ol
&l Aol thet AR =7} SIS Frjoes Fopitt
(Park et al,, 2014). X137 FAF ek LH|RE] 214

= 7H] B 21 oAl gk eimel pejeleE A4y
o, 2184 o) FA|Fo tig RRA H= Ao Al 14
HE53 Fuj R el FA2 A€ ckBu & Kim, 2006). 2=H]2¢
& RolEH AlFH 2 ALTFed Algel T B2 AE
AP} Qlom YrtolE el ek Q14 Faido] x|
ATH(2016 transparency’, 2016).

AR ] Bl 7199] AFolk AEl2e] Tig dw)
;q_o] 2];(4;(—1 = 7]-24%40] 731;5_3% %;gz—l_gi U]E_o]%i f,: 3
el gEslnh. olelet anAke] TR AEls S

Ao JHRANE 2 S0l BZHT AkKong et
al., 2016). Meyer and Schwager(2007)= AH|AF AL “4
HIA7} 719dste] &, 2PA9) HES BE heln, Fuael
Hkg2olgly B AR A9t Han and Choi
(2006)= %1%H3 AFe] Pl E R =T 218 AlEe] B
Zob pufefol] fFolgt S vRITL deH, anAE
o AH AL AELe I tidell dhall FAs zH divke 2
AE AT aHlAbe] A AlF e e H5e] 4
== HepAl HH ol &ML 7)o &l A7) oR A
ek 3l k] iR 71 AlFelut Anlke]
7HE AAsE v 583 A 2<20e] FthLemke et al,
2011). Yoo et al.(2008)°] w2 21 #|Fo| tist x|zt
F8H A8 Bl e TeEdel e 2l %
A ZBlREG ¥ =4 YeRdth 81993, Ling at al.(2010)S
AlFgell thgt Pz Re] LH|RNA AlFel et R} vheF
g ARl Aoz anRlEdA Tk Al thel
H =2 7KE =7A hal sk Rk oluet B4 AlF
o] FuiAdo] e &RATE FEiE el fle LnAtETE 2
AFE o dsshs A02 YEPITHKIm et al, 2016). ©]2F
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Perceived

i Consumption Value

Belief

o2 FALHAJL AR gL HYPATFE niEeZ B A
At Fe AAsIoH, B Ao B g 4 2
BAEdY AdTEATEH E4L AYS wE 2 74
Likert =2 H71=[Slc). An|Rke] 2|7k 2H)7Ex)e] digt &
o MalAE(Arvola et al, 2008)2 FFdle] B o] 2
Fales 4 5, ABA 7EX N, 28A 7HR o, 7)E
2 7 oM, AR 7Hx S S ARSI o2 71X
9] A%, Choo and Park(2013)3} Chan and Wong(2012)]
AFE Fasle] 2 Ao A¥stes 4% & e £
S AREEIeH, Bz1sE 4ol #eE F3S Stern(2000),
Kim(2012)% Kim et al.(2015)2] A+E arsie] B 3]
AR 48 F, = v 24 AMEEITE HalsE e
o AEFe|co] ha £F A3 AP (Davis et al, 1989;
Fishbei & Ajzen, 1975; Taylor & Todd, 1995)& Z3L3}<]
B3e £4% & BATHE ) 23, ATHE of 23S
ARSI viR e g 2efel AT I TS Gruen
et al.2006)°] ATE Fastd G &, T ol £FES A
431932, Fle]=+= Fishbein and Ajzen(1975), Taylor and
Todd(1955)°] &35 48t & 7 £Fo8 85Tt
B AFE onRALe} BRALR Rete] AAEA dHlz
ARz 5089] A A M diERS TR AAEIL
ofulZALe] AFE uigo® FARIEY Ald dES 54, B
kst B 2AME ZIeYsiolth.

E2ARE 20179 1€ 44%FE 29 3974 Google 2&<!
ARG B3] 2 AAHAT AT 2o we}t A2 A
Edl=o Rl AHAGS e HALelEH AlFel o
3 QA7) 7P e AFEU HE 2 R 5
20~30tH2] AM)AH(Kim, 2015)2 HO|EE FZ=3)o]
= AN, 3 287 5 BAAE
Z 25877 B0 AREIGE AEA] =

fe

Environmental

---- Attitude ---5

I
1
1
| eWOM

Intention

HS

Purchase
Intention

o ool Ao, AlFE 54, AF AR Y # diwEd o

o]FY HIAE T2 Al dAtelET dAdel el 2 &

A Fehs SHARE G ol ¢ =S skt & el
S

& o 5
TEA, QAT AR ERAS dAste] 578 2o AE
31993, ANOVA, ttest, <12 Qo183

TFZ 2 28 (Structural Equation Model)S AAJsle] A

4.1, ZAILHAR} EM

2 At ASEAM AR B2 QIFEASE 548
AR, ZARIAL 2588 T H 90%8(34.9%), 9173 1687
(65.1%)2.2 Yebgth Had 9#5e 27142 20th7F 2019
(77.9%), 30007} 57TH(22.1%)C.8 Yehton, e st
U9 SHAF 1038 (39.9%), tistk Al $HA7} 861
(333%)°] +AR B2 HFE AA e, A Tl
13278 (51.2%), Lt AFFEo] 619 (23.6%), AEZ o] 177
(6.6%), 5790l 107 (3.9%) 522 Yelth ZAIAES]
7H € Ha 25 200~4003HD v]Tro] 799 (30.6%), 400~
6007HY w|wko] 54%(20.9%), 1,0007H o]4o] 339 (12.8%)
TOF e

ZATIAES] GAlelEE A o] 854S ATEH, YAt
olFd S & 4 U= SEARE 989 (38%), EO1E 20|
PR & U] Fahs FHARE 98H(38%), MY R=
A 62H(24.0%)0 2 UERton, FuiEdo] e SHAE
136(52.7%), 7743 o] Qe SEHAE 1228473%) 28 1}
Eitth 7 2 43 e dAlelEE diAd BdEgs e
olge] 196¥ S, #BE=r} 1328 SHEE $H) o=z o

o, drtelEy HAAFE el 10~20%H w]Rko]
879 (64.0%), 107HY w|Tro] 249 (17.6%) o2 UERst).
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2 Ao A-gE i
3 AMOS 18.07} SPSS 23.0 ARg-alo] A%

Rjo]F TR )} X)zfE 2n)7)R], BRI 1Y, Bl

42 Elgz ¥ M2z 2y 2006; Song, 2010).
FE A Ee} BQEEE A5 9 £ AF37] S8l

= A gl

T APE

A Qe AAEIITTable 1). F& RFAUE
=1466.581, df=657, p=000, RMSEA=069, IFI=919, TLI=
908, CFI=918% Agst Aoz vehdt) mde Aeslr] 9 218k Cronbach’s o
gt A 2|59 ol dHQl 71EX= IFI, TLI, CFIE= 0.9

o]4, RMSEAE 0.1 o|3l2 Hi gonz H 7o 2y

Adee T8I

©jol 7ol B Fu)olE] # e

183

SARF o] YFEFFE(Convergent Validity)

s
[}
221 F35 8 (Factor Loading), BadE5-%

A=} o
B

|42 #/d (Internal Consistency)<
ZF 05 o1, CR & 0.7 o1

3 Ash, w5

pil

oz AGF 4 Ari(Hair et al, AFEHEE Z2iety & 5= JAok(Hair et al., 2006).

Table 1. Results of confirmatory factor analysis, convergent validity, and reliability test

(Average Variance Extracted: AVE), 7l'd 213 X (Construct
Reliability: CR)S A BHoIT} S| QolRslae 0.6 ©|
qoz BAFSE Fositt. ST AFAHS ERIsH]

Variable Questionnaires Standardized factor loading Cronbach’s o AVE CR
It would help me to feel acceptable. 813
i It would improve the way I am perceived. 789
Social P A 931 781 .869
value Tt would make a good impression on other people. .809
It would give its owner social approval. 714
It is one that I would enjoy. 715
i It would make me want to use it. 817
Emotional 909 716 835
value It would make me feel relaxed when using. 717
It would make me feel good. 615
Perceived -
consumption Functional It is well made. 747 81 19 735
value value [t made by good material and perform consistently. 710
It is reasonably priced. 697
ic It offers value for money. .634
Economie T ¢ Yoo 908 717 811
value [t is a good product for the price. 767
It would be economical. 768
It can be helpful in solving environmental problem with little 681
Eco efforts of environmental improvement. ’
. 713 .84
value It is helpful to preserve the environment. 834 876 713 8343
It will be meaningful that the abandoned resources will be reborn. .624
. I think it helps to fulfill my social responsibility. 719
Pro-environmental
belief I think that we should consume our contribution to the public as 706 863 760 .834
a member of society. ’
I like the brands. 7194
Brand | have a favorable attitude towards the brands. 764
. 934 781 .896
attitude [ think the brands would make me feel good. 796
Attitude I think the brands is reliable. 770
I like the products. 765
Product
PO 1 have an interest in the products. 734 911 775 864
attitude
I think the products is good. 821
It will be encouraged to purchase it to others though Internet. 818
I t to infi firi hough Internet. 742
eWOM intention want {0 inform my friends though Interne 921 775 875
I will intentionally spread information about it to others though 762
Internet. .
I intend to purchase it than conventional products. 724
Purchase intention I plan to purchase. 712 .895 726 .830
I want to buy it in the near future. 741

Note. Model fit: 5°=1466.581, df=657, p=.000, IFI=0.919, TLI=0.908, CFI=0.918, RMSEA=0.069
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Table 2. Results of discriminant validity

Variables 1 2 3 4 5 6 7 8 9 10
1. Social value .781°
2. Emotional value 220 716
3. Functional value 346 325 729
4. Economic value 11 471 271 17
S. Eco value 228 125 .193 142 713
6. Pro-environmental belief 261 277 222 391 323 760
7. Brand attitude 353 .585 466 299 .189 263 781
8. Product attitude 304 612 491 .506 231 392 743 775
9. eWOM intention 367 521 460 419 238 377 724 774 775
10. Purchase intention 328 464 440 410 227 352 672 769 17 726

Note. "AVE (Average Variance Extracted), PCorrelation coefficient squared value of the constructs (@2)

78 eldAle] AFL 98 Hair et al.(2006)7F #1213 WY
o whE} Z} YA AVE k) zhzhe] F A 7 A
PAG A we vwElth AVE > AA5Re] AlSgk(&)

| ok Be A, EE 52 AVE
o] FAE b A Al ghEt & o vept v
EF=7} ER1E ATk Table 2).

)

=

4.3. X[ZHE AHZER|, RIS MY, BiE, 221 78
o=, FoHe|=o| EA|

ATEA 19 7K ASE $18 AMOS 18.0% ©]&3f]
AARE Fxo] AAEUT AztE AH71R], 93514
, BT, AFHE, 28] FHYE, Fuox & 7t

9RE o] F2EFPY HIEE AT A,
%*=991.997, dF=466, p=000, IFI=935, TLI=926, CFI=934,
RMSEA=066%] 3t zt= #ZA 9 By &H3UT HY=
AFEL 2y A3ge Tdshe dubEel 7EE $5A1A
T 9o TR AF AA= Table 300 A=At

¢

e o> W
ol ol

-

S}

Table 3. Results of hypotheses test

JAlelFY FdAFol st A ZE 2P| & A 71
(B=165, £3.255, p<001), 7784 7X|(B=420, =6.024, p<.001),
7154 JER(B=262, 4200, p<001), 7ZAAZ 7}X](B=220,
=3.817, p<001)2} o= 7EX|(B=099, 2271, p<05y= S35}
A Aol 2% feleAl AHA] ¥ mIA A7 19
A& =] At

4R Ade JA)EH dA Bz = (3-887,
=9.601, p<.001)¢} AZEN=(B=956, =10.149, p<.001)°] =F
AHAYN FFEE el A7 271 A=A 2891
THYgE Ui AR F JAolEE HAHEH E(B=344,
=4216, p<001)¢} GAtolSd AFENE(P=594, =7.178,
p<00ly= B 22l Fdofieel] frod F+AQl FFHe
el 77 30] A=) ez Fujelxd] tig 73
2 F HAZEE (=044, =480, p>05)= Tl =o] F2)%
FIFE AR G Z0E et A77HE 4-12 71AELS
U atelEE AFHEE oo (p=516, =3.960, p<.001)
o AHAYN FIFES vHvks A7/ 4-2& AU

Hypothesis Standardized coefficients SE t-value Result

HI1-1  Social Value — Pro-Environmental Belief (+) 165 033 3.255%** Supported

H1-2  Emotional Value — Pro-Environmental Belief (+) 420 055 6.024%** Supported

H1  HI1-3 Function Value — Pro-Environmental Belief (+) 262 .042 4.200%** Supported

H1-4  Economic Value — Pro-Environmental Belief (+) 220 035 3.817*** Supported

H1-5 Eco Value — Pro-Environmental Belief (+) .099 .041 2.271%* Supported

- H2-1  Pro-Environmental Belief — Brand Attitude (+) 887 123 9.601*** Supported

H2-2  Pro-Environmental Belief — Product Attitude (+) 956 134 10.149%*** Supported

H3-1 Brand Attitude > eWOM Intention (+) 344 .090 4216%** Supported

H3 H3-2  Product Attitude - eWOM Intention (+) .594 .085 7.178%** Supported
Ha H4-1 Brand Attitude — Purchase Intention (+) .044 .097 480 Not Supported

H4-2  Product Attitude — Purchase Intention (+) 344 110 3.069** Supported

HS eWOM Intention — Purchase Intention (+) 537 .107 4.7782%** Supported

Note. Model fit: X2:991.997, df=466 (Xz/dﬁ2.129), p=.000, IF1=0.935, TLI=0.926, CFI=0.934, RMSEA=0.066, *p<.05, **p<.01, ***p<.001
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HHAL(B 202, £2.023, p<05)oﬂ Tr«h‘a é( yA<l
el A7 se AT & Ao AR g
FEM43= Table 33} 72t}

Gatersleben(2002)2] A1 Axe= 7H21¢] 71x|o] 4313}
A 2, el Fujolwel] 3N FFS Frial F7gE vt
Aol B A7 FARSE A3ES BoJFET) Khan and Mohsin
2017y 259 ATeld 2™ AFE Ffdsol ik A4
7Exe} 7153 719 84S vl vk ok ey, Choo
and Park(2013)¢] 32 sjAAIE thek Apellxl= 284 7t
29k 7164 7H7F AlFE ] G MAA] 8w AR
ERSL, SAtelER AlEl tiE Park(20152)0] A A 7
A 7He HE @44 IS nAA ¥ e Ueht

£ AT Aele] Apolg HeEth dH, gatelEH A Al
FHEt 2Rl e :Lxéx—i‘ﬂ FLS vHtkE Park
and Shin2014)%] A+4d¥s= & A5 At At 28
L AlFl sl JIAE L 3 431?1 == g4} shet
T SRS o8] HatolEd JH*& E%EOH djall & 217
3R Zata, W HE 4 A FujsEo = oo
At oHEE He AR EOJEP.

4.4, HAO|1ER THMNIZEe| oIX|=et FoiFE| e X2t
El 2H|7Ix]2| Xlo| HE

ATEA 25 GAle1EH HAAEY AA= T F
ol whEbA AZbE AH7EX| 9] Zfolrt AEAE %}i% 2l
olth. HAlelEE FHAAFL] AT wpE A|ZHE AH]7EX
9] xfol&E AF 3] 915t one-way ANOVA 20| AA]
ATHTable 4). A1FH 71x]9] A%, JAlolZHel il 2
I PE HAH(M=5.168), B0 FHe ot & A &
= AM=4.903), A8 R AehM=4.060) 7+ I3k
atelE BHAThp<.001). 284 71X A5, dAtelEHel ol
a 2 47 JE AHM4.852), EolB AL oy & 4x
= F 3= J94.564), A8 R2E HT(M=3.891) 7k
frolet Afolg BAthp<.001). 7153 7Hx9] A, dAlolF
ol sl 2 43 sl JABM=4791), ol AL glont
AR & e JEW4.612), 13 228 T (M=3.991)
o] 98 xo]2 BUTHp<.001). olZ 7Hx]9] AL,
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Table 4. Differences of perceived consumption value among awareness
groups

Value Awareness N M SD F Scheffe
Know (a) 98 5.168 1.10
Social
Only have heard (b) 98 4.903 1.12 15.45*%** a, b>c
value

Don’t know (¢) 62 4.060 1.62
Know (a) 98 4.852 1.07

Emotional
“:;:z’:a Only have heard (b) 98 4.564 1.12 12.11%** a b>c
Don’t know (¢) 62 3.891 1.54
Know(a) 98 4.791 1245
F“;‘:L‘:’e“alomy have heard (b) 98 4.612 1.157 7.97%%* a b>c
Don’t know (¢) 62 3.991 1427
Know (a) 98 4.524 1293
Economic (, =1 ve heard (b) 98 4459 1224 155 -
value
Don’t know (¢) 62 4.151 1.616
Know (a) 98 5578 .826
B0 ly have heard (b) 98 5.554 737 7.10%* a bec
value

Don’t know (¢) 62 5.080 1.154
wxp< 01, *+p<.001

&, =
ou Z e X ske %JDP(Mr5554), 404 e Hd
(M=5.080) 7+] frolgh Zpol& HATHp<O01). A4
43 9le e SolE AL oy & e X ske
o] d8] w2 Juno ABE, 244, 714, o= 7t
RAow b}E}kkD‘r whE AAE 74 o] A= Al
° Aoz ura} Lt}(p>05)

J_i[!__

Ao] A= ATk(Table 5). 2 A}, qu}o]aa A= )
g ol Sl antel FuiARle] fle aHlRkE AAt
o]2% Al e Az 2BZEATE MR HE Jos
Yebdth FAloR Fuldde] e AnlAkeh FelEde] ¢l
= auAe] AzhE ARRE ZEAel et Fa gy 2
5.00, 4582 Fuj7Ee] Sl LM A T =4 HEbT
9 A 7] Bk T el de At Y =
Al VERSTHM=4.78 > M=4.21). Aol E R SAAAIE Pl E

Table S. Differences of perceived consumption value between purchase experience groups

Purchase experience M (SD)
- - t-value p-value

Perceived consumption value Yes (N=136) No (N=122)

Social value 5.00 (1.26) 4.58 (1.35) 2.61 .010
Emotional value 4.78 (1.36) 421 (1.29) 3.74 .000
Functional value 473 (1.24) 431 (1.32) 2.66 .005
Economic value 4.60 (1.19) 4.19 (1.50) 2.44 015
Eco value 5.51 (.90) 5.51 (91) 1.13 261

Note. M (SD) = Mean (Standard Deviation)
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o] 9l awlAke] 715H 7IAe] B2 TRl sl &
HIZbE T B A VR (V=473 > M=4.31). 22U 2H|Re)
A2 sldAlE i Azha AA1E 7RIk A7 ol
7B el el mhe Aot gl Ao veikith
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