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Abstract: The environmental and ethical concerns raised by the fashion industry have highlighted the need for sus-
tainable fashion. Consequently, upcycling production methods have attracted considerable attention as alternative solu-
tions. This study examines the effect of upcycling fashion brand image on brand equity, which further influences
behavioral intentions, and investigates how the relationship between brand image and brand equity differs according
to the acceptance of green peer influence. The study collected and analyzed 432 survey responses. Functional, sym-
bolic, and hedonic brand images, which are all subdimensions of upcycling fashion brand image, were found to have
a positive impact on brand equity. However, CSR (Corporate Social Responsibility) brand image did not exhibit a sig-
nificant effect on brand equity. The study also found that the effect of CSR brand image on brand equity was sig-
nificantly higher for the high green peer influence group than for the low green peer influence group, with only the
high green peer influence group having statistical significance. This study suggests certain theoretical implications to
applying brand equity theory in the upcycling fashion brand context and certain practical implications to building upcy-
cling fashion branding strategies.
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2 A& 7hse gjdo] FE Jrk(Chung & Yim, 2020). 2 AXE Aol ZH (upeyclingye A& 71k A Wby 3
B3] QA 2o e o@—s}oq Ha EAd=Z waA b ShtE(Jung & Lee, 2020), M7l AHdS o83t o &2
3l AHs AR xﬂ%:% 7 FHEE = HE F47 7RE AYE AFLE ABAYAT= AL w2t
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2t sk WAV R E Adsla, R RE AHRR $-
FAQ W8-S FEsl7] W&otk (Aaker, 1991; Aaker, 1996;
Yoo & Donthu, 2001). Bt <2 A& 7153k djAde] oigh
=97F A& Pﬂra} thee] #4719 ¢] CSR (Corporate
Social Responsibility) 5= /sl A& 7Fsgt o|uA&
T-231aL UTh(Jung et al., 2020). o|AH HArlolEH
= A& 7FsAEt ofuEt F4, HAI, 544
Ho| Zyz=|3 9lomn o]E HAT olu|x] FAd
s & 5 Qv webd fatelEd S Halsr
A& =g azste] Bals oju)x|d
1315 531, ole] Ade Baly wAY
g Fart o
a8y JAelEE s B 73S AR, F2 Ao
2% A AFPark, 201501 aHRR] AElE 2%1(Yoh,
2018)S A AF7F ueE, AF Ae) Ao ol2
TFldhs ARk UIAIE 2218 F4l0F ATE] rlelF
g A BAert dAdslke orAE AIFAoR ET AT
= A Aol B omRE 7|Ye] BAE 2l
P A Wk ofz} AH|R} FFelE FEE HRE 89l
T olmA|7} Baly =k} AH]} dEel] v
3] AE st ok B3 dAelEEe 3
Ag velske A& 7Fssh AL #h2lolu, 7
o] JAlolEd HA A FE HIFHA SHAR =3
218 =]o](Pang et al., 2022; Park & Lin, 2020)
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B Z]-/‘l- o]Z(brand equity theory)s F40Z2 HAle|ZH
5] olmx]e] &9 8RS T4, A, A,

CSR HRAE o]n|A|2 wdsio] s aglo] MA= A o

A Ggel el e ek EE B ARlo] A
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[l = —TJC]'??} "3 oﬂ—TL(Khare & Pandey, 2017)Z v}

2,33 vl tig 585 9% £ Fnd me Hds
olm=|9] 319 @93} Hat 2t 7ko] A} e RS
AZsaa @) 2 Aol 445 B JAlelEFY WA &
ofe] Bl #A A4S sl AFAAE £33 B
A A Akl tie dols AT = IS Aow A7t
s,

2. O|EH Hi&

2.1. gAp1EE

PAlolFHol& Wzl AYE o] g3l o w2 #F3 &
7 7IAE AYe AR A= FPoz AHoHn,
AMZE AEFS WE7] 28] F7HQ0 ALS AR % A

S E3XZ SKCoppola et al, 2021; Park & Lin, 2020; Yoo

et al,, 2021). o|& BAl|EHAA A FoR, grtelF
g thApelEH Y drelERes RS °1D‘r(1<im &
Kim, 2018) e Alo|FHe Eajlo] AFERL o W 7[XE

A= 7] sk Hoh_& ANLEE L 2 HHelA F71H
] = HHE, Aol o] AlEHEY ¢
WAoR AEEEY, o I

o HI% A 1 AT

AollA F71421 F71Ee] WA ol vS X|& 7Fsslal
287420 A& oz 71FErth(Wilson, 2016). H]ra]rj‘i

224 Aolg HExl H7l=
olgsle] ¥ & AEAS AVs AFE HIkle A% 7}

I

A7) ALS)A F ok
o A 2483t 2 3 TS %;H A}ﬂ , BAA A&
4L AHIHEom & Eom, 2022; Kim, 2019; Park &
Ko, 2017). A& 7k flolls eAel2d Aol tieh 2=
ZEHE Fo3ia Fojo|x 54H21 RIS 7Hlshe &
A TS AvAE 71§ dledS 25 e =9
Sta thBaik & Kim, 2014; Park & Choo, 2015). UH
oMol GAtelEHS FE A7E oF 78] T2
FAE, A A7ES gF 2 UAR] sl A2 Xﬂ%—
2 AFzsie FHZ YePdth(Lee, 2021). @148 JAIE A
129 AL S HS20E Agsiar l—tﬂ, ol A 4k
o= s Wske thde] R HreS 582 28

fsig

& = Q= AL WA o]7] wlito]th(Lewis et al., 2017).
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Hal= 2ik(brand equityy A7 Ao Al o} ok
FotAl BYEo oy AA 7Y F4¢ #H(FBBE:
Financial-based Brand Equity)Z} 4H]|2F F4le] 33 (CBBE:
Consumer-based Brand Equity)>-2 #7F3sle] A& 4 9}
(Veloutsou et al,, 2013). MFH o2 HaA= ke 7|9 #A
oA A= XA, 1980t o]F AR Fopollx] BEal=
o] FaAol tiFEd uet olg LHA FHeR HuE I
’go] A7|=Ach BHE Ak o]B22 B BHA= d9loZ <l
I8l EAl=e] AFolut Al F7HHR1 7|7} Fo

L:o

ol

= 48 d9shke o|Eo|tk(Farquar, 1989; Keller, 1993). =,
TS Asht AP|=E AFsireie BAEe] {7 wet
2B ukgo] GElAA =), o) ApdskE wkgo] B
A= zPibo|th(Keller, 1993). 7483t Bals xRike F&53she
A anjztel 71GeAl ket o]3S Al AHjAte
Ae AE 9 Blse AbE JRE Ashe 2e =9 ¥
IFHo=w Fuj 7&* 743t A 5 JES sk, Hal=d)
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o8-S 7HATh ZTHAaker, 1991). HA;E Ak thekst
so=z AdyE = Qlr). oAt Aaker(1991)2] 739 ©]
HE X E, BHE ojuXEHA= ), A|zke F4, Bas
A Hadle zako g =301, Keller
A= QA e} BT on|A] F 71A] 8210
=319t} Keller(1993)2] HAl= 22k nge Hai= &
BAE 2EE 7pke g AAEY] uie] Bl zke 1
b QJIAH HFANA AT F dvhe 5%l AUTHAh,
2003).
ki A AFL A1) AT AN, AEH A9 52 A
ks ARl AElA AlFel7] wiZol(Hansen & Jensen, 2009;
Khare, 2014b; Yang, 2016), Hel=9] ojmx|7} FQ3}A|
Hoh Mg A7 =g ol Bz 2t F BHRE oln|z|e]
AqeS 72 oM (Lee et al, 2008), A Hal=o] AL
o|ujA& dufsl= Aolgk AARIATHKIm et al., 2017). w

s

=
L=

A 2 A7e A ARjloMe] Bl ojux)e] T84S I
Halo], B At 5 BAWE oz & AlEoz Auea
o 9sks ysiaa) gk

Bae ojmx|e BAE 2 Ak S HeR, &
vz} 71 &l Qe BHE oz <ls) JAE Haso
gk el2 o= AHolEthKeller, 1993). A AE] 7153 &
e 7z 719 wAIR el Ak AlFe] A1 &7 o
HAE Zxshs JEE WslelHA] BAE oju|x]o] oglo]
oL $9 HHTKKim et al, 2012). o] 3k W3} wel 2
A oux] 5w aglo] ofd AN QRI0E mEsle] WY
. o

g g/do] A7]=SA). o7t Diallo et al.(2021)2
A2 (conative), TFHA (normative), 7732
(affective) = o2 Hasly o].‘?—_ 7]__14 }\]—1114 A B
]W-’] 73 W
Ho] &o}ﬂl AL =W (Park,
2015), &Mk AFES B3l A7) F2H &7 B AR &
£ 5307 9= (Chun et al, 2018; Kim & Kim,
2018), °l= 247} 7154 olvulA], A on|R|e} A== i
Holt}, 53k AHRE gAlelEH A AES FistEA &
AgH e 4”41%”4 e ZAsk=t(Chun et al., 2018),
= < F Uk o9 & MY A
£ TS B “H 2HIRE GArtelEE A BAES F9
153, 342, AFA omAE A4 AR o SH
7199 &84 AP A 7FsA3el digk =27t AlSEe
w2t A9 A= CSR olPAZhs S AAEH ol B
= wito| A A R Qkth(Parguel et al., 2020; Rodrigues et
al,, 2021). THe] A7 7199 CSR &5 HAll= oln|x]
oF g AEES AYn, THZHQ] HAE omRE FAsh=
glof] A A Sl AJAFSI th(Bianchi et al.,
2019; Jung et al, 2020; Nguyen-Viet et al., 2024; Ramesh
et al, 2019; Salam & Bajaba, 2022). ¢S E°, Martinez and
Nishiyama(2019)= 7194¢] $4 B3 % 7|1% &353 22

o

N

CSR &52 AHIAR slodg 37 B9 344 o]u]x]
S 753 Skl 9HEITh CSR ©|R|X= AW|Rle] 373 9
2lo] F& AdellA BlS Faskl xEEE], A Aol of
718k Boiek 33 2o QlE anAle A% rksd A
o] HaAe 73] Al7)dl stk (Delafrooz & Goli, 2015; Park
& Hwang, 2021). o]l w2} Lee and Lm(zozz}C s F3ol
Al CSR °|HAE Aunm, sfAd 719 3747, Ak81% CSR
25S 53 3942 CSR HA= ojmxE =T 5= 9]
I AARKTE AtelEd B 719 Eg 313K A AR
g 429 AT dAE FEI 2 A, ARA SHE ¥
3= CSR &5S A/HslaL 1 2™(Phau et al., 2022), ©]23F
45 HA=e A& 7T ARBE AdS Azste] A
ZHlAl 57841 1218 Fdsk= dloll 7]edgth(Kim, 2019).
oM GArlelEH A Bilews 7154, A, A=, CSR
BH= ojujz|e} LHslA HE e Jou, olE HAlelEH
A HAE onx|e] 9] aRloR J—EO}'O:‘ Al AT e
A A Ao}, mepx] £ A7s HAH= it o]&5 vl
Bog 7154, 444, AEH, CSR B onAE HA=
olmjx]e] 39 8RICE EZEdle] AFAHoE BAakA} gt
7154 BA= omAE AFS A, EYH HHOE
(Keller, 1993; Park et al., 1986), Z~H|X
Fahs AlFolU AH|2e] 715AR1 £4, & FHolU Asl
sl zhs 2oz HolEtkBruhn et al, 2012; Homer,
2008). S1AA 7} o] (cognitive appraisal theory)ell <]3ld
(Lazarus, 1999) 71?12] 774 QIR gz ]3] o
& dke], HAlsrt 7)15E Hale O]U] Aot 22 jAAH =
HE A o /\HVP: 5]1‘4 Ha=e s SA-A< vk
< A8k g voprt vES ,_E}(Han et al,, 2019).
A Hile O]U]Z]% B 594 94 Ao = (Ha et
al,, 2016), &H|=Fe] Ao} B, ARJA 1A, A4 55 W
Fsl= olFAE HYE 4 JthKim & Lim, 2019). 5, 4
A HAE oux]s BA=rt ddste AnRke] HAY 9
ARB|A ejulel FEE oAt & < Utk &M 29
Zlo} o|m|AE WPsle BAEE Agho a2 ALS1H Qg3
ERle gt 540 WE 4 F oM Jeong & Woo,
2009), 57 B#=7} L2H|Rle] A 29 (social status) A
7] 7K (self-valueys g7 = olFIRE A|lad o], A=
o] 4=l olulxE v 7alerkBhat & Reddy, 1998).
Fx3} o] & (dissonance theory)ﬁr ZJo}RIA] o] & (self-perception
theoryy> ZH|IAE 259 A, B 9 fFox ELA7}
EkE A8e AHE of Eﬁﬂ 85 APsiH, Yot 2
A g Fejsie Aol S-S B TTHBem, 1972;
Festinger, 1957). WabA &u|z2ke] zjo} @z FAH 812
FEse HAE onAE FHshe A Fasitt
A HA omR= Halse] 774y &HAdoR, 4HRt
7t BAES F) A¥ske Aoy Ao R QI3 FAE=
olm|R &2 A ]EtHChakraborty & Bhat, 2018; Diallo et al.,
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PufolZ) A Hel ofm)7} Hel= 3l

2021). °]= H3+ vl X (attractiveness)} 7= (desirability)Z
T Adss sideld, BlEe] e vigne} st e gt
2 = oln|xE 7} sAIZItkBruhn et al, 2012). =, et
=] A 54 Blse] wigry) swR <l A
3 A o2 ST BAes B Aske =70
v o lE FA4E omAR HojHr) Hy At B
W=TE 2RAAl EAL 719 4lojE W, AR A
HelE sl ¥ veoprt dld BEA=e} A7|H1 #AIE +
=3tk AJAFslSItHAlba & Williams, 2013).

CSRE 7199 AlE]A AYS ofnjsls S|, AlS] A<
HAZAR FHUEH 7HXE AdEs] S8 71940l Wske A
317 Hel BFS IdPETHLee & Lee, 2013). CSR HA=
olulA|g 71912l CSR 5o = QI3 FAH onAE u|s}
o, 7199] HA14 CSR FFRTFE DA} 7531 2oz
s FAETHung et al, 2013). A3 AFE= AHR7} 7Y
9] CSR o] AT AR olgta AAEFE T 719
ol B8 344 CSR o|MXE 7= BRI tH(Alcaniz
et al, 2010). ¥, oA e & edH =F FH EA
T S84 FAE o7Igh vk 9] 7199] CSR &&o] B
5= 2kdoltk(Lee & Lin, 2022; Lee & Lee, 2013). uw}
A tre] A 71980l 7199 AAEE AaLa] $lske]
CSR &5& H=4o=a Agsia Q). Aty dfefaro}
(Patagoniay= | Z2t2E, FoFe} 22 218342 g &
43t AFS ks CSR &5 s UthAhn &
Lee, 2020).

2.3. H¥E o|O|X|Qt EME XjAb
Hal= S 54 HIA=R el sd HAl= Algel F71
Al 77 BAskE 2o AoluH, ol 2Mjat 1 B
Aeo] $5Ho2 Whgahe AS oW|$HK(Chen & Chang,
2008; Rambocas et al., 2018). Salehzadeh et al.2018)% 7|
54 BAE oluxe} AH BAE olux)7} B 2ate)
Aa 8191 WERA, Z1gle] EA 5ol Holuha, &
Hlzfe] Ao} olul AL A12)2 BAE S HAE ofn)y
2 72goen HAE A A 5 Ao F4eg
t}. Schivnski et al.(2020)> HHE= oA E 7|5F Hal=
olu|xs} S HAE o)X T 71 39] AACE £2F
o BAE Ate] HAE AnE BAsoR, 1 A% oY
89 BF HAE AW Y02l FFS vAE Ao et
stk 5 BAEst /53 A 2 el B olnE 5
V55 2R g BAme) OS 9 AS PES,
ozt 1874 sES Ful a9ds ATe Lee and
Chen(2019)2 CSR ©Ju|x|9} BA= zRibe] T2 F3274
WA FEIA. AY AT J19e AR, B4H A
55 B9 F9E CSR oA HaA= gk <124]S Al
slo] Aot BAE Aile] REHE EIE LT

>
i
Xz

o
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=], 7199 CSR &5-2 3T 719S sHA R A48k
= A5 982 stl= Zo|thCowan & Guzman, 2020).
wehr AR 7199 CSR 52 580z Qlagd uf, 3
T 7199 Bd= zpito] FEFTHSharma & Jain, 2019).
Fatma et al(2015) 3t 71942] CSR &5} 72 &84 %
< 7199 HEE AIAA BAE ks FTRTIYEL 5
3kt ollgh Me) AFE vigo R YalelEd HH Hal=
7} 834, AlE)A 24 7Fsd 855 53] CSR BAE o]n]
AE FE3H, AR BREE soFo g Hrishy, A3
HoR= HAT 2Plo] FEE F10F o SHct g 2 4
TE QAtelEE BAE ofux]e] &9 8211 7154, 4
2, 2, CSR BAE o|nx|7} Halle 2t (+He] 9T
= UAE ZoE Adsl] v 22 7S AAsIITh

Hl. 7153 BIE oz B zpito)] G+ JFS
uF Aot

H2. 4924 BE olnx|= B zpito)] G+ JFS
ud Aot

H3. #2H2] Bl= omx|= Bz zjite)] G+ JIS
w3 Aot

H4. CSR BHZ o|nR&= HA= 2k A (+)e] Faks 7l

4 Zele,

2.4, HHC XA HE ol

3y = ARt 58 AlFolut AH|zol tisiA Bl
£ I H olE v AR FHHE |9k Aldoeltt
(Boulding et al, 1993). o] AH|A}2] FF2 o|=3)7] 3]
A AFEHE WO E(Ha et al, 2016), 70 9=, A <
=, 74 oret 22 vFst Nde &3tk (Ladhari et al,
2017; Ryu et al, 2012). & A+ o HRSE P& 9=
o] 27 AHoE T &, A &, 7+ oxe} e
S84 4] PFE FHstl= MR GRE gt 2
3 BA= niAY #WEeM g =5 ATE Ngoc et
al(2019y= B 2Rk s ok 7k 344 % dAE
gt ad Aol mEH AMxpE HAE kS 7S
A A G BA=e] digk o o= g 7 ore}
22 P orrt FFECE RVKE te] A8 Aot
BA= Aito] A ojxe] Hed 291ds WIUATKHGIl-
Saura et al., 2016; Konuk et al, 2015; Wu et al, 2020).
°o|F Fdl £ dFe dAIEY A BAHE 2ito] FF A
H|ZL] ) oj=el foldk FFE vE R oF wdsle] thy

I 32 7He Akl

aQ

Hs. BRIS Apte B olso] el 982 v Zol,

. BIEHE 2H(0f CHE S2 A&

5
Q9] Meolt B, BE ol A Puel I

flo
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o7 717 o]&e] JsiA A HErLt. dE B0, AS1H HAY
o] & (social identity theory)l]l wW2H, 7912 z}xlo] &3 A
ol A&71g =71 AP Wil A% Hu dXjghs &
A 3% S AT Mael & Aashforth, 1992). ©]2]%

A Aol G Q1S oA AAd e F3S F=d], o
= A 8 ©]E(social conformity theory)oll 2J5l ArE=
4 AtH(Asch, 1956; Zhang et al., 2019). A}8]%] 43 o]&
of ofapd el JtellM o] &S A& AL, =g
AR qpko® laf 25| Byt d5-S WSt 7|A ot
o]HF 7ilo] ofmgt PHE Aol oM A e B
kS W= A8 55 9% (peer influence)o|2t YZ=T}(Bristol
& Mangleburg, 2005).

Khare and Pandey(2017)= 55 G2 3373 wgolM A+
HEM 313 5 FPolde MEs

4
7HAel el B5 AdslEth(Khare, 2014a). 5, FTko] 3

FRHY 77 RS 2ol Slojx XA e
FFS vRtks Zolth. 22y Khare(2020)2 X19H73
AF am] el K9 vl i F8 FFe o
= AESH, anRpE £ Hwe] 9FFe 8she A=l
wket AlEl tigk B7t deleld & AES AT @
g Aol mER, F7 FJde] IS sl 8ekes &
e A R AlFel Ak 283 E old 3 HAA

o

o
AFE oldES Y s ARSI e o
b/

=

¢}

H3

brand image H4

H6a,b,c,d

Fig. 1. Research model.

o)

73 A AFl gk 4H] B5-E B R Heshe
< A3 THChanna et al, 2022; Khare & Varshneya,
2017; Zhang & Dong, 2021). Bearden et al.(1989)3} Evangelista
and Dioko(2011)0l] ©|3H, =4 Htolle] F3=e A 8
Shs ANAASE Al J YelA AsEE Bi=s A
gstel ke APl UoM, Y HASE 6 FRHoR
ke Ao Uekdrh w8 #4 Wl gt

B 549 Halse] ek e ) 394 3

o,
B

o

).

O

Y= g39= 7P4-2tH(Sanchez-Casado et al,, 2013).
HIZPF A ] e F8ahe Fxdd net AF

of thg Hrht B&rt AelaiAl JAdEH, ol ¥
73421 ZoH] o= FFFE wRIT) o]
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Bgs HEs s olF 4R HEs 2 dpe o
=

Poll HAE o]F2 Zelo|=H(FREITAGY
o7 AT AT Ax W 45 Folet =7t =
T Al 39o] B dele e niEeR AEEge
AR HE(r=Hds 234 &b,

o, 72t E%E2 5
S=m¢ 2HP)E SFHAT 715F BH= ojuR|e] &
3L He and Lai(2014)2] A5 7|Hto 2 71X &0z +
sk, AAZA HAs ojuxe E3L Bhat and
Reddy(1998)°] A5 Farsted 4714 3o g st
#eHH HA= omx]e] EF& Bruhn et al.(2012)2] IT+E
o2 /1A 3o g 44350 CSR HAME o]n|z]|9
TS Curras-Perez et al.(2009)2] A5 7O 2 47H4] &
oz ZTASGT. BAE kel F3EE Rambocas et
al(2014)2] A& st 47 oz AT dF
olxo] &S Ladhari et al.(2017)2] AT-S Fsle] 371A]
oz Pk 18 Anlel tisk §8 dde] v
Kautish and Khare(2022)2] A5 7RISR 71 #3402
T3kt

=

a2 X459 tHHong, 2020). 2 A= AE FAl) &
|2 HA=E AAsh] S8l AR AR AAEIIT AlE Al
o] tiel F 4599 SHAE 1R 10719 GAtelEH
A BAl=] it JIAIEE S35t AL A3, Zetole
o] T Bz vjg] 7F 22 AAE@®22%)E Hole A
o2 yeht, Zepoleks AT dPFEE A3 tH(Table 1).
AP E AT gAENA GAlE R Zetolgl] o)
gk Zhdel AS AlFsison, zatolge] gHjo)x] Has
Agrste] WESHA oM AF gk 7Pe] 7 A 3
4 ALY = =S ST 2 A3 F 432539 $HS

o] A= HolEHE 7|Hko g SPSS 26.02 E3 ¢4 &
At B4, HE B 7| A B, 2 29 B4 o
AL BHS AA ST T3 AMOS 23.02 53] 213
891 B3 L] By B4 9 oeyd v B4
APt & A7 Aol AFE Hashelal wie] ik
A grap| SJal Ay ARe] BEE #esA A4 s
o, o A AR oidAe] AT BAIEE 5L te 7

ok Aol - =7} 217%8(50.2%), BAT 2155 (49.8%) 02
Ueht e vleS wolnt ARl 739 20-20417F 2177

Table 1. Results from upcycling fashion brand awareness survey

Brand N %
FREITAG 37 82.2
NUKAK 16 35.6
RE:BUD 12 26.7
RE;CODE 23 51.1

Touch For Good 6 133
Eco Party Mearry 2 44
ORGDOT 1 22
Zennycloset 2 44

ULKIN 1 22

119REO 19 422

(50.2%), 30~39417} 16778 (38.7%), 40~43417} 489 (11.1%)=
el MAIT(198013~19931 )9} ZAITH (19943 ~20003 7T o
S HlES H3THLee, 2022). HF o] A itk =
Aol 2988(69.0%)0% 7P w7 Hehkor, thetul £¢ o]
o] 88%(20.4%), 5Tl E0] 46 (10.6%)2= LERLTY.
4 Hd 25| A9 2008 9 o 3008 A m|Rhe] 1439
(33.1%)°] 71 =2 EXE wHgom, 3007 9 oA 4009+
< H¥lo] 827(19.0%), 1005+ ¥ w]¥te] 6678 (15.3%), 100%F
2 ol 2009+ Y wHho] 489 (11.1%)0 2 YFEFSTH

4. AT AT Y =0l

41. £ 59| ©Wi

£ A= SPSS Statics 26.02 E-83te] B 214
(Explanatory Factor Analysis; EFAYS AAIBIHoH &4 =
o] e} 4S ASsIA ). Wizl 2 (varimax) 37 W2
3ted 0.50 olste] 2l AAZES Hole #33 43
st A BAE olmz] &3 U, HAEH B
% Vi, CSR Hal= ojvjx] 3 HE 2H8isin. olF
=4 819 WA dAde FAFs] dal AEE 48 A
silon, 7 Az BE 54 8219 Cronbach’ofto] 0.72 4
Blste] 2 AFEE Hole A& 18T Christmann &
Van Aelst, 2006).

7k QR1Ee] T A 9 Ao
7] 9181 AMOS 23.0& 2g-3lo] g14
Factor Analysis; CFAYS A3 2%
< fsted ZE:8 AF, ths/ddA S (squared multiple
correlation), 4344 4*(modification indices)& AEIIN L, 1
oA AARE B2 3Tk weby HF 54 23 A
== )(2(128F380.35, GFI=091, AGFI=0.87, TLI=0.92, IFI=0.94,
CFI=0.94, RMSEA=0.07% =Z5o] 37 239 734 B
Aol R BE 24 2919 XF3) AFE AES 4

BEE ol 058 43)ataL, IANTA 278 Wl o2
T AEE p0.001 FEAAN FoF Ao UEEon,

i)
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Table 2. Results from CFA of the finalized measurement model

Variable Item Est. S.E. t-value  Cronbach’s a
FREITAG has consistent quality. 0.59 0.04 12.23%**
FI FREITAG has an acceptable standard of quality. 0.80 0.04 17.93*** 0.76
The function of FREITAG is visible. 0.78 0.04 17.13%*%*
I use FREITAG as a way of expressing my personality. 0.75 0.05 15.93***
SI Using FREITAG says something about the kind of person I am. 0.70 0.05 14.61%** 0.72
Brand A FREITAG user stands out in a crowd. 0.59 0.04 12.08%**
Image FREITAG is strong in personality. 0.54 0.04 10.66%**
HI FREITAG is strong in character. 0.75 0.04 17.08*** 0.72
FREITAG is attractive. 0.83 0.04 19.171%%*
FREITAG is aware of environmental issues. 0.83 0.04 18.14%**
CSRI FREITAG acts in a socially responsible way. 0.73 0.04 15.72%** 0.83
FREITAG fulfills its social responsibilities. 0.74 0.04 14.30%**
I have positive feelings towards FREITAG 0.73 0.04 14.88***
I have great respect for FREITAG 0.73 0.04 15.77%**
BE I find FREITAG more attractive compared to other brands. 0.70 0.04 14.98*** 0.81

Even though the other brands offer similar products I choose FREITAG

because it is a logical choice for me. 065 0.04 12.92%%
The probability that I buy an upcycled product at FREITAG is high.  0.93 0.04 23.90%**

BI I will buy FREITAG again. 0.86 0.04 21.42%** 0.89
I will certainly recommend FREITAG to friends and acquaintances.  0.84 0.04 19.79%**

skksk

p<0.001
FI : Functional brand image, SI : Symbolic brand image, HI : Hedonic brand image, CSRI : CSR brand image, BE : Brand equity, BI : Behavioral
intention

Table 3. The squared correlations and AVEs of latent constructs

Variable ) ) 3) @) ) (©) CR.

0 0.53 0.77
0.42°

) s 0.47 0.73
0.45° 0.51*

3) ot 026" 0.51 0.76
047 0.39* 0.61°

@ 0.22° 0.15 037 039 081
0.49° 0.52° 0.58" 0.49*

©) 0.24° 027° 0.33° 0.24° 030 0.80
0.47° 0.52* 0.50* 0.35* 0.69"

© 0.22° 027° 0.25° 0.12° 0.47° 077 091

Note. Diagonal values in bold represent the AVE

“Correlations of variables

bSquared correlations of variables

(1)Functional brand image, (2)Symbolic brand image, (3)Hedonic brand image, (4)CSR brand image, (5)Brand equity, (6)Behavioral intention

C.R.(Critical Ratio) %t T3+ 3302 A3t e gho] H2 o] =4 @9lo] eI (convergent validity)S 753}
g Aoz IRIFUL. HE TF 1A 23] B4 Aie

[s}
71 98] 7N d41Z)=(Construct Reliability; C.R.)9} 2k
Table 23} 74T}, Z%}(Average Variance Extracted; AVE)S 2F&3ISTh CR.
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FZ 062 FIT o FET ARNES Adoal FrhEH

B wf 53t 5 BT AAEAT, =%
CR. #°] 0.65 43| ul, AVE #o] 04 old<] e
o WE2de IFERES Bty HEth(Fomell &
Larcker, 1981). ¥ A< FAH42] CR. #3 AVE #<

2 d3es 3A FEe /M-S H4E535] S8 AMOS 23.0
Z

2 B3 YN 2y B4 ANt TRy 2y
o] AFE F2 A= A7 4 (132)=410.36(p<.001), GFI

1=0.91, IFI=0.93, CFI=0.93, RMSEA=0.07
2 Ueh 7K AES Jgeple] A £ Hole Ag
ERIEHACE BAHE ofu|x]e] 319 8R1(7]1%4 BAME ofu|A],
347 HalE olnlx], gy HallE o]n]x], CSR HAE o]
HAe] HAle zpite] A+Eom fofdt 3 mzlvke 7t
A HI, H2, H3, H4E AF3 434, 7|54 HA= olnx]
($=0.20, p<0.01), “FH= BHZ o]m=|(B =036, p<0.001),
HFH BA= on|R|(8=0.41, p<0.001)E HA= om|x|d]
HHLE fFogt d3e mX= ZoE ¥R} 7 HI,

ao
Il

il

Table 4. Path validation of structured model

H2, H3E A=k vbd CSR HAZ omx] (5 =-0.02,
p>0.055= BAE 2Rk A oR feolg 935 A &
e Ao Ueht /M HeE 714EUT) e Has
ko] A o] vAlE FFE v A, HA= AR
(p=0.81, CR=1338, p<0.00)E LFER} T WHE 7] A (+)
Koz feojat WAy} Belsion] mey 71 Hse Ay
Aok & A AAIS A= Table 40014 21 &= Qo).

43. =™ g1t A3

£ AFE ML 3187 vl gtk $8 9 T8
she Aol wlEl B o]n|x|9] 319 8313} BT ke
A el WAslE A Al fl8l e vl #
2g AsiGith. 4 X187 Al g 8 F3Fe] F9
F(=3.200 A=ste] gzt AdHe R BReIem, $9
AT 2k Y4 ASE AN ot d Ao TslA] o
2 HAF B A Aot S wge] a9l AARE =
T AR 9 WEY WA 2o xlo] AL A
th. 2 Az Al By 4=575.07, df-256, 4 HEL
24 289 =602.62, dE27501H, T mae] xjol=
27.55, df 201 = 19, p>0.052 Fol3HA] &L X2 Ho]
Moz okl WEY By 2yS A9t

2

H

= 2Rl X A2
oA 2 7+ Zl(ydf(1)=3.841)7F SlBkAl YERY 71
H6de AR = ATHBgqu=0.10, p>0.05, frqu=0.34, p<0.05).
2187 Aol gk 5 JFo] e Jyuox= CSR EH
= oJuR7F HAE APl H+FH R {3 IS 71X1A]
ke Ao2 Jehkoy), 113y AHld disk 55 9] &
2 oA CSR BAE olu|A]7} BAe 2Pkl A (+)F o
2 F3 FEFE 7A= AR ERIFUT 3187 AH]o] o

H Path Standardized path coefficient S.E. C.R. Result

HI FI — BE 0.20 0.08 2.82%* Supported
H2 SI — BE 0.36 0.06 4 43k Supported
H3 HI — BE 0.41 0.16 3.58%#x Supported
H4 CSRI — BE -0.02 0.08 -0.18 Rejected
H5 BE — BI 0.81 0.10 1338 Supported

£p<0.05, *5p<0.01, ***p<0.001

Table 5. Comparison of path coefficient

Path coefficient (C.R)

H Path 24D Result
Low Green Peer Influence Group High Green Peer Influence Group

H6a FI— BE 0.20(2.08) 0.27(2.46) 0.14 Rejected

Hé6b SI— BE 0.36(3.34) 0.09(0.70) 2.50 Rejected

Hé6c HI— BE 0.45(2.65) 0.29(1.90) 0.54 Rejected

Héd CSRI— BE —0.10(-0.61) 0.34(2.49%) 4.07 Supported

*p<0.05, **p<0.01, ***p<0.001
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a9ieh, 28 Aol AAS 23 Table 591 AN,

o

5 €8 # M

S Agle] oplste B ods =¥ A 5o 37,
224 £APH el we} WA BAEY) A% Fhse 4
o ek =07} A% k. YAOIFHE thEHR A% 7}
e A A oR, H Al WSk B4, fe4
2AIZ 3] 99 tero AekEz 9k, ool wet &
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o) olr|X| g Aakste] Aeu, ol 187 Aol thek
BE 9P 24 DA A5l DA LA s 5

T Al gk Qo == vkt Ak A
A HAlE onA7t BAlle 2ol A(+)e] IS vIXlE
A& sty 7]E9] **63 Ao AFE s
(Salehzadeh et al., 2018). o= &M/} BH=e] 7]5d3}
F47 ddsl] A omAIE FEEFF Y 2l
APibo] ZyshES AlAbeit), BES A|RE Bl =] A
olmAIE T3l ARAle] Ao} AAGA NEE AY
o O e HAS ANS PHIE AL FASKITE 2A,
2 B ojm|x|e} Bt Ak 7(4( )94 A
™ Schivinski et al. (2020)«] Oﬂ:r’- Axs i
Halert S5 22 A St AdE 2
A5 75 o AU Pl A= ZP*WI %%%J% ghelsit.
A, CSR B = ofu|x]= Hall=
A Eehe Ao veht 7129 dsg
HtHLee & Chen, 2019). o]= &H
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al,, 2019y ARSI Yoyt 7 Hee] d 54 Hal
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T JEFE vHItks 4% A8 Aol Axs SRl
(Bearden et al., 1989; Evangelista & Dioko, 2011; Sanchez-
Casado et al., 2013). 53] 71& GArlelEd A EddAe
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