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ABSTRACT

Despite the increasing awareness of eco-friendly consumption, particularly among the Millennial and
Generation 7, cohorts (MZ generations), n practice, sustainable fashion consumption 1s not vet widely
adopted. It 1s posited that the shift in consumer perception has not vet translated into tangible purchasing
behavior. Therefore, the primary objective of this study is to identify the factors that influence consumers’ in-
tention to switch to sustainable fashion consumption and to explore the specific measures required to pro-
mote sustainable consumption in the fashion industry. Drawing upon the Push - Pull - Mooring (PPM) theo-
1y, this study investigates the factors that affect Korean consumers and their impact on consumers’ intentions
to embrace sustainable fashion consumption. The findings indicate that perceived environmental and econom-
ic risks, along with perceived functional, emotional, and intellectual values, exert influence on both the push
and pull effects driving switching intentions. Moreover, prior knowledge and perceptions of sustainable fashion
were found to sigmficantly influence consumers’ intentions to switch towards sustainable fashion consumption.
Furthermore, the mooring effect, switching costs, and inertia also play a role in influencing switching in-
tentions, with consumer inertia particularly moderating the pull effect. Consequently, the findings from this
study regarding the relationship between consumer switching itentions and the factors influencing sustainable
fashion consumption can be effectively utilized to develop a marketing environment conducive to sustainable
fashion markets.

Key words: consumer perception(Z2H] A} 12]), marketing strategy("FA 8 A Ef),
Push-Pull-Mooring theory(PPM ©] &), sustainable fashion consumption(#] 47} 8¢
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{Table 1> Factors used in Previous Studies applying the Push-Pull-Mooring Theory
Independent Variable Dependent
- . Reference
Push Pull Mooring Variable
Attractiveness o
Dissatisfaction Ease of Use Sg; lrtlilil;ini:t Switching Monoarfa et al
Usefulness : Intention (2023)
. Innovativeness
Perceived Value
Risk Perception Perceived Value Experiential Value
Dissatisfaction Social Presence Switching Cost Switching
. . ) Jeong(2022)
Subjective Norm Usefulness Consumer Inertia Intention
Perceived Anxiety Alternative Attractiveness Variety Seeking
Extent of External
Information Search Alternative Attractiveness Self-Efficacy Switching Haridasan et al
Product Fit Uncertainty Switching Costs Intention (2021)
Purchase Involvement
Accessibility Concern Monetary Rewards of Inertia Switching Zhang et al
v Alternatives Privacy Awareness Behavior (2021)
A Enjoymert Innovativeness Individual ~ Handarkho &
Perceive Risk Convenience Subjective Norms Intention  Harjoseputro(2020)
Deal Proneness Perceived Herd losep
Failure of Experience Switching Cost Usefulness o
. . . Switching
Service Recovery Economic Risk Store Image Intention Lee(2019)
Mistrust Store Attachment Attractiveness
Information Searchmg Attractlve'n e.S ° Self-Efficacy Switching Chang et al
Behavior Characteristic Switching Costs Intention (2017)
Perceived Value Perceived Quality &
. . . Inertia _
i e Mt Gt i o 1D
! Switching Costs Habit
Attitudes
Subjective Norms Switchin
Alternative Attractiveness Switching Costs . & Chiu et al.(2011)
s Intention
Previous Switching Behavior
Variety Seeking
— 83 —

Perceive Risks
Financial Risk
Performance Risk
Psychological Risk
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A el = Esta wHRE Fidss B 21919 3AAR] Ede o A 22 (Haridasan
tH(Lai, Liu, & Lin, 2011). webd #AFL 4¥)# et al, 2021) ZAv|zF AFol oA #AA A3
7 A&7bse A AnEe] AdE Wl st AY H]-go] S7IEFE A% Jmrt AT Aojg 4
PUSH
Perceived Risk to the
el Foshon || .
MOORING wo-t
Stiiking Ritie i o iy
Consumption
H@)
PULL
:c,.c;i\—cd Value of 3 Perception for &
”S‘“‘[','r“:c:jcr;:“l"“" Sustainable Fashion

{Fig. 1> Conceptual Framework
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H(489%) 22 HAHEUT. Hele 7§ 200 87
4(26.9%), 30t 1189 (36.5%), 40t 783 (24.1%),
50t 317 (9.6%), 60th 9tﬂ(28%)oi vetdt 3

T E5 9 v g 5
(Table 2y} 7t}

T 3687A(EZ23 103198 BYon, o & Iv. 721
£ A&7beE AN AR %ﬂﬁﬁm] PR
st} ARZAb Feld 323%(100.0%) 2F < 1. &8 39| Eletd A=
Tl FEFo] FlHATE A+ F2Y FA, N .
B =2 wIlLo oA o
A &9 39 B AL, A A AF A R
{Table 2> Demographic Characteristics
Variable Group N(%)
Male 165(51.1)
Gender
Female 158(48.9)
Sustainable Fashion Product Yes 323(100.0)
Purchase Experience No 0(0.0)
Student 23(7.1)
Officer 178(55.1)
Professional 45(13.9)
Job
Civil Servant 13(4.1)
Self-employment 25(7.7)
Etc. 39(12.1)
Under 200 97(30.0)
200~under 500 158(48.9)
Monthly Average Shopping
Price (¥1000) 500~under 1000 47(14.6)
1000 ~under 1500 10(3.1)
1500~ 11(3.4)
Under 1 49(15.2)
' 1~Under 3 139(43.0)
Monthly AAverage Shopping 3~ Under 5 84(26.0)
Time (Hour)
5~Under 7 24(7.4)
7~ 27(8.4)
A A Clothing 208(64.4)
Sustainable Fashion Miscellaneous Goods 103(31.9)
Purchased Items
Others 12(3.7)
Under 100 148(45.8)
100~under 200 118(36.5)
Sustainable Fashion 200~ under 300 39(12.1)
Purchased Price
(W1000) 300 ~under 400 11(3.4)
400~ under 500 3(1.0)
500~ 4(1.2)
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Push-Pull-Mooring ©| €& &8 A&7 A Lnze] A% & g 24
37 slel AEE 89 BAT AR BAe 4 A7e] AHEE WEES PY 3 wEY A
At A &7bse A AlFed tig 914 &4 S5 F9137] s A#AA 4 A3 (Table
T N E3(S04)0] 2HAE A13E 291 A 49 Zrh ZF 8Rle] AHAAE HAAA Fely
st BE 2902 AHE T §lo] YA = Hp9} o] BE QAL foFFE 015t A A
TE APAMY KMOZE(Kaiser-Meyer-Olkin) 9+ 2 ABBA e AR YEgeH, 7 #A
Bartlette] +34 AA4x 2 7k Wi H 8% o] WEkg2 A(+)9 T Ad5S & F ATh
23 AE% B4 A3e (Table 33 2t}
{Table 3> Factor Analysis and Reliability Analysis
. . Alpha If Item Cronbach
Variabl It Factor L
ariable ems actor Loading Deleted Alpha
Kaiser-Meyer-Olkin(KMO) =.937, Bartlett’s Sphericity Test p=.000%***
IN2 824 882
Intellectual IN3 303 868
904
(IN) IN1 788 864
IN4 725 889
EM3 7197 856
Emotional EM4 708 864 903
(EM) EM2 698 873 ’
EM1 689 903
Consumer FN3 820 851
Perception of .
Sustainable Fashion Functional FNd 770 847 887
Products (FN) FN1 644 855
FN2 576 868
EC1 859 826
Economical EC2 749 814 866
(EN) EC4 627 822 ’
EC3 587 849
SO3 770 775
Social
SO2 762 768 847
(SO)
SO1 714 818
EV2 828 831
Environmental
(EV) EV3 794 838 892
EV1 767 871
Perceived Risk to Economical EC2 868 838
the Fashion (EC) EC3 725 797 868
Industry EC1 683 807
SE3 802 824
Social/Ethical
SE2 684 793 870
(SE)
SE1 604 834
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Alpha If Item

Cronbach

Variable Items Factor Loading Deleted Alpha
Kaiser-Meyer-Olkin(KMO) =.890, Bartlett’s Sphericity Test p=.000%***
PV4 796 853
Pull Perceived Value PV1 794 .854 856
(PV) PV3 770 848
PV2 768 858
PK4 834 858
Push Prior E{Pnlgx;vledge PK2 811 .858 458
PK1 780 853
PK3 758 857
Cl4 854 823
Consumer Inertia CI2 840 822 869
(cn cl 839 828 '
Mooring CI3 769 855
o SC2 843 813
SWLtC?SLE% Cost sc3 820 776 862
SC1 733 829
Kaiser-Meyer-Olkin(KMO) = .848, Bartlett’s Sphericity Test p=.000%***
Sit 902 858
Switching Intention Sl4 .880 871 901
(SI) SI3 878 873
SI2 854 885
Table 4> Correlation Analysis
1 2 3 4 5 6 7 8 9 10 11 12 13
PV 1
SC .641%* 1
CI  .234%*F  274** 1
SI 768%*  524** 311 1
PK  583**%  432**  404** 636** 1
FN  626%* 495%* 325%*  640** 531** 1
EM  752%*%  B545%*  254%*  706**  573%*  694** 1
EN  466%* 367** 367" 490** 425%* 669** 561** 1
SO 460**  373%*F  394**  504%*  418%F 599**  565**  679** 1
IN 747%%  561%*  226%*  664** 569** 625%*F 717**  449%*  511** 1
EV  531%*  488** 330™* 577** 572%* 451"* 531** 380** .390** 570%* 1
SE  501%*  445%*  339™*  521%*  498**  473**  493**  360** 405** 533**  795%* 1
EC  617**  449™F  263** 585%*  492%*  A85**  548**  321**  377** 614 693**  754%* 1
*pX.05, X 01



Push-Pull-Mooring ©] &< &-43t A &7Hash s Av|2 e A % J3al ¥4

2. PPM 2013t X3 o|= A(NHez fold 9FE FE AL ¢ 4 9
Atk wHA, AL Fod JgFS mARA &
AR AR SRS STIAL AW L oz ummen, B9 49 A(H)A 9
A3l GFIAEAE ArsHeH, FAHA F 3 A2 et
X (Table 5)¢ 2t} &4 Az}, 4Rt HALY
o W B39 AR pm 0D AN g e zmam
A (t=2472, p=014) A&7tk Mol &
@ ARAAS] A(HH0E fld Age 63 2 AToA Mooring29 08 AR A ]
© el BaAHgoy, ANF AR(=219, p= 83 BAol Push, Pul 23 A% Eshe]
803) FYgt dTFE vAA ge AR gl AE A A3 & 4%, A% v&e =
HAdok Eg A&7Fss A AFel WS 7E Aadrt ey A4S A4E 7 AE 9
A (t=2111"), 7R A(=7459""), A= (¢=8347") Zo) G FEH Qo] (=352 p=0252 23
Ql QlAo] Xzhe 7Rl A(+)Ho 2 Fogt of 7t dEE el 7 A 8 2EeRl
S PRYgE Ae & F A o] @3oll )3+ A= (Table 63 7t}
ARAND Az AP, deln A e
Aol A ore] HXE JIF FAE U
B As ARAAT AE ANE g olmel
{Table 5> Regression Analysis: PPM Effect
Dependent Independent B S.E. B t D VIF
(Constant) 1.967 .240 8.189%** <.001
Prior EV 391 069 434 5.648"* €001 2,876
Knowledge
(PK) SE 018 074 021 249 803 3462
EC 158 064 175 2.472% 014 2452
F=56.032(p(.001), R?= 345, adjR?=.339, D-W =2.024
(Constant) 885 193 4,506+ €.001
FN 109 051 112 2.111* 036 2,652
Perceived EM 388 052 401 7 459+ €001 2.700
Y;$f EN 018 042 022 431 667 2.352
SO - 052 043 -057 -1.205 229 2122
IN 388 046 409 8,347 €001 2247
F=123.624(p¢.001), R?= 661, adjR?=.656, D-W =1715
(Constant) 267 217 1.231 219
o PK 256 043 257 5,891 %+ <.001 1715
Sh‘ftletzzzf PV 612 050 593 12.191%%* <.001 2.126
sC 014 041 015 344 731 1.749
Cl 056 032 065 1.762% 009 1221

F=145.413(p{.001), R*= 647, adjR*= 642, D-W =2.159

*X.05, ** <01, K001
- 91 —
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{Table 6> Moderating Effect of Switching Cost and Consumer Inertia

RZ
M E. F :
odel B S yés t D (2diR?)
(Constant) 5.180 032 164.086*%* (001
1 PK 270 039 285 6.925%%* 001 287765 ('gig)
PV 569 039 601 146197 <001 '
(Constant) 5180 032 163.923%** 001
PK 267 039 283 6.833%%% €001 643
2 - . 191583 o
Switching PV 554 046 586 12,0495 (001
Cost sC 025 041 026 603 547
(SC) (Constant) 5.189 037 139.634% €001
PK 265 040 280 6.652%%* €001
PV 552 047 583 1707 <001 643
3 114.433
sC 029 043 031 676 499 (638)
PK*SC 013 040 014 331 741
PV*SC -023 038 - 026 - 602 548
(Constant) 5.180 032 164.086*% (001
1 PK 270 039 285 6.925%%* 001 287765 ('213)
PV 569 039 601 146195 (001 '
(Constant) 5180 031 164.691%%* 001
PK 244 041 258 5.916%%* €001 646
Consumer PV 569 039 602 146787 <001 .
Inertia CI 063 034 067 1.834 068
(CD (Constant) 5.182 034 153491 <001
PK 241 042 255 5.726%%% €001
PV 575 042 607 138117 <001 647
3 115.981
CI 061 040 065 1.539 125 (641)
PK*CI -012 036 -015 - 326 744
PV*CI - 014 040 -017 - 359% 025

*X.05, ** .01, <001
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of &g 7Hd AT A A&7best HA A F Hth A 2O 2 Mooring & 3ol &3+ 714 7

o AN Q1Y F 71EA, A8A, A4 7 3 A% A&uhes HA anze A% A Q
Qae] A&7Hs Aol et 74 4o f9 oz Miget A wE&2 AF oo fod
o IS FT SR Rl spd2(1), 7H FIFE FA ¥v ASoE v 75D 717
2(2), 7192(5) & A=A AA A 7EX e AL Sk vk A A AF oke fost
34 7HAe JFS FA ol 7HE2(3) 9 7HAd FIFE FE AR UeHHoY H(+H)HA IF
2(0)= NAH[ o1& Tl A&7bsd HA FA de AR Jeht 7H5(2) & 7174E A
AFL 7 B F 715 24, 293 A ot o]E9 x¥axnE AuE Zx Push, Pul
o] AuAEe] st L% ARE AL 2903 A3 ormele] FA A Auap AAo] A
sitte ARS FlEtdon, A&Tbse A A Ztel ZpRep At B4 ko] #AlY 2™ a AL
F5 Mgt glol AAAHA TR ARSA Aol A=At wEkA 7HE6(2h) & A=A
FE2 AHRbA Fo5kA & 38 S4E ¥ Sy yHA 7pde Z1ZE AT ol el S
et I3 A&rbse A &Hlel iE A LIRS0l QASE HE v g2 I gEz 9
Zte A7 AHAES AF ke JFS FE 2898S A gou, FHH YT A
ROZ Yehd 7H4E AYEHAEH ols AF 2 stdg A&7 AFS AYstr] A3 A=
&Ao] Azt Aztste 7HAe Y}E Fue & g5 AYe Asists 240 E&(Maréchal,
Sweeney & Soutar(2001)¢] 9+ ZAZE Y 2010) A&7Fs8 A AR A3k 9o F
e A#E, o] T3 AEVET e g o7 2z Ao 23 29YS & 5 bk
SHAES] AZE TRV #E5E A&7HEd DE A2 U 23 282 (Fig. 29 2ot
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