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ABSTRACT

With the growing importance of sustainable fashion and the rising role of social enterprises in addressing
environmental and social challenges, this study examines the effects of egoistic and biospheric values on
Generation 7, male consumers’ willingness to pay a premium for social enterprise fashion products. Data
were collected through an online survey from 208 Generation 7 male respondents. Using partial least
squares structural equation modeling(PLS-SEM), the analysis revealed that both value orientations significantly
mfluenced attitudes, strongly affecting purchase mtentions and willingness to pay a premium. Purchase in-
tention likewise had a significant effect on willingness to pay a premium. In addition, the mediating effects of
attitude and purchase intention were confirmed. Compared to the egoistic value, the biospheric value showed
a more significant effect in indirect influence through the sequential path from attitude to purchase intention
and ultimately to willingness to pay a premium. The findings provide practical implications for sustainable
fashion brands, highlighting that integrating self-oriented benefits with ecological appeals can broaden consum-
er engagement and strengthen premium pricing strategies. This study contributes to the sustainable con-
sumption literature by elucidating the value-attitude-behavior pathway within a specific demographic, high-

lighting the positive impact of contrasting value orientations.

Key words: biospheric value(RJ Bl & 7}]), egoistic value(AH7]E% 7FA]), fashion product(@] A A &),
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{Table 1> Confirmatory Factor Analysis

Standardized

Factors Items Factor Cro'n- CR. AVE
. bach’'s a
Loadings
o It is important to him/her to have social power 844
E\‘f;itelc It is important to him/her to be influential 845 81 872 694
He/she wants to have an impact on people around him/her 810
I try to reduce the amount of waste I generate 77
Biospheric I feel a personal obligation to help protect the environment 790 43 P
Value Prevention of environmental pollution is important to me 864 ’ ’ ’
Respecting the Earth is an important value for me 824
I think positively about social enterprise fashion products 844
Attitude 1 feel goodwill towards social enterprise fashion products. 880 825 914 740
I feel an affinity towards social enterprise fashion products. 857
I want to continuously purchase social enterprise fashion 856
products ’
Purchase [ intend to learn more about social enterprise fashion products 814 46 906 708
Intention T would prioritize purchasing social enterprise fashion products. 860 ’ ’ ’
I want to recommend social enterprise fashion products to 835
people around me ’
I am willing to buy social enterprise fashion products even if 904
their prices are higher than regular products ’
Willingness ; ; ) )
to Pay I would purchasg social enterprise fashion products even if 808 875 923 800
. they are expensive
Premium
I think paying a premium for social enterprise fashion 881
products is a wise purchase ’
£ w5o AVE AgZol iR WFe e We AR 008 oI5 /15 FEoe, Aidow B
£ 7H ARt & 222 e, Fornell- Y JPwrt FE5dS s ol B dAF
Larcker 7|%& F5 3 ti(Table 2). 2ol ZAIt) B AHAESY AEF 719 A
Ry 4uEs Auun dre ARAS B g Zvd 4 A% RS BastE
(ROE 3922 F 77t 8= £4b9] 392%E A o Qo] FES Ay dFYS FHHoH
w3t on, Fujore] R*= 607(60.7%), ZEv] 2y AgE SHAME Aol dFHUES
o 714 ABeme] R 629(629%) 2 UEpt B HeFET
T 2R3 A9y FHEUcH(Hair et al, 2019).
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{Table 2> Discriminant Validity Matrix

Factor Egoistic Biospheric Attitud Purchase Willingness to
actors Value Value ude Intention Pay Premium
Egoistic Value .833
Biospheric Value 275 .815
Attitude 309 609 .860
Purchase Intention 354 174 779 841
Willingness to Pay 281 188 703 778 894
Premium
Note, The diagonal elements represent the square root of AVE (v/AVE)
{Table 3> Hypothesis Test
Hypothesis and Path 8 t-value(p)
HI1-1 Egoistic Value — Attitude 153 2.461(.014)
HI1-2 Biospheric Value — Attitude 567 11.107(.000)
H2-1 Attitude — Purchase Intention 779 24.729(.000)
H2-2 Attitude — Willingness to Pay Premium Price 246 3.224(.001)
H3 Purchase Intention — Willingness to Pay Premium Price 586 7.571(.000)
Fo gzt 3AA BT A 4 FE 79T A 7Hx = "zo & 932 A= AL
F &S Yehle ZHZE, 71E AFEANA A 2 Yl (p=.567, t=11.107, pX.001) Hil-2= Al
7] 34 P FHH xE FH gEdt ol AEHA 7FAE WHskeh Avad

% 7H7H
-5 v xth= 43 (Steg et al, 2011: Stern &
Dietz, 1994) ¢} W€} ZAd) & BEF iy
© 2 3 Cho et al.(2022) ] ATFolA A7|EF 7
27F &81d AuAAEY HEe fovs FEs
nAA 23 Ao g2 S HoFo 3
A, Kim and Kwon(2016)°] A3+ upe} zho],
&3 AHdE A7|EFT A7 WAES s
g e, A3H Ay B F1HE BT
& 2H7F YehE & S-S AlAMSH E=g

Lee et al.(2022)¢] AFolA A7|EF 7FX]7F A
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—_

T5 AR 71 A Fel del AL =

g s g
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77 37 AE eed el AT I

o

171

7
Mrd e AT olet

& Steg, 2008: Han, 2021: Steg et al, 2011).

Cho et al.(2022)9] AFlA ZAH
4 AR & 7

Athes Ast dAstA, e 717F 219
Ag e 2HA HE

2 5] 94 A=

g 4 Slth(de Groot



Nkl 55754 498

gxth o= A8 AFel e AL HE
7 Al ER olojAE A 1
o A3E AVAGE Aol

5 EH PrE xe
MY 14 ARIEAE JYHOE oW 9T
(B =246, t=3224, p=001)& H|A= A2 ¥

o
Aol H2-2% A=A B
A 7V Ao 2k Og

T w
pok
|o
fru

1 yo L o2

N—E‘E

Jﬂ,o’\
2w

L |
&

ﬂm
Lo
S
3 g
P i
=

>

1o
Mo

oo

=)

1o

=

o

Sui

N

>

tob

A OID _L]
(o <
o2t
o
A

&
x
2

)
)
>
ifid
lo o

3
s =
o B m e

é\ e 4
B
)
ol
rir
lo
S o
ot 4 T oo

oX,

Ao,

i oo
My

{

s
J rol
o)
£
4N
e &=

(K
&
o F

V)
ML o = %

2

a4 Hayy
(Table &

AEHH 7HA - HE —
7t AT A2 7+
b Ao, ANES JFA TS Fov s

(3 =070, p=020)8 HAch F A&7 7
Z|

o
2%
oo
B
a
O
NN
S

—_
R

A71EF 7t BE Bz e E Af
Zgwd 714 AEzel F(+)9] 9
Aoz Yeht 7Hd H4-13% H4-2& A
53], olglg A% wijades A7t
E Pl dFs FIIEtE, HEYG v

%

fjo

g
o ol
_—

X
BT 32 2 Q@ o o 2

4

o &

to,

(Table 4> Indirect Effect

B WeE X A% YFOR ool 4 Ut
LR 2
Aztoltt, 4ud 7 7
Ano 2o Ve 2L, @
2 719 AFl Y ZAnY 1A A% oAE
73343

(+) 8
o oole HEsb Zelug g ARelEd
MAE WAYZS St FEE 3

B oApE zAn By A4 EoE A7)
£% AR AU A7 A8E 1Y HAAE
of e BEe} Pl g wR zajug 714
Ao Ed AL I TRYPHTY(PLS-

[e) =
B3l 4% EAstan. 97 23 4

=
g 7HA Agore BT o dFE S B
7

93, 53 PlelEg @ g} 2

Hypothesis and Path B P
Egoistic Value — Attitude — Purchase Intention
H4-1 070 020
— Willingness to Pay Premium Price
Biospheric Value — Attitude — Purchase Intention
Hi-2 — Willingness to Pay Premium Price 259 <001
H5 Attitude — Purchase Intention — Willingness to Pay Premium Price 456 <.001
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