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ABSTRACT

As consumers increasingly express their social and political identities through consumption choices, brands’
engagement in environmental and sustainability issues has become a critical driver of their evaluation. This study,
therefore, examines how political ideology is shaping purchase intention among Gen 7 consumers, with perceived
environmental brand activism and brand attitude serving as dual mediators. To achieve this, data were collected from
188 Korean Gen 7 consumers who had previously been exposed to an environmentally themed fashion brand
advertisement. The data were analyzed using SPSS 29.0 and PROCESS Macro 5.0, with the process including
descriptive, correlational, and mediation analyses. The findings indicate that a progressive political orientation
positively influences purchase intention both directly and indirectly via perceived environmental brand activism and
brand attitude. In more detail, the indirect effect through brand attitude and the sequential mediation through
perceived environmental brand activism and brand attitude were significant, whereas the indirect effect through
perceived environmental brand activism alone was not. These findings suggest that progressive consumers perceive
brands’ environmental engagement as authentic and socially responsible, cultivating favorable brand attitudes that, in
turn, strengthen purchase intention. Overall, the study underscores political ideology as a key psychological factor
shaping fashion consumption and offers practical implications for developing value-congruent and sustainability-
oriented brand strategies.
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(Table 1> Measurement Items, Factor Loadings, and Reliability Results
F
Construct Items ac.tor Cronbach’s a
loading
*] believe that in a fair system, people with more ability should earn more 71
*I believe that a free society can only exist by giving companies the 74
opportunity to prosper. ’
* believe that who are willing to work hard should be allowed to get on 78
*T believe that in this country, the brightest should make it to the top 73
*1 believe that if a person has the get-up-and-go to acquire wealth 70
that person should have the right to enjoy it. ’
Political I believe that if people in this country were treated more equally, we . 865
ideology would have fewer problems. ’ ’
I believe that the government should make sure everyone has a good 79
standard of living. ’
I believe that those who get ahead should be taxed more to support 77
the less fortunate ’
I believe that I would support a tax change that made people with 79
I believe that I support government efforts to get rid of poverty 76
— 7 —
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{Table 1> (Continued)

Construct Items 1122;2 Cronbach’s a
I believe that this brand makes active efforts to protect the environment. 82
I believe that this brand demonstrates a responsible attitude toward 86
solving environmental issues. ’
Perceived I believe that this brand shows strong willingness to create social value. 84
environmental 1 believe that this brand actively engages in addressing social problems. 83 931
brand 1 believe that this brand operates according to ethical standards. 85 ’
activism I believe that this brand is managed in a moral and trustworthy manner. 87
I believe that this brand seeks to achieve a balance between economic 81
growth and social responsibility. ’
I believe that this brand pursues profits while considering social values. .80
I feel a sense of familiarity with the brand featured in this advertisement. .86
I feel that the brand featured in this advertisement is trustworthy. .88
aii?jje I think the product image presented in this advertisement is positive. 84 942
I believe the brand featured in this advertisement is useful. 83
I am interested in the brand featured in this advertisement. 87
I would like to purchase a product from this brand. 81
Purchase . .
intention I am likely to purchase a product from this brand. .85 862
I will seriously consider purchasing a product from this brand. .83
Note. Items marked with * are reverse-coded.
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{Table 2> Descriptive Statistics of Main Variables

M SD Skewness Kurtosis Minimum  Maximum
Political progressive orientation 3.77 1.08 -0.10 1.00 1.10 7.00
Perceived environmental brand activism 463 0.91 -0.56 1.69 1.38 7.00
Brand attitude 491 1.10 -1.10 2.17 1.20 7.00
Purchase intention 4.69 1.14 -0.55 0.17 1.00 7.00

{Table 3> Correlations Matrix of Main Variables

Political progressive Perceived environmental Brand  Purchase

orientation brand activism attitude intention
Political progressive orientation 1
Perceived environmental brand activism 4347 1
Brand attitude 509 502 1
Purchase intention 4997 383 5opHHE 1
e K001
3. BEX MR|'deknt Foiel= ZH ZAOAM a7 9181 PROCESS Macro Model 45 AH&381%)
X|Ztel et4X Hel= ME[H|Z ot Efl= ony 1 A3E (Table 48+ (Table 5yl A A8}
E{=2| O|= OH7H=1t Attt B 2y 3 o BAow AHaH 7
A g glo] S olAS EA ZX‘]U]—/‘O = ZA
1) 7(] %‘?‘_’7321 .E’.a.“_.‘_:. ‘ﬂfE]H]%L‘T—]—.E'.?;“_E é-bg--"]’“] ‘I‘I"Jo ]oﬂ }\)\‘:]—1_. folig=
Qe A W ED 2= o] gith(Fairchild & McDaniel, 2017).
H % A= 3 29, AHF
e A el d8A A A A(Table o ANE Aol B2, 204
gi]/ﬂako A 7tE A HAT HER|So]| §
mjed mAE FFA Aztd #7434 HAc
‘ g A(+)e] YEFE A= AR YEETHp
HEMEH BAE gro] sl miNEIE HE
= 447, p<oo1 o= WA Qo) Fe4s

(Table 4> Individual Mediation Effects of Perceived Environmental Brand Activism and Brand Attitude on Purchase

Intention
Step Independent Variable Dependent Variable B SE B t D
Political progressive orientation — Perceived environmental brand activism — Purchase intention
Gender ) ) -.118 196 -.038 -.600 549
1 — - - - Purchase intention -
Political progressive orientation 530 067  501*** 7857 001
9 Gender Perceived environmental -479 159 ‘.195** -3.007 .003
Political progressive orientation brand activism 377 055 447%%*  6.900 001
Gender 005 197 .002 026 979
Political progressive orientation . . 257 089 A10%%* 5838 001
3 Purchase intention

Perceived env1'ro.nmental brand 257 089 2054 2889 004
activism
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{Table 4> (Continued)

Step Independent Variable Dependent Variable B SE B t D
Political progressive orientation — Brand attitude — Purchase intention
Gender ) . -118  -.038 .196 -.600 .549
1 — - - - Purchase intention -
Political progressive orientation 530 067  501%** 7857 .001
Gender ) .097 188 .033 517 .606
2 — - - - Brand attitude -
Political progressive orientation 516 065  506%** 7986 .001
Gender -.155 183 -050 -.847 .398
3 Political progressive orientation Purchase intention 332 073 314%*F*% 4550 001
Brand attitude .384 072 370%** 5366 .001
287 s BA T AREE HAA U 7EA] A3 o] Fujelwe] HAHPHOR FFo A= F2 9
4 g5e nY FAA0R A4S ouiadl HI 3 welglo] Sle] Hglen, Hyel AXHUT,
o AAH AT, E AHA FAAFF 2184 3 B2 AAAQEHR Fojel= 7+ #A A Az}
A3 BEd] tE HEel®: o3 A (+)9] H 44 Bt dEnEd HAE B ujrf
Qe MAE A0T UHRTHB=506 K01,  EHE AZSAT (Table 5o ANF HHES
ot ARA ANTL M ANALSEE A8 B4 A3 A2E $44 ndS JENEe £
7 A Bt dis) BHo soF2d Hes ¥ o 7P EHE B=.097(95% CI=.010-.258) % 1
Qe Aol e odviaH, Ht AXNHY el o] THEA ool FAM0E §od
o tgel® IR AAGEFE 144 A B Aog FAHUTE o= B A HXA o] Azt
I Al e P ool el F(+)e AH ¥ 744 Bis dEHE dYe woli, old
37 FARATHE=501, 001, of APEF @ AXo] thA FrllEE Aslel AR fE
Lo EeE BAG oFE EAGeR g 2 Adwth ow AP ZHE o)F &2 )
sto], JHA FAAgFe] 184 A Fy AF BollMe fAEA Be AoE A ®

{Table 5> Bootstrapping Results for Individual Mediation Effects of Perceived Environmental Brand Activism and Brand

Attitude
95% CI
Effect Path Effect SE
LLCI ULCI
Total effect PollFloal progressive orler?ta'itlon — Percelveq ' 530 067 397 663
environmental brand activism — Purchase intention
Direct effect Political progressive orientation — Purchase intention 433 074 287 579
Indirect effect | OLncal progressive orientation = Perceived 097 065 010 258
environmental brand activism — Purchase intention
Total effect Political pTogres§1ve orientation — Brand attitude — 530 067 397 663
Purchase intention
Direct effect Political progressive orientation — Purchase intention 332 073 188 A75
Indirect effect Political progressive orientation — Brand attitude — 198 072 079 359

Purchase intention
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{Table 6> Serial Mediation Effects of Perceived Environmental Brand Activism and Brand Attitude on Purchase Intention

B SE B t D
Dependent variable: Purchase intention (Total model)
Gender -.118 196 -.038 -.600 549
Political progressive orientation 530 067 501%** 7.857 .001
Mediator model (Dependent variable: Perceived environmental brand activism)
Gender -.479 159 -.195%* -3.007 .003
Political progressive orientation 377 055 AATEEE 6.900 0001
Mediator model (Dependent variable: Brand attitude)
Gender 312 178 105 1.747 082
Political progressive orientation 346 067 340%#* 5.157 001
Perceived environmental brand activism 449 .081 372 5.575 .001
Dependent variable: Purchase intention (Final model)
Gender -.105 189 -.034 -.554 .580
Political progressive orientation 311 075 2947 4123 .001
Perceived environmental brand activism .099 .091 .079 1.081 .281
Brand attitude 352 077 340%* 4.554 .001
X 01, X001
Perceived 37pees
environmental ' | Brand attitude
brand activism

Ad7ee 3404+
340*+ 079
Przolrl'g:;!ue Purchase
Dgress 5071%*%s 2G4% intention
orientation

{Fig. 2> Serial Mediation Effects of Perceived Environmental Brand Activism and
Brand Attitude on Purchase Intention

dxe HI= "Bx=s wiiE & HIAB= ZFHEAB=.060(95% CI=.010~.176)7} EF
122(95% CI=.038~.242) ¢k Aztel #4742 B oA vehd v, AzhE @734 HAl= gy
E dEREH BAE HEE AR AAE & ©= & HB=.037, 95% Cl=-078~.178)=
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{Table 7> Bootstrapping Results for Dual Mediation Effects of Perceived Environmental Brand Activism and Brand
Attitude on Purchase Intention

95% CI
LLCI ULCI

Effect Effect SE

Political progressive orientation — Perceived
Total effect environmental brand activism — Brand attitude — 530 067 397 663
Purchase intention

Direct effect Political progressive orientation — Purchase intention 311 075 162 459

Indirect effect 1 Political progressive orientation — Perceived 037 066 _ 078 178

environmental brand activism — Purchase intention

Indirect effect 2 Political p.rogres.swe orientation — Brand attitude — 122 052 038 42
Purchase intention

Political progressive orientation — Perceived
Indirect effect 3 environmental brand activism —Brand attitude — .060 044 010 176
Purchase intention

FrolakA Fskth oldl wet Hoék He> A = ich sl At Aol YEoH, o] E Higo R Bl
5, ARA ZAAGEFS Pzl AHA 4 E HEE Astste] HFHOE FHLERE o]
g5 v ®uk olyg, BAE HEE 53 7HY Ae AZ7} ASH0E dFHJAT oy A
23 9 A7 344 B dEHEE BHE v &M FA Aol Gedh Q1A BAlo] of
HEE FAo® AXe A48 WlassE Sl Yeh, Bl wARE s4stl s 34 st
HHACRE G A= AR AU Tl Eo R oo = Aeld AR A
ALE drie HAS AT
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TFujeEel] FAHAoR AEs7|HkE HAE H 217873, WIAA &4, oler A T 2L HlA
EE Bl AR JIFS vAE ALE ¥ A 8o =ML wFATHH (Bhagwat et al,
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