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Examining Research Trends on Sustainable Fashion through Keywords
Related to Sustainability Macro Trends

- Focusing on Domestic and International Research from 2017 to 2021 -

ShinJoo Park, Eunju Ko', and SangJin Kim
Dept. of Clothing & Textiles, Yonsei University; Seoul, Korea

Abstract: The fashion industry is facing numerous sustainability-related challenges due to growing consciousness about
the egregious extent of global environmental problems. This study examines research trends on sustainable fashion based
on five macro trends related to sustainable innovation in the fashion industry. Using the content analysis and network anal-
ysis methods, 115 research papers published in domestic and international journals from 2017 to 2021 were collected and
analyzed. The study conclusions are as follows. First, majority of domestic papers(55.41%) focused on circular economy,
whereas other topics such as consumer awareness(1.35%) and corporate social responsibility(2.70%), are yet to be thor-
oughly examined; majority of international papers(53.65%) focused on sharing economy and collaborative consumption,
whereas other topics such as technological innovation(2.44%), are yet to be thoroughly examined. Second, domestic
papers have found that many brands(68.57%) are applying the concept of circular economy, whereas international papers
have found that many brands(51.56%) are applying the concept of sharing economy and collaborative consumption. The
study results provide useful data for corporate management in the fashion industry.
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o] B2 7|go] AE7FeS AF Anzel] ZFAFIAL 2
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2.2.1. 2%+ 734 (circular economy)

T2 AAE AFE T T s FHORE AR 7H
o $HE T LS =8sle AE 7hsg HlRU 2 (Lee,
2021)°1H, 2&-E(recycling), V17 (vegan), HAF1EH (upcycling)
o7 olRXUrt. ABEE 7IE 11]%01]’\1 AEE wWsksio]
o2 AEFS v=s b 7Rk AUA 3788 Fukst
= 74597 271 "] 3R (Reduce Reuse, Recycle) < v}
et A 7, AR, AR )0 E FEIAT, o= AR 2
Aol QA Avle] oS & 7] Eﬂ—roﬂ A
2S Fske T gigteltt TEAY 9489 AS-S
o=A o AAlehs A A WAS et olF B A
A A" oA SEY EES FEIAL 7Hshe AukEd
A=A AHIE Fole AL EXEZ eHl(Todeschini et al.,
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w]gtk(Syn, 2011).
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223. 3% 7AA 2 ¥ 2] (sharing economy and collabo-
rative consumptlon)
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2.2.4. 7]1%84](Technological innovation)
71&8A uﬂii Edlcel ##H3 7|Y=E+= sustainable
raw materials(X1& 718t LA, zero waste(RZ o] 2E),
wearables(flolgl & )0] At A&7Fse A= K714, A,
v, 2holed, AEE AF 5t TR 13 49X
A g} e e dCH(todeschini et al., 2017). #Z o]
2EE AL A A A7IES AL Ee Ay A

e YRE FHAT AR dolxEr AE7FsE ARt
R19] g o R A AFY xﬂﬂﬂrﬂoﬂﬂ H7ES &0l
= WY AFE AR £l B o HES Fole o=
W ohKim & Kim, 2018). o8& A} 71715 A 4
Foll st 1% BUEH 22 5ot 715S AlFsiAd

Sf7b Fet 9B wE 5 drs SE AL TP
(Todeschini et al., 2017).

2.2.5. 282} Q14 (consumer awareness)
2HAE Q1A Sj2E o st F59] 7P Fo% a4
Z SMU=E AE 9’ (capsule wardrobe, A AH]AF=2](low-
sumerism), =% 2 (fashion) 2 o] Fox U}, 213K A&
o stk &4l =7} DIY(do-it-yourself) <5 4t w3l 2
fr FHE] T, d2 Al AfET A8 S AN EE
o] Stz Q14 ol ol AM|R} Q14 Wslke] F7 o)t
& 9d(capsule wardrobe) 3} AAH|RFL]= ZEZAOZ 4H]
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o] tH(Todeschini et al., 2017). olF g AFHL 2HAE At
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gozn ALTFsdS FEdTh €25 WAL AE A
Heickelol wihshe A A st B wdt
(Todeschini et al, 2017). &% A A #AF2 ik

Aol Qoid SEE 2w, AFe) Yurks Ao 24 T

o 2 AN AEHIAE FAYI HE B, e 1
B 2l Bes

Hm s= g

39lel) o3l ol

1|

O

rlr o 1%

i A e = ke = )
73971 Bt(Jung & Jin, 2014).

3.

NE—

B A= Todeschini et al.(2017)0] #AE X&7154 o)
Az #AE3 5717 vjmE Ede 2 7F Edss) dEd 7
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AF=EES BT B A7 Ao RE ERAlE
o] ¥4& 98 YrtHoR Wol AMEHE HWEREA (mete-

analysis)7 "< AFE-81ItHKim, 2009). WE} 248 g el
AREZHE HEA | ARl AES =EI] 9l 54
o2 e FAlH ek NEA AFE] EAARE D= 5
of SAHSR AEA Gk oItk (Mour, 1992). Wb &3
AL 919 vt B4 BXalaat skt B v
o] AF7F FH = o] glofok 3laL(Green & Hill,1984), {413}
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9 284 24 5ol vl ) K3 e ok Aok A
A W WE =R 7 5 Aol 4 4o Uid
H7hE 972 sk Bl B A9} ol Ao ol
W, o g SAL JHT U, E FEA SR o
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opel AeH, FAlRIE 8 RS FalA dloll AREE A
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7] 550 ME PAWAS WY 5 Qom, o) vigow
Hlehel Vol Wake Asksd ol =go] @ & At
zow vy FA4 BAL A0 APARES FHOR
U3} welol} 3 wY, Ei JjEe) ATES ERE + 9

= 574 71l w2t A Wke WReltk(Kim, 2009).
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AT = WSS HYe] Sk BAHIZ(RISS)
o} o F A4 3R] F PR A IoN L7k S
A2l JFMM(Joumal of Fashion Marketing and Management)
7} JGFM(Journal of Global Fashion Marketing), Journal of
Business Research, International Journal of AdvertisingS Tj
o2 st alY] =ie] Agole ALTFsdidel Ak &
H|zpe] A7 gbs] P E e vAR eAE F4e
2 Z7) AARsiglen, 20179%E 2021971 H2 5 d5¢r
AANE =g AT A8 =7 A&rsdd #4
g ujaE Bl 719=d i) = ol wE side] @
8 o] W FA A, WE B4, AR}, A57F5
HIZU 2R oA desla e HHBEA=Ee] d3 52
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A7 A7 EFE YAFHOZ Todeschini et al.(2017)°]
AA S A&V A BEE K] vjaE EdE 2 7}
Moz Edse)l AHEE 71928 SR A&rkeud AE
TS BRI, =7 AE 7Y=E FEI] ERSII

B AP X&7ksA diAd B AFE AT 71E0] g

ry

€ a2z Eds J19es (1) 8 ZAS 34
71, SAIEH, (2) 7199 AREA Aol A
A, 34 79, 2 Y, ) 3F A 2 8
Ag g golBeE], T, HY, @)71E84](technological
innovation)?} T 2|&71538 AR, A= go)2E, dojg
E, (5) &HIAF Q122 Bt e d(capsule wardrobe), A4
HR=0], S29 sjd o2 71X MFR o]FolA] QXL F 15
7¥A] ot}

4.1. X|&7kssh oM 2 ool W 3HE
201795E 20219714 F2 55t AAE =2 FolA
A&75A T BEE ajaE EdE 7)9sdd o2 A
ol He] Hlzysnde) AHd =ES S48 ) A&k
s Fof A =7 747, 9] = 4170 F 1157E
Y

4.1.1. 5 =% F

WAz EdE 7195 X&rbeuld B ) =] 4
= Table 13 2t} 20179 HE 2021974 27k F29
=R ZoA mlaz EdE 7)Yl BEE Y =R &
7470l ¥ HAT. 578 W5 5 Circular Economyol| 4]
5541%2 7P Be A HREE e, sharing economy
and collaborative consumption (24.32%), technological inno-
vation(16.21%), corporate social responsibility(2.70%), consumer
awareness(1.35%) =02 UePdt} mjaz Edc 7|9=9 =4
7hsilAd B Ao URd FolE AvEH, 72t de W =R
FE 20179 67, 2018 203, 20199 169, 20208 227,
2021 10Ho] LE HATk. 20173 6H(8.11%)S 71 E 2018
doll 208 (27.03%) 2.2 F7453S ol F 20199 169 (21.62%),
20203 22%(29.73%) T2 B3 20 2 Vel

L

4.12. =l =29 719=E A |9

719=d A @8l digk 4 A= Fig. 13 2o 7t
Z @ol] 89 FA|E Upcycling 303 (40.54%)°] A1,
fashion library 113(14.86%), zero waste 9°H(12.16%), second-
hand 7%(9.46%), vegan 6¥(8.11%), recycling 5%(6.76%)
o2 YEIITE 15719 A4 T o] 71A] FAl= 688
Z-g=lo) A 7482] 91.89%%F AFABIAATE. 2017dS 7152
2 ) A5 AE7FsEAd #g A7E &) AlE
3 AS & 4 d2m, upcycling, fashion library, zero waste,
secondhand, vegan, recycling®] 7-$-oll= A &HH o7 AR E =
FAUS & T Ak L SN upeycing 53] &s] 119
3 AATE o} A7} FH|gE FAI= consumer awareness®]

capsule wardrobe(0%), lowsumerism(0%), slow fashion(1.35%)
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Table 1. The total number of research on sustainable fashion published in domestic journals n(%)
Macro-trend Keyword 2017 2018 2019 2020 2021 Total
Recycling 0 1(1.35) 0 3(4.05) 1(1.35) 5(6.76)
Circular economy Vegan 0 3(4.05) 1(1.35) 1(1.35) 1(1.35) 6(8.11)
Upcycling 1(1.35) 8(10.81) 9(12.16) 8(10.81) 4(5.41) 30(40.54)
] Sweatshop free 0 0 0 0 0 0
Corporate  social Fair trade 2(2.70) 0 0 0 2(2.70)
responsibility
Locally sourced 0 0 0 0 0 0
Sharing economy Fashion library 1(1.35) 5(6.76) 1(1.35) 2(2.70) 2(2.70) 11(14.86)
and collaborative Second hand 0 0 3(4.05) 3(4.05) 1(1.35) 7(9.46)
consumption Collaboration 0 0 0 0 0 0
) Sustainable raw materials 0 0 1(1.35) 1(1.35) 0 2(2.70)
Technological Wearables 1(1.35) 0 0 0 0 1(1.35)
nnovation
Zero waste 1(1.35) 3(4.05) 1(1.35) 45.41) 0 9(12.16)
Capsule wardrobe 0 0 0 0
S:/er;?;:g Lowsumerism 0 0 0
Slow fashion 0 1(1.35) 1(1.35)
The total number of research on sustainable fashion
published in domestic journals 6(8.11) 20(27.03) 16(21.62) 22(29.73) 10(13.51) 74(100)
Slow fashion
Lowsumerism
Capsule wardrobe
Zero waste I [
Wearables mm
Sustainable raw materials — m——8
Collaboration
Second hand I E——
Fashion library mm o —
Locally sourced
Fair trade
Sweatshop free
Upcycling mm I
Vegan o
Recycling —
0 5 10 15 20 25 30 35
m2017 w2018 m2019 m2020 2021

Fig. 1. Topics of sustainable fashion research by keywords: domestic journals(2017-2021).

9} corporate social responsibility2] sweatshop free(0%), fair
trade(2.70%), locally sourced(0%) F-S =2 LE}SITH(Table 1
& Fig. 1).

4.13. ¢ =% F

njEE ERE 7192 ASrbeud - se] =i o 3
FA| A% Table 2, Fig. 294 e} sl =% vRIVA| R
201795E] 20219714] W7kE Hzo] =R ZojA] wiEs E

A= 719 =9 AHE 39 =72 F 41710] FHEAG 7t
A W3 5 sharing economy and collaborative consumption
X 53.65%= 7Hd Be AF7F LREULH, consumer
awareness(19.51%), circular economy(17.08%), corporate social
responsibility(7.32%), technological innovation(2.44%), =22 L}
ettt flag B 719ed A&rbesid B Aol d
T ¥ Folg ATRY, 7t dx ¥ =8 S 20179 29,
2018 79, 2019 9%, 20204 173, 20213 6Ho] WE
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1 2020100 ©]27] 7}

At A&7Fsald A= 20179 5E
. E3], 202040+ 179

(29.73%)°0 2 71 =& H&2 %EEI%EE#, oA ArEo| H
3 F53 S7E BiY.
4.14. 2] =79 7=l F4 %

7 #o] 8% FA= secondhand(24.39%)312H, slow
fashion(19.51%), fashion library(14.63%), collaboration(14.63%),
recycling(12.20%), fair trade(4.88%) <=0 2 UERIT 15714
o FA F o] e7A FAIE 378 AEEo] HA 41379
90.24%%5 XAt} secondhand, slow fashion, fashion library,
collaboration, recycling, fair trade®] A$ole A&EHoz W
e FAYS & 4 AT 2 FoA secondhandel] S A
T= 58] 2 ﬂ‘ﬂﬂ—l— UATE. oFF A7t wEIgE FAI=
technological innovation2] sustainable raw materials (0%), zero
waste(0%), wearables(2.44%) F-&-oA FE# XA UEldtt
(Table 2 & Fig. 2).

42 D43 E3C J|9cH HEYT B
YWEY A EAuPH0l Al A4% BAle AAAel YES

d

A=E F=3 BRI s AdGelM e AErsdE E
Ao 7)9es FAoR Adbeud dd =wEe] 719
A=t HEHZ 48 &g A= v Fig. 3
I 2ot A&7Fssid Aol #bsiM e A&7ksde] ok
g Q15 U= 7= AR FAVlE, 818 34, A
E&7Fssr A, 2R7ER], AT, 1A ol EFEHAC
Zerowaste®} Upcycling®] F-2ollA= 7 2k, il AW 5
AAE 719E80] EATE AR Hol Advbsd 2AE &
|3 TR Y AFEe] S AL g1 01013}
Secondhand®} Fashion librarye] FEolAe= A ZE, ¥
SRE, FF A Sl 8Tk olE FE 7 TIHEE
HEAZ AddE & 5 AATHEFig. 3).
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3] EAE EF3L, ol Hske 8L ES] WIE ® Fairtade febonproducs
- — - - - i Socidicl
Malel A2 B Be AR S0l 1A, 98, J3 ot " e
responsi
5 0A 2 BAe] S slelsis BAolt. Al A o™ —
‘Sharing ®conomy Fashiof library,
g Y F SAIEEE8] 7k 7 -‘?E HESA 42 54 Pt Stoppingreernce
ool FAl 28E TolEE FEsl 719E T EHA P A
& TEI] BAshe H&%*%OM(Kang, 2010). MIEHA &4 st ot e e
= ol 3lo] Gephi Z2agoleks & 283519 45714 7] Fig. 3. Network analysis by macro trend key word.
Table 2. The total number of research on sustainable fashion published in international journals n(%)
Macro-trend Keyword 2017 2018 2019 2020 2021 Total
Recycling 0 1(2.44) 1(2.44) 1(2.44) 2(4.88) 5(12.20)
Circular economy Vegan 0 1(2.44) 0 0 0 1(2.44)
Upcycling 0 0 0 1(2.44) 0 1(2.44)
) Sweatshop free 0 1(2.44) 0 0 0 12.44)
Corporate social Fair trade 0 0 0 2(4.88) 0 2(4.88)
responsibility
Locally sourced 0 0 0 0 0 0
Sharing economy and Fashion library 0 0 1(2.44) 3(7.32) 2(4.88) 6(14.63)
collaborative Second hand 0 2(4.88) 3(732) 3(7.32) 2(4.88) 10(24.39)
consumption Collaboration 2(4.88) 0 0 4(9.76) 0 6(14.63)
] Sustainable raw materials 0 0 0 0 0 0
Technological Wearables 0 0 0 1(2.44) 0 102.44)
Innovation
Zero waste 0 0 0 0 0 0
Capsule wardrobe 0 0 0 0 0 0
Consumer awareness Lowsumerism 0 0 0 0 0 0
Slow fashion 0 2(4.88) 4(9.76) 2(4.88) 0 8(19.51)
Th I f h inable fashi
e total number of research on sustainable fashion 2(4.88) 7317.07) 9(21.95) 17(41.46) 6(14.63) 41(100)

published in international journals




Rz} 22 EZ=(Macro trend) ZJHEE XETfs I GESE - 2017H9RE] 202197EK] SAHS) SRBIRIE SRI0Z - 59

Slow fashion
Lowsumerism
Capsule wardrobe
Zero waste
Wearables
Sustainable raw materials
Collaboration
Second hand
Fashion library
Locally sourced
Fair trade
Sweatshop free
Upcycling
Vegan

Recycling

(=]
3%

m2017 m2018 m2019 m2020 2021

6 8 10 12

Fig. 2. Topics of sustainable fashion research by keywords: international journals(2017-2021).

43 X|&£7tssh M o7 2o | LHE
AL7FsA A B Ayl v deS Ayl BE,

ofeh S AR RORR st
St YRR Zokz BRE A7l v d7uie2 H
AU, TARIEA, oA, wA7EA], A7, A,
294 54, tAklag 2233 s golth A =R
ok ERE A7l thE W8 AniA e, ol
=, FulAE], CSREY H= s, AmEs, Z1oln], vl
G79, T8, 2oL, 4718, BRAEHG Foltk(Choi,
2016).
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£ Table 39} 2t} =] =R dlAtARIER: 3580
2 4730%% ARSI, sidrAlEReke] s 391 o=
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Mr Ae
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52.70%0.2 Ve B A&Tksld #d A5t sidTRt
AEore} HnAY EopllA Hlszst BXE Yepldch. o
ArzielEoko| e 202000 11z 71 Ho] IR =AY,
T duiA g Eokol| A= 20184, 202030 11He 7 71 wol
LA AE7Fseid 3 Ats 2okl

5A7 73] NEHoE UHE AL o S Yk

rl

432. ] AT Fof

A&7bed oA A AFE F 417H0] AFEYeH, £
o I = Table 394 2t} a9 =FollME sauzel
ol 6HOE 14.63%S AAstH, HAnAIREol= 354
8537%2.2 UePdozA slATixlIEekR T} sjdniA g ok
o} FHY AFE0] ¢ Bo| AHFHAUL d9] =EAME O
AR, TARRIEANRORR ) A|d)E, AHx) e s,
v Adefe] #EE A7t o sl en, 3] 202040 713

Table 3. Domestic and international research areas related to sustainable fashion n(%)
Year .
Research field 2017 2018 2019 2020 2021 Total(domestic)
Fashion design 3(50.00) 9(45.00) 10(62.50) 11(50.00) 2(20.00) 35(47.30)
Fashion marketing 3(50.00) 11(55.00) 6(37.50) 11(50.00) 8(80.00) 39(52.70)
Total(domestic) 6(100) 20(100) 16(100) 22(100) 10(100) 74(100)
Year . .
Research fiold 2017 2018 2019 2020 2021 Total(international)
Fashion design 0(0.00) 1(14.29) 2(22.22) 1(5.88) 2(33.33) 6(14.63)
Fashion marketing 2(100) 6(85.71) 7(77.78) 16(94.12) 4(66.67) 35(85.37)
Total(international) 2(100) 7(100) 9(100) 17(100) 6(100) 41(100)
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44 X&EItsd M o0 HFE HHE SiE

I AAe] AE7FsAel e MiazEd=s a3t
HjzU2 zdo d3ke & 4 Uth(Todeschini et al, 2017).
Rk oplel, 71 71 3 AR 7I9ES] ASTsE THRIE
e g 3lor, A vzys mdle] A&7 il
S BASkET Ba2 £ 7 Ak ofell & Ageld= 2017
RE 2021974 7R =2 FollA S kel o] A%
7Fedt #Eg Az EA=s AR 3 5 =il e
HA= Al 10871, d9] =l AwE HA= Al 6471
T TH(Table 3).

9 o

44.1. 3] =1 79 vjaz Ed= 7]9=E dd B
A= &3

U =24 719=E S HAEAEE £ 105701,
Table 43} Zth. A&7Fseh sjd=) A Hﬁi EdE =
circular economy®l| &3le o] 7P B3tA 9 circular

economy®l| TH3F 7oA (68.57%)= 7+
economy®] Z} 7]$]=(recycling, upcycling, vegan)?] 732 &
&3 HA=So] Wo] A4S &<lskiTh circular eco-

nomy(68.57%), sharing economy and collaborative consumption

=X, circular

(15.23%), technological innovation(14.29%), consumer awareness
(1.91%), corporate social responsibility(0%)=2-Z LERSITE
RecyclingollXE f3 vl=ollMs At 2eRES] 7190
AFE Tztely Hall=ql Ldet njlEy), S8 Ay =
A= ojr|rhi(Adidas), 295l SPA HA;= H&MSF 7+ 7
3 719Ee] ARIEe] tFolfith ol Hil= FolA|
gl 71gjo] Fske Amsh 4, Telw AEE A%7RsA
o vl At ol AW A wAS welFw gt
(Han & Cho, 2020). UpcyclingdllA= HAE sjAde] tjx B
A=Q] ‘HEM'F ARRHZARA)Y S AKE THESIEH], ‘H&M?
2 201495EH AME J2FFAIE A HH(Conscious
Exclusive Collection)’®l|X] A|&7Fsdt A|FES F715o Ar
olarla, AEb= 2015A%H AETbedt AlF 2RIl =9l
glo]Z(Join LifeyE AR Urh(Lee et al, 2019). Veganol
A HEE ] HAeg ERyE e Hillss EoH21(Forever
21y, ‘AH(Zaray, ‘H&MSO] STt S|2AE S| HA=S2
AlFel 7=, #, 2, A g5k = A7t B2,
ol tFE2 s=4 2AE ARG @ o= Widd HA
tr}elS A3 ltk(Jeong & Kwon, 2018)(Table 4).

z

Ll

442 =8 = AFE viZz EdE 7|9=d A

9] =TollA 7IY=" WA BAsAldle S 6470,
Table 53} 7t} A&7bss sfdy #AS wja= B

(macro trend) % sharing economy and collaborative con-

sumption®l] &3H= v=°] 7Fg B ¥ sharing economy
and collaborative consumption®l] et AFAA7t (51.56%)
= 74 ¥, sharing economy and collaborative consumption
o] 7} 7] = (fashion library, secondhand, collaboration)2]
Mae Aes BA=Eo| Bo| AT gRISIATE. sharing
economy and collaborative consumption(51.56%), consumer
awareness(20.31%), circular economy(15.63%), technological
innovation(3.13%), corporate social responsibility(9.38%)<>-2-
Z YESY fashion libraryoll4] =2 AF ¥ “Rent the
Runway”®} “Girl Meets Dress™= 3202 AlelA A&
=3 F 9 gelBelE] MuAE, IAAE 4 R7THEE
o 997kg=9] FAE golHelE] MU|AE AlFs vt
(Little, 2019). Secondhand °lX& FH H W7 w5 ez}
2 FEHAES T 97 Al tigh #ilo] wom F3
olF A1 el d5 U dtk(Howland, 2020). ThredUp,
The Real, Poshmark$} 732 22101 $3 o)F ZUE| =
AL Z718 9 13]-(“2021 Resale Report”, 2020). Colla-
borations= < 2 A7 HF A HASELS JrEFHHS
Holub7] Sl vigE uﬂ/&i Hl=ole] PR A&7bs%
S 7I=R g 35 Bulsst =89S Gk & &
o], Ft)(Fendi)2t De}k(Fila), ¥ (Burberry)2t ZAF FHIA
7](Gosha Rubchinskiy), Z2]2~&% A< (Christopher Kane)Z}
©M¥(Topshop), J.W. NTEI<=(J.W. Anderson)®} 718 2~(Converse)
o] rk(Yu et al., 2020)(Table 5).

=]

|

ﬂo.u

o

5. A7z A =9

873099 AZMel ARIA olsrz e Wk B4
B0l g BT Fe40] 30 Hglen, A%7Fsaa B
R Spsi 19517 Sick Oﬂ%aqé asfEia 3,

A e e BTN S PRI B rﬂf‘s 03_%(1 35%)9} 719 Al
2 Aol tig A2.70%)7F AUk a9 =ZolAe
sharing economy and collaborative consumptionol] thg A-+2
7T (53.65%)% 7HE Bkem, 7]%8 2] (technological inno-
vation)ll thek A7+(2.44%)71 ZATh,

] AFAEE circular economy©l] thet =& FHS 71X
3L QI Bt o]y ARl o] EEA E3fellA
ZHS = 9tk 20164 71F0 =R vighlste] 287 AE8ES
59%= AlA 290l 2el, 287] wiEExe 1919 380kg &
Fo ve] Hule] Elsitt, vitie] SRo| wEw, 3o
] T el & olFRA AL e vEeta By jle
H o]z I Aol E o7t E < glnk sANES AR
+ Ed=E 7P WA et e AN wEA feEe
AP Ao g 7199 A AfeS =X ol Ad =
g2 Aike] FEIE #H7)e] A wgk AT mEpa Y
o] FzxoA Hloju} Havhg Ade AR 37N &
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Table 5. Fashion brands mentioned in sustainable fashion research by keywords: international journals n(%)
Macro-trend ~ Keyword Fashion brands mentioned in sustainable fashion research by keywords: international journals Total
Recycling Nudie Jeans Patagonia  VIGGA  Filipa K 4(6.25)
Circular Vegan 0(0)
Economy The R
Upcycling Elvis Kresse Reformation Collective Gucci Prada 6(9.38)
h
Swe‘ats op 0(0)
Corporate free
social Fair trade H&M Zara Primark Kuyichi TOMS Nudie Jeans 6(9.38)
responsibility
Locally 000)
sourced
Fashion Louis .. Bag Borrow Rent the Gwynnie
H hanel L le L H&M 9(14.06
library ermes Vuitton Chane istia or Steal  Runway Bee Style Lend & ( )
i Ralph Loui
Sharing Second hand &P Nordstrom  Patagonia (?lllS Gucci  Marc Jacobs  Prada 7(10.94)
economy and Lauren Vuitton
collaborative J.W. . Louis .
consumption . Versace H&M Halpern Topshop Anderson Uniglo Vuitton Supreme Nike
Collaboration Goh Christonn Viton 17(26.56)
osha istopher . ictoria . .
f-Wh F Fil B
Rubchinskiy ~ Kane Converse  Off-White Beckham endi ila urberry
Sustainab.le 000)
raw materials
Technological Louis
i ti Wearabl . T: 2(3.13
innovation ‘earables Vuitton ag (3.13)
Zero waste 0(0)
Capsule
0(0
wardrobe ©
Consumer Lowsumerism 0(0)
awareness - -
) Zara H&M Top Shop Everlane Forever 21 Inditex Benetton C&A  Patagonia
Slow fashion — - - 13(20.31)
Eileen Fisher =~ Next Primark Uniglo
Total 64(100)

Ao AMS HAHslehs w8 AR Afto] FEEL 9L
(Han & Cho, 2020). ol= Fiatal AR & AES wiY
2 HliE A7 Aol AT F e AVIECIY 29 (Choi & Sung, 2013), =4 71<§°l CSR 53} *H]x} ol

o MPATE A E, Jlm 7]0401 CSR &% 7] A o
A

.
o] 4 AR A oHe Ees A Wk o}
et A& 7]}‘5} el AR HRUX 7|37 E F ¢

(Lee, 2021). =+ =] AFAE2 consumer awareness<t
corporate social responsibility2] 177} At} ©]= consumer
awarenessi| A= AEE 7]|9I=5 7|Hksle] H|=2U2 7|3]E
2G5l o] HEEAIS 5 A dAEE 7
ATkl B2t} consumer awarenessPlA= A& 7Fs3g sjAS
g AER o3l(eco) WA, FAtelEH A, 4814 9, &
Z A 59 JIEEL H sHolA Fa3 o]fE o
Bek ol giFEANAE Ee dElA e AdEiolth(Lee &
Ahn, 2015). 3T FE2IT Qe FAYNE B3l &

e A 7P 2] FE 2EY F slbolth(Lee & Kim,
2018). ol FAYoZ ARHE £2 A oFo EAN A
St 5% AR =2 74 uEolgt & 4 Atk corporate
social responsibility*]X1i= 2016 o] X|&7FsoAd Ak A

B

&5 (Lee & Shin, 2010), A 71912} CSR ol tigt <l

A A3 FrjelE(Lee & Shin, 2011), A 714
CSR &% 71¢olv A (Jeon, 2011) T°] AFHL T}, oS
53 g o=z =ufjoll= corporate social responsibility 71l 3L
2o} AAT AR 7192 A7 20164 oldelE Atk A
< & F Ak

FU2k= T2 A sl|ele=lX= sharing economy and colla-
o] vlgo] =yt olgjg A= =
3L AFo gk Q143 BA= 7 ZlsdYd s
Axtely Azke

borative consumption
etk &
Q12lo] S5 AQ1 9o &3} o] nkgd
ok Y avle A AR I7IE EIA, AY =T
of Hlsl FdHTIME W77t R AeE oAAA SIThXu
et al, 2014). TS+ 3] AFAEL FUH H[3] 7EHAld
g AT (2.44%)7F AT b= Zrl= 715219 (Lee, 2016)
of w=H, 7|ext el gk seje] AL AW LHAE
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o] BoAe A Feke UF B 7l 7T A v
2 7V, AME el =2 5 Aslele ofe] 7H 99le] 9
ARk, A #gshr] Feie]R vl ik A A=
ok
TS 2K

A4, IENZ B8 B3l AErts Ad Al digk A
AIARQL AT EdE=S) 719= b #AIE EA et A 7H
A HA33 AT Tk 5 UL

AR, ZAF FobollA =l AATRRIGIN =1, 47.30%),
WARAY (BN =7, 52.70%) 02 YHAL, sele
2RI =1, 14.63%), HATAR G =%, 8537%) 0=
Seibei=

YA, =] =M= circular economy?] ZF 71$91= (vegan,
recycling, upcycling)®] 7H'd& 283 HA=E(68.57%)°] &
o] EAFHE AHIE FalA RIS e =&dA=
sharing economy and collaborative consumption 2] 7+ 7]9=
(fashion library, secondhand, collaboration)®] 7I'dS # &3k
HAE=S(51.56%)°] Bo] AS RIS Sl Ssisinh

6. &

ru
#o
>
>~
o

719=d] M2 A&7Fsud & 5.
B, 9] =l FE 719 s BREs dolE
ATk = 9] A&7 WY AAE ATE X&)
HEE AR EAES] 7] HER s, 159719 719
ZE vE g U 2 Ao S AR o)
AR, A ARJellM A&7hsds) AE =1 FFs] d
Aek Bl ult AT, 2 s a2 agela <]
A &7FedE F7a7] 9IS oleret d/dE9 Todeschini et
al.2017)2] =9 /frameworko] A R &rhsAd=t A= o)X
A EdflEe) o9 HLEHEAE B AT

A, X714 B vja s EdE 7|95l AFE
5ol Ag7besd A7t B4 Ropll A9A des & F
AL 53, U =19 N19=d 71 gol Hed FA
Fle] =Rojre] 71=r 7 Bol A8 FA|7F 2hel7t S
Ak ol5 B3l e} dl9] AnRte] A&TEsAel gk 7t
e} Ag B Q1o g EsHHAAAA 28] 2polol tis
dobz 4= AT =9 AFE vl BAFOER A&TbE
Ao st =e] A 5 2 W Ajolg Hetsh=t
ole7} glowm, Huie] sxlEe] mFel E315/ A 2
o] ool w2 A 483 71ZAEE AFTT Aol

AR, 5714 w32 EAE FHE e Al 7] = FollA
== AHAF 1ol tist AF(1.35%)9F 7199 AlEA 2
o thgk AT2.70%)7F ARem, Fele] Hgel= 71Egale
et A72.44%)7F At wepA Aol &k 9l
2], 7199) AEA A9, 71egal Fofol #d Aol FA
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Q1 FES vXH(Wang et al., 2021), AH|AF PFof] TS v
e a4 vt g &8l 3, AR, A, B3k A&7
3 B vAY AES A E 4 JrhKong et al., 2021).

B AT Aoz AFaide] 7|7kl sde = Hof gl
oA FE AG7HRI 7S e R AFEES 24T de
7F ok ATARES E O B Sl sker|E Bd 29
AlA ThFst 2k BAE B3 $EATE AR, et
ale] 7he] E31H 73AIE ool w27t A &7Fsd A
of mX= FFol tisl gola Hart At
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