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Abstract

In a situation where the importance of eco-friendly fashion is growing, this study adds
to the needed research by analyzing consumption value satisfaction factors, brand
image, and repurchase intentions of eco-friendly fashion products. During the
investigation, the impact of gender was also accounted for to establish an effective
marketing strategy. In June 2024, 250 surveys were evaluated from domestic consu-
mers with experience purchasing eco-friendly fashion products. Descriptive statistical
analysis, factor analysis, reliability analysis, and regression analysis were performed.
Five factors were measured to determine satisfaction with the consumption value of
eco-friendly fashion products: emotional value, functional value, social and situational
value, passive value, and rare and eco-friendly value. Empirically subdividing satisfac-
tion with eco-friendly fashion as recognized by consumers reveals meaningful findings
about consumption value. Among the factors of consumption value satisfaction with
eco-friendly fashion products, functional value, social and situational value, and rare
and eco-friendly value all positively affected repurchase intention. The consumer’s
gender also made a difference in satisfaction. Considering these results, the marketing
effect of eco-friendly fashion can be increased. This study will be able to increase
the ESG management effect of fashion companies. By performing ESG management,
the fashion industry can achieve social and environmental responsibility along with
sustainable growth.

Keywords: eco-friendly fashion product(XI2FE H4 A, consumption value(=:H]

ZER)), satisfaction(TFEXE), brand image(H#E oJO]X]), repurchase

intention(A7+5f 2/%)

I. Introduction
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A Aol s EA7]= 58 &4 SHA] ¢
A A 28 E WEA7I= S QvstH, A%F
I Aol A, LT HAHO 23}, @ Althet
Al 7te] B8 5 St 71 A FolA 85k
Z)3L QIth(“Sustainable development”, 2017). ESG
(Environment - Social - Governance)= 373 - A}35] -
AL E on|stH, 71Y SEolA XEA, AHSlA
ARl AQ, A2 WA & ok A&7
& Atte dehg "l Uk ESGE Y2 71
AR AT AL S5 of W
F551= 39 50 Z(“ESG manage-
ment”, 2021), A 7|YEE ESGHYS T B87}
RomH, Fgo] et A4E T A P AY
o] Tasrt.

A&7Fs4S A 2 A o] FE L
AUtk ZS|HE wl QA E Q] H i1 Aof o5, A
A A&7Fse A A2 20239 789 ] fEo|
Al 203097H4] 3309 57RE FEE g 07
AEI A AP A et e A AR
S712 sl 2023~20309 B AHTF B AFE
< 229%°] B ZOoE AFHY, A&7HsTt 9F
o tjgt 48|z} AT7t 2715k QEH(Min, 2024). E
S, MZAIH7F AlE LAl 71949] BSG AP AFE
F83% 8Rlo R o7]= ATFo| Yyttt HedE
5|94 MZAIHE iAoz XARE A3E H,
SHA F 64.5%7}F ‘ESGE AHT= 7|99 AEo]l
o v e SAE ekl SERT HE
A|&7FsRt AlFT 7 2HE Aeste aHAE &
ot Qow, 799 ARAH weo] FAA
D2 AEAPSAS 27EE BAES0] 7k 9
TH(Seo, 2023). H=AH|[AMo] RARRE U] AH|RE
AL AYE HH, 2HRF9] oF 82%7) X8 AES
7% ot ek SR AR AES 7
o) B Wl TISHATH: AUt 3%z ek
ot 23 A9 F8730] SHE gloH, %
A AF 7HE 2 287F Frbsta Sl
(Hwang, 2023). 4xB]o] Qlof 7}A] 4B|7} F7}sal
AoH, AAilo] 7HAE FofstAY ST 2 4
H A= BRSHA avlshal, AdFste 7H 9] a2
s, AE A4S AHEL FYHoE 44|
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go] AL Qltt. o AA=ES
g FAE o]F7] flste] A&7bsRt 4aH] -
(sustainable consumption and production: SCP)o]&}+=
S A AFsta Aok UNS AEFQ] A
Ak aed] - H7] 5 A oA HARLY] A
01 FAEE, LAE4, WEY TS 43t
st QI7ko] 72 A Ql &40t TR 2R 40 HS &
Aot H9 WollA AFES ABAE ARShe A2
A|&7Fs%E 4] - Aol Aoskal glom, A
Z 2o Al 7|&9] Ag a4 Qo A& A4
OB E yHsH= 4] - YA U] (Ministry of
Environment, 2015).

A2V e ) Ba FYe) ARo] aTEE
Kypoln], Selehs AL SRS e FAN
9] Lgo] FFetar ARt mlHE vHE7] flsf 2020
do 2050 ©AFH A 9 2050 ©AFH HA
< AEsHal =s5kal lth(Jung, 2022). o] T AR
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s Lotrn MFS FHS A7
& Kim, 2012). {34 AFL 34 HAT /A4S 1
gsto] A|Fo| A4, 75, 44, H7] &

Al A gt A4 BEE 7ol o] YAl &
gfof gt 2% miAd dxpel #E A+(Jang,
Kim, & Joo, 2007), 5|4 Au|zt9] 81471271 2%
73 HAAE FSE 9 A oz nXE
Foll T3t A-(Hong, Lee, & Chu, 2010)7} o] F0|H
I, A3 oA vAg A LS AlEstelal, o]
of gt AHAES FRES} uf oete] BAE
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TEHKIm & Yu, 2011) A7-7F O] FoHet. T,
A A AlF 4] 7H] SR 891 mhepsto]
HIHE oz} At oJmete] B o
ATe F=53 AAolH, ofd] dis] Fohil avt3
AehE ke 77 o gasi. a8, A
B, 27 o9l GatolE ARl 7t

QA7 Bl AP 1o Qo] m|R = I3F
o TA A o] e 2EaNE HHE A3 A4
o] w2 2}o]7} LrERETH(Na, 2023). 873 H 4]
et Aol A vt 549 o] ThE Aol &
oHE Zart Stk

JER, & dAfode g WA AlE &
7k E 3013 angi Al Rslska, e
A AE
o oo W=
gof| I Aol °‘°}EEL Olg ﬁ—%ﬁi a2l vt
AR e sHstAl Sl

F

II. Theoretical Background

1. Eco-friendly fashion product

187 A9 Mdols X 2 AR, AL,
A, dAtelEd, 2 de o e RIS A
|4, ARl AYdE 1A= oHAE, A&7HsA,
FYote BHA=/71Y Sol Zeeh A
220 S §%t ko] Eas)
= A, ALY, AR, e, #H7,
oA e gL et Al
g s BRHEST thefit
7Fstal A
A AEFZ AZE, A,
2] 4%he] JFS vAHEA
= st= A lﬂﬁJ
= iﬁlx}ﬂ HHH Xﬂ
%‘r%‘ A A&
I‘J'(Klm & Lee, 2010). X34 4 Xﬂ%
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(Jang et al., 2007). A A8|x}9] 344 7127} 213k
73 PAAE FoitESE 9 A oo nX=
3ol 5F 1L (Hong et al., 2010), X3+ HA u}7|
g YA LS AlEslste] gobE L, ofd thgt F8
Lo St o= oke] Ao thste] Yok ATHKim
& Yu, 2011)7} o|Zoj At}

A AFe HAALS e SR UErd
T Atk AAF R g 1S ofF 7HA7F A
|HI JoH, FHdAE dAuAE S5 A=ret
AEFS Ax - 28] - H7ste A oA LFE=E
ojuf ZAVIA 52 HiEshs A=, AYY AUAE
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2. Consumption value

avAEo] &HE W 7HAE FRAISHA] 4|5}
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L A a7 Bkt Qo A Avls A
A SolsAL BEEA RO A 7
AH|3HT, R|GFSHe FhH| 9] 2o uhax
dHoz aushe 4FS AYAL WY 7
FAAISHE ABAE0] S7SHHEA, 4B E @
W3 118 FRASE 1) 28171 B ek
2147 WAEIES A47hs o] mgEwE, A
v EAEA SAHEA £UAEE 2 A
I} 7FR]of| Fotshs B el Al &S Agsto] Foj
st ik, WA 1B FAATE AR A

7 A B} A3 A AES et oo
(Fashionnet, 2021).

] A AE ) o, Tl AE AE, T
g BT He 5ol S nAEE AFolu B
A=) Tofo} AEo] HET % Yol A¥BF AT
of 98-St ¥<4=o|t}. Sheth, Newman, and Gross(1991)
= 431 A7} Hsle] e S A 2 aq)
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A, AR A, QA S AN S

H] 7} gRAEE7E JFAE A A8 5ol
gt o] §-83%F H4o|tHOh & Kim, 2009). oj&

0] AL e 261953} B AN ZA o
2 o9 Reloz TR, Au4Y ATEAL 5
H3 SFABEY, HENGYE 53} QY B
o] AtkRyou, 2002).
BRAPAL skl A Ao A9l
ol diet =y o) olal, e FIstA
]7@ Y AWE Hol= AoE UEHoH, =4
H] 7H7}F 25 SRRl AlES AEste
O & e TH(Haws, Winterich, & Naylor, 2014).
2 AFolME M s AlE 4] 7HE] dAE
A3l 71& 4] ZHx] o] XgHF A 7HAE 23Ste], 7
R I s I o1 s g o M P e el e 1 2 g o
AA 744, 2424 ZHx o] tiet Y82 23Sl A
Tokdtt

JEhh rlr

3. Brand image
HAZ ojujzE HAS

HR=] gis zt= AAA
golal, BRHES} HeH

A ofe] Aol APEol ¥
Yelv, BAEE dste] A4 B 4 Y FAH Y
& Lrehiith, BAEE ARAYIE AECE ol

)

%] 115

Y, &2, VA, AE BF 5 R 250] 9o
o, BYE ofo|x: BAste] B Astel]

Aot o 2 ARE-E| o] Y tH Gwinner & Eaton, 1999).
Lee, Lee, and Ko(2023)= AX = BT O] 3-H A
F HARIEA 0] BHE H, BE oju|x] gl uj
9Jrof P u|Zthal 51Tt Ha and Lee(2017)=
JARIETE HAIA 7HR 247 BRHE olm|z]of F
Al FF= UXITAL ST Na(2023)= dAMlZ
Tjzk1e] 7HA247F HHE AP} AT oo
FFS UL skl 48R o] ThE Aol
7F YeP AL shieh. aHjAbe ofF AkoA 574
o] Baito tjs A|Zstal BHE ofn|A & FAJ5t
o, X187 s dAFol et QIAT EE7F HEE
ojmRlo] YIS & = UL o T Aol7t AUS

S omz, B a4 ol tstel AT

4. Repurchase intention

A7 Gt 2HA7E A o] g8t 91% R
S slgiol A4a olg Ty 2 iAoz
59 BACE olgstelt dmol, B4 BACS

o]-&3t Fof v g HA=9} /\131 £ A&
Aoz o]g35lH+= 9= E 9Ju|st(Cronin & Taylor,
1992). 47 S| Et Aol v.g] et WS B
3 A& BARAE st = J=E s, A
Fo) ool ejgt nAg sty FIHoR /¢
9] 49l=dlo] 7|ai5}A = crh(Reichheld & Sasser,
1990). 23} 7 dske] BAE A&oka 7]2e] AR
43t Spgo] FFE oAk Zuol A o
L 2893 HMgeo|th Na(2023)= JAto|E fAele]
A 247k BAE AYI} A7) oJzo] FFL o
Act3n sheLon, sela} 40] o olst eyt
TR shlth. 218k o AlEel Hiet AF} e
7t A7 w0l FFE F 5 AT A2 42 4
o7} Y& = JlomE, B Ao o]of tisto] A
Fahsint

lll. Research Method

1. Research question
2 ATE A A AE 46 74 2908
Ok

A& Al
Eololal, We A AE AH 71X F2EE got
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ATEA 1 e A AF 4 7] HEE 8
QS Yordrt.

ALEA 2. AskE WA A= 48] 7 HEEI}
BHC ojulx|of w]E JFol| sl
Qofzrt,

AFEA 3. AHR AEo] e A% WA AE
48] HH] REEI} BAE oju] Ao
v ol the) Lobet.

ATEA 4. A% WA AF 2] 7H) BEEH
Aol Qo] vl Gl chsh &
obe}.

ATFEA 5. AHR o] wE A8 WA AE
a0 74 BEmst e Q] o]
A 9ol el Lotk

2, Research method

2 AT HAF 2AE A A 2ARE 5K
o AE Bgo] A8 A AE 2v) 7 BEE,
BAE ofn)x), 47w oJzo] BT BFES TS
gov, 74 Ax2 FHstAch A8 B AE &
H] 7}x] WS 282 Oh(2010), Oh and Kim(2009),
Ryou(2002)2] %'_—f‘z;% 54, B, Aputsto] 17830
2 F/dstith. B oju]X] F32 Na(2023)9] &
Fe 27, nek, 7H wrstol] 22902 P45t A
T oJ%ofl that £ Hong et al.(2010)9] &3
7, B, Agsto] —Erf%ﬂi T/dSt e

gy Al AF 4v] 7] R, HiE oju]
A, A e S A8l 28 A AE
ol e U &BAE YR 20249 62
2 HAE 2ARE SFAAL, 25055 240 ARESH
k.

B HPHO & SPSS 28.0% E-85lo] EAGIGO
o, 71SEARA, QURH, AFTEA, TEIAE
4 52 stoirk

AR ATEASY B4

LotE7] 3]

HlE A AAstglon, T Ak (Table 1D 2
o gES 34 110tﬂ(44 0%), 94 140%(56.0%)2.
2 UERG T, d3LS 20t 63H(25.2%), 30T 101
(40.4%), 40T] 86 (34.4%)°0. 2 Yehdth gL 5t
B 2278(8.8%), ALY 13178(52.4%), 254L 169
(6.4%), NAAFAAL 138(5.2%), AEZ] 2375(9.2%),

ZX 2578(10.0%), 71El 209 (8.0%)°] T, ¥ HHF &
=2 2009 ¥ H)Tk 33%(13.2%), 2009+ & o] 4} 400
9h @ vlRt 6875(27.2%), 4009t ¥ o]4 6009+ ¢ o]
ul 68%H(27.2%), 6005+ Y o]AF gooqt & w]gk 48
(19.2%), 8005t ¥ o]AF 33%8(13.2%) 2.8 UFEbytTh

<Table 1> Results of demographics

Demographics Frequency %
Male 110 44.0
Gender

Female 140 56.0
20s 63 25.2
Age 30s 101 40.4
40s 86 34.4
Student 22 8.8
Office worker 131 52.4
Public official 16 6.4
Occupation | Individual business 13 52
Profession 23 9.2
Housewife 25 10.0
Other job 20 8.0
ZOOLrilsiiliglnanwon 33 132
e |
I‘;Zi:;e 400 miltion won- 8 .

(monthly) 600 million won
I
Mo | |
Total 250 100
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IV. Results and Discussion

1. Factor analysis and reliability analysis of

variables

1) Factor analysis and reliability analysis on con-
sumption value satisfaction of eco-friendly fashion
product

A WA AE 26 71A BEE0) oE /AR
49 AgE B4 s

89184 9 ARERA A3k (Table 2)2} 2k,

%] 117

24 A 15k 1 oo R &8 312 F 5719
QQlog FTREQTE KMOZS 94102 VR,
Bartlett9] 734 FY 23 9AE4S +Fs57]0
At AoR Yeigon, 7+ 91 SAHYEY B
Aol Y& Aoz ot e B4 A
0.7 olo2 Yeh, Wa d@/go] e FEL=
TAE ASFE & 5 At 81 ad 74
E3EY E40] YHUEE g9stgion, 2211
A 7HA #E BFEZ FAAE 0] AFAH THA],
22 764 7HA] B EFERE FAE Ts
A 7P, 913 Al - A 7HA] B BYE

<Table 2> Factor analysis and reliability analysis on consumption value satisfaction of eco-friendly fashion product

Questionnaires Factor Factor Eigen Variance |Cronbach’s
loading value (%) o
I feel happy through eco-friendly fashion product. 0.713
I can express my personality through eco-friendly fashion 0.564 Emotional 3151 17,505 0.865
product. value
It can look attractive through eco-friendly fashion product. 0.712
Eco-friendly fashion product is practical. 0.477
Eco-friendly fashion product is convenient to use. 0.720 thzﬁloenal 2.303 12.793 0.738
Eco-friendly fashion product is durable. 0.655
Eco-friendly fashion product is product that can represent 0.585
social status. '
Eco-friendly fashion product is suitable for my group. 0.693 .
Social -
Eco-friendly fashion product is the product of famous 0.650 situational |  2.267 12.594 0.827
brands. ' value
Eco-friendly fashion product is suitable for working life. 0.814
Eco-friendly fashion product is suitable for social life. 0.691
Eco-friendly fashion product is rare. 0.682
Eco-friendly fashi i i . 74
co-friendly fashion product is unique product 0.740 Rare value| 2167 12,042 0.778
Eco-friendly fashion product is product that other people 0.695
don’t wear a lot. ’
Eco-friendly fashion product have eco-friendly 0.639
requirements. ’
Eco-
Eco-friendly fashi h -friendl
co. rlen.dy ashion product have eco-friendly product 0747 friendly 1974 10.969 0.803
certification.
value
Eco-friendliness can be expressed by wearing eco-friendly
. 0.632
fashion product.
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5 sl ABld - 48 AR, aQ4s AR
745 B B TAH0] AR A, adss
AT 71 B PSR P WA 7}
Az grstart.

2) Factor analysis and reliability analysis on brand
image

BE olmA|o] thgt QRlEA 9 AL EAS
Sklth Q1EA 9 AlZ=fA A= (Table 3)3
2ot B4 Ay AR 1o1de s FEE 80 F
1719 @9log FEEU A= &4 23t 0.7
Aoz Uent, Y& deiel dk BEoz T4
of AZZ & & AUrh 8RAPL 219 F4 EFE
9] E4o] YeP}EE ‘HAE ojux] 2 Yot

)

oy

3) Factor analysis and reliability analysis on
repurchase intention

Ao o] gt 8RlEA 9 AE £45 S
Ak 2AEA H AlFE 74 A= (Table 4)9F
2ot B4 Ay AR oo R FEH 80 F
17§9] @9log FEEU A= 24 23t 0.7
Aoz Uent, Y& deel Uk BEoz T4
of AZZ & & AUk 8RAP L 219 F4 EFE
o] E4ol yetut=s Al o=z Yot

2. The effect of consumption value satisfaction
on brand image of eco-friendly fashion product
A9 WA AF 4] 717 SRS BRE ofn)

374 S AE 2] 7B ST} BAE ojm|x|e e oo mXE Qg AT HAgsielT

Aol ulAL Qdgol thet w4 ATH (Table 5)9}
2.

AR - A AR-AAA 7}
Felo] 27 bt oleld e
1% vl Aeke B9 FAH BAE ojux]

i
B2 ERHOE T + UL ol

e BRE ojux]o] njA= IF
_]

3. The effect of satisfaction with consumption
value of eco-friendly fashion product on brand
image according to the gender of consumers

AH|AF o] whet Hd AR} o4 AH]AEY
ey wjd AlF 4H] 7HA] SR B E ofn|A]
of vX= JFoll s A-stA

9 AHAY] 2 oA AlE 4 7] SR
7F BT oju|X]of| m|2|= 7ol diet =4 2=
(Table 6y} Zt}.

B4 A7 ¢ 202 FeelHs 28 o
AE 40 M BEE 29 F ASA - AR 74,
AAA 743, ABAH 747k BAE ofu] o] HH
o % JFL vAE Ao tehgh BUs
FAE PAE IFE2 A - AA >
BBH TR AA A o' o] A HE
Woh g9 AHARE Hdo R ol2et F¥YS 1LY

3 upAY Aeke Fof FYH BAS ojux] FA

M

<Table 3> Factor analysis and reliability analysis on brand image

Questionnaires Factor Factor Eigen Variance |Cronbach’s
loading value (%) 4
The image of eco-friendly fashion brand is positive. .879 Brand
. 1.545 77.246 .705
The image of an eco-friendly fashion brand is favorable. .879 image

<Table 4> Factor analysis and reliability analysis on repurchase intention

. . Factor Eigen Variance |Cronbach’s
Questionnaires Factor g
loading value (%) a
I will repurchase eco-friendly fashion product. .891 R h
CPUICHASE] ) se7 | 79349 | 740
I will continue to purchase eco-friendly fashion product. .891 intention
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<Table 5> The effect of consumption value satisfaction on brand image of eco-friendly fashion product

B Standard B t Tolerance VIF
error
(Constant) 0.966 0.218 4.439

Emotional value -0.047 0.062 -0.061 -0.754 0.359 2788
Functional value 0.048 0.059 0.064 0.809 0.371 2.694
Social - situational value 0.194 0.053 0.257"" 3.661 0.473 2.116
Rare value 0.146 0.052 0.188" 2.828 0.525 1.906
Eco-friendly value 0.238 0.053 0322 4.500 0.454 2.204

R? 0.432

F 37.157

p <.001

" p<01, 7" p<.001

<Table 6> The effect of satisfaction with consumption value of eco-friendly fashion product on brand image by

male consumers

B Standard 8 ' Tolerance VIF
error
(Constant) 1.186 0.273 4342
Emotional value -0.071 0.085 -0.100 -0.830 0.342 2.923
Functional value 0.046 0.082 0.070 0.564 0.318 3.141
Social - situational value 0.241 0.077 0.347™ 3.125 0.400 2.498
Rare value 0.142 0.070 0.208" 2.026 0.469 2.133
Eco-friendly value 0.182 0.070 0.277° 2.594 0.433 2.307
R 0.486
F 19.684
P <.001
* p<05, " p<01
< Ao r & 4 Qe Aotk THA>ALSA - ARA 7HA] 202 o] AA Yy
o/ 2HA g A AlF 4H] 71| SR ERgith o] AHARE tido R ol e JFES 1L
7 BRHE ou|z|o] u]|R]= o] et £ A= gt o A" AR B9l 382 Q BE ojn|A] @
(Table 7)3} 2t} de A oR & 4 US Aolth
B Ayl oj4 AR AdoAL g A 37 A AE 4Av] 71X T=2E Q9] 5 B
AF 48] 7H] WS 821 F AR - AE 7, T ojuxo] FHog {FoFt JFS "= 82U
&34 7427 BRE oju|X|o] HHow [oJjt Ho gdo] T Zol7 UET ol= dAlelE H
FEFE A= Aog ekt d3FES 1844 AR19} 7FA 8 47F BHE A7 9 At 9Jkof
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<Table 7> The effect of satisfaction with consumption value of eco-friendly fashion product on brand image by

female consumers

73 i AlE &v] 7H] REEErF B ofulx|el AT oo WA= I AT

B Standard B t Tolerance VIF
error
(Constant) 0.692 0.351 1.975
Emotional value -0.016 0.092 -0.019 -0.175 0.364 2.750
Functional value 0.048 0.089 0.056 0.537 0.408 2.451
Social - situational value 0.153 0.075 0.189" 2.038 0.518 1.930
Rare value 0.146 0.078 0.167 1.875 0.558 1.793
Eco-friendly value 0.295 0.080 0.359" 3.672 0.465 2.150
R’ 0.404
F 18.143
P <.001
* p<05, " p<.001
T UALL AJEo] mt Zfol7h ATl g Na(2023) of BA]= ol et £4 2= (Table 8)7F Atk
o] A+t FHEHH AARITAL & 4 Ak & AF A4 A, e WA AlE 48 7] TEE 8
A7 Ueht o] 42 Folg ndste] mRAe o F 7154 AR, A8A - YE AA, 444 7
HAEE & 4 e Aot A, g3 H 7HA7F At Qo] Aoz ot
G vA Ao= etk IFAL 715 7
4. The effect of consumption value satisfaction 2>ALE A - AASEE 7RISR AF RS AE T
on repurchase intention of eco-friendly fashion 2] &0 2 ggkglo] A YEdTh olEst J3FEHS
product T vAY A Bo AT =S Ao
27wl AF 2v] 7] 27 Al o= Z A 5 s Aot

<Table 8> The effect of consumption value satisfaction on repurchase intention of eco-friendly fashion product

B Standard B t Tolerance VIF
error
(Constant) 0.644 0.204 3.158

Emotional value -0.043 0.058 —-0.055 -0.738 0.359 2.788
Functional value 0.300 0.056 0.394 53917 0.371 2.694
Social - situational value 0.138 0.050 0.180 2777 0.473 2.116
Rare value 0.107 0.048 0.137 2221 0.525 1.906
Eco-friendly value 0.134 0.050 0.179 2.706™" 0.454 2.204

R’ 0.516

F 51.968

p <.001

* p<05, 7 p<01, T p<.001
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5. The effect of satisfaction with consumption
value of eco-friendly fashion product on repurchase
intention according to the gender of consumers

anla gl whet g Avlaist ol avlzte]
A7 WA AF 2v] 7B BEESE A7) Yo
ulAE ol dis) Akt

9 AaHAY] 2 oA AlE 4 7] SR
7b A o] mAe ol Het E4 2o
(Table 9)<} Zt}.
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A - A 7], 183 H 747 Al Qo] A
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= o] 2A vehgth 9 2HAE o
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(Table 10)3} Zc}.

24 A, oy 2R JdolAe 7153 7,
ARRIH - FRA 71, AAA 77 At Q] o
Moz fost S AL Ao verth o
FAL 715H AR AAA-AL8A - A 7

M jo e

%] 121

oz o)
A7 oEg wat

A8 WA AE 2v] 7P B
o o] BHow o3t AL HAE AL
v Ao whE Aol7} ekttt ol gixelZ T
Qo] AAx g vt BAE AR 9 A7) ojwo] 3%
S WIXT AEo] Tt Zfol7} SITHL B Na(2023)9)
Aot Pelsu AAgTin B % o B o7 2
3} et o] we Ajolg mejste] AHASl n}
ALS & 5 Y Aol

ok
:
0191-:
L)
o o
"
)
PO
1
o,
)
i)

V. Conclusion

B

1<t

o,

o] F87do] AL gy w4 4m|

H] 7H] =R 8Rle AFA R AESeta, g
7 A AF 4] 7] FRE7F BRE o]u|x|e} A
T Qo vAs IdFe orEL, ABRF E4RL
/g0l T AtolE Yotkim, o] 5 1T ATH
g dERE sHskAth

A A gof A B AA2 et 2

2 AFolA A WA AF 4H] 7HH] TSR
et QlwA W AlRE BAS 3 23}, M8 1)

N

<Table 9> The effect of satisfaction with consumption value of eco-friendly fashion product on repurchase intention

by male consumers

B Standard B t Tolerance VIF
error
(Constant) 0.587 0.279 2.104

Emotional value -0.027 0.087 -0.034 -0.308 0.342 2.923
Functional value 0.202 0.084 0.275" 2.400 0.318 3.141
Social - situational value 0.158 0.079 0.205" 2.009 0.400 2.498
Rare value 0.084 0.071 0.111 1.180 0.469 2.133
Eco-friendly value 0.223 0.072 0.305™ 3.108 0.433 2.307

R’ 0.565

F 27.034

p <.001
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374 S AE 2] 7B ST} BAE ojm|x|e e oo mXE Qg AT HAgsielT

<Table 10> The effect of satisfaction with consumption value of eco-friendly fashion product on repurchase intention

by female consumers

B Standard B t Tolerance VIF
error
(Constant) 0.644 0.307 2.101

Emotional value -0.089 0.080 -0.115 -1.111 0.364 2.750
Functional value 0.391 0.078 0.492"" 5.039 0.408 2.451
Social - situational value 0.145 0.066 0.191° 2.206 0.518 1.930
Rare value 0.160 0.068 0.196 2348 0.558 1.793
Eco-friendly value 0.038 0.070 0.049 0.536 0.465 2.150

R 0.479

F 24.652

p <.001

Y p<05, " p<.001
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