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Fashion Company with Company Evaluation and Brand Image
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Abstract : Fashion companies confront to environmental problem and resource depletion and have to consider ‘sus-
tainability’ into their management. Corporate sustainable management of company is explained as the model of Triple Bot-
tom Line which is composed of economic, social and environmental elements, thus we wanted to adapt this model to the
case of fashion companies and the purpose of this study is to investigate the relationship among the TBL elements which
contain the economic, social and environmental responsibility, the evaluation on fashion company including the reliability,
reciprocality and reputation of company, and the evaluation of brand image. We conducted the survey of questionnaire
about 300 people in their 20's and performed statistical analysis. As a result, the elements of corporate sustainable man-
agement in fashion company are related to the company evaluation, and again company evaluation is correlated to the
evaluation of brand image. Economic responsibility of fashion company is related with the reliability of company eval-
uation, social responsibility of fashion company with the reciprocality and reputation of company evaluation, and envi-
ronmental responsibility is deeply related with reciprocality of fashion company's evaluation. The results of this study
revealed the importance of corporate sustainable management of fashion companies, and the relationships in fashion

industry are stronger than in other industry.
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3 & = Itk(Shin & Kim, 2008).
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THRE % V*_?n FAF7] 7 2 2n7}k Atk(Hong &
Kim, 2011) o RHA S K &Tbsst 749 ol FEA &
HAEAE Odélo}l o] /EE AYdl =Yshe Aolgtr & &

Rom, o] 2K A}ﬁl Agte] A&7hse dg o|F3h] g
o)FYA 2] ozt Brk(Sung & Kim, 2010). & A&7}
Se A9 °l JA] 7S Eole SAlOl 14 UEEE
=Y lom yolrt 7I§de] WA AT F e A=
olZtar & F

7190l Ao X]%ﬂ%?é"éﬂl el Azkeke amjRte] W
N omR} FF AJehe zh= 202 YeRdth(Shin et
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B olu|A & FAFXHOE NAAZE 4 Utk(Hong & Kim,
2011). ol &HA} 343 XA B AS A=
FH sl 7nksk dxjoln] A7|H oA R A0 F A
2ke] mhege| AR olnXE AAAIZ F Ae ol
el

I = Bl X|&7bs g B Epo] oFUA
oA 7IH R o]FARAL 9A] Eom olH7IR = HA| ]
Folx ol tigt FaA <Q1Ao] 3 AR o] th(Kwan,
2012). olFAA Q] A712Q whde] SHojA M|z Hille
of thale] Zk= TAZARL omAl= Hal=e] S fl8) vi=

Al Be7 54 5 shdeltt. SRtAle A=l ojuAE g

£ A} 9o Yol wep A7 I

= olulx|sh YA gao] glrke Ha
a7e) Azt AFAA ANE AREEA Fstad o
k. olelst BN SRR A47ks A9l TBL =Y
o] 2§ 7Rsg) skl 2ARH ole] B2 sietela
gom, & ols /1%t B HAE olnAste] AR B

Hal7A S
2. O|2X uiZ

21, X&7ksd

A &7VFsdold AAle B0l &
S BRol|Al e FES = Aot Q17 ALY 7,
A, AR Fdel Agddl A-E AAIA JNER] A&TFs
e AHE ool A FE AT HAAN7EA] FFE Wi
E7Fs/32 Adgolut AT ololl wEbA theFatar st
" Zheth AE7FsE e NEe A AgE o2
ol et EAC]AA Al agdel FFske B34 e
Z35THKwan, 2012).

1972 2912 2EFF0AM G <917F B4 tig £l
sloPoa A EA} HAEHE =IHHEA A&EItE
(sustainable)’ &-01& AME-3F7] AlZteldct. o] % 1987 49
o] AlAl 273793 (WCED)elM dhEdt <9-2le] 352
v (Our Common Future)2F= X.32A](Brundtland report)©ll
A A4S SR oA 232 S A e olEsl=
A&7V W olg GolE AREA Hth A&TFs W
2 5% ol FEAA ] AR o doR FHEAET ol
=R wPAe] 73S AlokskeE vt glol dAltie] He
AL FFATE Avoltt.

I % 19924 69 Hebde] 2l9olA JiFHE UN S/
3|9|(UNCED)®] ‘#73+} 7idkol] &3t 2942109 54l A
ZA tFoFH . o] F ESSD(Environmentally Sound and
Sustainable Development) ©|'d-2 AZL A4 AAMZ= B

Zh=e] AAold oz A, WAHT 2 -A4d AA 2=
oAl A&7Fs WS A Adelx FAstete] Ay
A Fyshal o fEluel AE7bs AW M e A2z
ool FHESIAL Qo] A& AETbes W
< M2 E8ate] ARSIE ST JiEAd FRET AE
7P/ & A&7k wxbe] 7127} "k vt E A
=7F WS flsl =98

]
UAIE =ol7] 93 tefe e AL o2 sk 9l

o e ARk 3] Z15s) 24, oA 7]

< 7|32 slo] A= moksly| flek A Ao
o] & 3G FA| R ofet dxiele) AEE g% VI
A ARG HE Nz 9 A gus xde THE H7t
v Holgt &St (Ministry of trade, industry and energy,
2008).

22 X&H7ks 4y

A&7Fs 7ol A&rbs wxw 714 AElA A
(corporate social responsibility: CSR)2] F+ 7lde] Agst A
2 Ag7Fse S S8l 71l Al e Al
AR BIFENE Dk 7199 APGel TS A= A
AA, A, ALB)A olEs THHOE AUl EfsiEA
71999] A&7VeE Fehs 4 ¥Esolth(Park et al, 2010).
A&7Vs %S 3k e 719S A G 1gET w7 &
oM, ©71 A, 7] Z197H] Sl SR F1 ARt yeL
SHOHKim, 2012). oJAH 2 A&7Fs 29S 719l 2D
SHe] Tk ZAR AAE Jlor 7] WS 9% &
83 gigre 2 thFoix| 2L JYTHDyllick & Hockerts, 2002).

A&7Fs BB FalAQl 719 HIES B2 SALEAl
A7te}t B2aaEs Foln AAFS MNEsAY Te 24 Al
2gloly} 3)A} #5158 vt UlAel SN §88 =7
ol-gxlo] sktt. et BAF WellA] olH S Alaret FHS A
ANTIE e 48 v ol vids) A, 2luge
T, 718, A&7V BA9] 4% F HES AdHE A
3 Fshe Aldlo] 2 3lth(Azapagic, 2003).
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Fig. 1. Triple bottom line(Elkington, 1997).

Q2 (Triple Bottom Line, TBL)Z Y=t °ol& 71Ye] 7l
Hog YE/FsEIL, BH R A, AlE]He R A
Zhe 23128 =88 sk A¥olthElkington, 1997). 73414
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AFAZA, 7135 5o Wk & Jom, AEH A
e A EE B AHEF, ]??HJJfﬁ 1Zfeke] #A|, wEd
T2 A7, AFA TR BrHE & k. 84
Aele 4 A, 283 7, 844 /\t,} soz Hrpd
4 Atk Fig. 12 o] Al g FA A W&-& HoFth
7199l A&7Fs Aol A&rbsst MEES Sud ¥
T ohzt, Aok vl Aksle] AAA, AlBlAeR A&7
AlFe] el thste] FelHQl 7]o, ¥ ske Zlojrh ®
A&7Fs 749 43AR0 AR AdolA, ZIQgelAe
7AA, AE1A, AAA =] AR, S48k wAlske
E &5 s, 7199 AAE, A, S SHE
ZX71= AAAR] &S Deitk(Schaltegger et al., 2013).

F

IO r
ot ot

2.3, o|RdA| W/t o =HHE A MF o|O|X|

FAAY olnA= HAE A4k 34ledelth(Hong &
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1) olFdAle] AL7s7dd- A, 34, AA A9

7199] R&7Fs7dY Sl ek SYdEe HaY AF-(Park
et al, 2010)% MO E JES 54, Bl F 1528 2
ABIh B Aol AFdhs ARGAT o F 2 s &

o} ol FAAIe] A Adold au|ARENAl AlES AlsekeE
FPolN L= oS Al HE3] S mA AR
714%kS S8k, ClFPAE Aol ARE AlSlel gkl
gt} o RHAlE aHAkEe] Hew ke AFS A-E Al
T olEFER A ARSI A olubA] g, 884
AN ZE S 20 Qe s sk 2SIl

ojFAe] 2 Alold 0] FoAS Qs 94
BT @Es NSk B ARle] 28 AR Bl ARl
ol 71 elulRitt. elFdAE A, frEgelr
LS doTA e, ARdAE AT, AR Foll e
= dA7lee ALY, Rl Adsd el Ao
PAE SR AlFoR AHRTh S sede s 2t

o|FAAS] ARRA Aol 18FE H ukEAT Al
F52 e A ALl 7S onidtt lRdAlE
WdE 2284 S4E A AGEE AT EEs A
b5 sEFeE e

o o !

2) JFAAL] A=A, s34, B84

719 H7}e] MPAF(Park et al, 201002 FaLste] A,
3] AxE o FHAN SEA FAgton, AT
Ae BA8E F7RIE ol Hsl Aald+(Hong et al,
2012)8 #3, A ol Al oFHAe dleREoe]
F7keta 2EAs]] mE RPN AdLso] MaHd
g B AFox Frek dEeltt. Mg R AF
QRABIAL AMEE 5 Uk, AMRES] PARRS & Eo
t}h AE FAe ¢Filths 3R R AT FaA
2 = FHAL AFS AT EN RS At &
HIZES] SAE7) =T, oFEA L] AH| 2ol wEata dop

|

of

lo N rlo

Table 1. Demographics of sampling

FEtolA OHFEAE AFE 7 FE(Park et al,
2010y FLAY A%l FEs HA= = AFE olulA|
Bt 2oz 4319 ! ]
2 oFAAIM AT = AFE L AH| 20 tiE] Bz}
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=)
N

=
7 M3 9 el JEE ondth 5 AF 2 HAE
o] olulAe Rl ke AF B BAse] v %
Stk GAZE Fse olulAE Awlde] Q14 Axsh s
#Eo R TAAGOM, olg] B4 Aol 4 BYo| B

o1g3tich.

3.3 XiEsd ¥ Sy

T AFsls A oS e R oujzARet
ZAE AAIEKIT 490 308S tIOR ofHIZRALE Blo
5 2s FAsIon olF B Rl Bofzith B A
20139 5¥€ 2~8U7KA] = 200 A3 HY 3008 dide
2 ANsigon BelsiAY B4 AR 1785 AL
28355 4o ARSI A 4 W e ZE SPSSE AL

slo] WA, 9N, AT HE, A oA B4

b
o= AAISHITE F2e] vk 5448 Table 134 24Tt

rae re

i oo
Of

(3

o

4.1. o|RHe| X[&7ts HY

| FAA] A&7ks AFel B F 157l tiste] 22l
BN FAE B3 varimax 3|AE AlSd A3H(Table 2),
eigen valuegt 1 o’de] a%le] 3l FE2=U) o|FA FE=
8215 77t AAA A, AREF A, 834 AejoR HY
sk AAA MYolgt BHE 22 1dde RIAE /1Y

Content Frequency (%) Content Frequency (%)
Age 20’s 283 (100) clothing & textiles 95 (33.6)
male 144 (50.9) Major management 94 (33.2)
Gender
female 139 (49.1) engineering 94 (33.2)
~high school 4 (14 very low 11 3.9)
low 36 (12.7)
college level 248 (87.6) )
Education Fashion interest average 118 (41.7)
hi 89 (314
postgraduate 31 (11.0) gh @14
very high 29 (10.2)
Incheon 91 (32.2) ] below 100,000 72 (25.4)
Residence Seoul 112 (39.6) Clothing expenses 100,000~200,000 126 (44.5)
per month (won)
others 80 (28.3) above 200,000 85 (30.1)
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o] YAldl e =85 3t} 4HRfEe] e dhe AFS o] WA Aol FREET o= AnIde] A&rtes Ad
A AFieh T el FAF B olow o] & TBL £49] A¥e} A th2x] on A 202 Vel
HEES =o|7] I8k AES 2850 vkoe] 847 &3+t CHPark et al., 2010).
EFE] B =S g, AFe] Al ' AS ole
AABA FHS B Sihoee AR #ato] A Fol 4.2 o|Fx|of chst Hot
A Ak W] ) FAAE ol &HERE A A AT 710l et H7t 10839 284S AAE A3 eigen
Aol olupx|gi), FmljaelFe] RS ALl Figit) o] 7 valuezt 1 o1 Q2lo] Ii7F FEE FE2E 83918 77 A
AA A o] ARBlE Aol ggloz ol5sHA HIUth 2, 384, B E Psitk(Table 3). ZF 8810 tis
AR A g9 12 ¢l E3oeg AFFEAeH THX AF = B 2Ng A3 AFZASTE 0.608 HE Ae=E
3.082 A W] 20.55%F XA SIATH ERsteh. AlEAcelgt Wl 291 12 FUAlE LH|AES]
ARB)A #dolgt WHEk 291 20l FUAE AIABS 87N A SojEn, RPAY AFEDL S5tk S
218 BFS A3, MY 22EA ELS AL}, T4 o] A R of}, Afu|Xe] RIESt Qivt, W
F9& Bl Al 3 AIA G4, of-le|EeA AES ti7kE A Q1E A f= |EERL Z1delthe] i € Ede] B
E3laL Atk E 8 N7 A FolA =AU AR 3.04F 3 KIS AREE F qinhee] o] mA F 4iEdo]
A W] 20.32%S AX|EIATE 3FA Mo} Hrgd & Rom IHX] 2.88F ol= AW 28.82%F AA|SIATH.
9 3ollE FAAE A, FEAHNN BHeAS do) widolgt WSk 22 20l e oFAAS AES A
A oFeth, Adsd Adel Adeln|N g 4B AFoR  SFoRM RHPS AT, FUA] HAEE Fheo] Lo}
AN, AF AALAE Foll U H71ES Aggei, B g Aoy Bk ofgEl, WISl AR 4 Atk 23]
4R35 Al F5g FHshToE F v A F B0l AnAES FET) E, A2 WSSt ik
oAl HRAIL AAFA| 2.69% AA MTF] 17.96%F AA|EA L o] 27 #3o] WA F o] EQom IHXH 2042 A
o Al 9919 & FHRWUTS 58.83%0|UT} 27} cronbach’s A WEe] 2040%S RS AElA OS¢k A 5
out AP BAE AAIS A ARAFTT B 0608 Ee Q) VA s er A Bike] Ado] TR Hu}
Ao F Ueht dagde] FrEo] SR 2lgde] Uk & e L AFHA F AFol v 79| HiEs EHE
AELe 60%7) 9A dgkomg ko g F2Tox o F wjf-ol2kar Azt Tt
Aol et A&7ks 4P #A] BaE o BEFel] L B3 elet e 89l 3= ATr%*i]E 2y B
dado] Tk AAE AGoM 28LS A3 nE B3 olt}, oFHPA= AZY EoklA =2 R Uk o]Ljd
o] g9l AAXE 060 UYL 2+ 82919 2w} 083 SRS AL} U7 Eoloa HYIE K] =

Table 2. Factor analysis results of corporate sustainable management TBL in fashion industry

Factor Questions Factor ~ Eigen Variance
(cronbach’s a) Loadings value (cumulative variance)
Fashion company has effective production system .65
Factor 1: Fashion company makes an effort to increase employment .57
Economic Fashion company provides sufficient compensation about product defects .65 20.55%
responsibility Fashion company is equipped with high energy efficiency system 57 308 (20.55%)
0.81) Fashion company provides the proper products that customer wants .82
Fashion company makes an effort to do company renovation 77
Fashion company gives part of profit to the community 714
Factor 2: Fashion company supports the community's activity (volunteer work, donation) 71
Social Fashion company provides improved working environment .65 304 20.32%
responsibility Fashion company provides proper reward to women and child of 3rd world through (40.87%)
(0.83) fair trade 7
Fashion company contributes to economic growth of community Vi
Factor 3: Fashion company does not pollute environment through production process 74
Environmental  Fashion company develops the products of natural color and natural image 18 260 17.96%
responsibility Fashion company recycles waste to new product 74 (58.83%)
(0.81)

Fashion company encourages to participate environment campaign 12
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Table 3. Factor analysis results of company evaluation

Factor Questions Factor Eigen Variance
(cronbach’s o) loadings value (cumulative variance)
Fashion company tries its best to fulfill customer’s needs 76
Fa(?tor. .1: I’'m satisfied with fashion company’s service .85 28.82%
Reliability . . Lo 2.88 o
0.61) Product quality of fashion company is high .80 (28.82%)
Fashion company is ethical .81
Factor 2: Fashion company makes their product safe to consumer's use .62
. . . , . . 20.40%
Reciprocality Fashion company’s product is worth using .76 2.04 49.23%)
. o
(0.65) I can recognize fashion company’s brand at a glance .83
Factor 3: Fashion company has global brands 71
. , . s 19.19%
Reputation Customer’s loyalty to fashion company is high 74 1.92 (68.42%)
o 0
(0.62) Fashion company’s position is high in manufacture industry 81

£2142 7otk wUrt & 3R 2A IHX] 1.922 A
A W] 19.19%5 2ABIATE F2 A, AdslE BHails

RN R g,
b e BoR HAs) tie LAl FHE
&3] urke 714 YO QI B

B
o B 5 YAtk Al 829 F FAEY WFLS 6842%

FHA L] A&7Fes7dgnn) AE Bt HAUA
HEe 93]y QT E B3] olFS Avrm o
el sk Ax|2} 2FzF Zfol7} WAYSIE

B Lo ME= AlZ X cronbach’s o’} 0.6
ARk Ankr|Yge] AYAT A (Park et al, 2010)014= 0.7
Jo 2 Y& =it} ol E A7 9ol £ 4 B
7b EAAT AE-SEHAL FAAE AL wf A
&l 2~F 290
>34 g A 7 A tE GAE wWeE A AR
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R Gt oleist ARUA] 9Bt HAE 2 AE
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o=

1<)
olux] Hrlol HX= FES Folir] 3l JHEAS HA
3t A3}, Table 49+ 229kch,

Ao AEFS FofstaL AR

& ARYATL AR vhgsel FHHQ ARG PES W
£t 5 7199 A4 A IO LS solF
%ol W7k =) A=, T, BN R el 5
29l B7e PP Bra 2 5 QT

A%7Vs7D F ABIA AL SIRedAlel 19w 5 A
2y, B34, BAAY FOI AH JRAE i )
ok 58 algs bzl w9tk olg Fal ARYA
A B T A 2RSS ARYAS 18HE, A
9 BE 5 ARIE Slelo] e AV} BalEle] HEEE
Yok o8 Bl PARE vheolt SRYAL Ao
e SA0] S1xlsha itk Ade] YAHEThe How 2 4

ARt

= A7b57RY F 850 AYL AR /4, 5
Az, T4, BAAG olE AH JRIE derhgc

=8 sl ARt BT 5 SRSV 844 A9
& T A% 979 WA, uE, Afle] 89 AHE-S £

Table 4. Correlation coefficients among corporate sustainable management TBL, company evaluation and brand/product image

Corporate sustainable management TBL

Company Evaluation

Economic Social Environm-ental Reliability Reciprocality Reputation
Reliability S6*H* A2k 3Tk
Company . ; Aok ok wkok *ok
Evaluation Reciprocality 44 .83 71 37
Reputation STk T1HE* ALFF* LS4k T2k
Brand/product Image A6%** S G S G S5HA* ALHEE S0%F*

#ip< 01, **%p< 001
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