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Environmental Knowledge, Eco-Friendly Attitude and Purchase Intention about
Eco-Friendly Fashion Products of Fashion Consumers

Sung Hee Park and Kyung Wha Oh'
Dept. of Fashion Design, Chung-Ang University; Anseong, Korea

Abstract : The purpose of this study was to examine the effect of consumer's environmental knowledge, eco-friendly atti-
tude and purchase intention about fashion consumers' eco-friendly products. This study was conducted by a survey of 330
males and females fashion consumers in their 20s-40s who experienced eco-friendly fashion products purchase. Respon-

dents, who had purchased eco-friendlx

fashion items at least once, were selected using convenience sampling through the

online survey from March 20" to 30™ in 2013. The collected materials were analyzed by frequency analysis, factor anal-
ysis, t-test and multi-regression using SPSS 19.0 software. Through the result of statistical analysis, it is found that envi-
ronmental knowledge has three dimensions; natural environmental knowledge, urbanized environmental knowledge,
environmental pollution knowledge. Also the effects of environmental knowledge on eco-friendly attitude are significant
and eco-friendly attitude has influence on eco-friendly fashion products purchase behavior. Eco-friendly attitude had an
effect word of mouth intention. In addition, there are notable differences in environmental knowledge, eco-friendly atti-
tude and purchase intention depending on fashion consumer's age. The results of this study will provide useful information
for both eco-friendly customer management and fashion marketing strategies. Therefore, the fashion company is needed
to consider personal characteristics, customer needs and present condition of purchasing eco-friendly fashion products.

Key words: environmental knowledge($ 7 ] 4]), eco-friendly attitude( X1 73 €} &), purchase intention( -7 2] &),
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Table 1. Factor analysis of environmental knowledge of fashion consumer
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Factor Item le)?:jtionrg ]\E/:jzz % of Variance Cronbach's a
Natural Knowledge of the natural environment components .829
environmental ~ Knowledge about the benefits of trees 818 2913 32.201 .80
knowledge Knowledge related to plants and animals in danger of extinction 733
Knowledge due to overpopulation, pollution .826
Urbanized Due to industrial development, air and water quality 201
environmental  pollution-related knowledge ' 2172 20.103 79
knowledge Land due to urban development, traffic-related 291
pollution-related knowledge '
Environmental ~ Knowledge of air pollution 794
pollution Knowledge related to soil pollution 743 1.898 11318 77
knowledge Knowledge related to waste treatment 676
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Table 2. Factor analysis of eco-friendly attitude of fashion consumer

F Ei
Factor Item act.or gen % of Variance Cronbach's o
Loading Value
. Considering health and the environment are interested in 281
Interest in purchasing a new environmental products :
-friend], . . 3.228 29.344 .82
eco-nencly Eco-friendly products is good for me .848
products
Eco-friendly products are good for my life. .802
Consumer education about environmental issues is needed 813
Envi tal . .
AIVIFONMENTAL b lution should be solved aggressively 747 2911 20.464 78
cognition
The obligation of Environmental protection 728
Environmental improvement is willing to donate to help. 7199
Environmental Actively participate in the environmental movement 195
movement ) . ) o o 1.761 16.006 77
participation I have an interest in environmental organizations activities. 740
Environmental protection campaign was also directly involved. .686
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Table 3. Factor analysis of purchase intention and word of mouth intention of fashion consumer

Factor Item

Factor Eigen % of

. Cronbach's a
loading value

variances

I intend to purchase eco-friendly fashion products 891
Eltr;l?j: I would be willing to buy eco-friendly fashion products invest the time 831 3.094 37.782 .88
I would continue to purchase eco-friendly fashion products .807
I would strongly introduce the eco friendly fashion products to others. .869
1 wguld be willing to recommend the eco friendly fashion products to family or 834
Word of Mouth  relatives. 2907 26227 80

intention

I would recommend the eco friendly fashion products by writing reviews or

comments online.

I would share good things about the eco friendly fashion products with other. 792

785
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Table 4. The effects of environment knowledge on eco-friendly attitude

97

Dependent variables Independent variables B t F R?
Interest in Natural environmental knowledge 182 2.706**
eco-friendly Urbanized environmental knowledge .099 1.881 22.539%** .109
products Environmental pollution knowledge .025 482
) Natural environmental knowledge 112 1.921
Environmental Utbanized environmental knowledge 394 9.049% %+ 30,3314+ 193
cognition
Environmental pollution knowledge .108 2.401***
) Natural environmental knowledge 105 2.025%
Environmental Utbanized environmental knowledge 242 4.819%%% 13.663%%* 257
movement participation
Environmental pollution knowledge 130 2.612*
*p <.05, *¥p<.01, **¥p<.001
Table 5. The effects of eco-friendly attitude on purchase intention and word of mouth intention
Dependent variables Independent variables B t F R?
Interest in eco-friendly products 440 11.710%**
Purchase Environmental cognition 206 4,811 %% 72.569% %% 284
intention
Environmental movement participation, 114 1.882
Interest in eco-friendly products 431 9.715%**
Word of mouth Environmental cognition 302 6.767%** 68.112%** 309
intention
Environmental movement participation, 255 4.337***
#xkp < 001
Lol eAIE $73%020] G olslen, o= &= Aol
o= HEFAF(p<.001), $EA(p<.001), 7453
(p<.001)°] 2= gRle] Frefwo] FFE PRI JeH, 44 A7 SAHN Sdof| IE 220 Xjo[EY
A AEe 284%%E et A e = 21g AT BAIA Bl mE 831 zlolE A Ao} dFo
AAIFE(p <.001), A2 (p<.001), FE25FAP< 001)7} wepA Rk fo] gt xjol7) i A0 E UERITE Table 63 720l
AR frelaii e, AAl AEHe 30.9%3th ol % FRA M= AAREA A I mAst A A o] AF 7F 3¢
SRl =7t SAAIE Aot ol ] S ulid ol BTk 30the] 735 AARAA N M=3.63)7 =415} €
the A3l A3KHone et al, 2010; Ryu, 2010)2 A|A] AR (M=2.57)2] Begke]l =4 JeERGEE ol 2000t ©]
Table 6. Anova analysis by age
20's (n=97) 30's (n=130) 40's (n=103)
Item
M SD M SD M SD
32 . 2.
Natural environmental knowledge 33 0.69 3:3 0.62 36 0.68 10.113%%*
Environment
2. 2. 22
knowledge Urbanized environmental knowledge 55 0.69 :7 0.61 b7 0.75 6.049%*
Environmental pollution knowledge 3.84 0.63 3.88 0.62 3.89 0.67 0.338
] Interest in eco-friendly products 3.14 0.61 3.07 0.63 3.15 0.57 0.886
Environmentally o ental cognition 3.12 0.57 3.02 064 299 075 1475
friendly attitude
Environmental movement participation, 2.55 0.69 234 0.65 232 0.72 1.437
Purchase intention 3.02 0.65 2.95 0.75 3.12 0.57 2.301
Behavioral e s 342
Intention Word of mouth intention b 0.73 b 0.71 .a 0.66 7.469%%*

*p <.05, ***p<.001
a, b there is a difference in the Scheffé test results.
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