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Determinants of Eco-friendly Outdoor Wear Products Purchase Intention
: Exploring Value-Belief-Norm Theory

Young Hwa Kim, Kyung Wha OhT, and Hye Jung Jung
Dept. of Fashion Design, Chung-Ang University; Seoul, Korea

Abstract : This study aims to investigate determinants that included personal values, pro-environmental beliefs, and pro-
environmental norms for enhancing consumers' purchase intention of eco-friendly outdoor wear exploring Stern(2000)’s
the value-belief-norm theory. A survey was conducted with females and males between the ages of 20 and 60 who have
experienced buying outdoor wear products. A total of 300 responses were analyzed by descriptive analysis, factor analysis,
a reliability test, an independent samples t-test, and regression analysis. The results of this study were as follows: 1) The
results of exploratory factor analysis and reliability test on the personal value clearly showed factorial structures including
the social power, ecologic value, openness, equality, and altruistic value. 2) There are significant differences in personal
value sub-dimensions, pro-environmental beliefs, pro-environmental norm, and purchase intention of eco-friendly outdoor
wear products according to respondents' gender and age. 3) Personal values, but not social power, affect pro-envi-
ronmental beliefs; in turn, pro-environmental beliefs affect pro-environmental norms, which then affects purchase inten-
tions of eco-friendly outdoor wear. The findings support the conclusion that there is significant causality among personal
value such as ecologic, openness, equality, and altruistic, pro-environmental belief, and pro-environmental norm. This
study suggests pragmatic implications to understand outdoor wear consumers' socio-psychological and demographic fac-
tors and to augment purchase intentions of eco-friendly outdoor wear products.
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AA o], AlA AN Ferele dEHos HAst
3L A 47153t 7 ¥(Environmentally sound and sustainable
development, ESSDY'Z H2=|%1 © ™ (Harger & Meyer, 1996),
719e AT EETeRs ARSI A9s 7o R A28 A
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HEAEEO] AR FEE ANEHAAT 2= A
S B7A] SptElo] AR|Ad T SAE T 7E TSI
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AofAE AME 2pdst Azks Askd dart JAn ol &
A} FAsloF Sh= OF;cﬂi o] 544 2184 01 Zh=
oJu|7} v F2317] wlEo]th(Ahn, 2015). = &

F THE X3 AR o7l ofxko] SRE 8T ¢
7 JE Aow A= (Lee, 2014), ol AHAFEO]
71E¢] O}Tﬂi o] FFadlo] Xg7F olgke PH F+
el aFetal S-S o]t

2000L%H olF, =] WAL IME TEA, AEA, FEY
73 ARAAE s H2ole 18 A o7 A
o 71547k Halzl AFEe] A= St ol wef of
Eo] HAM=ox 31873 2R o]&3ste] AFS e
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U, 1373 AAlEhRs olepslE 23 om Mzt i E71R]
olojR) A= kT, ol AH|AFEC] XIS THARI 84
2 122 AR o|Ao] 213K AFe] AHA Fufels A}
ARl F3Ho & olojA 7)ol A(Gap)el UAE A= 3A

Hrh(Kim, 2012). ¢]o] & A-7oxe 4FEe] w8k U]
obgmo] AS fl8l X3 &aAl ofx&e] o) E AvlE)
A ah 218 obEo] o] Fuje]EE A7) 9
o AR QRS Aur vzt gt v s ) A A
EAlske 1873 2R okxwo] gloje] Fujell FEFE WX
8218 Fetslr| 98, AnlAre] MAA 7], Ahd,
374 s 7F BA NETERE Y Stern(2000)2] 7Ex] 4l
-7 (Value-Belief-Norm, VBN) o2& uvlgo =z 213173 o}
o floje] Pl X FF2AL 2ARBIAAL g
: EE?'L f‘z??— 13 oo} AlEAGe wE niA" Ak
I3 Bk Ao JAEAA 54 e & AT
EHOJ%QJ iM% AR gt 2 @%94 A= FH of
w0l glo] BAEEA axAoln A3
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2.1. 28 A% ofR=0{ 2of

250](Outdoor)® 4 B, & o] s, ofelR 7t
Qs T dte g "L vk sddME F2 olxE
o] 2y =3P o] AlEC] AR EFEUSY 959
2xzEo] o] ATHEHA thUh ofxEoel] sk <l
F7} Z7VBIA L o]AE ofo] Axzo gk ¢12]o] Hx}
HolA 3 gth(Lee, 2011; Mun, 2015). I8 22 o}2%o] ¢
ok ofQ]ollA dl= 2x = g #A EFS 93] A83e 9
g el SAES} 275 e gt EE Q1S oFellA
W 248, A &F 7% Sx2 oR Y vEA Ay
o575 SHTHKIm, 1998). =l &v|RREe] Azbehs ti®
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e F548 AV A=2Evrt A8
5 7] AlZZItHMun, 2015).
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2Zhet U olxEo] AR E A\ 200600 oF 13 ol
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,0009] ¥, 2008 1= 7,000 Yol ©]o] 2009 d] 2% ¢

"ol 22 2,0009 9 715§ Zlelt} 2010600 3% 5
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I& RS BPgow olo] 201394 62 4,0009 ¥

2319 HLee, 2013; Park, 2015). 22t} 2014 o}Eo]
Ao} A2 mlE AAEL 10% ol oem o]#d ol
01 jg‘ncﬂ /\]7(]-0] 71;(—” OJo]_El: Ha}tE,] oq_/}:z% '8]—0]6(9/&].
o} AFH, ofxEo] doje] FHAAFE tigh ke 2A 1}
ERd AniakEe] s uet ol o] o8 FUIE A
Th(Park, 2015).

| okl flo HA=Ee HFAE HAE epls]
et ==e] 3oz 31340 75EE Hst AFS Altst
o] Apast AlF Ags st ok = ;7‘3 ’Ol% 34 xl@r

i offt b mlo

74_iai

A3 A AES wRoHE A 9
HATHKim, 2004). Kim(2009)S 1373 AES AEF e
o fox]

A

73R HlEl ﬂﬁml AR $rst AlFoE AYalsl
th X8 |FAIFS RAIES] 7149, %‘*&, fE, @71l o]
2= A FgoN 4 FAE AT & e AFe|tHCha
& Kim, 2014). Jang(2011)0l] <314, 2184 <|fe= 34 =

= 9 A, 4 el Jlelsie AEOR Az ol
A W Fols 4

73 OHcJﬂ floE I_LJJr%Oﬂf‘i 7ol ol2717HA] g3l
ai7h HA 9L SR Te T|ofshs AR Sx= A
2ES A3 ARAFOR Feel A Bk
201490 7 AA 38k ode] AlEol Feldh U A
uﬂo] NE A uk olAo] AlEEoe] «FAHQ AKg|9} #8737
ol AUL tEke 719 5] BE AFS AP 93 o
& B ART PP Aok $H e BAL H(Va,

S(‘,,., r°



2015), % z1golgke g2 vig F838 xIgel

gk Az oj2]o] EolA Aoltt. ey dA| = 9l
31873 &R oo fofel] tiste] thFe] AnREL

Ao QAL AT AHHoZ Fu|R o|FoiR)A] %
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3 AFel oA @oH FHe AR7t o= TYsA
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AF tighk BAle] SVIE ez w Aol e HE
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2.2. 7Ix|-A1E-7¥ 0|2(Value-Belief-Norm Theory: VBN
Theory)

Stern(2000)2] VBN ©]&2 7%1e] SR se] gl 2 3
T AREA Ao tig JEFRL1S dolry] fla Akt Y
FF FE22A Q17k] 7EA](Value), A (Belief), 7+ (Norm)<]
Al 7R EE 7Nke g 313 dEs AW o]Eo|th
Stern(2000)2] ©]7 A7 Stern et al(1999)2] AFolX=
Schwartz(1994)2] 7]¢14 7}x] o] E(value theory), Schwartz
(1977)2] +¥-8 5 ©]E(norm-activation theory), Dunlap and
Van Liere(1978), Dunlap(2008)2] A1 AJefAl =l &t} (New
Environmental Paradigm, NEP)S 7|HFS.Z %7] VBN ©|&%
AP Stern et al.(1999)0] #|¢ket VBN Edo|x= 7l
Q14 71x], 873 %184 Alde] Al 7EK] 815 (e.g., Al AEIAl
i, S ede A7 <14, 273 EA Al tigh A
7h), X137 A5 A A 1 5 VERE vl 1%
7 BEo JgAFEEA AASATE Stern(2000y Stern et
al(1999)] A+EE §o] XS 4793l VBN o|&8 I
siom e S HR= 7RIS ©]7159] 71X (Egoistic
Value), ©lE}FF2] 7}X|(Altruistic  Value), AE|F2] 71X
(Ecologic Value)2] Al 7HAZ F&E3te] 71| Hxdd-S A
AlBtact, T3k 341814 AldozA 719 dso] Tt At
Holu} AEF, A7 d3S mAE IEH A7M3e) dig
©12](Awareness of Consequences)®} 7l¢lo] &5 Sl =
A5 vk & dvhe S4EA A A Z(Ascription of
ResponsibilityyS %1873 A5 dSshe 5838 HQlO=A
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golvt 2 uidel 4AS onstn ek Ms, Age] Fadst
A g0lo] Arh(Schwartz, 1994). Stern et al.(1994)% 7}
Ago] 7o) 7S FAL e U3t tidel tigh 4ld, 71l
o] Hiz=e} dFel tist Aol Fe Fria 7Pgsiien i
1e] 7R mEh AlES B AlZte] AXE AL o]zt Alzto]
Ag¥) Bizel dES T Ax Al dFES vxA "t
I 39th. Stern et al(1999)% Schwartz(1994)2] 7}x]o]&
(Schwartz's value theory)ell 7]1Z3led, 218+ 359 571 7+
22 oJglFe], o)7]F0], HEF, MIS AT Y
(Beligf)}> A}7)o] 7171 ZAs)e}l Aol tiste] £E59 fle H
T5 FobM wskA %= Zo|#(Ajzen & Fishbein, 1980),
7ix]9} A 113 AnlEle] FFS vXe ALE e
Th(Stern, 2000). 318+ W5l YIS VA= ExsH A
de oy A7 g3l &of7t thEA A=A gk
7 AEel st FFHE B3k & 59, g slQle] =¥
o] FFEA} e oH BAFF A ARSI Al A 3
FE HAAY zelE F F kL sk A AzkE
AH|AF @87 (Perceived Consumer Effectiveness: Thegersen,
1999), $73A AUzt 74 2H 41749 2] (Stern, 2000)
T FAASA AFol oA A2 AFYF(Steg et al,
2005), A28 &5 (Guagnano et al, 1995), AFE2} AME- =]
7] -5 (Tanner, 1999)3} 7+ 313+ 353k HH A AHA o)
Jes TS A (Norm)S =52 A ol Fo] tigh
Ao Q7o) AFAIES ket Slolr Tl Ak
& Aare 943 A5 oltk(Schwartz, 1977). o2 A
A= (Andersson et al., 2005; Steg et al, 2005; Tanner &
Kast, 2003) 3183 a5l F3F& vA= Fastal 4e 571
89102 e gk =3 o7l $ExIsE FHS Al
Al3FATt. Ebreo et al.(1999)l €814, A&l oigh AUzt
S 7e Axd wet 3RS B AT Uigt gret &
dol thEn, o= EYZ o R TS /M| wet A g
Z1skHR1 o] AR ke AL WAl A3t Stern
7 FE5ATAE(Stern et al,, 1999; Stern, 2000) 7i21e]
AXIsFA o] 2137 7)ol tist Aoz, 3] ARl
2 FYR)A], AP G e 2187 AE AR E e, 7]
Hollre] 133 AFE YRR B A T o 31873 AE
o] FIE vxIvke AL A

oy A A5 AFE A3, VBN o] 7|7} #
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T °lﬂ~— Stern(2000)2] ¥Z @% T8l VBN ]
Ea] 2133 AFol] FES nH=
t}. Mustapha(2010)= ©UA] Eﬂ‘—f%]
g SHYE dWat] 98] VBN o8& 83Tt Steg
and Vlek(2009)°] <] de, o] AL q17ke] s sl 9
3 7 ST 17ke] PRIk el tigk olsiet S
A2 9aA 71, Jé‘ FES TID B Aelse] At
olzke] mF LS sl wi$- F 231t} Johan et al.(2011)
7% Sten®] VBN ©]2& o] &3 Aol §7431544 Awmz}
yE T4l A7 555 Holu ae] Al 2HAt A
gS & olsfslr] $l3l VBN o|&& &-8-319tt.

ofg] APAFESolM VBN 0|85 ARgste] thFst 31844
Y55 4FH SR FH3IAT. VBN o8& HiEe R A5t
ARE- F0]7] 94E9‘r olE 1% /NS BHAL, B AT
o] 5 3184 W5L 32 (Nordlund & Garvill, 2002;
Stern et al., 1999), 2 9] AUA] A A2 &(Steg et al,
2005), tH4 7199 #elAE2] AEiAl A147Fs4 (Anersson
et al, 2005), AHIAES] X3 AF 7, AR, HEE
(Yang et al,, 2013) 5ol VBN o]&¢] A&t} & 3187
PF Hd ATFAES JIRIA 7HA a”lo] RISk Aldt
A gt H 7] Fast JFaglol™(Gatersleben et al.,
2002; Kim & Dambhorst, 1998; Nordlund & Garvill, 2002)
olg1gt Alde JFH(Stern, 2000; Stern et al., 1999y 53l
7'(]5]—7«1 zsgioﬂ :LFGJGO] 01'61—__ Fal 9}3; X]X]o 1:]. H o
TolXe 3187 okxEo So] Tl AE-E olalsk=dl o]
2] Stern(2000)2] VBN ©]2& nlglo 2 7ol 7Ex], Ald,

TEo] 313k A ofbo] AlE Fuloe] wX= J %
el 7k ¢ JMA]E AR A} s,
3 PR A= (Slimak & Dietz, 2006y X18H3 350l

w2t \:]—g—
om g, 03_?%} 5 "J—?%ﬁ] £ oﬂ w} 7Pf<1 *Jké‘, T+,
3187 W55 2AK v} Itk Lazo et al.(2000)] <J&pd, @
/go] A ETE SF o AFel diall o $Eske Ao e
o1} Guber(2003)0ll 2814, ojAJo] FA R 20| sl
H #ile] Ba fHse 74_£ Yebgth 10d B9t 7R3
o] H3lE vl A3 Bennett et al.(1997)2 H/9¢] A% 7t
o] FA vA] = WHH AL td Fu olEle]
2 gako] AA s WHTE AF IHY Uigk 9
Az A dFEE /A e dFe] BErE
el gk $elet AXo] B FoF JeRdth(Lazo et
al,, 2000). WHA] Dietz et al(1998)2} Guber(2003) 1% 0]
oAHFE o gt AP 7o) F A0FE YERTE. ©] 1 =
Aol dd, I
MAA 71, ﬂ%ﬂ:@lﬁi Al

/\1%‘ %F U= 05‘?'%}&0&2&*1 | A}e 7H° 14 7%1 'Jéﬂﬁ}
A, A8k s RAKEL AT WRlE ZF <l
AZ elslietarat itk A4 dFEAle vt 2k

ATEA 1. 7HR1A 7HR€] SRS AR

ATFEA 2. 2PRF RIFEAE SACE, ARl e
MAE 71, z1s A, z1s i, 218 ok
o] do] Fuje|xe] XfolE AuErt.

ATEA 3. 2H|RF] i1 71|, %18
314 P 2180 oo o] Fujel= 7& e
).

AT 30 wet 7RIS e 2ol AAsit
(Fig. 1).
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*EFOW: Eco-Friendly Outdoor Wear

Fig. 1. Research model.
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o= pAsIsTh el
2 7}742 —*—@—8}71 218l Stern et al.(1999)7 Schwartz(1994)

S vRO R AL Y, AEFe 71X, W)
o tigk WY, 54, olele] 71 1 yeow & 21%?%L
= ARgsisinh @738k Ada SISk ol e
F3Re Stern(2000) Kim(2012)0] AM&-3F £3RS-
43

2 e R ]
st ARgste] 7t sEFe R SAsIginh 18 okko
o] Faie=e= Ajzen and Fishbein(1980)2] - Lzo}

o] U= o] AES AT 4/‘}7} ATk, U= o] AFS T
Wi ) Tk, U o] AES TE ARRA FHE ¢
APE ABb 5 & 6 BoE st Q1A 71, 84
sk A, L 471814 T, 2187 ol o] Fuje]
2o 32 BT 7d YAE =14 A8 23R o, 7
A s :’—‘_%i‘:]')i Z73int. AE2AE A, WA ARkl
NAA 7], 87318 A, 3318 S S8skal
A SEHAFECA 2187 olxko] o fFalEHe] THrE]
A gkol AH|RLY] b 7S HASY B3 H S AVEjA
HEo| 7odsh= 373 XIS ofko] oFAFS Weth=
APES AABIGAT o] 2 213 olx&o] ofol| tigh
AREE AE F 313 0}70:_‘-:_01 dofol gk SEAES]
T =E AR 213 o] ofo] tigh A
Park and Kim(2014)2] %1373 o]FA|E tigh /ldS HaL
sttt

o

33. RESY ¥ 24

B AZE MEF A7E SRS F40E dlod 20tH~60

e dU AHAE e s 22l ] AL APt 22
QS B3 AEFHY A4S, £ (metropolitan) A 99] Tk

o] w34 (representativenessye 2zt 7] wliEol(Lee et al.,
2015) A& 771X o2 AFtdE gPdsidict. 20159 4
o 7ARE 49 21970419 QlEYl URL A#2 Sde] 125
o] ouzAt ARE xR sl AEAE 74 2 BAS
320159 59 279FE 20159 69 2047k4] QIEfYl URL
2 AES Asie] F 3007 AR AHE FHEReH
FEA o AREEATE AEEALS SPSS 18.0 B4 T3S
olg3te] QRIEA, ABERA, 7EEA, FHEE r 1474, 3
ARA, FEEY 245 AAsTh
¥ A= Stern(2000)°] VBN o2& nlgo@ 914 7t
2)9] s91QR1E, RIS 4d, XIS R 313
oo glo] el 7k QIAIAIE FeFsl7] 913l Preacher
and Hayes(2004)’} A|A]¢F The process macro] F-ESEH
(bootstrap method)S A3l $Fx1sH4 gz 7321814
THHe| olFHEFE Yot A} gt AREH o= uiyfwRl
9] 35S 913l Baron and Kenny(1986)¢} Sobel(1982)°] Al
ek HPHEC] ARGEo] oLt o5 WEE AT BFY 5
A oAE IHA Ztthe ©S AYL o tEmig

2

FIBEE of2zo] fjo] AlF ejol= ZE2el 969

eiE=3 7;.450}»43] zﬂs}zﬂ o|tH(Kim et al., 2014a). ©]ol] &
ToAE SHHET AAA 77 RIS Ade) 371
sH9 e F 7H«1 HEE AR ujfete] FE5HFA 218
74 ofgxo] fo] Fujelre) W& FEFHS golrr] fst
o AE olFriEAS A
FE Uig QT AIA B ERF 1078(36%), oA+ 193
B(64%)2 FEH] dJem, 20t 919 (30%), 3000 64
(21%), 40t 727 (24%), 50t 56'8(19%), 60th 1778 (6%)°l
Atk AEH= 7]E0] 7F o]%(184%, 61%)S AFA|SHATt.
74-% A A2 AE(143%, 48%), 7371=(83%, 28%), Ax (74
W, 24%)0 2 Vel HEEES gigta £90] 61%= v
E}kkiﬂﬂ e sho] 88H(29%)E 7P Wk, AQFE
7} 639 (21%), H2AFFE 0] 539 (18%) 5 ol3dTt.

(Exploratory Factor Analysisy2 AAJS}T 2
L8] Z2nlE 3K (Cronbach’s a)E #4931t

4.1.1. 7114 71119 A

/\H]X}i’f] MAA 7EX9] sHiAS dotir] 28l & 21
EHOF"% Z*q—m"—qudjr Varimax 3ol oJal QoA

”1:4—7‘ ‘ﬂoﬂ’ﬂ 7t SE Ateld

o Hd

Cronbach's alpha 71]—’?—7} 0.69 ©]
RS tHHair et al., 1998). 7iSl
Txgglon 7+ 9ol kg
k=

2 3E, 5 FastA Az, A4 6144’

F8A 7= A FH] Q

o] ApFA Aoz Rt 82l 2= Ikl X]"’q—'% =

35 o]FH Aolok sl ]'O:‘—“LE'— Apple] EA o] 7] dh=

dolgtal o7H, BHHS BaL AAIESle Vg FRRE
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Table 1. Factor analysis and reliability test for personal values

Factor  Eigen Cumulative Cronba-ch’s

Factors liems loading value  variance o
I value wealth. .84
I value wealth and success. .84
Social .
power I respect social power. .83 3.71 17.68 .89
I am capable to achieve many goals and desires. .80
I am ambitious. .76
I believe it is important to harmonize with other species and nature. .84
Ecologic Environment protection is important to me so that contribute happiness and welfare. .83 353 3447 <6
value I try to prevent pollution. 78
I value world peace. .73
I like to create things. 5
I like trying new things. 73
I like to be independent. .69
Openness | am committed. .65 3.28 50.08 82
I prefer to control others rather than be a follower. .59
I tend to choose my own goals. 57
I like to lead or command others. .57
o I care for others who are weak and older. .76
Ag:;:;nc I value in others happiness. .76 223 60.71 81
I work for the welfare of others. 72
I like to correct injustice. .64
Equality 1.31 66.92 .70
I respect equal opportunity for all. .55
HA= 7H] 8ol AISAA 7, AlEjelelE 7HA], AYEiA < "AE ARl dste] vlal 2ARELAL 13
7] 5 Al 7Re] 8R1E AAEIleH & delME AISA
2 7EA] 9] W&ol /Tl TR yElsten AlslE A 4.2.1. 4ol wE JiR1A 71|, $EIEA A, #7dx1s)
# BEe] 7 N 77 F7EE A A, X2 A okizo] dlo] Fuiele] He BlaL
gdel et 7 AFHEJIES] HAjolE Lotry] fste
4.12. B7RsH A, A3 W, 18P ool SHEE r 4SSl SHREE 34 Z3K(Table 3),
ol Fuf el = e, SRS A, S7331sk P, 29 okeo
RISk A, ERIsH 1, 21 oo o] 7 o} Fufele] J Faatol7t SAHLRE FelvsA vet
mjele] QQIEA A= A4 Ad= Table 29 Zt). & stk 53] 7HQ1A 7Exe] 291 Foll shuRl ATele B
BRsA A @R3%skA e & AuEake 247t SHA] "ol ArT E=A UEht dAol AR Y
69.82%, 61.08%]™ A== 0.89, 0.88% WL 51T T2 4%l ¢ Aok & 5 dsith oleke g Sk

e obzizo] glo] ool ARk 76.86% ol Al A, %Pﬁoidzz‘r@ T, R olme] flo] Fujelee] Ha
e 0942 vil-¢ =4 etk =3 o, o SHAE HERT ¥ =4 vebst

= | SR RIskA g 84318k

42 QATEAHM S (ME, ¥d)0| JHelH Jix|, Ezls el B Asim, 218 2 okizo] fof Fufjolwol o

H MY, SEsN i, XEd X oFRE0{ Hlofe| Fof & SAA] W2 EOII Jes & T AT o) wE
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Table 2. Factor analysis and reliability test for pro-environmental beliefs, pro-environmental norm, and purchase intention of eco-friendly outdoor wear

Factor Eigen = Cumulative Cronba-ch’s
Factors Items . .
loading value variance o
I think that purchasing eco-friendly products helps to fulfill my social 28
responsibility. ’
I think that our ecosystem would be destructed unless we use eco-friendly P
Pro- products. '
environmental I think that we should consume while considering our contribution to public Q4 3.49 69.85 .89
beliefs interest as a member of society. '
I believe that using eco-friendly products prevent to resource depletion. 81
I believe that it can be helpful to solve environmental problem with little efforts of 75
environmental improvement. ’
The government should take strong action to reduce emissions and prevent global 28
climate change. '
pro. Compar?ies should reduce their emission even though they slow down their 87 244 48.89 88
economic growth.
i tal L . . .
environmenta I feel a sense of personal obligation to take action to stop the disposal of toxic
norm . . . .86
substances in the air, water, and soil.
I feel a sense of guilty to use eco-friendly products. .84
guly o VP ) 1.68 33.64 .80
I feel a sense of personal obligation to buy eco-friendly products. .83
I have an intention to buy this product. 92
I have an interest in this product. .89
. Pl'lrchase I have an intention to recommend this product to others. .89
intention of eco- ) 461 76.86 o4
friendly outdoor This product is favorable to me. .87 . . .
wear I have an intention to use this product. 87
I have an intention to buy this product rather more expensive than basic outdoor 2

wear.

Table 3. Gender differences in personal values, pro-environmental beliefs, pro-environmental norm, and purchase intention of eco-friendly outdoor wear

Mean (Standard deviation)

Variables t
Male (N=107) Female (N=193)
Social power 4.58 (1.44) 441 (1.30) 1.03
Ecologic value 5.61 (1.14) 5.68 (1.08) =52
P ir;(;r:] Openness 457 (1.16) 430 (1.04) 207"
Equality 5.70 (1.05) 567 (1.15) 2
Altruistic value 4.97 (1.08) 4.86 (1.06) 83
Pro-environmental beliefs 4.48 (1.20) 4.88 (1.11) 288"
Pro-environmental norm 420 (1.07) 465 (1.11) 3447
Purchase intention 4.08 (1.44) 447 (1.40) 230"
p<05, "p<0l
At AFE 18 4 F ALk obgzo] do] FujeEox FAFHOR Folg xolE B

o Q1A 71x]9 BIIAM FollA AeiFeet oJelse] 71|

4.22. AR w2 AMNQNH 7Hx], SFHSH 2hd, B71 °] A9, 40~60th7t 20~30iE T} =2 HEphs UER e,
o] H+F vl M2l 749, 20~30tH7F 40~60th et o =& FFS W

Aol whet 7 AFRRIES] HerajolE A Hy] <3 o 2 Adi7E AgEe] 7Rl il o F88 sk
HEE A4S 213 ZA3K(Table 4), YEIF] 7141, 7AHk- Zo= Yelsith 874389 aldz s3318tE e Ha
9], olelF=e] 7], XISk A, sk 1, 318 S vl A3, 40~60th7F 20~30th ek o AIRS HUT

o

2.

o
=
2
>
rigt
ot =
B
[e3
X
ki
2
o
)
S
=)
1o,
ki

o N it
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Table 4. Age differences in personal values, pro-environmental beliefs, pro-environmental norm, and purchase intention of eco-friendly outdoor wear

Mean (Standard deviation)

Variables

20s~30s (N=155)

40s~60s (N=145)

Social power 4.51 (1.22) 4.44 (1.48) 43
Ecologic value 545 (1.13) 5.88 (1.03) 338"
Pirjﬁltzl Openness 453 (1.00) 425 (1.17) 220"
Equality 5.59 (1.03) 577 (1.19) -1.46
Altruistic value 4.72 (1.04) 5.09 (1.06) 3.08"
Pro-environmental beliefs 4.44 (1.00) 5.05 (1.23) 473"
Pro-environmental norm 4.19 (1.00) 4.81 (1.15) 493"
Purchase intention 4.03 (131) 4.66 (1.48) 3917

p<05, “p<o1, p<.001

7 o}z o] go] o E% 40~60th7} 20~30th ET} T

Aoz Yeldt) At 7k A7 Ee] HaalolE E3)

A= AL 20~30d= N 22 Al FAA

el B gk 7S o oA o7l o]

™ 40~60t= AJEIF9], olEle], B33

Elolzl 34 4 B g 9
o Ko

>
o
22
>

L

SYTHTable 5). A9 (correlation coefficient)=

oly, -19 7S §A AdATE A 19 Tkes
5 B HEAE AEE ovgitt
A B4 Aol Q1A ZEXS skl ARSA

olgro] go] Frjox 7+ ABAAE FeK] Fe Aog
Yepith AeiFe] 7 ZE HeERke]
A FABAE BRI o 1 AFE Feodi e 7=
HE5Hsl, oletdel, 318
A ABPAE nYom FAzIEE 1, 28 olxxo]
o] Fufjolzol= fFolsA] e Aoz el Hee s
A 7RRE olEER], $xIsk A, 3ARIse i BE
Azoln, §-93 A= e

NQA 7k ol Ale] aclel thek Ax-ed Ax), 3
o] HFo| 5.682 7F =9koH, AElF2] 7HX|7} 5.66, ©]
Fo] 7EE 490, A181H AES 4482 Uehdt) e
7IA7F 4402 7P FUAR, BT 7 ARl SR 44S
Y 4742 HojFy vk 38 Ade HEe 474,
3 xstA il 4492 UEldon, 313k ool o]
Tl o] o] 434% JERgT

ol

e

4.4. JHQIX JIX|-BHARISH MY-SAXSY Y-ZlEd
OFRE0{ #llo] FOHe| ZF 2lnp2HA|

Ao Ag, o9} HErlo] BAFCRE HH folst &
AL BHAFon 18y 4, $x1sd 1, 318 Stern(2000)2] VBN ©]2% ulgo & JiQ1% 7Hx|9] 3h¢la
Table 5. Correlation coefficients and means of variables
Correlation coefficient
Variables Means
SP EV OP EQ AV PEB PPN PI
SP 448 1
EV 5.66 .07 1
Personal op 4.40 48 6™ |
Va]ue * Hokok Hk
EQ 5.68 11 .50 26 1
AV 490 -01 57 177 46 1
PEB 474 03 55 12" 337 48" 1
PN 4.49 -03 59" 08 27" 4 78" 1
PI 434 03 377 01 17" 36 57 5977 1

‘p<05, “p<01, p<.001
a: Mean scores(1=strongly disagreement, 7=strongly agreement)

SP=Social Power, EV=Ecologic Value, OP=Openness, EQ=Equality, AV=Altruistic Value, PEB=Pro-environmental Belief, PN=Pro-environmental

Norm, PI=Purchase Intention of Eco-friendly Outdoor Wear
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Table 6. Regression analysis for predicting direct and indirect effects of social power value

iati 95% CI
Effect Path Medlatl.n & °
effect size Lower Upper
Direct . . . .
effect  Social power — Purchase intention of eco-friendly outdoor wear .0405 -.0549 1358
Social power — Pro-environment belief — Purchase intention of eco-friendly outdoor wear ~ .0074 -.0294 0456
Indirect Social power — Pro-environmental norm — Purchase intention of eco-friendly outdoor wear -.0202 -.0583 .0093
effect Social power — Pro-environment belief — Pro-environmental norm — Purchase intention of
. .0078 -.0334 .0440
eco-friendly outdoor wear
Total -.0050 -.0941 .0690
Table 7. Regression analysis for predicting direct and indirect effects of ecologic value
iati 95% CI
Effect Path Medlatl.n e °
effect size Lower Upper
Direct . . . .
effect  Ecologic value — Purchase intention of eco-friendly outdoor wear -.0124 -.1591 1343
Ecologic value — Pro-environment belief — Purchase intention of eco-friendly outdoor wear 2011 0709 3173
Indirect Ecologic value — Pro-environmental norm — Purchase intention of eco-friendly outdoor wear 1132 0543 2048
effect Ecologic value — Pro-environment belief = Pro-environmental norm — Purchase intention of eco-
- 1727 .0905 2836
friendly outdoor wear
Total 4871 3728 6191
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Table 8. Regression analysis for predicting direct and indirect effects of openness

iati 95% CI
Effect Path Medlatl.n & ’
effect size  Lower Upper
Direct . . .
effect  OPenness — Purchase intention of eco-friendly outdoor wear -.0758 -.1939 0423
Openness — Pro-environment belief — Purchase intention of eco-friendly outdoor wear 0432 0051 1083
Indirect Openness — Pro-environmental norm — Purchase intention of eco-friendly outdoor wear -.0023 -.0427 0367
effect Openness — Pro-environment belief — Pro-environmental norm — Purchase intention of eco-
. .0431 .0027 .1083
friendly outdoor wear
Total .0841 0116 1839

2oM= Frofetrt.

vl MAZ HEe] 77} 218 oo gllo] Fujewe
Xe FFE IERsE Ada ﬂﬁilfﬂﬁ FEE s
2 3] AREAE WY th(Table 9). 577 <)
= TIH= 95% AFTZE (<1540, 0.0912)F
Ao} H5o] Al 7R7F Felejmel] M=
A G2 #3RE Ads miHeE 9 o
TZF (0407, 0.2298)2 frolsic). whd 37331351
TFHE i EER S wE 95% AT F23HA]
Utk AfHog HE — B Ald - SRS 7
W — e 95% A7) (1289, 0.3834)F ER
9% 232 Htk(Table 10). HE5 7KHE 2H a3 &
ofslA] gktort $AXIsA Alds) 3RSk S mlE
g AR felst AHE JERiTh

g & e

Rt 2 ojele] VXS SYHHSR, A ok=
dlof Frjeles TR sl BRI g 3%
A s R 3 Ao Ay BAsiEsth 2
3’4’(Table 10), °JEFR 7FX7F ool mel] viAl&=
95% A7) (-.0200, 0.2544) 02 Es}o]
e & 5 Aok 2 EIHE olgHel - %
— Fujelre] AFFZR (0461, 027912 FolEhH, nk
sk FHE AR g 95% AR (-.0259,
0.0906)2= frofshx] & Ao= yepdtt datH o= ofg
Fo] - @A A - RSk i > FEeEE
95% A TZYA (2411, 0.4862)2 Folet Aoz Ayt

7H°V4 79k BRI A, SRk A, 318 of

o] Fufjelme] o) AHPmNEA AAE Hejsud
A}ﬁﬂ A 7= 3187 oRme] do] Fufel=e] ojmdt
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O Py
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12
ool Mo

Table 9. Regression analysis for predicting direct and indirect effects of equality

iati 95% CI
Effect Path Medlatl.ng ’
effect size Lower Upper
Direct . . . .
effect FAuality — Purchase intention of eco-friendly outdoor wear -.0314 -.1540 0912
Equality — Pro-environment belief — Purchase intention of eco-friendly outdoor wear 1233 0407 2298
Indirect Equality — Pro-environmental norm — Purchase intention of eco-friendly outdoor wear 0050 -.0296 .0490
effect Equality — Pro-environment belief — Pro-environmental norm — Purchase intention of eco-
. 1227 0667 2218
friendly outdoor wear
Total 2510 1289 3834
Table 10. Regression analysis for predicting direct and indirect effects of altruistic value
iati 95% CI
Effect Path Mediating
effect size Lower Upper
Direct . . . .
offect  Altruistic — Purchase intention of eco-friendly outdoor wear 1172 -.0200 2544
Altruistic — Pro-environment belief — Purchase intention of eco-friendly outdoor wear 1589 0461 2791
Indirect Altruistic — Pro-environmental norm — Purchase intention of eco-friendly outdoor wear 0329 -.0259 0906
effect Altruistic = Pro-environment belief — Pro-environmental norm — Purchase intention of eco-
. 1710 .0892 29011
friendly outdoor wear
Total 3628 2411 4862
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