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Abstract: In the context of sustainable development, China, the world's second-largest apparel market, is also concerned
about the environmental impact of fiber waste. Currently, there is a great interest in sustainable fashion in both supply
and demand in China. Based on the theory of planned behavior(TPB), the determinants of sustainable fashion con-
sumption(SFC) of Chinese consumers were evaluated in this study: man-nature orientation(MNO) and environmental
knowledge(EK) as motivation and perceived online-store accessibility(POA) and perceived money availability(PMA) as
barriers. Wenjuanxing, a Chinese professional survey collection agency, conducted an online survey of millennials in
Shanghai, China. The final sample size for the survey was 215. Partial least squares structural equation modeling was
employed to test the proposed hypotheses. The results indicated that attitudes, subjective norms, and perceived behav-
ioral control significantly affected the purchase intention towards sustainable fashion products. MNO and EK influenced
the attitude, whereas EK, POA, and PMA influenced perceived behavioral control. This study contributes to the TPB lit-
erature through the examination of four antecedents: MNO, EK, POA, and PMA. The findings provide valuable insights
for retailers and markets based on the identification of the motivations and barriers that enhance the purchasing intention

of Chinese millennials toward SFC.
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s, 71°* Xl
ATH(Yang & Ha-Brookshire, 2019).
gk =2 e UG MieA
Oh, 2019). ¥HYL A= F=2 Tiﬂ 2H
ASH (Wang, 2017), 221 Fuljol] ol&star A|F Al
= A 2kl

2=

A&7V5/3S FA ek (Fedorenko, 2019). 5=t

Al A&7Fs iAol tigh di vt Fokal YA Han
and Stoel(2017)—4 el 24 Aol w2, oiFEe] A&7t
Aol B8 A7 flol} vl WEEe] e Aow
ettt ) s Asinm Ads el 9 v
Hl=(Kim & Lee, 2019; Song & Ko, 2017, Suk & Lee,
2017)0k amjzp A2l A7t F2 APHJATHChoi & Lee,
2020). T AHIAE o R g A&rts o A AFE
AR, S e R 3 A7E F5E] Al Jung &
Oh, 2019; Kang et al, 2013; Su et al, 2019), A&7 o
Aol gk #ilo]l &2 FHUL AdE YR 3 d4e

—



GRS A A ) 2

nju]shy olof thglk el F Aol A|7]E Tk (Mukendi et al.,
2019).

AYH 35| 2(TPB: Theory of Planned Behavior}e 4x
H|Z} At RofellA] o Agie] AFd BdF shviaH 318
7 P52 dS3] S8 A PsolEg olge At &
W3] AP 9ITH(Ozcaglar-Toulouse et al., 2006; Yazdanpanah
& Forouzani, 2015). Tung et al.(2017)2] A-7ZAz}e]| uj=mH
T SHIAELS FHEEA O3] 2 31 £ Bilow,
HAHol =1, 84 2HRRPL HuAt ske 715 7KL
Ao & VEPEOH, Wang et al(2016)S T E3H17F-At
Ay =210 21801 4H] dled A= U
7531t Brandio and da Costa2021)y= A&7Fs HAAA
W‘}ﬂ gk g/dol 11*7}‘— A Anlel] FEFS mRIths A

e o

2 AZE YT Ea) F13k9on, Ko and Jm(2017H
Hl= tEhlS VMP_E gk AollA= AgE PsolES vt
2o XztE A7 7HgAdo] el FEE vX|= &2
2 Yehstt AR S ARRRe] A&7 oA Al &
gt A7e HESE ARoln ofof tigh AFH Ate] ool
A71Ee}. olo] 2 Atere AgE FeolES vEeR F
= ARRke] X&7Fs o Anle] A egled QI7kAA
I, 37 A2 FrIecles XzkE 28Rl F2Ad3, X7t
H 2 7ML A Ao R REvts s A4

8912 Buingitt. o|§ sl A7k u)iok dvel 33
3 F3 Aol 5T RN FF 245 Fpel
=5 o] FFL PR F19k 4B Aol g Ay
Qb2 AetstaAt ek,

<

i

2. O|EH Hi&

2.1. X|&7Fs oM AH|

A AP Adgt FIPIRE sk vl Alzkek 3
Aoluf ABEAE ZE sttt ol2fst A A1s]EA|e] 1
< 98l A&7Fs el Ak At FEAKE, "HIRE &
H|213E 5 ofg] Holola &S] o] FX 3 Qlth(Mukendi et
al, 2019). AW Ezle] wEl Aoyt thEAL gojk thEA|
AMEEH] RE A 95 ek Hhg Aort gl A%
oty dE E9], =Y 5 ethical fashion)(Joergens, 2006;
Thomas, 2008; Reimers et al., 2016), X183 =4 (eco-fashion)
(Carey & Cervellon, 2014), €29 | (slow fashion)(Clark,
2008, Pookulangara & Shephard, 2013; Tama et al., 2017)
7} A471s 9|4 (sustainable fashion)(Fletcher, 2012)5 2] &
o7} 2Ath. Thomas(2008y> A|&7Fs WAL IR ST B
o 5 ouE Ad sideltal stk A&rhs s At
3], ZAASE 3 Ao HAge] IS ME T e e
2 9F Ak 2] A7l AS E3SITH“Nice consumer
research summary”, 2012). Mukendi et al.(2019) 37334, A}
34, €29 A, AR, AZE, 2H)F vk Bl AL 3

5.29] e AGE YEJES FHOE 459

e 2T 22H 7H“‘°l A&7k ﬁﬂéﬂ"lﬂ}l ottt

(“Market value of apparel”, 2021)2] % z
Al 2)F AFo] Tl A1l S HES AR e
g Wgste], B AoM AE7ks AL RAIEoR o
A3kt

DL Adis AL7EsAded tigh #ilo]

o|tH(Global changemakers, 2016). 2HUL At AH]|zke] A&
HloEs 73d o 259 A58 016H8}~ Ze
oA w¢ FQ3THHall et al., 2017). AL7Fs LBl ek
27= AYYL AhollA 2L AREHS *‘301? Al
a5e] 7RI s, ol 37 xsiH o] =Yl
AFF} AH| 2 o] B HE-S AE3EE &R oozt
(Gazzola et al., 2017). 32 9|FAIEY 7P F88 A%
% 3h}olm(0’Cass & Choy, 2008), A = DU A

= 55 U ANFeE weady gk o] AdEs diiE
7ol S50k, BR A Adwble] o] H Altfot the
M-S HOITHWang, 2017). B3 23 ARE 715 AIS

B3] A&rbsst WS SRR AAste] S8l 97

HHTOH o] Altle A&7FsAd S8 & A F+
ek ot A% X EAl] tigk Adigk #S 7
ATHZhu & Sarkis, 2016). &1} vl=olu f-d0 vF)] A&
7Vs 9Fel tigh Tt 2 AH|xke] Q4 g AT
AHlE B4 2THDiddi et al, 2019; Han & Stoel, 2017). 5=
dEUg Mol gt A&7k oFell g Flel vls)
AgH oz o|FH AYATE FHT ) o|E Ahe] A&7t
T FAIE vl Fe mRE 8Ll oigk Aol F
8780] A71€t.

=

PR

22 A2 E dSo|E

2HL s Al deE] HEE FE)A AFolB(Ajzen &
Fishbein, 1975y iel=e 574 AFTolel thek 5784 =
& FRH WrE ouisle "= L AFTel el EAY
o] e AXEl=AE HAFE FH4 ol o8] A%
Fth= o]2o|t}. Ajzen(1991)°] FE|A Aol 82] nlFet &
< B flst] AN o]Eo] AlFE BFolE(theory of
planned behaviour)©|th. A|gE W5 o]E2 719 FEH
2 5 o] E(theory of reasoned action)?l ‘A|Zt¥€ Y5 FA
(perceived behavioral control) 818 F7F8te] a5 oS4
S &9 o]Eo|t} Ajzen(1991) <I7be] APl 9F4
AR A g2 Qe gRNte R b FAITF He A
oflehs W& A, A5S A &= Bas &
A, A7 AR, 7e 4 Aot 713571 kol A 7HeE of
Pt HolS 33t o1& A7HE BT BAlL

9,

rlo

J‘ Oln
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Aoaiiom, 274 17k AFE X B A= F
A2 (control beliefs)2] &t FAAIE Tk =] Apzhe
2 AztE F3(perceived power)oll 23] AHETE Ajzen
(1991 Q17ke] 52 X2k a5 FAe} P5ewd o5 2
AW, 3E o= ol ek Bl=(attitude toward behavior),
FHR T A 55 A0 8 A ETa St &,
oul st PFo] HPS gt Pslu= YA oAe} 7]
o] L5 yepZlel 1 A%l uist T8 A4 2219 W%
A== AT oS H5 BAANE T8 RE & F o
5ol et i, FHH PHE AR A5l o FFS
Weths Aot

AYE 35 2l /e BF vt HE, FHE 1,
AztE BE BA2l A 7] g2 22l os) BAlHI e
< RojFEr) A¥E g5 2P 3 dF A Bol AME
532 ATH(Mannetti et al,, 2004). A& AFAE=ES ALH 5
rdlo] AR X&Tls 4H] g5 oxE Arstal n
P& & ST F IS FHAIH(Fielding et al, 2008).
AYATFE Bl AE7Fs M| xS} A&7 4aM] P5S
&bt Agsiths 2S¢ F AUk BT AlEES] Ald
I Blx, 35 Aleldd] Yol lom, AZE s olE F 3
7 1A 821, & HE, FH4 79, A4 PF FAEH

A&7V &AM e o=e) g5 & AT F e g8
Qlojz} wizl 221dS A% s tHAjzen, 1991; Lam & Hsu,
2006). & AToM e ATFAES AgE BF 2ol A&7t
= A7) 93 B2 g AR AT
EFER ottt Ao FE3IIGATE Kang et

al(2013)e] A+ ZAel W=, 13 o FimloA El=s}
T e THASE GSHAAT N A FAl
g WA 9= 210 ® YERITE Ko and Jin2017)

[ oo
B

ok

|
off AAIRE A7t Blest A7k e A7 A8A ol

)l A&7V Al tigh o eze] S8 9
e W, =47 2 A8 AETbs
@ Ay 7RdAE el T el e et @
< "R lom, A A&rks AFE!: f71F W o
of that Frjoieells Y PIAA Fetal Wl o9
EUAR dEor AgE PwolEe Al 7HA AAF 291(
=, 7 G, Az BE FA)ol AErFs sl i
Tufelel Zhe] Al gk A5 Faide] A7l

R
oo o ok

o

3. i7=d & Jkd 43
3.1 AEE #S0|E

[¢)
gste] F3 Aulajel A47Fs oF 4H) 24aglel vl 4
Zolan A AGE A% olE wde B AFS Ava

< bl 7 de] 2ol B F shue|th(Mannetti et al., 2004).
A7+l % SR (perceived behavioral controly= 382 74,
Azt )5 BA o8 AFArtal st Th(Ajzen, 1991). Al
gl 5ol 8ol oA MR W] Ejdolt BYlo] H=2
F7go] o2& ke Zloltal dFaL(Perugini & Bagozzi,
2001), A& 7FsoiAd ZaH]e] A ofe] Arollx] el AL
423 $thBrandio & da Costa, 2021; de Lenne & Vandenbosch,
2017; McNeill & Venter, 2019; Varshneya & Pandey, 2017).
Fielding et al. 2008y Al P& Rdo] LHAE9] A&7}
s &H g5 s dysta v F5s 45T F dve
S ]

5718 Pelsii,

H,. A&7Fs ool tiet Bie(a), A2ME AEEA b), T2
A (e XE7Fs el Fulelmel A () Y IR

Zlolt}.

AE-ARA A I} 2] AAOA ZdETh(Jandt,
2004). AZH-AA Al el T=UEE ATH o= AAA]
x3k2 xRtk F=ele] FE2 AT £} 7] 9%
& etk EEHOR B o $50] AEHQ AR AF
& T A A&7k AlE T Bl dAE FgFe v
A A&7bs Al T ol 9IS vIAAL AAH e A&
7Fe Al 7ol sl G VIAA FTH(Chan, 2001). <1
ZhAR A2 At ARlo] 23hal of&Ele Akelw, =
& AR A Eolzh Algho] olf- glo] &3 SR
A e AL Wk (Chan, 2001). 2 A7 E ARt
3 o] Hgol meh Al ARige] A7 24 =71 o
woll 34 A&7bs FE Fishke vkl Bime] ¥
SRloE IZAA AFS Ao, & A7+ #3544 7F
A9] Fhil7E BB A A&7ks FAES] e gl 73
e GFE AL gk ole] 9] =oE wEeR F
AU a9 g vt 2 A7 ARkl

Hy. Q7071 Age 247k A AEL Folshs 4]
o] Ble] B+ GEL W2 Sl

3 A2l 37 SRl g ASshed o] To%
Hpolt}, 3 A 21& st AejAlel] gk AM, i, A
A Ao & SUthFryxell & Lo, 2003).

AR 2L FAol tist ojale} HHt] A&rtEst BHS
gt S Ao Fadk 840t (Mostafa,
2007). ZEA2L AAMESk] gk 227} wolAH 3=

£
o



1mj30] N47ps A L) F9) HPAEGE PEOIES FHOE-  46)

o] ol = Ut} AMRIEe] FAEA tis S Bl AL anzte] o AR HAoA Fag A gt A&
3412 g 717l &H|A) o] A71Al ot Su et al(2019)9] 7¥e A9 =& 7He AlEA, 37 3181E9l Alset 22
Aol =9, w59 & "Hud M= S AR A A= z-la E4d o8 HE3E 4= Atk (Moon et al,, 2013).
2, B3R A7 A&rbe 7R FEo] FEe de 2 MRk FHal AAE ) A B THE ] AES Assle

U Aol vjs] doiH R =A vepdth mEa] 2 A

74k QoM (Ozdamar et al., 2014), X|&7Fs AL Fujjo
FANE B ANE A5 ARG TS 2B 9
Z

3}
ol 4o tal B e BAE 71 A o B A
2

Bie] Hegaclom Hesigict. Anjxke] 2l AHRte] 7+ P 5 BAE 7Y ARl dig ol o=E 7 s
o ojatel AA] Fuf SF e xpeolE Aiske Fad 29l o] =A JeldtHKo & Jin, 2017). ©]& 53] A 44 =& =}
o|thBrosdahl & Carpenter, 2010). A3 Ao =W f2 = 7H3E AS7ts A ARl eAdsk] g 38 A
A 2o] E=ops ANRFEC] §8]FQd ANEEe] o AHS A g5o = olojd Zolg}t Ak} weby 9] =22 npgo
7K AS Yegth(Jeon et al, 2013). T3 x| 2jo] A71& 2 F= 2EYL 20 g g vgdt 2 e Al

9] A aslolehs Ro] HSTHPajeres, 2002). Ak & QeI
ol %255 F12le] A Aol g BAle] Jakel7] w)

ol AV &5 W XZH AF SA9 SHHA BHo] gl H, AZME 2= 7H8438 A&7k ofAlgel gk anat
CThBarkhi et al., 2008). A2l 7M1 zo} G5 FF F £ A7 g5 FA A (+) IS A Aeojr}
88 FRolx, zo} THLE U XztE 5 FAle} I
o] 7] Wi, B2 UF N4E dF A & 3.5. X[ZtEl 22l AE0] ’SE’:“:‘
A FFE nE Aot} Edt A&rts FAES st H 2 d B 2Rl FHEL AS AdE L oA
=8 o T FL DRI E S AlolA B X Ale Aol 1 FoAde] FrskaL Mofﬂﬂ{mes & Bruce, 2017),
Ui A9 gF Al o el ¥ B JEFS v 22l &g v A e Fast ERE F sho|th
£ AL BN HKo & Jin, 2017). ololl F=F Wy E (Gazzola et al., 2020). 22} &M AAde] H2A e
H|z}e] RA&7bs sl Amolla] SR A o] X|7hE Y %ﬂl 7190l MRl A w9 Fasith. 2B H2Ado] oW
£ T7HZ Zolgial 7|dehes AL efdeiial wetEn. T Aego] sl &Ml oxE FZsk &M PFS A
A 9] =0l AlEe R T BHYY M e R vy el Sh(Zhu et al, 2013). @A T A&7Fs olF
3 7He AFTHES AEi) BHalzo] 2ol Ade] HF2AdL nHst Aot o] Sl
Al T AMAES A&TEs @A tisk Hade we A
H;. 37 A2 A&7ks A AlF el gk Anjate] o= AgkErt AR A&7Es FAed thal] S840 HE
Hx(a), A7 &5 SAbel B2+ &S 71 otk o} Fuje) =g FIR I ol 2Eo] HZAo] vhowm A7kt
=go] AarEref FujHe o] Yol AFe| Fuf Y=
34. XZtE Xz Ve ARgaRe AHEEe] YouA] 8 AUTHOtiman et al, 2006).
AL A&T7Fs AFS Tl o W Had da = 8BRS ARl X&TFs oFAIF dE e 2
g dZAEe = }740113]-(Barbarossa & Pastore, 2015). 2Rl 28o] HZAo] X&7ks 7S Fulshks dl o] 2

Theory of planned behavior

store accessibility

1 Man-nature : H ! ;
; orientation L 112 | 1
! ; ~,  Sustainable H |
3 Environmental : s " anparelAttitude = :
f knowledge ~Ho o !
1 - Ha4 e Perceived o » Behavioral intention
; Perceived money ; I+ behavioral control 1
‘ availability 'H ! d !
; | 5 1 |
! ; , Hic !
! Perceived online Subjective
; : | norm !

Fig. 1. Research model.
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3 olzAleR B 4 Irka WRHECE w2 Aol
a5 AFe] tiF el A AAHSE EALY
FolelErt 2718 Role} Ak ool 9]
% WAV AR OO TheTh e AT A

ise

Hs. A7t 2Rl 2Eo] {2 A&7bs ofAlEdl o

& 2wlAhEe] A7 A% EAl) AA () L v Aol

QP Q) wol2 vigoR F3 Weludl AvAel A
&7k S dmle) AY8E ettt thee] A7 Y
N

2 A AR T8 A7kAA A&, 34 A4, A7k
2Rl H24, A7 A= 7R, ", 34 d, Zzh
= < ek A
|F AR T2 AYATFE viReR 2 A FA] Bl
FAEATE A-A A Ak ARle] e disf /A= F
A8 (Kluchhohn & Strodtbeck, 1961)2.2 H.37, Chan(2001)l
Al 47 APete] Ak 873 A4 LHAp 3
EA9}F 37 Bl i3t old A== =43}, Mohr et al
(1988)¢] A= EUZ, Ko and Jin2017)el14 A9 671
e Addstar st AGE A 7R SRAE
< Fajstarat @ wf, 2 ARl 2L e AFoR Agejste,
Beatty and Ferrell(1998)2] HE=Z A3l = 3Egoz
gt A7k 281 2B 281 SHEIA A
75 oFell tigh AAol Ha Aol AER gefstd,
Jiang et al.(2013)°] E&-& A 4EES AL St A
&7k AFAIE i BEE A&7t FAIE e &
olFo} H|F o ojfo] wEe Ao w Hosy, =3
82 Armitage et al.(1999)04 AJ&ste] siEgtoz FAJ35)
Ak FHH HE AETEs oF AT v ArAg A
o A AReA WS F= T8 AR 7Eelu "
T S)E°] AH4Ale] o] s ol tisl ojgA Az A%l
7ol gk 7ot QoA olo) tel= ARS)HSL o Y

TS Slste] g A 7)5]ol] gk ol Agk Ao
Z(Ajzen, 1991)2.3, Kang et al.2013)°14] AREAE 5E3RS
TR ST ALV Rl o 7l oEe X

o] & A7 ARAIE e APATES vBeE Folz

7}
<
Sun and Wang(2019)°llA] Ajglate] /333int. S AdHd%
ix=s
Ren, 2 Hofl MFH F54E Y] flste] gy 7y

(back-translation)S &ajx FFo|E2 WYL B AFE=
A% B8] YRS Fol7] Sls) & 2] B lzAlE
o)

Aol @ QAsle] BaHRl AFE S} Hike Y
& BAsE O falel & Qe Al #8 st

42 X223

B AT A7 20-300] LU At AHjREe]H,
EAH dlelge] 38 918 Tl EHuYd AnlRke]
JATEE7F T2 T Adstolrld AFsle dUE tide=
A8EATE AEZAR= 20219 22 997E 2021 2¢ 18Y
TR F=e] 2ER] ARERAF A A (aEE )] TR &
A& 53 AAslden, A AlF HolR]d A &rbe ofF
i AR f7e did $HS B Advts oAF AFS T
s 2Ao] e Alge R AT TES AFSIth AR
= #F 25072 el BAAS S 35%E AlYsia
21555 FF Ao ARSI

43. SEXe &4

2 Ao ZE 548 AHRYS o, A=l AoiA 200
7F 1134, 30t 1028 0.2 H&E FEFZ0|USE B3t
3 H A #FEHA dEiE AdEe il ARk 66.0%, 2
A= 34.0%9] HIES A ZoR UEyy AHos
ojAdo] o e ZAo= Uetth olo| Bhutto et al.(2019)]
AT At o] A2 AR A&rbs sl gk o
B g 7R RS RIS AT RS AT EA v
A 71EAe] SHA s 27 35.8%, 64.2%= UERE 7]
Ao FEA U ¥ B2 vFS Al HF gHEeA
£ gt Y9 H18o] 81.9%% 7P E3ken old A&ls
ZHE wWEFE0] B2 Pl & el s A8 AT
Ao}l XEATHYang et al., 2016). oA AR B1E
o] 7P =%how 758%= VFERRAL, I the el 10.7%,
FHo] 84% w08 e, A52de] 5.1%% YERTE
AEF M A5 2E 1509 ol 2 2009 mgio]
274%=% 71 Bol e, to 2 1007Hd ol 2 150
TH mIRbo] 20.5%, 2005+ o 2 2509Hd mIRte] 16.3%,
507+ o)A 1009+ wke] 14.4%, 505wkl 2507HY
o 7t 10.7% =22 YEITE A&7k o & Fu) FE o
= ZF 12.1%, 27.9%% UERten 9 oi Jmj Ade
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221 Afde] 85.1%=, Lz}l o] 1492 yehd A2 o8 F= AR A&7k A anlell thE JAghe 2 A
2el1S B9 o)f P2 o Asss 22 s, PHATPEE MGG 71 A5 91 PLS-SEME A}
Falsith. PLSE 710] T e] 2 Aol e
5. o173} X}» | Al gk 9243 7P o 2 HE AMR-EIL(Hair et
2009 BUHAY STE S HID Y2 2205
bGP S S AT GEIEE MY L Al & s A 28 a3
Table 1. Result of exploratory factor analysis
Factor Item FL a SD Mean CR AVE
1. We should maintain harmony with nature. 728
Man-nature 2. Being the master of the world, human beings are entitled to deploy any of the 700
orientation natural resources as they like(Recoded). 693 630 6.151 .809 .516
(MNO) 3. Human beings are the only part of nature. 11
4. We should adapt to the environment, instead of mastering the environment. .633
1.1 know products and packages that I buy are environmentally safe. 735
2.1 know more about recycling than the average person. 730
Environmental 3.1 know how to select products and packages to reduce the amount of waste 712
knowledge ending up in landfills. 819 804 5072 869 .525
(EK) 4.1 understand the environmental phrases and symbols on the product packages. .721
5.1 am confident that I know how to sort my recyclables properly 746
6.1 am knowledgeable about environmental issues. 700
1.1 feel I can easily get the sustainable apparel from online platform such as
. . .843
Taobao or official web-site etc.
. . 2.1 feel I can easily identify whether it is a sustainable apparel through text or
Perceived online . .876
store accessibility _ P ore on the platform. o 870 1066 4742 911 719
(POA) 3.1 fee} I can q}uckly find sustalr%abl.e apparel from product classification (e.g: a 268
special sustainable garment district) on the platform.
4. On the platforms, the same sustainable apparel can be found through various 802
search options.
. 1.1 feel that I can afford to buy any sustainable apparel if I want 913
Perceived money 2.1 am not on a tight budget while purchasing any sustainable apparel 911
avalibility . 839 1.103 4617 902 .756
(PMA) 3.1 feel that I hav'e enough extra r:noney on susFalnable apparel so that I can 778
splurge a little if 1 find something I really like.
1. Purchasing sustainable apparel is an good idea.
. 2. Purchasing sustainable apparel is wise.
Attitude 1, hasing sustainable apparel is supportive. 782 842 721 5650 888 613
(ATT) . . .
4. Purchasing sustainable apparel is favourable.
5. Purchasing sustainable apparel is positive.
1. Most people who are important to me support my purchase of sustainable
apparel.
Subjective 2. Most people who are important to me want me to purchase sustainable apparel.
subjective norms 3. Most people who are important to me think I should purchase sustainable .793 812  .864 520 876  .638
(SN) apparel.
4. Most people who are important to me affect my purchase of sustainable
apparel.
2. Sustainable apparel might be not readily available in general.
Perceived . T .
behavioral 3. Sustainable apparel is limited range(design, style, color).
control 4.1 think sustainable fashion products might be expensive. 857 832 1.049 3822 886 .661
(PBC) 5. Information about which products are sustainable fashions can be difficult to
obtain.
1. I plan to purchase sustainable apparel in the future.
Intention 2. 1 am willing to purchase sustainable apparel.
(INT) 3. From now, i plan to buy sustainable apparel or environmentally sustainable .833 .861 872  5.159 906 .706

apparel brands.
4. 1 plan to spend more on sustainable apparel.
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5.1 2&o| MM U EIZN 2Y 2019). £ A7) WS R R s - 206 RAzi wssq
23e] AP gdS ERla] Hste], EFAIEE(CR), ~ 551y Rraaes — 56702 =71 UEFSTHTable 3).
HHEAFEAVER FBAIRCOE o83t WHAlE,
ASEA, WHEFAE S Hrlsih. AR, SAAAZHFL)e] 52. 718 =
0.55ch 2o A A= Ag WSt (Hair et al, 2019), Z] 7} ARl 494 AZS 95 REAEATY /9L o435}
7t PETA 15FS At A3 Table 13 Zh 2 A gow, A AZS FHA 500038 F3H (Hair et al,, 2019)3F

TollAl CREEO] .809~.91101H, BF 0.6t} o} £ 59 I o] 2 XA wet 500002 AAsle] A& 7t
WA S RS YT tHBagozzi & Yi, 1988). A AZ2] A= Table 30 A=A,

T3 AVEZES] WHI7F 0.516~0.758°1H AAIZR] 0.582 0 Z7] H,2| A5A3, A&7Fs dlAdel] thgh elx=(Hla; SPC = 478,
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IAF(COETE FH I efgAe] Atk S th(Fornell & =238, p<.001y> A|&71s AT e oozl 378
Larcker, 1981). Table 20 RHoj& wpe} 7ro] H Are] 7z} 3 20l J3FS mXe Ao E UEPITHTable 3). ©12 £l Ko
AW AVE ghel Al 7S 724~8690.% E¥siion, ot and Jin(2017)2] AFE Fol2d 28 At A&7l o)

2 AAete] A Bk Sus WHedge] gHE A ZH] o] ) o5 oSl g B, FHA HH
Rl 27be HE Ao ke XHELO &Ko & Jin, 2017).
A3E BH PLS-SEMS =Y HdlHgre 71FL gl Hy0l A543, A7 Ak A&71s el et =
o, dZe] Asle] BHS Frld TxEFL RRLoE 3 ol AHHPFS(SPC= 234, p<.00)H R RAo=Z eh}
7H S 9o, avjA EAT BopolMe WS Rl g 7 AAS3ATH(Table 3). Sreen et al.(2018)9] =25
20017%4e19 dE Aol w2 Fo = Wrelth(Hair et al, A3, Ee QI7FAA A2 A&7ks AFel e o

Table 2. Average variance extracted(4VE) and correlation coefficient(CC)

ATT EK INT MNO PBC PMA POA SN
1. ATT 0.783
2. EK 0.499 0.724
3. INT 0.692 0.523 0.840
4. MNO 0.312 0.170 0.184 0.718
5. PBC 0.401 0.427 0.487 0.245 0.813
6. PMA 0.446 0.362 0.545 0.320 0.647 0.869
7. POA 0.321 0.336 0.439 0.097 0.559 0.361 0.848
8. SN 0.501 0.466 0.537 0.180 0.251 0.287 0.392 0.799

Note: The diagonal scores(in Italic) indicate the square root of AVESs.

Table 3. Results of the hypotheses testing

Path SPC t-value
Hla: Attitude — Intention 478 7.680%**
Hlc: Subjective norms — Intention 238 3.705%**
H1b: Perceived behavioral control — Intention 236 5.340%**
H2: Man-nature orientation — Attitude 234 3.839%**
H3a: Environmental knowledge — Attitude 459 8121 %**
H3b: Environmental knowledge — Perceived behavioral control 141 2.484%*
H4: Perceived online store accessibility — Perceived behavioral control 342 6.856%**
HS: Perceived money availability — Perceived behavioral control 472 10.699%**

Variance explained

Attitude 29.6%
Perceived behavioral control 55.1%
Intention 56.7%

Note: SPC = Standardized path coefficient; **p <.01; ***p<.001
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