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Comparative Analysis of Consumer Attitudes and Ethical Purchasing Behavior

on RUR Khnitted Fashion Products According to Environmental Consciousnessof Female

Consumers in Their 30s and 40s
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Abstract: This study examined how middle-aged female consumers’ environmental consciousness influences their atti-
tudes and ethical purchasing behavior toward RUR (recycling, upcycling, and reuse) knit products. The research employs
a survey method, targeting 30-40 year old women residing in Seoul and Gyeonggi-do Province. On-line and off-line data
collection were conducted. The following conclusions emerged through statistical analyses, including factor analysis, cluster
analysis, t-test, and regression analysis. Firstly, respondents’ environmental consciousness variables were classified into
two factors, delineating high and low environmental consciousness clusters, demonstrating significant differences between
them. Secondly, the high environmental consciousness cluster exhibited more positive consumer attitudes and ethical
purchasing behavior towards RUR knit products. Moreover, it was established that environmental pollution consciousness
and eco-friendly product purchase consciousness influenced environmental consciousness on consumer attitudes and eth-
ical purchasing behavior. Lastly, the study confirmed that consumer attitudes mediated environmental consciousness and
ethical purchasing behavior. In conclusion, this research establishes a meaningful link between environmental con-
sciousness, consumer attitudes, and ethical purchasing behavior in 30-40 year old women. Environmentally conscious
groups positively influence attitudes toward RUR knitted fashion and promote ethical purchasing behavior. Consequently,
it is recommended that knit fashion companies prioritize environmental consciousness and eco-friendly products in their
marketing strategies. Furthermore, diversifying the application of RUR knit products, coupled with eco-friendly production
techniques, can amplify their appeal and utility, ensuring a positive impact on consumer behavior.

Key words: environmental consciousness (374 ]4]), RUR (recycling, upcycling & reuse) knitted fashion products (RUR
UE =) A|3F), consumer attitude (&=B]A} BJ2), ethical purchasing behavior (#214 79 3%)
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olghz 34 kX9l 9] MR A& Thsolgte &of7t
A AL Aok 20189 3373419103 (United Nations
Economic Commission for Europe, 2018) X7 A{] 2|35}
A AA 24712 BlEF] 10%e ARG e
OlF AEAA wid 12¢] 9] 2A7IEE wiEsta ot
3 SHoh(Lee, 2019). 3, SAEA & =2 HANGA=
Hegh AL LHRRe] ATRAHIR R Aol 20%7}
LA et IFUsle] S EAZIAL Sl ole] SR}
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v APATE AurE 3133 Y
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= xﬂ*lé}ait‘r(Kang & Lee, 2018). UE H7|ES sidsh=
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1(env1ronmental consciousness)°| & 3735 A, B
Aol AEs &4 F de A 2 ALY T2
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Chang, 2012), thxFIAQ1 /d o= gjsie] S7dEAol gt
A7y 2730 vR= FES o2star 73] tiste] x]<&4
3 S 7R Aelgkal sKAthPark, 2013). o FAIE 4]
M= FHRE oJ2lo] FFIsH ofF 7o) Yol IS
u|A] B73xIsHA Tl ol Slo] FHRE o9 Fa3t
738} THKwon, 2010). 531, S04 3} $1730)
A 2lo] F AHAAFE IR AR} PFs
A= AABRTHJun et al, 2012). wEF 739
Hjzke] o 5o F8 81YS ¥ F UNeH RUR
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22. RUR LIE TjM

22.1. PAtelZ" YE A

Aol EH (recycling)o] 3 SE|L= <A &gol2kaL st W
#7218 4o Fe E= vE FHE o8 F I=F
Z 2 M7 (processing)sH= A o)k 1% .2 (Corral-Verdugo,
1996), 71 GA] AR £5 2 HX ];};: 7434 /\P.ELO%o] A}Q—ﬁP
E78 oA e AR 9
(Lee, 1997). &3, gjAle|FH& %732?3—3: % 171 $13i °J
o] ARE 1A} 7haet ARSI ARSS BEF B
AEFS 2 54 thE §52 ] o8 ‘ill-:_%
slo] whe= Zolgl SFth(Kwan, 2011). 28] S0 HS
WA Q8 Ade doksiar 2d)7]e) AFS XH’EEO}O% =5

Al AREShRE ZlolRkal SlSith(Yang & Park, 2011). 2XlolE
F2 d1E 2158 AT ¢ =S ve Y9 o
HAESL dEekiEe] 988 A= vheo] 28HY A=
p=Ye]

02 RHEo] AXNB|E AL 3 th(Lee & Kim, 2019).
olx Y Agolghs /Md-S AYshe Abgel wet ofte] 2}
o7} Ut} wEbA E AgoA @|rlolFF ol MYATE
EUZ HAES Bollsle] Al AELR ] Aaksls o=
HZehay BE 38 WHE B3l YAE FE3 UE b
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222. AtelEd YE A

JATolEH (upeycling)e | -2]d THO 2 “Aj&-g o)
Z1#©] = (upgrade)e} ZALO]E (recycling)©] AR Tol= g
AllEH 39 Adelst & 4 ok dAtelEH ] g st
A Wl SR Zjolzt e HYe] "2 FA3|ALe]
‘Reiner Pilz= T2 AlFol| 7|EHT} 22 FFo 2 718t
B2 7R s onE Fojshs Aol 19940l A2
o2 ‘PGrpolFolgs MNdS ARESIATH Five questionst”,
2015). TEgh, FHAAF wH tzRle] F24S Y3 IFIPt
9] A} AEFSZ AEBEA = Bl 3192 (Kwan,
2012), FAAFNA A8 E= o] EAE FHugh ARE-s}e]
oA TRRIEI= el weEl Mg AFET 7RE ZeEria
SHATH Wang, 2014). 28|32 WX AlFol| TIARIS T35t
AMZE AFOZ A&z 213742 Wholn] YAz 7ix|vh
o] 8sl= th2ARlE ™ (downcycling)t =Fol7t Tkl s
(Cha & Han, 2016) AlZF2] 7kx7} A &4E = e AL
o|ZY e hrHE MFeR HA|HE AE e ARE A
7FeE B YRS AEAl sV S8 WS ulre] §ot
THE Eole ZEAAE sI3ITHSingh et al, 2019). TR
B Ao @Pilo|EH e YE AES HET HE AFY
Arre) ks A B 23E B8l P RVE B2 AR

HE A AlFo s ARdsEe Zor Hosir|= gt

223. /4= UE HHA4
FrZ(reuse)T AAMESITHE QP2 AFS oS of A
+ =dd AXMH dele] Feng A8 A=A A
o2 oyt FUHARl WS B3l 1 AlES T AMEsE
ol AFe] & He ARgshe AR vile ZlelgkaL &t
ATHCorral-Verdugo, 1996). =3}, #A|Fe] ARE L= HI
2 AF AA7E o] Tl S HEe] The] glo] #
7HoR T ARgehe ZeR AVl RS EFER] 34
9 AlH B e 52 ST S (Jung & Kim, 1998),
2 A7IEe] dF BES A ARgshe Zlolw EE TRkl
(reform design)® 2 ZHZE £ T o HS A7 =
7E FAeg AAE FAZE By Jok s Tk(Syn,
2011). 22]aL 3k W o AREE AlES AlF U= oAl A
S3AY 71E AFe] e 2 B HEE 54 won A
F 7 A e TS 59 FARIESE ARSEAY AR
2+ 715 Fogtd AFL AAEsiE ZolEh sHATHKim,
2013). wEpA] 2 =RollMe elhEd wkE, £ 1 o
HE gj4d AFE 55 49 Jee 2z fxE 4= 9
7 g oA ARREslE 2o Fi2 UE i AEFeE A

ostal Mg IR gt
APATE Fgslo] B doMe dAHEN UFZE AN

s

sto] UE A AFS tEs 2PelEY, UE AEe e

o ARE AL UE 99 589 7k glo) siAls
AW Z3Fst] IBIER] AlEo R adgo|Edt Jrle)EY
I B, E 2 oHE A 5 7IE UE AF Fev
ol Wsls A & dAE JgE ek AL
T WA T= afE AALEE ge2E “RURCE A o8t
3B AT AEH g AR §1%

“RUR”Z Recycling, Upcycling, Reuse2] 2Fojo]t},

2.3. 2H|X B =

AH|Z} H] %= (consumer attitude)y= A& tisl] AH]|R7T FH
e =Y R o BEE 2R} ojd tidel ths)
A F= B e 59 o|we) st she <
= g @5 A g A5 F U= AWHATE (Fishbein
& Ajzen, 1975), QA4 FHoIM= -2le] BzhS FoflaL
AHom JFS 1, de WA FFE T F&
3T}l S1UTHO & Kim, 2014). 2H]AF =S 248l W
He o] 7B dev FHA o] 313 4oH] dlEell

FFo] mHSS B O™ (You et al, 2003), 37 thst &
MR Bl 18 A e AR} e A8 &
u] 5ol me el ulge] we vie) 2 AgdolelL 5

ATHSuh et al, 2015). §5Fe] S FAEE AHR} ElEo
M S AFE 2 AH2E B Akl BEsE B 3
7FEThL &9 tH(Cho & Lee, 2013). 223 A2R|AFe] 35S
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24. 228 T #s

2] Tl 8% (ethical purchasing behavior)o]3 AH]=}7}
AFolg Mu|2E el o fejFom o2sla wHsle]
TFush= A 2 (Huh, 2011), 7FE3 42 FE AX =
o] opid Ak3] g A wX= FEg efste] Al S
Weko 2 A= Aolg} 3F3thMoon et al., 2013). $HAH]
73A| A+2(“The power of ethical”, 2009)° WEH {2]4
T BEE AHAA BYA WA AAUE o4H AHR
Aple] AR ololrt} o] A AR AZehs 4714
o) Fujsedo)z} STt B3, B3} AR PA ZollM 3
g PIX A ok AZEekal A1) & T AM] o]
oid #4E yEshes AFoE KA 7 WS A vjE
A, 7 A5, HE AF 5O o] AL (Hong
& Song, 2010), Z7g4H] e} 4H] WIS A FollX 2] AR
& ZHske gen 2] A4 ale] &uF T sl
A= 248" 71l k. A ttMartin & Paul Hill,
2012). Chun(2014)> &214 i P52 Evies, 4, =24
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Rgsie] mle) AE 93 BARA, AR 5L o
HolA] Pt o) @eleka sk, ol d $40) B
o) % AYATE AR A g2ld o B Ha
o 03 o) BEOE WS WA BT AL &
S Qgink #2048 o B%e) Jidel 435 Hol Aaia
o) oflrle] ATApE] we) gelz o) o] gole =
24 2 7hde geldn, arEe ¥ AT gl A
B8 T Ak Slell A8, gl 3o 9%
ol 3] g8 Pl Wl Aol &7 FE:HTRE

A2 Azt o)A WEolka WeIR 5 WAL
3. gy

3.1. 72X

2 AT 30400 A4 AERRe] $Hgo)2e] wE RUR
YE 4 AFed gt &HA; el =) &84 o) sl H
B A golRe ZoT 2 AF HAE flg] o
2o AFEAE A3
THEA 1. 30~400) g Amixpe] B ejlel] Hate]
Fsls .

ATZA| 2. 30~40t] A 2M|Rke] FAe)Ae] Aol w
24 RUR UE AlF] gk Jebld 2mzte] gz 3 {82
T 52 oE Zlolh

ATEA 3. 30~40th oA ABRIe] 3
YE 4 AFol gk 28zt g=
WA= PGS Lol

AR 4. 30~400) A Am|pe] el A I {1
u gkl A AnAL st miy) WeE 2 gt
o]‘—;q o]—o]_g_q_

oo X
reoXorr |

#7 ©]4291°] RUR
2 g% o) ol

32. 97 oy

AT WS Mg, FEA AFShRs 30~400 A4 ARk
2 30405 R 3 olfe S AHITARIT-H(Gallup
Korea, 2018)ZAM] w2 30~40th o34 Auxp7) AE8=
o Ak FA B ool e ﬁ%ﬂ%ﬂ] Hj3| FAACE =4
ugton, AgE-S 5o S WA 2 133 g=rt 40
o olart A U A AAE AAEATHPark, 2016).
3 HESo] FiE7] 9 REE A4 300 of/de] 200H
APET HEE Fafshs 3] =4 ke (Lee, 2021),
30~40t] A4S o2 ARl HlE| EAge] Szl w
2 YEg o] Frjgo] & 54& Hole AF4A4E EdE
(Park & Choi, 2015), & AFelr= UER ol <o
=3 X3 AlFel 7}0 Falo] we 30~40th o34 ZH|A}
TS gz Al

B =] g] pS| UEHA]—X],__,] o]:rl‘izﬂzﬂ-ﬂ __/H 0 %J:]_]}]_EU] 1:].
=3 2t} Table 18] 97 S AL, A7= sl 7
ks oA AMRF - 4048 AL TR AlSsiGiT

fuje EB,

U:

(¢3

N o

Table 1. Demographic profiles (n=404)

Frequency Percentage

Variabl I
ariable tems () %)
30~39 years old 202 50.0
Age
40~49 years old 202 50.0
. Single 108 26.7
Marital Status
Married 296 73.3
Office worker 152 37.6
Self-employment 47 11.6
Housewife 85 21.0
Sales/service jobs 59 14.6
Tob Public official 15 3.7
Professional
. 17 42
(law, medical, artist)
Teacher 14 3.5
Student 3 0.7
Et c. 12 3.0
High school graduation 38 94
Last .
educational University, graduate 323 80.0
background Graduate school/ 4 1
Graduate or higher 3 06
less than 1 million won 8 2.0
More than 1 million won
and less than 2 million won 42 104
More than 2 mll}l(?n won 128 317
and less than 3 million won
Average

monthly More than 3 m1111.01.1 won and 79 196
less than 4 million won

income »

More than 4 m1111.01.1 won and 49 2.1

less than 5 million won
More than 5 m1111'01.1 won and 0 104

less than 6 million won
6 million won or more 56 13.9
Seoul 174 43.1

Residence

Gyeonggi-do 230 56.9
Total 404 100.0

o]= 30tH 04*401 50%, 400] o1Ado] 50%E JEelstth. St
ol 4% ulE 26.7%, 71E 73.3%2 Uehtow, s
2 z%ﬂﬂ é o] 9.4%, gk AT, EYH ol 10.6%,
e AshEHO] 80%= 7P 2 HIES Btk YL
UWARTA 37.6%=2 7PE B HIEE vepkon o A

FHI7L 21%E AAUT. SEHAR] I A5F9L 200
T Y o)~300%F d HF] 31.7%E 7FE =9kAL 300%F
2 o]2~4007F 9 H|Fro] 19.6%E Tk o8 =7 UE
Pk AFAE Mg 43.1%, F7] FEA 56.9% P& YE}
et
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SHAE 408 o2 T3 EAAEA S AERE AL
g FHFoz ARRE AFE BN $HERF = 40490t
2298 3}7] 9138 SPSS Win 23.

ARSI SRl thet A ALEEHY B4 dolry] 93]
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3 aEA % AFE £4 9 Cronbach's o #2 43t
itk 22laL g oAl thete] 2 A4S Aldste] 27]9]

7 o] anA = ) A
7ol ol Wik Aot frel kx| mlasly] flsle] EyEE
ttests AAIBIATE KT, 30~40tH o148 H|RFEC] E739)4
o W& RUR YUE 4 AlFel] that 27} Bl 3 24
T AEel FLFE MAEA dok] AsiME v 3L
A& AT vAeR @03t felA ol AE
AlelM axmiak Biz=e] i) &z ASS #1% 39 w7l 3
FEAE ARgele] ATEAE ASEIh

4. A7A@L

4.1. 30~40cH 0{d AH|XIo| EHZolA| 20IEY

ATE 30400 o4 2m4S] Bl P Alely
34, REST ¥ BMwy % EFRYS Pohu] Sislel BN RARNe sk 29
A5THE A we} BEE =ol7] Sl 13} oH|2AL § FEE TR B0l ARH e FA] 1 oY 7IEel ¢
AR S Y B Bsle] AEAE AdEInh 323 W sto] HFHoz a9l 5 At Varimax W84 3HS
HE HOHEFEWR O Z A&} Z7|= AFsh= 30~400) Zalo] 7+ 29le] o7 QY& e(factor loading)o] AHEE
o4 2MzkE AAska 300 o34 2042 40t o34 2049 Ark. QQAEANA QQIFSHES 0.5 o, gk 1 vk
o F& R F 7 AYdialN BES FESI%h AE Az 278e] g]le] =& AT
Ae WA T2 F(form) F HAEAE whee] 22klez 4 Table 2¢] 221 1 & Al W] wEe A 3Eeds
EAE FHs0eH, 2ERIEEA] A AF vlEs & ARP, 28] Art g e] B LAATIE 8]l A, e
= ol HEAE vHEe] 30thel 40t o AaH]Aje] A Re BHEE DA 18 2AE AR, LeH|A]
A AEAE IR Wil SRS AR 2L A0Ee AR aEEe LAk, WP & BEeds doslm
20220 590 15958 59 22970l AR AL Fid 2 LS 9 AARESol 3 ToR eedo e iy
Table 2. Result of environmental consciousness factor analysis
F Ei Vari 9
Factor name Items ac?or 1gen a‘nance .A) Cronbach's o
loading value (cumulative variance%)
I know that buying clothes and throwing them away quickly 790
pollutes the environment. ’
I think that factors that pollute the environment should be removed 750
Factor 1:  in the process of manufacturing clothes. ’
Environmental I think synthetic clothes can cause environmental pollution, so 78 2973 37.163 R12
pollution  eco-friendly materials should be used. ’ ’ (37.163) ’
consciousness  You have heard of greenhouse gases emitted directly or indirectly 719
from consumption to disposal. ’
I think discarded clothes pollute the environment, so they should 657
be recycled and reused. ’
Factor 2: I buy eco-friendly organic materials. 851
Consciousness | think it is necessary to use eco-labeled products when buying things. 738 24.139
of purchasing ) 1.931 ’ 713
eco-fiiendly When I shop, I use eco-bags made of cloth rather than plastic bags 692 (61.302)

products that pollute the environment.
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Table 3. Result of cluster analysis on environmental consciousness of female consumers in their 30s and 40s

Group Arithmetic mean score
A group with high environmental A group with low environmental F p
Factor consciousness (n=201) consciousness (n=202)
Environmental pollution consciousness 437 3.67 210.728 .000
Consciousness of purchasing 4.40 395 540,638 000

eco-friendly products

<001

Table 4. Independent sample t-test results on environmental consciousness of female consumers in their 30s and 40s

Dependent variable Group N Mean SD t P
Consumer High environmental consciousness 201 3.88 .600 .
attitude Low environmental consciousness 202 3.41 639 7.683 000
Ethical purchasing High environmental consciousness 200 3.94 .568 10.229" 000
behavior Low environmental consciousness 202 3.39 .508
"p<.001

Table 5. Result of environmental consciousness of women in their 30s and 40s and consumer attitude toward RUR knitted fashion products

Dependent . 2 . 2
variable Independent variable p H(p) R Adjusted R F(p)
Constant 1.269 6309
Cons.umer Factor 1: Environmental pollution consciousness 393 7913 263 259 71 345"
attitude  Factor 2: Consciousness of purchasing eco-friendly 186 3738""

products

sesese

p<.001
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Table 6. Results of analysis on the effect of environmental consciousness on ethical purchasing behavior

Dependent . 2 . 2
variable Independent variable p H(p) R Adjusted R F(p)
Constant 1.140 6.690
Ethical Factor 1: Environmental pollution consciousness 427 9.208""
purchasing s poflution " ' ' 363 360 1135757
behavior ~ Factor 2: Consciousness of purchasing eco-friendly 61 5633
products
<001
Table 7. Results of mediating effect of consumer attitudes between environmental consciousness and ethical purchasing behavior
Model Variable B SE B {p) F(p) R’ Adj R*
| (Independent>mediating) v ironmental consciousness™ - 59 050 500 1183077 139.94777 259 257
consumer attitude
2 (Independent>dependenty L Yironmental consciousness= - ¢33 042 601 15.046™ 2263737 361 360
ethical purchasing behavior
Envqonmental consciousness—> 389 043 369 0.094""
3 (Independent, mediating— ethical purchasing behavior -
de en&ent) ] 210.679 514 Sl
P Consumer attitude > 45 037 454 117

ethical purchasing behavior

e

<001
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