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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 2]4]), RUR (recycling, upcycling & reuse) knitted fashion products (RUR
UE =4 A|3¥), consumer attitude (&2H]A} Bl2), ethical purchasing behavior (#2]% 70l 35)
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2]2] (environmental consciousness)°|# 3738 7|4, B
3] Qs Ao AsS &4 7 e B 2 A7 52
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AAR1EY (upcycling)e ] 2|2 oz “«fdgro|n ¢
ZTg|o]=(upgrade)e}t BIARIEH (recycling)e] A Tol= 2
AtolEH 34 Aidelst & F ok GAkelEH e Jide &
2150 upgl e jolzt Qe 5Ye = FA 5l
‘Reiner Pilz= 2 Algol 7|ERT £2 FEO = 7138l
B2 7HXQl 1A onjE Fojshs Aolgbm 1994l A
o2 dapelEolgts MdS ARSFATH Five questionst”,
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o] A} AFSRE A b= Alel2pal 312 (Kwan,
2012), HAFNAN U5 = A9 BA4E HAg AMEsto
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o]§3l= thAle]E3 (downeycling)?t ZFol7b AThal 3FHL
(Cha & Han, 2016) AF2] 77} 4% &34 5 3le 2At
ol FHIE dxHE IEeR Ar|EE AF e ARE Al
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+ =dd AMH o] FeE A8 A=A A
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gk AlF B e 52 EFHEIT 332 (Jung & Kim, 1998),
A A7 EY] IR FES oA ARgERe Aold E tAk]
(reform design)® 2 ZHZE £ T Jom A A7 =
Ve TALE AAME FA7E Eojua Atk SHATHSyn,
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AT g A&, el AAFshs 3040t oA Aw)A)
2 30405 R 3 olfe S AHITARIT-H (Gallup
Korea, 2018)%A1l W= 30~400) oA ARAp7F AE-EE
of et B4 E oj2o] thE Aol HlE| BAHCR =4
vsgton, A4S 53 ey Wx 2 2133 Bt 40
ol ol37t =A v BA AHE AASIATH(Park, 2016). L
3L ES o] Flls7] B RIEE ZAPIA 30t o] 20t
AR UEE Pjsks AFe] =4 Usker(Lee, 2021),
30~40t] 42 o2 ARt HlE| AAEe] Szl w
2 YEgo] Frjge] & 54& Hole AF4A4E EdE
(Park & Choi, 2015), & AelA= UER ol &Jgfo]
=3 R AlFel 7P Bl B2 30~400) o4 MR}
AL gdoz Agsisint.

B Ao AEUPIAES] ATEATE 54 ANEH o
<3 2t} Table 18] 97 S A, A7= Tl 7
Fohe oA AHRF 2 404S AL e AlIFEIITh

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 296 733
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 9.4
Last .
educational University, graduate 323 80.0
background Graduate school/ 43 106
Graduate or higher ’
less than 1 million won 8 2.0
More than 1 million won
and less than 2 million won 42 104
More than 2 million won
and less than 3 million won 128 317
Average

More th illi
monthly ore than 3 mi 1.01.1 won and 79 19.6
less than 4 million won

income -
More than 4 m1111.01.1 won and 49 121
less than 5 million won
More than 5 n’lllh'OI.l won and I 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
ol 30th ol 50%, 40t oJ/do] 50%= rebstth S HA
o] AL ARE VT 26.7%, 71E 733%= UESOH, 3

& AT Yol 9.4%, HE AT, = ol 10.6%,
st AfshERo] 80%E M B HES B
ANARZ] 37.6%2 7F =& HIEE Yepger ook 2
HFR7E 21%E AU SEA] 9 A5FN-L2 200
T od~300%F 9 wRe] 31.7%2 7FY =9kl 300%F
2 ol 4d~400%t @ TRkl 19.6%%E ITHS o A YE
Pk AFRE A 43.1%, A7) 58 56.9% H&Z e
et

L Age

=]
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ARgIe] SR TSk Q1T ARISHE B2 Fohs] 9l

T Eell ik AFol7h folekA] vlwsly] flate] SRR
t-testS AAIFATE EEF, 30~40tH o34 WS 394
o] W2 RUR UE 4 AFo] gt 2H)2}F e 2 £2]3
T Eel FEFS PREA Lolr] fEiME v SR
A& APttt miARte g ol xs) felA ) g &
AelA 2HAF Bl vz &3 ASE A% 394 w3
ARN S AHEE] ATEAE PSS

4. A7A@L

4.1. 30~40cH 0{d AH|XIo| EHZolA| Q0IEY

AT 30400 o1y 2wAe] B9l Pl Az
34 REAE U EAYH % EFPYS Pohu] Slslel BN 8ARNE sk 89
A5FHE A we} BFEE =ol7] Sl 13} oH| AL § FEL FAE Ao ARHE e ARA] 1 o) 7IEd ¢
AR 23s 74 9 Bl AEAE Adsianh 29 W sto] HFHor o 5 ATt Varimax W] 39S
BE AefmEFIPY o= Mat 4710l AFshs 30~400H F3te] 7 agle] o alRst(factor loading)o] AHEE
o Am|akE A7gsiarl 300 o4 20483 40t o 2047 Atk aRlAelM aRRekEE 05 o), AfEk 1 v
o F& R F 7 AYdalN BES FESI%h AE Az 278e] g]le] =& AT
A WA 72 F(form) A AEAZ WEo] LeIOR 4 Table 29 291 1€ 9% Al We] Mz A 8309
A UM, LUNUEA Al AYTY VS T A, ) AN P B el 89 AR, T
= el HEAE vHEe] 30thel 40t o4 AH]|Aje] A oFe B BYAA HEE LAE AR, AH|A
A HEAZ otz el SRSt 4R AL A0S S uiEEs ek, ekl £ #4098 dose
20220 599 15958 59 22070l AR AL FAd 2 LS 9 ARSI 3 oR eedoa e W
Table 2. Result of environmental consciousness factor analysis
F Ei Vari 9
Factor name Items act'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 759
Factor 1:  in the process of manufacturing clothes. ’
Environmental 1 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-friendly When I shop, I use eco-bags made of cloth rather than plastic bags 0 (61.302)

products that pollute the environment.
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g $ANG A AIAS AS FOB AR AFTIH ATATE Table 45+ Atk BA9Ne] wL Put 8o
Stk £ Aol 7 gole] NFE FHS el o] e 9] Aulx) HlEe] B SUEE tiesE 24

7] 9gt 3 299l 2’ ¥ X3 AEFFA 2 gk A, Bl w& Fdo] 370 v HukEr) 4]
Q1’¢] Cronbach's o 2 0.7 oo& veht WA daiidol A B= g & A e el gk Haro] A vERskoH,
ATk 5 AT FARCE T-/]UW}TS: RIS wabA ggeje] w8

21873 4] 35S Holthk(Lee et al., 2000)= Ao}

4.2. 30~40cH 0 AH[Xle| EAo|Al0f &8t #EH =M ]f sHA ol 2]o] =& Fho] Frdel o] B Fthe A

2 °4‘_r’—°ﬂ A 82184 B3l #7002 821g 2 8¢9l gled RUR HE A Algl dig vz Bi= 4 &84

EReIen olE viEgoR #9 47 2 /RIAE & uj Pzel Aejx oS sl & & ATk

010}7] 213t K-means 3 £4-& A8 0}03‘7} a2 Az )

o Yo ERHENUNL 7t 79 AsHAHTE AEs 4.4 30~40CH O AH[XI| £H4olAl0] RUR LE THM H|
Table 3% 7ro] 7} ol H@st ol52 "é“’é‘%}ﬂ‘:}‘ At 1 B0l chgt AH|X} EHE0f| O|X[= L&

o] BAS AuRH oo 9 X3y A|FTul o)A ellA 30~400] o343 AH]Rpe ﬁﬁg]”‘ﬂ RUR HE A AF
7P =2 AFE Ho] S 2 o m wHsEdl gk &Mz} Bl wXE FES gRlatr] Agk wA e
ok JAek 29 B2 B0 H e wout 313 AlF WA At 5]:14-5‘41% Ao o Ade
o2l 71 Ul et <202 vk o & wulEigint Table 5 ATt AHAL Bl 54 F30 2= AHApF

RUR UE JJW AFES AdE u Uik YE AFR} 313
43 8lHolA| =2/t Fokd AH[X} EHE X 22X Tof AE] gt 37 2 BT 5 3EF HeE SHse
iz SREE ttest oz ?ﬂ%ﬂéﬂr #7394 z} @ole AnA} Blxd| EA1AC
2 Aore 23 B8 T8 vl Fdes BRE 3 2 fFofulgt dFe] e AR ERIF ARAT R
7oA =& ek 3792 W2 ko] RUR YE #i4 A 263(4dj= 25922 3|ARFS] APHL 263%= eSO H,

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 3.25 540.638 .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 B p Hp) R Adjusted R F(p)
Constant 1.269 6309
Cons.umer Factor 1: Environmental pollution consciousness 437 393 7913 263 259 71 345™
attitude  Factor 2: Consciousness of purchasing eco-friendly 162 186 3738
products

sesese

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

vA= 4

Astiet. &

7e14o] )

oﬁ.
1-0

Jot o@

o 2 to

7t AHIR} EA=0| OiH B3

] 7
sdejie] 4H} Bl WX

1(F=139.947, p<

*360) 23 3 R'=514 Adf
=3 39 A= 01 o,

A7 =S &

A" A 3B =601,

Dependent . 2 . 2
variable Independent variable B 1(p) R Adjusted R F(p)
Constant 1.140 6.690
Ethical Factor 1: Environmental pollution consciousness 432 9.208""
purchasing : POt Y : ' 363 360 1135757
behavior  Factor 2: Consciousness of purchasing eco-friendly 207 5633
products ’ '
"p<.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) L vironmental consciousness= - 5gq 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 ent’ient) ] 210.679 514 Sl
P Consumer attitude > 45 037 454 117

ethical purchasing behavior

e

<001
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