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<Table 1> Demographic characteristics

Variables Items Frequency %
Male 211 50.48
Gender
Female 207 49.52
20-29 105 25.12
30-39 147 35.17
Age
40-49 107 25.60
50-69 59 14.11
Middle/High school graduates 39 9.33
College graduates 65 15.55
Education
University graduates 270 64.59
Graduate/Professional degrees 44 10.53
<Table 2> Descriptive statistics and correlations
Correlations
Variables Mean(SD}
1 2 3 4 5 6
1. Resale attitude 5.22(1.07) 1
2. Reform attitude 5.28(1.03) | 7777 1
3. Donation aftitude ssa104y | | e 1
4. Resale intention 4.95(1.34) | 74 55 59" 1
5. Reform intention 47101027 | 46 | 56 5 M I 1
6. Donation intention 5.09(1.34) 46 49" 627" 617 657" 1
7. Prosocialness 4660 89 | 317 207 | 307 | 36 3077 | 45

*
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< Table 3> Exploratory factor analysis for resale attitude and intention

T L7 .
Factor Eigen Variance . Cronbach’s
Factor Item . = (Accumulative
loading value . o o
variance %a}
Agpparel (or fashion products) recycle through resale %
is good. o
Apparel (or fashion products) recycle through resale o7
Resale | is good. ' . 77.19 .
. 540 85
attitude | Apparel (or fashion products) recycle through resale . (77.19)
is good. =2
Apparel (or fashion products) recycle through resale %6
is good. i
I intend to recycle my clothes (or fashion products)
.86
through resale.
Resale I plan to recycle my clothes (or fashion products) %0 %0 11.41 95
intention | through resale. ’ ’ (88.59) 72
I will try to recycle my clothes (or fashion products)
87
through resale.
<Table 4> Differences in personal characteristics according to cosmetic involvement
Cosmetic involvement 5
Variable X
High Low
Less than 200 28%(34.5)° 48(41.5)
Monthly average 200 to 299 15(26.4) 43(31.6)
income 18.74
(10,000 KRW) 300 to 399 33(26.4) 25(31.6)
More than 400 64(52.7) 52(63.3)
Clear & pure image 49(57.3) 77(68.7)
Sophisticated & exclusive image 47(34.1) 28(40.9)
Pursuing image Lively & cute image 16(16.4) 20(19.6) 1522
Elegant & soft image 18(23.2) 33(27.8)
Fancy & sexy image 9( 6.4) 5( 7.6)

*

* p<01, 77 p<.001

® Actual frequency, ® Expected frequency
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<Fig. 2>
Mandala of the day,
John Eichinger
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Zlg' _1 Adapted from
acat Maggie. (2019).
resort 2019 e .

. https://writteningreen
Reprinted from letters. blogspot.com
Vogue. (nde).
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<Fig. 3> Traditional Hanbok in
styling game
(a) Adapted from Peri. (n.d.);
(b) Adapted from It Girl. (n.d.);
(c) Adapted from Deulrae. (n.d.).
https://www.bbddi.com

Copyright 2020 by Bbddi Marchand.

Reprinted with permission.

Perceived benefit

Remote control
Access
convenience

Access

Online
hopping

convenience

Perceived sacrifice

R=15.9%

Shopping ar
attitude

o 8o Fofor & ER

<Fig. 4> Performance
armor

Photographed by the
author.

(August 20, 2018).

R*=19.1%

Shopping
intention

* <01, ™ 5001

<Fig. 6> Final structural equation model




