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Figure 1. Research model.
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Table 1. Measurement items of research concepts.

Number of
Concept of research Factors measurement Source
items
Eco-friendly benefits 4
Ethical consumption benefits 3 Ahn & Hwang(2020), Lee & Lee(2005),
Perceived benefits Lee & Lim(2000), Moon et al.(2013),
Skin health benefits 3 Yang & Park(2017)
Health maintenance benefits 2
Aesthetic risks 3
Fashion risks 3
Perceived risks D00(2905), Hong & Doo(2005), Lee &
Financial risks 3 Lim(2000), Moon et al.(2013)
Psychosocial risks 2
Safety 2
Trust Ahn & Hwang(2020)
Reliability 2
Purchase intention 2
Behavioral intention Jung & Cho(2018), Lee & Lee(2005),
Intention to recommend 2 Moon et al.(2013)
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Table 2. Demographic characteristics of respondents.

Frequency Frequency
Demographic variables Demographic variables
n % n %
Men 87 | 36.7 Seoul 69 | 29.1
Gender
‘Women 150 | 63.3 Incheon/Gyeonggi 37 | 15.6
20’s 68 | 28.7 Gangwon 14 | 59
30’s 63 | 26.6 | Residence Daejeon/Sejong/Chungcheong 32 | 135
Age 40’s 45 | 19.0 region Gwangju/Jeolla 23 | 9.7
50’s 36 | 152 Daegu/Gyeongbuk 24 | 10.1
60+ 25 | 105 Busan/Ulsan/Gyeongnam 31 | 13.1
Single 79 | 333 Jeju 7 3.0
Marital status
Married 158 | 66.7 Profession 26 | 11.0
High school graduate or less 74 | 312 Office manager 34 | 143
Level of College graduate 40 | 169 Sales & service positions 43 | 18.1
education University graduate 88 | 37.1 Production labor 12 | 5.1
Graduate school 35 | 148 JOb/k Undergraduate/Graduate students | 42 | 17.7
Worl
Less than 3 million 42 | 177 sectors Self-employment 22 | 93
Average - N
monthly Less than 2 to 3 million 50 | 21.1 Housewife 26 | 11.0
income per Less than 3 to 4 million 55 | 232 Others 22 | 93
household Less than 4 to 5 million 49 |20.7
(won) Agriculture and livestock industry | 10 | 4.2
5 million won or more 41 | 173
QoA Ay, eQle] AAFE B 5 ol 5 17Re] eQl@Ada, 4719 sheleflvA
o= R} HPusEA Awds AFPel  AF, HBY A, AR A 2 A A
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TS BF 7 oo YERL & AelA] AL #k 833, Bartlett® 94 3174 1056795, “12]aL
§9 SHYREY AHSEES B BAVL gl fol8E-00002 UE} 291M0] Ageh,
Aow setegik oleleh SR by W FRALRS TSUnT LAET
AEE FAENE A vl AAlE nket AR, A AE2] Aol gk S35 4712
LH(Table 3) B4, o) S99y 2 As4)
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Table 3. Validity and reliability verification results.

Factor | Eigen Variance Cron-
Factor Attribute variable . & explana- )
loading | value bach’s @
tory power
This product appears to be environmentally valuable. .861
This product will minimize chemical processes by using
. . 779
. plant-based ingredients.
Beotriendly 1o, product is likely to ha itive i th 4519 | 32281 871
benefits s product 1s likely to have a positive impact on the 737 . . .
environment
This product does not significantly pollute the environment
. .696
when disposed of.
Ethical This product will be able to improve environmental problems. | .843
. thica - - -
Perceived consumption ms product will help protect ammzfls‘ : 735 2734 19.532 773
benefits benefits This product seems to help ethical consumption for
. . . .646
sustainable environmental protection.
This product is beneficial to the human body. .850
Skin thallh This product is good for allergic skin. 729 1.888 13.490 830
benefits This product has high antibacterial properties and is good 631
for health. ’
Health This product seems to be able to prevent disease. 127
maintenance It will hel Lo i health 649 1.565 11.176 816
benefits t will help you maintain good healt .
Sum of variance explanatory power=76.479, KMO=.886, Bartlett’s test of sphericity test=5340.246, p=.000
This product will not appeal to me more than other leather 368
products. ’
Aesthetic - . - - .
risks This product is simple in design and will not be able to 743 6.402 29.925 .882
express my personality. ’
I don’t think this product can express my aesthetic sense. | .657
This product is far from the latest fad. .853
Fa.shlon This product will not reflect current trends in design/style | .764 L019 26731 758
Perceived risks This product is limited in colors and will not keep up with
. .688
risks the latest trends.
. . This product is expensive compared to other leather products.
Financial ; - . . - 756
risks This product is low in production and expensive. .691 11.264 .829
) This product is expensive because it is not mass-produced. | .629
When I wear this product, I am worried that my lifestyle 776
i ill be mi ted. ’
Psycl}osomal W1 ?msre.presen © : _ . 557 10.894 718
risks I'm afraid this product will misjudge me as a conservative 615
vegan. ’
Sum of variance explanatory power=78.814, KMO=.833, Bartlett’s test of sphericity test=1056.795, p=.000
This product will be safe. 799
Safety - - - 3207 | 41.073 .847
This product is believed to be safer than other leather products. | .690
Trust This product is trusted. 770
Reliability | This product gives you a higher level of trust than other 613 902 27.410 704
leather products. )
Sum of variance explanatory power=68.483, KMO=.898, Bartlett’s test of sphericity test=3990.176, p=.000
Most likely to buy thi: duct. 912
Purchase | Most Moy fo tuy s procuct . 2.802 | 45075 853
Behavioral | intention | Although this product is expensive, I intend to buy it. 818
intention i I likely t d this product to others. .829
Intention to |I am 1.e.y o reco.mmen S pr uc. o others 204 43.697 809
recommend |I am willing to actively recommend this product to others. | .784

Sum of variance explanatory power=88.772, KMO=.791, Bartlett’s test of sphericity test=1271.858, p=.000
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Table 4. ‘Perceived benefits’ difference test.

Before presenting | After presenting the | 95% confidence interval
Factor the vegan mark | vegan certification label of the difference t-value | p-value
Medium Medium Lower limit | Maximum
Eco-friendly benefits 4.1350 4.2068 -.03111 -11235 | -3.479 | 001"
perceived Ethic"‘lb;‘l’;‘;’smpd"“ 40169 4.1308 04527 | -18258 | -3469 | .001"
benefits Skin health benefits 3.9747 4.1224 -.02701 -26835 -2.411 017"
Health maintenance 40802 42025 -04905 | -19567 | -3398 | .001"
benefits
F) 7 K01, " )X05
Table 5. ‘Perceived risks’ difference test.
Before presenting | After presenting the | 95% confidence interval
Factor the vegan mark | vegan certification label of the difference t-value | p-value
Medium Medium Lower limit | Maximum
Aesthetic risks 3.5865 3.2068 17236 58714 4.607 .000"
Perceived Fashion risks 3.5359 3.3207 03117 39921 | 2304 | 022"
risks Financial risks 3.6878 3.5105 -.00990 .36433 -1.866 | .063
Psychosocial risks 3.6287 3.5912 -.05347 .18849 -1.099 | 273

F) 7 X0, K05
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Table 6. ‘Trust’ difference test.

Before presenting | After presenting the |95% confidence interval of
Factor the vegan mark | vegan certification label the difference t-value p-value
Medium Medium Lower limit | Maximum
Trust Safety 3.8045 4.1306 -.08525 -38733 -3.082 .002.**
Reliability 3.8087 4.1431 -.13484 -.32930 -4.702 .000™"
) 7 Koo, ™ K01, 7 X.05
Table 7. ‘Behavioral intention’ difference test.
Before presenting | After presenting the | 95% confidence interval
Factor the vegan mark | vegan certification label of the difference t-value | p-value
Medium Medium Lower limit | Maximum
Behavioral Purchase intention 3.9325 4.1844 -.03874 -.26506 2.645 | .009”
intention | Intention to recommend 3.9662 4.1949 -.01737 -.15985 -2.450 015"

F) KXot pdos



W AR W Qleka A AT ulAle] Az slei $1g, Az 2 AE o Ajo] ¥4

4) AT 4 AF

ATV 4 ASE S dSEE T-HAAY
= AATE ke Aek(Table 7). A7 4 54
7}, gl AFEL v AT A A-Fe] 4]
A1) i ool thek Hatgke] Apolzt <t <]

> QQ1e 03874 W -26506, 1)1 FF gk

=

Q91

on, FoFEL ] & 2912 .009<.05, I
g

FATF Q1L 015<.05°1 22, FoFT

o
2 AT AT WE Ok 29l FW
A1 Moon et al.(2013) 2 Jung and Cho(2018), 1
g3 71 9% ZHeAE= Ahn and Hwang(2020)
4 Yang and Park(2017)9] -9} the Ay} =
Z¥Qch wEhA v Qe AN Fo] A
Aol gk An|Rke] F oo skeladl
o ofxe gl S o gk o] Fatglo] vl AISHkA
AA AEt BtEo] SA dEgE HAT YU

o] SHIEgIck

V.Hd &

QA B AZPl} AnAEe] Tl 9%
o] WA JBES selstud sk
olol K7 AZuHF ANS] A} A ol o]
F gl anAES Az a9 9 3o
ok Q1 Aol, Al ek AzEEe) Aol, 1
e AAZ o Yo ks 9we] Fol

A3} UERFtH= Ahn and Hwang(2020), Lee and
Lee(2005) 2 Lee and Lim(2000)2] A3A+Z 3
HEEhs Aotk

A, A AE v g AA H-S
Zvzke] Azkg Q1] gk Aol EAAIL
A A 9 Y RS frelsiod
A A W oAsalE A 29l FolEHA
ookt &, AnAEES A AES] v gt
A7F AAE w, v JASEEE AAEA] S
it e 9 R f1de] At
thal 1A v QlEmkae] Fga it Eely
Ak et A 13e] AZke el fojgt
e vAA Y ¥ ATZEIE Hong and
Hong(2008) & Moon et al.(2013)S] AT727=E 3
o, e A ARl Hong and
Doo(2005) A8} THE A3t =2 H T

A, A AES] B Agmka AA] A
2nlzEe] slglell thgh zfo] A, QYA &

;[5‘_
L
ol7} 9]
g
w

>
'}
oX,
to
o
T
-
=2
>
o
o
)
o[l
o
o I

oIk, ol ZmlApEol K7 AFE 9l
% A AF el B Qv W A= S

oM el AF FAell 74 Y= vIH, Ahn and



St MC|XIQISHS|X| HI23E 35 (2023.9)

Hwang(2020) %! Jung and Cho(2018)2] 4319}
AA 5= Aoz vrERlt

A, A AES B Jgvka A A-F
2B S O|% gk Aol EAA, )
2 gl FHER 9Ql RFoA {ejg Apolzk
o} ool Nﬂlx}wl vzl 1FE IAehd
Al ol w2 7 =gl FHEk
& W oo SHA I wA v
nke] gt glgel wezlon, oy
1= Jung and Cho(2018) 2! Moon et al.(2013)2]
ATANE AASHE o T

ojg]gh & AT-e] A, AFA AAME Al
AlePd vt ATk B, B AT FREAE
gkl AXHEE AABHE, vl 1Rk A
AlFel gk Az g, Al 9 dE s F

2 zgk

ojN ot & 32 fo
oX

o
7714, Rbde]l A zhe figE AT Sl
2 epsith ool s AFel i vzl Qlgwt
7 Fd R 384 SR o]gH L 3ol

3lol =) 740]1:4 ol#]sh H

gl A= 71
T AXshEA W s AlEE AAkstaL
sk 71999 vHAIR EEAtel A Al gk A
vk F-30 TS AASL EE AlAketaL
Atk

=4, HZ A= JeE A A4z v
A Azl s Al AlE 2R 28
= v A dadol S7sl sEtelol ri 1
Atk ek AlE7pA 9] OFe Al Lokl Azt

o9 99, 28 2 A% % v ATE @
=4

B

0 FF A A AFTE diEel Atk o]
B AgrellME vl QIsmkashs AE A
£ AHgate] 7]E Aok ApEskE s anApe
AL ApFFoEA AFshE HAAG AT
A Mo g SvolA sHEA A4

AR, WA QAFuk A o) 4n|Rte] A7t
e, A1F 9 A o v AFmka AlAl

AR o FFHEI o) 9} vtz Az}

A A9 AR AY L A el 9
ol v @gkort Y 8 % Fay
o] Fasigick. ole@ 94 9L My
QAZREsE 2l AelA P12 A G A
Qo] gLk, olel AR /IS 17 <
Fokze] ot A AE AnlRe] A4 e

t‘ﬂ— 2= 01% 7<<]_0_ o];qg].j_ }\]X]—_Q. /11]_1?_@_3]_01 g

&1 ARUAN A AHgstolof T AAe
QI =, s ARl dhel] A e8]
Gy JHFHE‘rO‘Ol uH] oL ‘%% aresto] 21

_{

WEe Ao, v AFHas oA
S Qgvh= A A5 A
% A%, A9 % 95 oleel B

?}%Qi’ﬁ "HE st
= 7lojsic, #, ¥ o
=19} 2wl A0 P
s elelel AGEE A8 AF o
Aeke FABL, AEA ARG Pzshs ol
A2 GYFgoEn AAEe Suskn A% b
& dpake] Agle] %A olelrh oI,
JE AT thest e S e 3
|, droiten B4 A4 AFow wHe
A3 WA AR AFO R MGl HEAZ
T4 Bl olol FF Aol AT
Aol WeIE F3) B4 W AFD 193 54
953} o] AEEh A AR b

i



W AR W Qleka A AT ulAle] Az slei $1g, Az 2 AE o Ajo] ¥4

A5 At Ay Fed Floju) 4, vA <
S8 WA AFE S Eg vk 2] A
A& Fdshe HAARL S Qe FA A
TR Aok et Stk A, An)xbe
sk ohefst AR F5S fl8 AT EAIEE 54
9 A A TSN SO s viEeE gt
A77F FEE Fort Qs Aok A, # AT
oA &&5 o] 54 A==S AV A
Fo s9Es Ao uwagion), ¥ a9
AR} A=ES A Foll olel g 39S &
A7, AEAEA ATHE A83te] §F
717 FA, e AEEL AN 2 HAA] A
BOR R ¥ HRshs BAo g A} of
solAof 2 Zoltk

oleldt ¥ Qo] FAZ Tefse] B AT
o A AFH A AFE] ot A2k 3
)} 93] et AR ZWe neisk 2R
AN AFAVAE QEAoR R 9H, A
FH F5 A7 e JloR ARt

References

Ahn, S., & Hwang, J. (2020). The effects of consumers* perceived
benefits of meat alternatives on trust and purchase intention.
Journal of Foodservice Management Society of Korea, 23(6),
49-75. doi:10.47584/jfm.2020.23.6.49

Ahn, S. H. (2020). The effects of consumers perceived benefits
and risks of meat alternatives on trust and purchase intention.
Unpublished maser’s thesis, Kyunghee University, Seoul.

Castagna, A. C., Duarte, M, & Pinto, D. C. (2022). Slow fashion
or self-signaling? Sustainability in the fashion industry.
Sustainable Production and Consumption, 31(-), 582-590.
doi:10.1016/j.spc.2022.03.024

Choi, K-O., & Lee, H. R. (2019). A study on influence relation
of flight search mobile application users’ perceived benefit,
perceived sacrifice, perceived value and continuous use
intentions by using value-based adoption model. Journal of
Tourism Science, 43(8), 115-135. doi:10.17086/JTS.2019.43.8.
115.135

Crosby, L. A., Evans, K. R,, & Cowles, D. (1990). Relationship
quality in services selling: an interpersonal influence perspective.

Journal of marketing, 54(3), 68-81. doi:10.1177/002224299005
400306

Deng, Z,, Lu, Y., Wei, K. K., & Zhang, J. (2010). Understanding
customers satisfaction and loyalty: An empirical study of
mobile instant messages in China. International Journal of
Information Management, 30(4), 289-300. doi:10.1016/j.ijinf
omgt.2009.10.001

Gefen, D. (2003). TAM or Just plain habit: A look at experience
online shoppers. Journal of Organizational and End User
Computing, 15(3), 1-13. doi:10.4018/joeuc.2003070101

Gutman, J. (1982). A means-end chain model based on consumer
categorization processes. Journal of Marketing, 46(2), 60-72.
doi:10.1177/002224298204600207

Hong, H., & Doo, K. (2005). A study on the perception of
credit cards’ benefit and risk and the shopping value types
among Korean undergraduate consumers. Journal of Family
Resource Management and Policy Review, 9(2), 145-161.

Hong, H., & Hong, B.-S. (2008). Perceived risks and benefits
to natural dyeing product. Journal of the Korean Society
of Clothing and Textiles, 32(9), 1343-1355.

Jang, W., Park, Y., & Lee, S. (2014). A study on the effects
of eco-friendly certification marks on consumers’ attitudes
towards products and purchase intention: Focusing on the
moderating effect of environment consciousness and altruistic
tendency. Journal of Product Research, 32(4), 27-46. doi:10.3
6345/kacst.2014.32.4.003

Jeon, C.-Y. (2020). The effects of vegan fashion consumer’s
consumption values on vegan fashion products attitude and
purchase intention: Focused on the moderating effects of vegan
content. Unpublished maser’s thesis, Konkuk University,
Seoul.

Jeong, J. W., & Kwon, H. J. (2018). Dilemma types in vegan
fashion design. Journal of Fashion Design, 18(4), 71-91.
doi:10.18652/2018.18.4.5

Jung, J. W., & Cho, S. Y. (2018). Relationship among perceived
benefit, perceived risk and continuous use of user’ Internet
primary bank: The mediation effects of trust. Journal of
the Korea Convergence Society, %(12), 195-205. doi:10.15207/
JKCS.2018.9.12.195

Kim, S., Shin, S. S., Jeon, K., & Kim, J. (2012a). The
differential effects of trustmarks types on trust building
in CME. Korean Corporation Management Review,
194), 51-63.

Kim, S. H, Jeong, D. W., & Kim, G. H. (2012b). Analysis
of the relationship among image, awareness, public
confidence of certificate mark for environment-friendly
agricultural products, and purchase Intension. Journal of
Foodservice Management Society of Korea, 15(6), 359-383.

Kim, S. H., & Lee, J. H. (2019). Consumer perceptions and
attitudes toward sustainable fashion product certification mark
according to consumer characteristics. Journal of the Korean
Society Design Culture, 25(2), 67-78. doi:10.18208/ksdc.201
9.25.2.67



SIZIHMCIXIQIEHS|X| X237 35 (2023.9)

Kim, Y., Park, Y., & Li, R. (2017). Comparing the effects of
product certification marks between Korean and Chinese
consumers. The Journal of the Korea Contents Association,
17(8), 162-174. doi:10.5392/JKCA.2017.17.08.162

Korea Conformity Laboratories. (n.d.). H]71 15 [Vegan
certification]. kclre.kr. Retrieved may 3, 2023, from https:
/[www.kcl.re.kr/site/homepage/menu/viewMenu?menuid=0
01001002012

Lee, E. J. (2016). Effect of the certification mark upon purchase
behavior: Focusing on the energy efficiency labeling certification
mark Unpublished maser’s thesis, Changwon National University,
Changwon.

Lee, H. S., & Lim, S. J. (2000). The effect of price and brand
on the perceived quality, value and purchase of clothing.
Journal of the Korean Society of Clothing and Textiles, 24(4),
498-509.

Lee, T. M., & Lee, E. Y. (2005). A study on the determinants
of purchase intention in mobile commerce: Focused on the
mediating role of perceived risks and perceived benefits.
Asia Pacific Journal of Information Systems, 15(2), 1-21.

Moon, H., Choo, H. J., Park, H. S., & Baek, E. (2013). The
roles of benefit and risk perception in ethical fashion
consumption. Journal of the Korean Society of Clothing and
Textiles, 37(2), 159-173. doi:10.5850/jksct.2013.37.2.159

Moon, Y. (2015). The effect of social and personal benefits
of green product on the product evaluation: A test of altemnative
model. Journal of Product Research, 33(3), 121-129. doi:10.36
345/kacst.2015.33.3.012

Park, H-R.(2015). The consumers’ evaluative criteria of quality
on the organic clothes and their purchase intention. Journal
of the Korea Academia-Industrial cooperation Society, 16(11),
8001-8011. doi:10.5762/KAIS.2015.16.11.8001

Siegrist, M, Stanpfli, N, Kastenholz, H,, & Keller, C. (2008). Perceived
risks and perceived benefits of different nanotechnology foods
and nanotechnology food packaging. Appetite, 51(2), 283-290.
doi:10.1016/j.appet.2008.02.020

Slevitch, L., & Sharma, A. (2008). Management of perceived
risk in the context of destination choice. International Journal
of Hospitality & Tourism Administration, 9(1), 85-103.
doi:10.1080/15256480801910574

Song, H.-G. (2014). A study of relationship of gourmet blog’s
reliability with the perceived benefits, perceived risk and
online word of mouth of eating out consumer. The Korean
Journal of Culinary Research, 20(6), 275-291. doi:10.20878/cs
hr.2014.20.6.024

Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The
role of perceived risk in the quality-value relationship: A
study in a retail environment. Journal of Retailing, 75(1),
77-105. doi:10.1016/S0022-4359(99)80005-0

Yang, X. P., & Park, C. W. (2017). A study on the influence
of optional factors on perceived values and their implications
on the perceived values: Focus on the characteristics of the
customer and the adjustment effect of the product type. Journal

of Product Research, 35(6), 151-166. doi:10.36345/kacst.201
7.35.6.016

Zeithaml, V. A. (1988). Consumer perceptions of price, quality
and value: A means-end model and synthesis of evidence.
Journal of Marketing, 52(3), 2-22. doi:10.1177/002224298805
200302



S AES) B QFeka AN -5 2nlde] AZHE slE 91, Az L AF ol Ao] 4

Analysis of Differences in Consumers’ Perceived Benefits and
Risks, Trust, and Behavioral Intentions before and after

Presenting the Vegan Certification Mark of Fashion Products

Kim, Yu Been"
Integrated Ph.D. Course, Dept. of Fashion Design, Sungkyunkwan University”

Abstract

This study aimed to examine the cognitive differences among fashion product consumers before and after the
presentation of a vegan certification mark in terms of perceived benefits, risks, trust levels, and purchase intentions.
A survey was conducted for 237 participants for empirical analysis, including frequency analysis, factor analysis,
reliability analysis, and paired-sample t-tests. The empirical results indicate the following: Firstly, there were significant
differences in perceived benefits related to “skin health,” “environmental benefits,” “ethical consumption,” and “health
maintenance” after the presentation of the vegan certification mark. Consumers perceived vegan-certified fashion products
to offer more advantages in these aspects compared to non-vegan certified products. Secondly, concerning perceived
risks, significant differences were observed in “aesthetic risks” and “trend risks” but not in “financial risks” and
“psychosocial risks.” Thus, the presence of the vegan certification mark led to a perception of reduced aesthetic and
trend-related risks compared to non-certified products. Thirdly, consumer trust towards the vegan certification mark
showed significant differences in the factors of “stability” and “reliability.” Lastly, consumer behavioral intentions,
including “purchase intention” and “intent to recommend,” demonstrated significant differences after awareness of the
vegan certification mark. It suggests a positive halo effect on consumer purchase intention and recommendation when
the vegan certification mark is presented. These research findings can show the importance of attaching a vegan
certification mark to fashion product manufacturers and sellers. Additionally, the study provides significant research

implications regarding the halo effect of vegan-certified environmentally friendly fashion products.

Key words : vegan certification mark, sustainable fashion, quality certification, vegan fashion, perceived benefit and

risk






