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Effect of Green Clothing Brand Image on Consumers Purchase Willingness

HE Lin, CHEN Lihong”
(School of Textile and Fashion,Shanghai University of Engineening Science ,Shanghai 201620, China)

Abstract: In order to investigate consumers” perception on the green clothing brand image, six dimensions of the green
image for clothing brands were extracted through case analysis and grounded analysis, including green product image, green
store image, green service image, green public relations image, green corporate image and green production image. On this
basis, six hypotheses were put forward correspondingly, and the theoretical model between the six dimensions and consumers
purchase willingness was developed. Questionnaire survey was conducted for empirical test of the model. The results show
that green product image, green public relations image, green corporate image, green production image have an obvious
positive effect on consumers * purchase willingness. The order of influence from the most important to the least,is green
production image , green public relations image , green enterprise image , green product image. Finally, some specific sugges-
tions for building and communicating green images for fashion brands were provided to fashion industry based on the above
research.

Key words:: clothing brand, green brand image, brand environmental protection image, consumer purchase willingness,

grounded analysis
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1.1 FEREREEREG ST

S R AR B R A S it o v L
TH 2 F AT R , o I ot L0 Ay LA A R
PNE|E i B2 T 1 8 71 B (Vg g - 88
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Tab.1 Results of case analysis

MR B R T i HAiRfTH
o G (R A 1) e R mini rodini SR A ML AL AN TC 35 7K 1 ERAE
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Fig.1 The model of the relationship of green clothing brand image
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Tab.3 Elements of green clothing brand image
H R A
SR
G it
LG
R
e
Ul ok
[ i e 45
AR S
—FH s
e
FRiRE)
G TH
SR BRI
o SEN ST
BZNTS: P
o JaNiE
hE A
g™
AN
S5 2 2506 5 TS 42 49 A o Sl
(e, R A SHESR R A G
JRTHIE S 5 16 T 3 A — A R A i
I PRBE , SR AT Bk il AR A e 4
@R 5 AT LASEBUER ()™ il L 11, 5 500 2 ik
(N SuRE b S UV MUiIE R S N A= SUUN
SRIEA it R 25 7 2, BT T A Rk (5 2R
TRELS I E AL SRAES A AR sl
Al 2 (0 SCAAE i S A B Tl &2 8 4%

28" i

SN}

sr@ s

LIPS

Zr@All

ES ik

ATT I o G A 7 R A A i R
RIS Bl B, AT BB 29 BT IR, Ik 2 A7 5 W) o
OHER "

2 iRRizSHEENE

2.1 MR{BIEMHEY

AR PIE L IF R S A BIE LA RS
F IR R g5 Mk X5 ¥ 2% & W 3K B R A IE [ 5
HILLESTAD T 21 ) A% 7= B 9 IF %2 A2 7=
B BB S I PR () A AR o R, 2R
A8 AN AL FRARAT S X T 2 W 3K A —
SN, BARFESE D IEU E R T 15 2% U
Al A AR PR LR B AR SR PR AR, EAR A
MV IR AR T 5K RE 05 18 TS 2 E R K R R
Wk AR T I % 10 4 B T 1] S R T B A8
WS . JET Lk, 45 6 sk o I fh B 4
B 6 MRLEEER PR LU ik

H, G0 B 5 510 9% 8 WL B B R A G
2 B AR TR 2 510 2% 8 W 3K B R A O
SRR S IE 5 51 2 B WA K B S AH G
2 RN TIE G 5IH A WK B IEAR G
s SREOAVIE G 51 95 WK B R A G
o SR IR 2 51 3% 8 WA SK B R IR AR G
2.2 HEHiREBIMEE

KT i 25 5 R i A DR G2 454 il 2
FT I 2 5 WA S 3 ) R ), S H g 2 £ Bl e i R
WL IR AR A X, G 6 R, 70 3
LA E R X, R )EHIE S X, (s EkSIE
Z X, BN KEL X, GEtVIESR X, Gadg
PG X BHE S B WL B EAE R ' Y, JET N
B BN IEAE TR S €0 IR ke i RRIE G v 1l %)
HRE WL E RS2, e X 5 Y iyl
A, HARINE 2 Fis

w

T o =T T T

ey SN2 3
GO IS X,

LREOIRTNER X,

T

/

AEMRHER X, W H KR Y

gt ES X

N\ \ 77

|
|
|
| seaxmg
|
|

O TS X

B2 mEigEny
Fig.2 Theoretical model



%5 T 8k, %, FERES

W T B3 8 B A 0 K B 8o - 459 -

3 LIRS

3.1 @FEigit

R T HRGE S A0 IR i BT G0 o o S R
FERFZR , SCrh X 22 HEAT I S . R IR
530 3 ARy - DI 3% 4 K o iR e T i 48 ik
R MBRANE B s O 2% 5 W 3K B BT 2 5
MG E o A4S R 28 v R o 6 3R X0 A IR G2k
LS 2 8 WS B I T . 1 ~6 /3 HIfRER
QR AR AFEE” B R R A
“TRETCAERE R . EE SRR AR, B
TR iR 300 £, Fe i R) 5 280 4y, HIBR AN G 4%
(5] 48 17, FRAFATRLIR & 232 1, [ Ia) 54 30%
82.9% , ARUWIHWFREA SR AT S o0 A AL, I
EREAREEARF RIS,

®3 BAERIHEREE

Tab.3 Basic information of survey sample

FEA R bR AR /%
U 99 42.7
PESI
8 133 57.3
<18 % 2 0.9
18 ~25 % 155 66.8
AR
26 ~40 % 36 15.5
>40 % 39 16.8
LT 18 7.8
=l 15 6.5
CALFE N 17 7.3
AR 129 55.6
WhaE A Lk 53 22.8
— R 149 64.2
TR 21 9.1
JEAE I
=BT 20 8.6
PRI S LA 42 18.1

3.2 EES5HERR

[ 5 A o B L P R 400 0,935, U [R) 5157
JE R, 0T DLHEAT T — 2500 Mo [R5 4 2 2 o B
LU RECAH GFEE(CR) ¥R T 0.7, KW &5 A
A RGN TR—E M, X3 IEfT Bartlett AYBRIE
JEEAS 56 A1 KMO {H A 56, Bartlett (1) BRJE Ji 46 56 1
i, KMO {E°4 0.903, K F 0. 7, Ui B i 2 e 4E %
AT . BT A I E B bR AL R T 28 e
BIRF 0.5 Hik 3B EKF. A2 RMT

Ji 22 (AVE) ¥JRTF 0.5, R U] i R0 R G RU% W 2
PR LA BIREE AT A R a4 B R4S
JERRUE o [F) 425 D i PR AR (s BE L3R 4
x4 BEHERE
Tab.4 Reliability and validity of the questionnaire
4 PR

‘ - SO A H¥

4 5 br fHEE WOz
ITEY i =20

(CR) (AVE)

EEQUR TR 0.750
P ST 0.771 0.780  0.544  0.657
ZAIAIE 0.798
PR XA 0.723
JI T s 0.735  0.754  0.505  0.710
IMREBAE TR 0.699
AR 45 0.714
fR%  &RMIRZS 0.709  0.779  0.543  0.651
e =3 E 0.833
) 0.767
AR PRI 0.846 0.807 0.512 0-0%
SR 0.744
a0 EER IR 0. 646
HRATH 0.689
ol FMEFES 0.871 0.761 0.516  0.691
EEquREEL] 0.772
TRERIAR 0.713
AR gETE 0.770 0.767  0.523  0.702
PRAEAR 0.753
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R IR e i MUE G0 R 3R 5 T W 3K
FERIAHDCHE 73BT L3R 5
x5 MBERSHEENIEEMBEXESH
Tab. 5 Correlation analysis between the components and

consumers purchase intention

i A S 3
Pearson AHC M W E N

T 0.543"" 0. 000 232
)i T 0.570"" 0. 000 232
K55 0.379** 0.000 232
NS 0.649"" 0.000 232
Al 0.631°* 0.000 232
A= 0.670"" 0.000 232

LE: s FoRAE 0.01 K OB b AR
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Tab.6 Regression analysis of the components and consumers”purchase intention

- AEbrifEfl R AL FrifE R AL . )
*ﬁ g} o - Slg. R F p
B b1 22 i IR

e -0.171 0.279 -0.612 0.541

R 0.139 0.051 0.150 2.706 0.007

N 0.251 0. 064 0.241 3.940 0. 000

0.615 59. 884 0.000

Ak 0.187 0. 066 0.171 2.823 0. 005

Hepe 0.377 0.059 0.359 6.434 0. 000
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