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P AR RS 225 o AW LAME R R o BT A, RV ASTE) P 2 2 %) R R R THORH 1 R 3
(RIS RERE, I UADY KA T A O AT EE BT o 30 i) 35 TR A LRI 106 A 3REA, JRR A
MWOLREAR T K BAT G007 SR TR, MRS AT O R 2 B R P A B 2 R, (B
PREESZ Sy BURAR, Forh SR e ey, IS Z FE IR A, o A A7 g T 21 2 SR F PT RR:
IR 1 7 il ) 2 B AG . HRAh, WERTRREEAPRENIR A 2 5 W B AN, ] ARk — D R v
FHW LR BT Uk, AT U M RLTE B A I [FIET, SR AL SRR TR R 5T e
HH, NMRF T2 E.
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1. 4518

B i 7 M A AR A0 g A BR R85 e 5 DR Y FE A B SRV . AR [ B B VR 25 A DT o i
B, HIEARAEL G AREER 10%, HAeFE7 AR 9,200 SRR 7. £5ik
B AR T R K RIS REIR, O FEBEG A YR HE G, A2 R G0 K BRI v i
N NS R f S B AT A S T AT, BREE T 2015 4R K24 H AR (Sustainable Development
Goals, SDGs) , Hr HAx 12 [ SR S 5477 | BIHIFIFHE ) J IR 2R 5 4t e 4=

FEMCIE SN, WIRRERIRE CUrE UG PR AR FOORBTIAE) BT i P AR B Y
(T 1A, ALAREIRBRITARE, IR0 Y 2 X LR AR SR, e U I £ Tk
i, EFRN AR BIFRRIAR AR e AR, DA S K TR RS . R
SR, T A I R SR RS R S B R IR A L TP R AT R S R R K R
HAFEHERESEAN ) b P BeAEE 22 5. — MM &, Lot S S8 S 1 I SO U, 3tk
T E D REME S PEM L . (BATST TR RESETURMIRG | ZE VRS 28 53 R (K452 FEEAT R GuME M AT O
FATIFRT R
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DA T sz B S, #EMLAME AR 5L BB sk, 2R L, BAEREKE:
I G PRAT BV AE S . FESCS5 b, UL SO0 28 i B o) R M PP BTy i B R
FETF AT RRSE DRI M IR U B T R R 5 5554 )

AW TR B P RAE & M LT REAEE R 22 5, RREHE: HI, REMERME 2 7E%
B AR R B H2, ARV I S NS B2 B P AR E 35 e H3, AR
(R B A I e B2 i A7 3 25 50 HA, AP 2 2 A0 678 [ e 2 I H A7 AT 3
Spo BT LT TOHN, R0 IO R TH 7E M 0 1R £ 28 S, RV I AR R T L, 4
T HE R R AEBRBR N _ERIVERT, B2 A B ) 5 ) 5 AT # SR B3 1 W B

2. XRERERIR

A RFERTORHE HR 7E AR 7= I 12 vh R AT RE B BE R AR S IR S ar (R 5 U6k, I HLRG . AR
K. Kz, KIREFYE Jn] BRARAF4E (Cai & Choi, 2020) o A Bhidbi S5k %, 75l HE
IEE TR JE . [E R RN Patagonia. Adidas 55 Stella McCartney 25 & R CURF I 2R A4 K140
NPZ i S, JFIE N EEE B SRS THE AR (Vassalo et al., 2024) . X1, it
B LTI, 3= DR B8 AR 75 4 2 2 M SR M DA AR A2 5 DA B V438 AN 78 43 (Rahman, 2020;
Rausch, 2021) .

FETRDS VY 22 %) FTRF L0 7= it (R 2 eI, 223 il N2 AT I . %, SRR i
WP A DN R, # BB ORI 5 W 808, AR RR R IR TP IR B /) (Zhang et all,
2023) o HIK, AR RO B A AR, e B A A A 2 A SO R A R
(Rausch, 2021; Cosma, 2024) o K, T HIVENE ™ il 73 ar S VRO EEROIAIL,  CRONHE T
RSN E I EERE . RS, FFEERSE AR, BRSS9 E, EEMENE RS R EEE
FREF S EE MK (Li, 2024) « FL, AOFFOETH B2 BRI ARE. Mk, AL S S
X FE VUG, A 25 BT I JE A

P50 22 5 0T I Y SR AT RS — B S A OSTE R R 2RI AR, VT 2 e T
SEE A SNSRI S AT, T S M R T REE 5% (Rahman, 2020) o 7E AT RFEERT i 4
AR PR O ks TR BT S U, ARAE R L S K32 B (Zhang et al.,
2023) o SR, INERFFCRI, PR IARIE T A M T h B R, KRR TE N RS S ETE T
B PE RN E TR (Li, 2024) o X BEBAYER S R 2 2 MK R, "TRERZE
oAt BH R

PR DR BB R 1. %, MEA SN BENS B2 SO 2 N A E S o

B, s HESE E R (Keller, 2013) o ik, S Z BN AMMEM S THF =T
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Wy, o I 9 X I HE SR S L (Joshi & Rahman, 2019) o Fi#, WKy IsEm 1
TH RN IE R A AL A SEBRAT I P RE T, 75 BRIV B 90 2 0 K 4 7 i AR SCRPAS BE, A I S
JIARR, BTN RS2 BIPRH] (McNeill & Moore, 2015) o WEl& UL, AHF AR B
ARI, FFARH 2 P2 FE DA TR AR AR I, AR AS R R T b AR AR B 2 R

CRAATIRSCER, PERITERS M R DA R LE R, RHAERER. M. WA SR EE
o AT S = A N T o S U P N e W N 8%

H1: AS[FE S B0 B 3 A0 S0 IR 32 . B AP A B 2 52

H2: SRS B0 B B A i 5 52 T2 EAP AR 5 22 5%

H3: AN[EIE S 09 B 5 A VR 52 AP B 22 57

Ha: AN HOH 2 B AR R IE L JE F AR E R JE 7.

NHEEME I TR SRR, AW TEAIE A (LR 2-1) o fEBARA PR
BONEART, T2 E L GRS ks T PR SETE ) WA, LU 36 9 2 (8] (1
RERME . AR IRAE O Jim 82 S AT 705 (R 00 IE 1Y B B2 3L Ak

B
(BH vs. &)
H1 H2 H3 Ha
ARETH A& it B R SFEEETR

21 W FCH

3. Wit

AT ORI AT IR, 55 ARG 45 7 A S SAE R, DR (B S 2t 1k
AT, FEA TR R TP e TS R DA TR IR I, R BT REAS ¢ 52 AT i
FIEAR R B2 BRSO+ )\ G B 3%, mEARERE. HEYRS
WA, DA ERBE AR EAE 22 N VBRI BRI R . Sl RE 77 SR AR, 333 72 4% 1 35
G GBI, DR T BRI AT Fo R AT, BAEREA BRI 77 T8 B R4, (E Ak
A 200 AT 2 2 RN R

13 P9 A BT BRI T A SCHR B TR A S ERAE, Y =AY S R
SEAHE, AR ER . BOEFEREE . ARG TR AR, LA SR AR A
JE ST . B8 AR e SRR, RO H B DA T, RS T AL 2 A
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BRI, PR G A AR R R S 2 Ui W IR 1 R R R, o R T TR 5
BRI, Wk R DT 52 M A B A 2 I, T PR T VA e P i 2 1k S A F o, T
AT U PP R BRSSO E R ME . S = AR, Es2 U T R Ik
FIRESETRH MRS R I S R, DA B TR AR T A A

BRI W, RE A4S T, UUBRAL VAR 22 . fEIERUR ORI 1T, AT /AN
TR DA 36 B 0 1 S R I SR FOE A, R IRIE R B IE N . mAE RO RO B —H
TN, AWK T . BT L SPSS et SRk T, B Rk G i
EUFEAREAE, H DL Cronbach’s oI iR #R(EE, MUYl T 0.78 22 0.89 Z /8], &R
HA RN —SE. MG RABSIEAR ¢ Koe v m 2R, S8k 3E Ne=0.05,
L 2% Levene’s fi & FIW AL FERIMM AL, I iH5 Cohen’s d AVEA 22 57 (1 SEBR S MAFLE . 245
KB, BE A B A& AR SR R E SR % KT & SR, S ETEE S
R ETNE, JRRYE R WAATEIE, R KRS A8 IE O Bl BB SRR, DA R ) 4
RE A I 70 O B B AT AT 1k

4. MREBRS51TL

4.1. MRER

AT A RS 106 4. ZMFFEGLL 2029 & (453%) 5 30-39 ¥ (32.1%)
NE: PR AN 56.6% HiE 43.4%. ZiFZHEA RN (59.4%) , HIKOmL:
%P (27.4%) o ANV G T 3-5 1ot (38.7%) K 5-7 Jist (25.5%) NFFEXIA]. ik
WA SEARAR DVEE A — IR (42.5%) KPR —IR (28.3%) NE. EREESITEERER, SHWH
Cronbach’s a /7 0.78-0.89, #mT 0.70 KIMEETIIR, BonEREA RGN Bt 245K
RS SPIAMEIES, AL AR & &G .

HRMEG T T4 TR, LRSI (M=4.8888) SEFIEE (M=3.8518) msmT 5k, F
PEAEMNHE (M=1.8269) Siif FHIE (M=3.4807) W&im. BEAARREZ LR S (M=4.8879) , N
G (M=3.7944) | M{HTE (M=3.4860) , Mig&it (M=1.7477) , LR&it5FEKRRZ T

TSI ER, Mo A N IR 2
R A-1 VERIE AT 2T 3805 bt g 22

TTH 7 N E% PR
TR pLq i 54 4.8888 0.8164
TR S 52 4.8653 0.7147
Wiz Eg i 54 1.6666 0.7770
Wiz L 52 1.8269 0.8097
i FH 1 52 J pLq i 54 3.4814 0.5743
i FH 1 52 J S 52 3.4807 0.5770
AT peq i 54 3.8518 0.7868
AT S 52 3.7500 0.7105
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BE— B B ZE R B R SRR AR R e, S5 R R KBRS IR HZ B L i R PR
P RPEEERIER p EBRT 0.05, ERARKEEAKF GERE4-2) .
R A-2 AFRVERES A Z ¢ 16 E 4

I T/H BEME
TR . 157 . 875
Wiz -1. 040 . 301
i PR 1 e 52 . 006 . 995
PG . 699 . 486

3 4-3 T, SEIRESZRE (8L — P8R (M=4.8879) , HARMEMRZE IR, BoR%
W3 X7 AR VRN T AR H— 80 RRE R IRZ (M=3.7944) , FORGFHERKATIZ 0
VAR E B AR . M PE (M=3.4860) I BAAT-IIH (M=3.4790) , R ZENXS 7 i A7 6y 7
T E A, HREI R M2 AL (M=1.747D , HbtsdmERS, SR ARFEZM
FXG B2 B Y SR, AR A FTBZ, 3o I N R RS . BRI =, T4
X AR TR R 51 B rh TR S ATIERE, MR A IRBIEI R S ERETE R )

VS ARE P R A s, A B TR T R
% 43 DIFOHIT M T

BT EREZE MikEZE s P 2 FEEEZE
B3 4. 8879 1. 7477 3. 4860 3. 7944
BEARF 5L 3. 4790

5. MtRDHEITIR

ASHIE TR YU B AT 30 : H1 R FESE R R i B AP AE B35 72 57 H2 Rk MEdAE
A IR R EAFAE B35 7R H3 BRORVESAE T IR IR 52 FE b AP A B35 72 7 Ha RO VEAE£F &
FER g LA EREESR . TSR ER, HI-H4 1 p H¥KT 005, SoRtERIfES M2 %
REFEFRARILEZ K R, PR rE RER, WMAERRSEERRTE g S, BN
FENHE S R _E PR, b 5 Rahman (2020) K Zhang %% (2023) HIWFFR 4S5 R—3,
JRIFRL Li(2024) 45 HHAEGA% 5 FI A T Bk 50 22 53 A 8 25 HO WL s« M4 Balasubramanian (2024)
IR,V B AE VP Al T BRI 17 W, DS Vvt R . o R 5 TR RN A 55 R 2R R
AR S, VUM )54 B2 2 I =K, o el rl RS I v 7 i 2 — e kAl SR,
B TR SN TR X, RRAIFTY R L L IoMIGARE,  PARIERT 7T 45 R /ML
JE.
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LA ARH R BT a R, FTANEE TS SR BRI H, fEROH S E g L,
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A Gender-Based Study on the Acceptance of Sustainable Fabric Fashion Apparel
Pan Gioia

Abstract: With increasing global environmental awareness and the advancement of the United Nations'
Sustainable Development Goals (SDGs), more fashion brands are incorporating sustainable fabrics into their
product design and manufacturing processes to reduce carbon emissions. However, consumer acceptance of
such products still varies significantly. This study adopts a gender-based perspective to explore the
differences in consumer acceptance of sustainable fashion apparel made from sustainable fabrics. A total of
106 valid survey responses were collected, and independent samples t-tests were used for statistical analysis.
The results show that gender does not significantly influence any of the dimensions or overall acceptance.
However, the overall acceptance scores were relatively low. Additionally, a lack of knowledge about
sustainable materials and unclear brand communication may further hinder purchase intentions. Based on
these findings, this study recommends that brands strengthen their sustainable image and consumer education
while reducing costs to enhance market acceptance.

Keywords: sustainable fashion, consumer acceptance, gender differences
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