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ABSTRACT

From the perspective of relationship marketing, this research explores how different types of
used clothing recycling programs of fast fashion retail brands affect consumers' purchase
intentions. The increasing awareness of environmental sustainability is closely related to daily life.
For the general public, the fast fashion industry, which will affect and harm the environment to a
certain extent, is also developing in a sustainable direction. Among them, the Used Clothes
Recycling Program is the first step towards sustainability for the fast fashion industry in Taiwan.
The fast fashion retail giants here have different types of strategies for used clothes recycling:
H&M adopts to provide used clothes recycling that can be recycled regardless of brand and will
give H&M product discount coupons; Uniqlo launches the recycling service of the brand's used
clothes, which means non-Uniqlo clothing materials cannot be recycled, and the recycled clothing
will be donated to public welfare organizations in Taiwan; Zara in Taiwan does not provide
recycling service. For Used Clothes Recycling Program of fast fashion retailer, there have been
various responses, with supporters and doubters. Therefore, this study wants to explore how the
corporate environmental protection efforts will affect consumers’ purchase intentions. Hope that
through the results of this research, we can better understand the public’s views on the sustainable
combination of fast fashion and environmental protection, and contribute to environmental
sustainability.

This research will use online questionnaires to understand how consumers’ perceptions of the
fast fashion retail used clothes recycling program’s corporate environmental protection efforts will
affect consumers’ trust and commitment, and in turn affect consumers’ purchase intentions.

The research results show that corporate environmental protection efforts will positively
affect consumers’ trust and commitment, which in turn positively affect consumers’ purchase
intentions. In the context of H&M and UNIQLO’s used clothes recycling, corporate environmental
protection efforts mainly affect purchase intentions through trust. In the ZARA scenario, it is

mainly through promises to influence purchase intentions.

Keywords: Relationship Marketing, Fast Fashion Retail, Used Clothes Recycling, Corporate

Environmental Protection Efforts, Purchase Intention
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1245 Dickson and Eckman (2006)2. % & » # SR EAR R chf Ak ¢ 1

e
I\
\_
A
F_L
m
=0

S

=N

2 - %ﬁé’—lﬁ{ft frl‘g?fj.é_}‘f]];b 4 —7» E&E’\IE"'I fgj‘mﬁ‘% = 0
3 ﬁ#ﬁ@%ﬁﬁﬁﬁﬂ#k%ﬁ*ﬁﬁ%@éﬁ%ﬁ$%°
BEREABELR A fEAE T EL 0P f A B ~ LA

Y U E lé??']j’é#ﬁﬁﬁ?ﬁ Borpnd o AR A SALEEHRES BAR o Q[;Jﬁr?ﬁ ¥ g
PO A EARE T EAMBRRAJIEAIMN A E ;}f’g’hﬁig FiE (7 AR A P
BASTIRS H L A L B IR HI R F R F e AL F D P BT R
= AF e 345 % B 3l {o§ A RE £ (Donaldson & Preston, 1995; Smith, 2003) -
AT A ER VIR E RN RE G s g ARG F o T AT B A

FEP N EREY S R REFEORAA S PR E A LR o p ARB o

K - FEEBBREFOOPRY AP LGFEL BFrPEASET G A TRBF T 0 TR
bk H A 587 354 en(First & Khetriwal, 2010; Hart, 1995) -

% Kang and Hustvedt (2014)s9#8 § % £ P > % S 402 Pl ¢~ RB i 7
QA HE i A R HA T ﬁﬁﬁﬁf&w&vﬁﬁﬁ’@a%&w
P AR AT M EREY T2 o fEMEF A FE 2R
g3 24 % £ & o f Perrini, Castaldo, Misani, and Tencati (2010)r47 5 ¢ » » Z%#H % & 7% 4
HRG e A E F s ,T%Q;Lh;;g:,&*gw drnaed il X HA S .

BRELD
FET g A R HEIZ L F G i%; AWE SN ERRN- B

B G ERE T
R EEAE T T S RKEME A - 42 (Bartikowski & Walsh, 2011) o 4% & ¥4+ § #
ERREE g AREEH TR R FHF F,uPﬁfiﬁ*irE ¥a @ gk f‘uﬂé
FoFetE  AFTHGEFAETEY DEEXREY S R e BFY R EE
K o

pobs B REARGOE EfoRkFELDERAY  AF IR EERRY S LGN
BHER SR ERL L R B FGEAMBKE T F T MR Y
AR @R o s e f E LU ARARFALEZ D AF L HHEY B G Kang &

Hustvedt, 2014) » # &M 15 ¢ w23 g h oflFf2 2 & - £ §ij' ¥ F]F,ufr'f'lﬁ—_",%é_
MEFTEPRBFE Gy o QP NEBZLENRL 2 PREL TR D
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BEERAE DM G o F e s AP N T R R
HI: 3R EY S Lo BT FHatz-
H2: 4% Ey 4 ¢ 0o BP0 F ik

e & MR IW
drle 7 it #7380 > Moorman etal. (1992) #7345 11 & E § BEF I » B K 2 4R35 2

B PM Gk £ 0% % 2 %)% > Morgan and Hunt (1994) = 45 1% @ § AR 2 M (54 2

‘ii

K BRit B eha oo
peeb s B kAo 2 15 5 Morgan and Hunt (1994)R @2 (74 F= 3 ¥ enbd 4t ¥k 7= 3
FAMGRETEEER ()P L L AN AR AL TG QERT PR

BEY I RILNE FH G EFHEAPEYIE > Q)FLEp e hE TP LA € IR

/,

%
3

P {RAEFEIRGFE B

# Morgan and Hunt (1994)~ 45 1 = £ (% Rgpehi
R R 0 ARG ERRET U REOREL LA AN R EH ST 2

FARE G R ERAUTE M o

. Morgan and Hunt (1994)R# % 7 4V e e o 03] ° > Rz ¢ 2 e M HK3E > @
K f oo BPYR o o B e B S 4 R A aubk (LI ) LM GG i
ﬁ’ﬁ@%i’Aﬁi» R MY - S RURRT T A % R TR
LB, R wApB o 283 % Spears and Singh (2004)2. & > BEE LB 5 RA - B A o
?i%mLﬂ ﬁ?J%ﬁ%~&@’ﬁ%%aﬁmL?%“’ g“ﬁﬁﬁﬁigﬁ%
BfAs e A AR R F e REAL D Foripfotas
KFES 62w BPART AW LU HEE N7 AL B
H3: g Henizmg oo BPd i
He: g Fentz m gt v B EH MY LW -
HS : f f Fepiee g 2o B FH MY LW -
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FAAFLL GEREY S A A PEA AT R BE 5 B 5
£ FA € F 409 > = £ * Perrini et al. (2010)f- Hazel and Kang (2018)2_ #7 3 3838 o &0 ¥ T_
P p
RFEFELEEED RBRBEORE - REBBR L FOLERERP L AL FHE

ST A SRR T 0 TR A 5 E T 5 h(Hart, 1995) 0 & G5 AL ¢ 534
B RBEE A E RSP OT AEHRER L BN RF XA R HHS
P RT R A E o BB AT E KB DR sr(Oberseder, Schlegelmilch, Murphy, &
Gruber, 2014) o 78 3878 ¢ 2% Mg RBBAPF L F o VA £ 3R o

H=x > AFEF 2 54 * Choiand La (2013)4r Ko, Rhee, Kim, and Kim (2014)% % # 3
2 %738 o Choiand La (2013)#-2 T % & S FE & R4 - B 7 Z o3P LT (Moorman
etal, 1993) c Hx * rE 4878 & 2 A ¥ Uk Y M2 A 5 o Koetal (2014) 2 & 5 4
LY LT R or B Ak e g F (Morgan & Hunt, 1994) « 78 4078 & 451 0 54 £

BEBHEO AR ER AT BT E LRGBS o pIRs K2 5T o

M MY 2 KFEH * Hennig-Thurau, Gwinner, and Gremler (2002)4+ Lacey and Kennett-
Hensel (2010)3 & 77 3 2 3838 - & ¥ #oRE THREPHE A BER ¥ AH L LN
EMAY g A2 R R R RE 5 FRADT ¢

Gk BB o XE

]
Rl

T
B

FAE R EMOM GHARLREE BAFA LB TRl GE BT ¥ob o L
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PE NP ERFLDM GEARY  FERAERETRE S
MR B EHA KRBT EL A FEB TR L E T S K Ao
Bofs o ARG 2 B LAEH* Changand Jai (20157 1 4557 > #-p% DM T & 59 7
F TR EE DRAE B FRADE A RY O BB EW L ST B A S DR
crd @ R AR AR S RSRASE HRF DR A RGBS
TR LA EIZ AT 0 AT 2 AT Rl R AT Ak 2
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FAFTHEAEAF A EEFAFR A FR SRR AT RL O BAELS 1

i

I

2°324-523%0 0 AEARE R ALE AR S R 2SR AL RIFLAATH A RS
ZFH T B YRR LN N PITTHr FBen 3B A% {rr 27 2 %
Pl FERELAERET L 2021 #3983 2021 # 5% > £wcd52 i f ekt g o B
H&M B % w42 167 » ~ UNIQLO B % w 4c 139 i» ~ ZARA K ¥ w iz 146 i» - 2575 2. ' %
K e g e 2l L w el 2ok 3.

F 3R AR EG R v Tk

T w (HFRsE) | F ek S ek
4 B w ferdtie H&M 167
1 ER Tt UNIQLO 139
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S d HIALE
AP ZREIORYEADF LG R FAPELEERE TF AL FRY F R
BIBEL A LAEIFR A FA - FH FRAFRL BRI 1223455
S SEA s ABARE N ARl BARE o B B LM T A1 B E A

REOS IS AFMTREALGRR Y Ao 472 > ¢ ZHN ~ B~ T ARE
A

S
/qul‘_ > r.l/_l__% gLl x - o~ o 3 il 4t é.fu;‘]'éu\‘ffri;ﬁi:é,dﬂz&%ﬂ\?#l ’ﬁ%fi*@%*#ﬁ

SN RERELST

FEHEER TS 0 AR #E* Cronbach’s o #icfrig & 3 & 28k (Composite
Reliability s CR) » Jh % 5% % dc2 §rR 7 P 3 5§ P #7- Rp2o 4 LW § 5 v oll
P2 AT L5 M o Cronbach’s o (i ficd ML 0.7 53 - 4F & 5 & el 3 < %
0.6 ;Fk' A BEAR L o ATy & A% oh— R4 (Bagozzi & Yi, 1988; Fornell &
Larcker, 1981; Nunnally, 1978) - @ A xR 3 2 6 » 2B Z e PIRIE hE fElE > 5 2R 4%
B EATREOREEARN IR E LN BRI F e AT A 5 zarrc R (Convergent
Validity ) =% %|»x& (Discriminant Validity ) » & 3 Jcacrc A 4 §FE 58 P B EE¥ 11 3 2en
Mo e Fl- T FE o AT LT IBE B B § (Average Variance Extarcted ; AVE)# iB|
2> AVE &5 ph— BIBEARET U - BRBFHEG i PR AR R p k0 § AVE < 3%
0.5 % 7 B2FHE | Jtacrc & (Bagozzi & Yi, 1988; Hair, Anderson, Babin, & Black, 2010) ;
23 REPRARRMATRER EF LT URFARII2BU PFIF R A PG 2R
WG R AP BB TIORATE R > A B G T aup b Gk
# - {5 HAVE 2 2 13> &g £ # % %22k (Fornell & Larcker, 1981) ©

= B ARSI AT

RSB AaRFEZTREY R FE | T > 2 (Partial Least Squares, PLS) » 12 T i & 2k %k 4
1 ﬁéﬁ:ﬂ'} s 1L ER ﬁéﬁtﬂ'} g i i (1) 02 BT % Biw(Path Coefficient) X 377 #5732 F &
DI P E o NI BRI RS o QMBS A kXS B A o
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- & APt

AL R L w ek AR 452 5 > 2 ¢ H&M B % w i 167 > ~ UNIQLO I % w Jz
139 > ~ ZARA B ¥ w 4c 146 (> o #cif fE 53 2 473030 A B 5 2% ~ B8~ KT AR 7
%\%&%%Uligﬁ%’%4§%$%ﬁ%ﬁ9#ﬁ%o

RHL P FoF R0 0 L Fnpun L b o 5 Z PR ET L F g5 40
6o FdA FAH B 31~40 F > 1 40%~50% > H =t B30 T o ik 25%~30% o T ARR
S s B 1k T70%~80% 0 H S AL 0 0k 10%~15% o BRE GRS > Z R E
% E AR E R 5 0 H&M fr ZARA 0 £ ¢ JRAr ¥ % 164 40% > @ UNIQLO &R
EVRBENE2T% > A S WUBE > HE25% B FERTHLF o B Ak RSP
Loti— Z PR EATRG FLE o P EA T h S DY B A 45%~55% 0 @ HEM
L F i f? FRfes /LK 5 0 1k 245%  UNIQLO 0t 3 & % 37 5 » 1k 24.4% 0 52

Mo

m ZARA eff £ ¢ "7?3%‘%;3“%'3 5 18 267% ° B (S 0 %#iﬁ’g RSPz P O Y

NTS$ 30,001~ NT$ 50,000 » it 45%~55% > == % 5 NT$ 30,000(7z 27 ) 51k 19%~30% °
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AR RS

F B P % B ) H&M(%) UNIQLO(%) ZARA(%)
PERS g 37.7 37.4 37.6
L 62.2% 62.5% 62.3%
# ¥ 30 e 28.1%* 24.4** 26.7%*
31~40 % 52% 49.6* 43.1%*
S1 kit 4 4.2 4
KT AR BYB(z L) 95 16.5 8.9
S SN 77.8% 69%* 81.5*
A 12.5%* 14.3%* 9.5%*
B FHE 11.3 17.2 13
b 10.7 8.6 6.8
PR % 40.1* 26.6* 40.1*
Yy 23%* 27.3%*
Wit ¥
5.9 5.7 6.1
F O 34
wAH 8 18.5 8
H
B A 3R 45.5% 54.6* 50%
LR 24 5% 18.7 26.7%*
& 2K 24 .5%* 24 4% 21.2
53 2.1 2
3R
0 0 0
i
¥4z ~(NTS$) 30,0000z ™2 7)  30.5%* 25.8%* 19.8%*
30,001~50,000 47.9%* 53.9* 54.7*
50,001~70,000 15.5 15.1 17.8
70,001~90,000 3.5 1.4 5.4
23 3.5 2

90,001( 5 12 +)
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IR A RAMEI ST 0 PR AT A A Ehod 57T o
ML EF A2 FRFHIAFFRE o &t EY B ;
06307 2B MrEEREEYIGIR > XRIFAAT AAE LIS
Feng EREY S o P R FHL IR AR 0w R - R BE S RFEfoRT
ARZAIA 2 BB 55 1 hAEF LS5 THOBEFAITIA42ZF RELRE

TN
W
a4
4
b
o
-
o

‘E-_L rr'h'w B3

0.65 7] 0.68 ~ 0.65 T/ 0.78 §v 0.7 3] 0.85 » &7 % ipl ¥ Llepbi B & &M e (7 B2 v fo3t
ERLT o X RIF R Y R LS KRrrE R LW APE R EXRIFEH

DTN

LS EFIHEAMAAAATEERL

N fiME rRE Fi9E g

ENVI-1 452 2 5 414 617
ENVI-2 452 2 5 411 645
ENVI-3 452 2 5 411 671
ENVI-4 452 2 5 4.04 678
Trust-1 452 2 5 4.07 650
Trust-2 452 1 b 3.98 667
Trust-3 452 < il 3.98 616
COM-1 452 1 & 3.78 778
COMm-2 452 1 5 385 712
COM-3 452 1 5 372 773
COM-4 452 2 5 3.94 654
PI-1 452 1 5 382 734
PI-2 452 1 5 3.65 848
PI-3 452 1 5 384 708
500 N (listwise) 452

20



¥ BRBRAL
- N ERAN
FEHEE R > % 0 1 Cronbach’s o % #icg ~ 3 0.7 fv4f & % & 2 #c (Composite
Reliability ; CR) Z < 0.6 % 1% (42 # etal,2007) > Pl & % S FEE P £ 2 2
BT RN - R R Rk 687 REGHE AR RR T 0 iR 2
Cronbach’s o %A 5] % 0.856 ~ 0.846 ~ 0.867 4 0.823 » % ~ *“ | HEIE 0.7 5 A 4f & 2 A&
R A 5 5 0.902 ~ 0.907 ~ 0.909 = 0.894 » 7 45 % 1Az 0.6 HF o Fpt 4 7 2 HE B

AV ARSI R *‘JF:'IJ_’E_T#@ B B RKE -
% T FRRE ’:fi‘fﬁ ok A
Pl g S 'L F) 3 Cronbach’s o CR? AVEP
FAVERT:R

BixEY 4 (ENV) 0.856 0.902 0.698
ENVI-1 0.838
ENVI-2 0.810
ENVI-3 0.869
ENVI-4 0.822

& (Trust) 0.846 0.907 0.765
Trust-1 0.894
Trust-2 0.868
Trust-3 0.861

K# (COM) 0.867 0.909 0.716
COM-1 0.879
COM-2 0.879
COM-3 0.804
COM-4 0.819

Y LB (PD 0.823 0.894 0.738
PI-1 0.856
PI-2 0.859
PI-3 0.863

a: A £ A b TIH% R BE P, sample size n =452

21



- R A

ARG TR o AT TR RO RE RN R LB ETEE D TR
Lo gk LR TR 0 AVE <30 0.5 & o7 B R B E i Jarrc & (Fornell & Larcker,
1981) » 4o 4-2-1 7 3 RHRIE G R IpHR Q7 > 7] ¥, AVE & 5 5 0.689
0.765 ~ 0.716 §= 0.738 » % <3+ 0.5 Agon & jeaerck 3 H =t » R B»cReiRP > » B2
Hw B eip B GRS - Hm W AVE 2 T 2 434 7 & & % W 2% & (Fornell & Larcker,
1981) > 4o 77 3 2 4Pl @2 3 AVE T2 g 8977 » 28735 20 AVE T 2 4% <
W H UG Ap i Tl BEor B & AR BDRR o SF T 0 AP RCRIZ R A AT

W B R R RS R
i TF R APM Gl B AVE TS g

ENVI Trust COM PI

23 kY 4 (ENVI) 0.835 0.698 0.600 0.541
2% (Trust) 0.875 0.707 0.623
L% (COM) 0.846 0.767
P 2B (PI) 0.859

I EMAE L AVET 2 30
FZ & B ESEI A

ALY Bo] T2 R ESR T 0 p L D T i(Path Coefficient) & 3% % #0732
TEIIA L Al FE > T BT F o B p-value <0.05 I & o E TR A
FOoRTBEFAEGIT BN o L RPEE A E ST - BREHEY - B Enp R

Hock ¢ 3 LRk o Honsk o A nkfpde 2 Honk PRIAO P 1 A8R3T 1 A% %
BV - RHnP PAR < o
-~ RS

BAAFIRYMARZ RBEF T > BHEIARF S22 Py S0 A 5 2 e =
—H AU FPLSH T #* i EF B ALAF Y 500 & 0 A58 % A0=0.05 FF >
< 5 BT Thlicim 3 E A & & o(Efron, 1992) 0 95% 15 W RIS Bt B R EA A
8o & H&M #H4r Uniqlo ## ¥ » ¥R iFY 4 P RF 2 BEAERF  He RporEng
Fooh AZARA#HY PIE R EZDME AR REAIRF B REVEIIEF - 2l

TooREMAFELSATY SIS BRIAE 3BRAAEINF > TEREY IHTE -
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Z

38 S HEBVRLGERS

Path Original Mean Boot Std. Error 95% C.L
H&M %

RBREYS DB 0.688 0.688 0.046 (0.601, 0.772)"
BB EEY 4 DR 0.114 0.114 0.064 (-0.009, 0.242)
ZiE > K% 0.677 0.678 0.055 (0.575,0.782)
BE > HEY LB 0.242 0.246 0.113 (0.027, 0.468)""
Kz DHE L E 0.535 0.531 0.112 (0.308, 0.740)"™

Uniqlo #

B Ry 4 D 0.720 0.722 0.043 (0.613,0.787)"
BB REY 4 DRE 0.178 0.176 0.107 (-0.016, 0.413)
FE 0.492 0.500 0.106 (0.266, 0.687) "
TiE > By LF 0.137 0.141 0.064 (0.004, 0.252)"
K DHE LR 0.735 0.735 0.061 (0.605, 0.839)"
Zara ¥

LB iRy 4 D 0.670 0.671 0.044 (0.562, 0.742)"™
BB REY 4 DRE 0.324 0.323 0.068 (0.191, 0.457)"
BiE > K% 0.510 0.510 0.076 (0.321,0.637) ™
BiE > MY AR 0.176 0.174 0.079 (-0.003, 0.314)
K% DY 2B 0.645 0.647 0.070 (0.516, 0.794)"

Note: 1. ** p-value < 0.05; 2. /% %4 #csH95% 4 % BF 5 PLS 500 =t % ¥n % £ 40 5 4 45
tE

AR R AR BT iR LN 2 HEe h R T 2 (Rsquare) it Bl 6~ 7
8% 9o m = PR A % 5d H&M ~ Uniqlo 2 Zara ~ £t A #7iH - > @ B 9 P 44 FH
At @ o RIER? ZERNLATHBEELIEF > FREATHRIAKEY o LB 6 H&M #
BB o B 7 Uniglo #¥ /S8 ¢ > BAS REGF 2 855 % 5 EFRE RS

B s mi o PHEF > HBREY TR EFHEF 0 LB 8ZARA FRIZE Y RIA
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FEIALABZIBEAIER A EF > HBREYIFTAR EINEF AL ARI 2
PR ABIEE Y PR AT FEIEF 4 ORI AFUREL YRR
BF AR ARR > 22 50% 0 A GBRRRFIER o ARSEASELS Y HEM
H2 5 E s REFHEE ABR TS A5 5 04740579 40 0.541 0 % £ 50% %% ;5

Uniqlo # ¢ 2 = ~ K frpbf MR T2 4% 5 0519040540681 » 2 pF 2 B2 R
T2 L =25MY B3 ZARAFEZ 5 F ~ KEfelE R B R T > 2% 5 0448 ~ 0.587 4r
06127 %t 50% %+ o ¥t A2 AHELSIFY » B E  KEfopb] LBMR T2 485
0.487 ~ 0.524 = 0.601 » = #8 & 50% = ¢ » ¥ &= B A o5 {odT &7 & 445
PR ARZR I YA60% B EFERBY A L E{okEHTHE L BIL T

PRHLE -

R=0.541
e E e E

RIRRES .

R2=0.579 0.535"".
HGE.

B 6 H&M # i /5 8

R*=0.681
EEEE.

RIBRES .

B 7 Uniglo # § /% B
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R?=0.448
=

Ri=0.612
BEEE.

RIFRES .

0.645".

RI=0.587

.

Bl 8 ZARA #H 55 Bl

R?=0.487

BE.

R#=0.601

HEEE .

BIRRES .

Bl O 204k & B
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AHEFREGEEGE > L HAM ¥ 7 § 2R 5y 4 ¢ & (y=0.688 » p<0.05 -
95% CI .=0.601,0.772) ~ % i ¥-K# (y=0.677 > p<0.05 > 95% CI .=0.575,0.782) ~ % = %
PEE R B (y=0.242 5 p<0.05 > 95% CI .= 0.027, 0.468) frk ¥ - § 2 B (y=0.535>
p<0.05 > 95% CI = 0.308, 0.740) ‘¥ it F| ¥i3t + erBg ¥ > A7 & H&M # ¢ HI ~ H3 ~ H4 §r
H5# 245 5 @ f £y 4 #-K%E (v=0.114 > p<0.05 > 95% CI .=-0.009, 0.242) 4 if szt
VB E 5 Ao A HRM # ¢ H2 24k % 45 o
& Uniqlo # ¢ » B E P F %5 fr HRM 34k > fEBEY 4 Hiz 2

(y=0.720 » p<0.05 > 95% CI .= 0.613, 0.787) ~ % = %k % (y=0.492 » p<0.05 > 95% CI .=
0.266, 0.687) ~ 1 T $PEF & B (y=0.137 > p<0.05 > 95% CI .= 0.004, 0.252) fr-iE 3T
2 B (y=0.735 > p<0.05 > 95% CI .= 0.605, 0.839) ‘¥ if | 52+ + c1Bg ¥ » AF 1 £ Uniqlo 37
Hl ~H3~H4 o H5 "4k £ 4% 5 & £ £ ¥ 4 $kE (y=0.178 » p<0.05 > 95% CI .= --
0.016,0.413) A %3t chAF ¥ > BEom A Uniglo 3¢ H2 2 L L 4% o

b Zara#EH P fEHEY 4 HEE (y=0.670 5 p<0.05 > 95% CI .=0.562,0.742) ~ & ¥k
WY 4 3Rz (v=0.324 > p<0.05 > 95% CI =0.191,0.457) ~ 2 iz -k (y=0.510 >
p<0.05 » 95% CI.=0.321,0.637) izt %p§ & B (y=0.645 > p<0.05 » 95% CI .= 0.516,
0.794) FEP| s B ¥ > Bt pZara¥® HI ~H2 -H3I e HS A A 3F 5 @ 1 E ¥R
2 B (y=0.176 > p<0.05 > 95% CI =0.516,0.794) Aif szt } g ¥ > A1 b Zara 3¢ H2

T AR FE o

&M
@%ﬁgg’ﬁgg@gggi&ﬁ’kﬁéﬁggr&fﬁﬂﬁ%ﬁﬁ%%ﬁ@oag
Zara thEE 2 wITHFR Y > fERERY 4T J‘/.Léiiliiﬂ'?rdﬁﬁ’éii%‘éﬁ?% EArkE o T g
WhEEE2 ARG RFEERFRS PR FOET LW - s 5 o HI > H3 fr HS ehit e
GEE TR TES L AF  H2IrHA A% A4 L T Bk TR R A
9o @ fe 2{MHRh A AFNFRLGEG Y o oW 9 2IEILT 5T A BT T RR Y
BEAF Fp Ry mY v BN AT R TR AW -
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# ¢ Uniglo # (y=0.720) 5 %8 o £ £HEY 4 $KELE T 2 BT % » & H&M

o w G 0.114 7 0466 > #3c%k 5 0.580 ; % Uniglo #¥ ¢ ~ % 5 0.178 v 0.355 > & # ¥ &
Bk PR AT ]t B BTk 0 R0k % 5 05330 4 & Zara FY BRI ROCK T A
ABE 0324400342 F Btk Bt 0 5060600 EEREY S HEY ARORER G P
sc% > B Zara ¥E B 0 1] 0.547 0 H =% Uniqlo # 4 H&M #EH g & 4p 02 > 2 % 5 0491 e
0.477 -

EHAGER B Rk 0 b HEM H (y=0.677) ¥ d > % £ Zara #
(y=0.510) 4~ Uniqglo ## (y=0.492) i 4§ LB L 7 2 B ek frF ek » &£ H&M
HFY w5 0242400362 F Bk Eig 0 5 0.604 ;5 % Uniglo 7 » % % 0.137 4v
0362 ® Brc%k £33 > 5 0499 & Zara #¥ ¢ 4~ %5 0.176 4w 0.329 » %3c%k 5 0.505 - d
S E e REHEE LRI G S F Rk <0 E ok > T = F R R
JARIT 0 E 42k B H&M ¥ (y=0.242) © & =+ > & Zara ¥ (y=0.176) 4r Uniqlo #*
(y=0.137) ® ~ ] 4piT o i > KFEHMEE L BAP LT 3 2 #Hc% > & Uniglo #
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% 10%% At a L

2% B
BE % B Rk R »c%: 5% 2 & 95% B R
H&M #
BB FEY I D G 0.688 n.a. 0.688 (0.601, 0.772) ™
BB EEY 4D KE 0.114 0.466 0.580 (0.480, 0.672)""
HBBEREY 4D HBHE LR n.a. 0.477 0.477 (0.374,0.575) "
ZE > K% 0.677 n.a 0.677 (0.575,0.782)
TiE > By LF 0.242 0.362 0.604 (0.466, 0.698) ™"
K > HBE AR 0.535 n.a 0.535 (0.308, 0.740) ™"
Uniglo #
BB EEY 4D i 0.720 n.a. 0.720 (0.613, 0.787) "
By iREY 4 D> KE 0.178 0.355 0.533 (0.414, 0.653)""
BB EEY 4D B LE n.a. 0.491 0.491 (0.376, 0.577) "
BiE D> K 0.492 n.a 0.492 (0.266, 0.687) **
FiE D> B AR 0.137 0.362 0.499 (0.273, 0.665) ™"
K% > MR LE 0.735 n.a 0.735 (0.605, 0.839)
Zara ¥
BB EEY 4D i 0.670 n.a. 0.670 (0.562, 0.742) ™"
BB REY 4D K 0.324 0.342 0.666 (0.578, 0.764)""
BB IEEY 4D Y LE n.a. 0.547 0.547 (0.450, 0.634) ™"
FiE D> R 0.510 n.a 0.510 (0.321, 0.637) "
ZE > HY LF 0.176 0.329 0.505 (0.384, 0.612) ™
K > Y LR 0.645 n.a 0.645 (0.516, 0.794) ™"
Note: 1. n.a.: not available ; 2.5, % 5995% % ¥ 5 PLS 500 =% %t 2 £ f kA~ 7 % %
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