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Abstract : The purpose of this paper is to examine the relationship between the fashion corporate social responsibility (CSR)
ad framing and consumer purchase behaviours with the focus on consumer&rsquo;s concern and involvement towards fashion
brands. A self-completion questionnaire was administered to 200 respondents. Factor analysis and other statistical analyses
were applied to test hypotheses. The results suggested that the quality of the product was the most important factor when
consumers purchase fashion brand products with high level of responsibility towards unethical practices but surprisingly
favourability for fast fashion. Unexpectedly, it was shown that consumers took the plenty of blame, but not much responsibility
on buying fast fashion evading their responsibility to CSR ad, and their purchase intentions remained unchanged. The result,
on the other hand, showed that fashion CSR ads can significantly moderate individuals&rsquo; emotions even though this had
no significant correlation with the purchase intentions. Despite the limited sample size and geographical region, this research
has important  implications for  contemporary fashion brands that  use ad framing to  understand how consumers&rsquo;
involvement and concernedness toward the CSR actions in ad, influence their favourability (purchase intention) for fashion
brands.
Keywords : framing effect, CSR advertisements, consumer behaviour, purchase intention
Conference Title : ICFMB 2018 : International Conference on Fashion Management and Business
Conference Location : London, United Kingdom
Conference Dates : August 20-21, 2018

World Academy of Science, Engineering and Technology
International Journal of Industrial and Manufacturing Engineering

Vol:12, No:08, 2018

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 In
du

st
ria

l a
nd

 M
an

uf
ac

tu
rin

g 
En

gi
ne

er
in

g 
Vo

l:1
2,

 N
o:

08
, 2

01
8 

pu
bl

ic
at

io
ns

.w
as

et
.o

rg
/a

bs
tr

ac
ts

/9
24

45
.p

df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 12(08) 2018 1

https://publications.waset.org/abstracts/92445.pdf

