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Abstract

This study aims to 1) examine the factors of sustainability and upcycled products that influence
environmental concern and purchase intention toward environmentally conscious luxury fashion brands,
and 2) investigates the role of storytelling as a mediating variable and perceived quality as a moderating
variable. This research is a quantitative study utilizing a questionnaire as a data collection tool, with a
sample size of 400 respondents selected through non-probability sampling methods, including
convenience sampling and purposive sampling. Data analysis was conducted using descriptive statistics
and inferential statistics, including simple regression analysis, multiple regression analysis, mediation
analysis, and moderation analysis. The findings reveal that sustainability (B = 0.411, p < 0.001) and
upcycled product (B = 0.303, p < 0.001) significantly influence environmental concern, which in turn
significantly affects purchase intention toward environmentally conscious luxury fashion brands at a 0.05
significance level ([3 = 0.670, p < 0.001; F = 156.969, p < 0.01). Furthermore, mediation analysis
demonstrated that storytelling acted as a partial mediator between sustainability and purchase intention
(effect size = 0.675), as well as between product upcycling and purchase intention (effect size = 0.661), at
a 0.05 statistical significance level. Lastly, perceived quality functioned as a quasi-moderator on the
relationship between product upcycling and purchase intention (p = 0.049). These insights can assist
luxury fashion brands in developing sustainability strategies, enable marketers to refine communication
strategies through product details, provide guidelines for the public sector to support eco-friendly

businesses, and encourage consumers to realize the importance of purchasing for sustainability.
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Figure 1 Conceptual Framework
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Table 1 Mean, Standard Deviation, Skewness, and Kurtosis Values of overall level of opinions

Variable Mean Std.Deviation Skewness Static  Kurtosis Static
Sustainability: SB 4.306 .503 -.130 -.755
Product Upcycled: PU 4.255 529 -.097 -.669
Environment Concern: EC 4.381 .488 -.308 -.634
Storytelling: ST 4314 541 -.288 -758
Perceived Quality: PQ 4.283 .503 -.043 -774
Purchase Intention: PI 4.281 .503 -.453 -.353

91NM15197 1 wanTAATIEALRAY (Mean) mlﬁmwummgm (S.D.) AALY (Skewness) kagf
Aol (Kurtosis) wuin dadufrunnudsiu (Sustainability) fradsegd 4.306 Tagszdumuniveglusesu
wnilgn Jadesundafasisnlufa (Product Upcycled) fidadeegil 4.255 Tnaszsuanudniiuegluszduuin
fign Jadsumildlasiodandon (Environment Concern) fradueil 4.381 Tnesziuanudniiuoelusesu
wniign JadodunisuenianGessn (Storytelling) Tanadveed 4.314 Tasszdunnudaiiiuegluszduuindian
Jadesnunissuiaann (Perceived Quality) firedoegi 4.283 lnoszduauAaiiiuegluseduanniian Jade
AmAsla (Purchase Intention) fidadsoyd 4.281 Tavsziuanudmdiueglussduinniian uazaianules

(Kurtosis) A1A13s (Skewness) LLamﬁqé’ﬂwmmaqmﬁﬂizmwaﬁayja Taga1AULY (Skewness) 3NARANTS
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Table 2 Shows the Results of the Correlation Coefficient Analysis

Correlation Coefficient

Variable SB PU EC ST PQ PI
Sustainability: SB 1
Product Upcycled: PU 123** 1
Environment Concern: EC .631%* .601** 1
Storytelling: ST 627** .646** 711 1
Perceived Quality: PQ T16%* 124%* .658** 707 1
Purchase Intention: PI .680** .652%* .670** .64T7** 134%* 1

**Statistically significant at the 0.01 level

I3 2 Y s

IINAITNA 2 HANNTIATITHANUTUNUS P8 dUUSEANTandunusvawiesdu (Pearson’s Product-

v v o o v

Moment Correlation Coefficient) szdutidnfny 0.01 wud Uadusmumsiuinann (Perceived Quality) Uag

14

¥
[

Hafoanuiilate (Purchase Intention) Siamduiustuluszdugad 0734 Hadoduanudsdu (Sustainability)
waz Jadumnusslade (Purchase Intention) fanudaiudiulusyiuuiunansit 0.680 Jadusundnfarsnluaa
(Product Upcycled) waz Jadonnusiclate (Purchase Intention) Slamuduiusiulusssiutiunansdl 0.652 Jade
sueaildladannden (Environment Concern) wagdadusunsuenian3essn (Storytelling) Sanuduiusiiu
lusedutunansdt 0.711 Jadufunisiudannin (Perceived Quality) way Jadusundnfasidnlnda (Product
Upcycled) amuduiusiulusedutunansdl 0.724

Table 3 Shows the Results of the Multiple Regression Analysis to Test the Factors of Sustainability

(SB) and Products Upcycled (PU) Influencing Environmental Concern (EC)

Environment Concern: EC

Variable Unstandardized Standardized t P - Value
Coefficients Coefficients
B Std. Error B
Constant 1.473 .165 8.918 <.001
Sustainability: SB .399 .053 411 7.577 <.001
Product Upcycled: PU 279 .050 .303 5.582 <.001

R = .665°, R? = .442, Adjusted R%= .439, F= 156.969, p= < .001

a. Dependent Variable: Environment Concern: EC
b.  Predictors: Sustainability: SB, Product Upcycled: PU

911159 3 aansaasUnanTiATIzinnsanaes A (Multiple Regression Analysis) Tnefifauds
wensal Toun JadusuarudsBu (Sustainability: SB), Jadedundnsusisnleda (Product Upcycled: PU) uay
fisudsmuiemnldledanndon (Environmental Concern: EC) Faiiangunanisnennsal (R ) wiiu 0.442
Anilufosay 44.20 ArmmanzaudvedAnyisedu 0.05 (F = 156.969, p < 0.01) 1NHANNTIATIER Multiple
Linear Regression anxsaasulédn luimanmsannesianumngauiazaiuisnssuisnsiasuudaslufanysany

o w

Togniiduddny wazludiwes A1 Unstandardized Coefficients wag Standardized Coefficients fuanslumisna
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wu3n Yadeduminudsdiu (Sustainability: SB) feasii (B) winfu 0.399 waxdl Standardized Coefficient (B)
Wiy 0.411 §anuneainudadasesuaud s uidninasgauineninuldled wanden Tnawlan1ves
Sustainability gy 1 wae szvilianulaledwndeufiadu 0.399 mize uaziladedundnfussnleia
(Product Upcycled: PU) fifnasdi (B) winfu 0.279 uaedl Standardized Coefficient (B) wihffu 0.303 avisneaan
Yasudunansusisnlsfaiinadonuldladundenlussiusesacn Fliiiuin sdesiiadedl Svswasgnedl
Teddnadndenstnuannuldladaundon

Table 4 Shows the Results of the Simple Regression Analysis to test that the Environmental Concern

(EQ) Influences Purchase Intention (PI) for Environmentally-Conscious luxury Fashion Brands

Purchase Intention: PI

Unstandardized Standardized t P - Value
Variable Coefficients Coefficients
B Std. Error B
Constant 1.254 .169 7.406 <.001
Environment Concern: EC 691 .038 670 17.987 < .001

RP = .670, R?= .448, Adjusted R%= .447, F= 323.549, p= < .001

a. Dependent Variable: Purchase Intention: PI

b.  Predictors: Environment Concern: EC

9NA5eT 4 A1u130a3URANTIATILYN1TANNRE 081991 (Simple Regression Analysis) lneiiduys
wensel fe Jaduduaanaldladawandey (Environment Concern) wagdifaudsmufionunslagonususundy
ngilldlasiodawanden (Purchase Intention) Fsfingunanisneansal (R2) wiiu 0.448 Anfuosay 44.8 Ay
wineaudtudfafisedu 0.05 (F = 323,549, p < 0.01) PNUENTIATIRRENsaasUladn lumanisanneeiining
WingaLLaraunsaesutensiUasuntacluiauuseuldeg i ded Ay wavludiuves A1 Unstandardized
Coefficients Wz Standardized Coefficients fuandlumnsns wudn Yadesuanaldledawinday (Environment
Concern) fiAnAsil (B) Wiy 0.691 waxdl Standardized Coefficient (B) winfu 0.670 svneauintladediu
aruilaladsuandouiidninanonud sladouusudundunsiilalasedsuanden Tasiilor1ves Environment
Concern sty 1 wiae awviliarussladonususundungildlasodanndou (Purchase Intention) sy
0.691 1y aunsoagulddn Jadedumnldladunden (Environment Concern) fidviswasonusalatodud
wusudundunsildlasiedawainden (Purchase Intention) agsiiffuddamisadafiseiu 0.05 Fsmunoaaiimn

yaradauldlaludanadenunnddu ssiiuunliuiavdeawusudundunsildladedwindey

Table 5 Mediation Analysis of Storytelling (ST) between Sustainability (SB) and Purchase Intention

(PI) for Eco-Conscious Luxury Fashion Brands

Bootstrap 95% ClI
Hypothesis DE IE TE

LL UL
Hy: SB > ST > Pl 0.452 0.228 0.681 0.166 0.295

*Statistical significance at the 0.01 level.

91NA15197 5 wamFIATEEanLduuSYedvENan1enTuarn1eSen il evadeuaNNAzIui 4 Jade
fueudeBy (Sustainability: SB) Yadedunisuenian3essm (Storytelling: ST) LLazmmﬁy’ﬂﬁ]%aLLUiuﬁLLWGi'i’uwg
Malasiedawindou (Purchase Intention: PI) wud1 Jadesunnudaiiu (Sustainability: SB) fiilenuddadeuy
3uﬁLLw%uwgﬁ1ﬁ"lﬁ1@ia§aLLamé’am (Purchase Intention: PI) Tnefigsldfidadosunisuenianessn (Storytelling:
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ST) WhanAeadesegaiituddiiadrinaniiu 0.681 wazilefadusunisuendrdess (Storytelling: ST)
Jushudsunans ylidadvdnawiiu 0.452 sxfiuldindvsnavestadeduaudsdiu (Sustainability: SB) il
sonnusdlateuususudungildladedaandon (Purchase Intention: PI) fuamasluifissunsdau Faaurglsn
Fudshunansianaradraniidnlunnuduiusiuuy Partial Mediator vietladesuaudsdu (Sustainability:
sB) fidvawasiorusalatouusudundunsiildlasedundon (Purchase Intention: PI) kAuTsdIY uazUIsdILAR
PINNSUBNIEE 891N UTBLUSURLUNITY AR (Storytelling: ST) Fudusuusiunans

Table 6 Shows the Results of the Analysis of Direct and Indirect Influences of the Mediating Variable
between Product Upcycled (PU) and Purchase Intention (PI) for Environmentally-Conscious
luxury Fashion Brands, with Storytelling (ST) as the Mediating Variable

Bootstrap 95% ClI
LL UL
Hs: PU > ST > PI 0.381 0.238 0.620 0.174 0.303

Hypothesis DE IE TE

*Statistical significance at the 0.01 level.

N9 6 HanTATgiaNduTuTesBVENaN IR TILaTsSLF L SR uNaaLlenaaeUANN A
7t 5 vesildesunansasisnlsia (Product Upcycled: PU) Hasdedunisuenianidessns (Storytelling: ST) waw
mmG%”Uﬂas?}laLLUiuﬁLLw%wgmdflw{a?ﬁlama”au (Purchase Intention: PI) wui1 Jaduarundndusionlaiaa
(Product Upcycled: PU) #ifiierusilatouusuduntungildlaedauanden (Purchase Intention: PI) Ingfies

v

lafidadeaunisusnianiiessm (Storytelling: ST) WnAgItesegsltodingiliadndnainiu 0.620 waziiledl

a a

Yadedunsuanian3essn (Storytelling: ST) WWusuusAunans ilsilandvdnawiiu 0.381 asdtulédndvina
vastadusundndasisnleiia (Product Upcycled: PU) fifiionudsladouusudundungilaladedsndon
(Purchase Intention: PI) Shuanasluifiesunsdiu sesuneleadn sudshunansianaradhaniidaulunnudusiusid
WUU Partial Mediator n3atlafedunansasiswlada (Product Upcycled: PU) fiavswasanusisladeuusud
widungitldlasiadawandou (Purchase Intention: PI) wAvNS@IM LATUEILAAIINNTUBNIENEDI3 1IN LB

wusudlunsimata (Storytelling: ST) daudusuusdunans

Table 7 Shows the results of the moderator analysis between the product upcycled (PU) influencing
purchase intention (PI) for environmentally-conscious luxury fashion brands with the

perceived quality factor (PQ) as the moderator

Variable Coeff SE t P-Value LLCI uLcl
Constant 4.258 0.020 212.486 0.000 4.219 4.298
Product Upcycled: PU 0.234 0.045 5.159 0.000 0.145 0.323
Perceived Quality: PQ 0.546 0.048 11.453 0.000 0.452 0.640
PU x PQ 0.117 0.059 1.970 0.049 0.000 0.234

R = 0.758, R? = 0.574, MSE = 109, F = 177.744, df1 = 3.000, df2 = 396.000 Sig. = 0.000*

NN 7 Hemesgiiusiiuiienaseunuduiusaunigiui 6 vestadusnunan Soueiw
la@a (Product Upcycled: PU) Uadudunissuinninim (Perceived Quality) LLazmmﬁy’ﬂﬁ]%aLLUiuﬁLLw%uwgﬁslﬁ
Tasedauindey (Purchase Intention: PI) wui1 Yadedundnsasiswlada (Product Upcycled: PU) uasiadesng
ns3ugann (Perceived Quality) Fafiufuussiifu (Moderator) dmasonusslatenusudundunsitldlade
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A v v oo w a o

deundou (Purchase Intention: PI) NsgauiediAynieads 0.05 Tuvugidoinudaderniun1ssuiaunn

<

< a [

(Perceived Quality) Fadusauusmiiu (Moderator) fidwanotadesundasasisnluda (Product Upcycled:
PU) Feesurslidn Tedesdunandasiswlada (Product Upcycled: PU) dianswaifauanseniudslade lu
yauziieriudlefiadosnumssuiamnin (Perceived Quality) Mfusuusiivlunsdives Quasi-Moderator 11
wiAgrdosidniiavinasiotu wlsuilnaueriwansassnlnAadainunmgs awdaiuaudslatonusud
widungildlasedauinden

3.2 nMsaRUTENa

AUNAFIUN 1 N15TATIEINEaNITANYT WuTT UadeAnudadu (Sustainability) wazdadeaiuldla

a

dwinden (Environmental Concern) ii8vSwasienginssuvesguilaalugnamvnssuundung Weswanguilaad

nszndnfslgymawnndouiivwilindendedudidulinsdosssuyfvazaduayuuusudfidlugsiaog 19958
IndaenAdoIiuUITeve9 Kaewthong (2017) wuin Jadeauaiudsdunazanuldlasedannasuiidndnans

ngAnssunstevesfuslnalugnamnssuunidu nefuilnafifianudiasiruaiidauindedaunadoniiuualiuiioy
Fodufunduiiddunnnty edslsfinm mﬁaawﬁﬁﬂﬁ@ﬁimLﬁﬁﬂﬂﬁwﬁ'mﬁummg@wﬂmLmiuﬁ nIan1Ivlan
\We (Greenwashing) é’ﬂﬂal,i‘]uﬂaumﬂuqmammiuLLW%WS (Lounkaew, 2024) §391nn115358003 Chaikittiporn
(2024) wuin fuilnadildlasedawndeuiiumliuiavaduayuuusudinulusdawasdndugsiaeg ey
ety wususuNdungmsianagnéilsdaasdomsesdaauisriuanudBuvesny eiaduaisnin
u'wL%'aﬁaLLazmauauaam'aﬁmumwi’waa;ﬁﬁimﬁiﬁiwia?amé’au

AUNAIUN 2 MTIATIINaNIIANYY wud Yadendnsdaeianle@a (Product Upcycled) wazilade

[

ﬂ’J’]ﬂﬂﬁI‘*ﬂﬁﬂLL’Jﬂﬂ@N (Environmental Concem) dvsnanaiu Luaﬁﬂ’]ﬂWQmﬂiiﬁJﬂ’]i‘ﬁ@‘UE]\‘iw‘l.liiﬂﬂiuma’mﬁim’1‘1/15

v v a v

fidulvinnuddyfunundaduaudduinniu fuilneildlatedundeusindenteduiitisanuansznuse

<

[ saa

555U 1Wu nandaiswlida iesnnwinidensatuayunusudifianusulinvousiedinuuadundey
aonndasiuaideuss Jaipukdee and Tantivejakul (2019) nui fuslaniildledawandendiuwlingande

wandaendudnsiusssunfvazaivayuiususnianusuiinyeusediruuazdsnden Tnswnziuslaaaiue

a

\5¥uI8 (Generation Y) NidAnuldlaredwindeuiin1ssus viauad uaznisdnduladendndueiiiodwindeou

wansinsiuegelidudfnynneada eglsinuanudisavesmdndurionlufalunaindudmseratuegiu annm

Y

AuA1 NNIDBNLUY Waen1sdeasAuANuEsBusInay mnaumldldasayarnivegsuiase visldamnsasnw

WnsgINveLUIUAnsldavdmarenundlareresiuslaa (Chunnapiya, 2023)

AUNAIUN 3 NFATIENan1sAnY wudl Yadendnsdasidnlufa (Product Upcycled) denasio

AUAla%e (Purchase Intention) vesujuilaalunguilvanudidyiuaudsduuaznisuilaneg9ilasusssy

o

Anunsladelasudninanniruniivesuslnasondnsdnet vssingIunedenn wagn1ssuianuaunsalunig

v aaa v

MUANNGANTTL eaenndesiuideues Cheethangdee (2021) wuth Jadeiddvdnasenginssuiuslnn masus

Y

Funmnm amdnuaivesdudn anudiiiunsdannden wavaruaendty fidwmademssnaulateoaudfindnan

a a a
nana@Rns lLAa

a

a ] a I3 = ] Y} oA Y Y Aaa
AUNAZIUN 4 MFIeTEnansAny wud JadenisueniansessnauluduysAunalsidansna
daruU19dI (Partial Mediating Effect) sewinanudidunazarusslagenusuaunduninldladedauindeu i
A

dnsnaretulngliaenmdasiuinuidevss Janssen et al. (2014) fina1rin mstaseaduasedieniusednsan

lunsnszuanusadlalunisdervesiuilaa lnsangegadauiiediFosufgaiuanudstusiuegse asumin
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Hadosunnudidudednmsveniandessufusuusdunars daalifuslnadanudilatown susugildlade
Aanndouantosas enaiinunannisiiguilaaunnguidedteungnsuaraudsdutudsulals (Kapferer,
2010) swAsnsAivTEnmganlngdruenanisessnvasnarisiduaumeeiunisdsnunazdwndey lag
Foniins “wenidid (Greenwashing)” Faduguuvunisvesnislawanvienisuenianessn sgrmasna tile
Ttutmanssuuindnfurivesesdnnduinsrodunndoutsiimuaivlilfiugudu (Cranbourn, 2025) faifu
mMsvenia3ess uususudungiildlaludanaden msianisdeasiumiudBuiuauamdnuouusud
wu snilile auiduendnual waraanmuewandast Wielifuilaniuihanudduludunilsueinmaves
dudmg Wlvifivaniesslomsmsnanaiiieasrsnmdnual (Kapferer et al, 2012) safansdoanssnuanudaiu
othalusdauazasivaeuls Tnothiauedoyaiiilugusssy wu uvdsinvesian nszuIunsHan wasnansenusny
daunden sfenaliinalulad Blockchain Liteatiuayunisnsavasudoundy (Traceability) uagtiiuaam
ihidefievestoya tetivananuinavesiuslnauazasiseulinadasenusus (Saberi et al, 2019)
auNRguil 5 Msliasgsinan1s@ny nud1 Jadenisuenianiesn (Storytelling) L uuys
Aunansiiiansnadwiuunsaan (Partial Mediating Effect) szminanansdomisnlefanazanudlagenususiundu
wyildlasiedandon Tavswaseiulny lidonadesiuanuideves Kamleitner et al, 2019 Aina1yin msuenia

5093 lnglianudagiuendnwallusin Aenisdeniafanlunisdeansifeanundndusionluraieliuyand

9 Y

fLyQJ a o I3

vinundnsiae wazihlugaunsladevesuilan satiumniladusundndausenlufadisiinisuanaisessdu

LY

AwdsAunans dealiguslaediaudsladouwusudniiladladedwindeuaniosas o1finuna1 nnsiguilan

a v

AuAmgnatuldduiasiuiuifn Jadlanuinaigiiuaun ez sudnual nssuitamfininindeifiguiu

a o 4

FuAiivd msvinanulusdaneiunssuiunisdnlefa sudmnuinaiuguenionoainty wlidmansiun
anlwfnvzfiohdsdunnnnit uwilaefiugruudruslaadiuiuninenldauiglaniasdendndasiiandan aely
Wney (Caprioli et al., 2024) uiihguilaavgidlafisUselovivewmdndumndnlufadodawindeusiunisuenial

5095109

v

AuUAFIUN 6 MTUATIEIHaNMIAnK nud Jadedunissuinmnn (Perceived Quality) Siunum

a

Wusudsidulunsdlves Quasi-Moderator @siinasaladenaniusionla@a (Product Upcycled) Mlusiuds

a5y nanfe Niladundnsiueisnlufanaznisiuinunimeiidvdnaseniundade (Purchase Intention) lagi

a @ 1 ¥ i

Uadendndnsionlydaesidmanenisiuinunmwuiu Gauandiiui n1sfuinunmvemdadusiswluda

Y 9

v v
a ' o

Junilslutfedfynddvsnadennuntladevesuilan tnefuslaadinuesimwdn Sausidwldaniiauningsay

a

ilranuaslalunistendn suyiuintunuluaeg san1sfnuldenndesiuauideves Chunnapiya (2023) 9
Na130931 AN AUULTeTorBLUTUA Uagn1sTuslendnualvemdndnel dudnadennuddlaluniside

RG]
4. asunanazdalauauuz

4.1 dyUna
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mwﬂd‘lwia?ﬁLL’mé’aman’ﬁIﬂﬂ sﬁﬂﬁﬂﬂgjmm??ﬂa%aLLUiuﬁLLw%uwgﬁldiaﬁa?mnmé'a:u wonand nsusnian
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wusus wasiinsiuipunmiiunumfuiuusiiuiddy Tneteaiunnuduiusseninmdnfusisnladaiy
anusidlade agviouliiuinfuilnalildfasandosussdudnuduwndeuindu wisilianudidyiuauan
wazAmATasHAnSuTaUgiuly fufu wusudundunsiiaduanudsdunslienuddyfunsiaugunin
duduagmsdeansiiludslaniug funsdidunuduanuddy easuarudeiusanfiuanuisladoves
Huslae
4.2 Yawauauurdmiun1sidglusuinan
4.2.1 esvsnengusegdlirseunqunduiuslnaiivainuats ileaziounginssunsdelulsniig

suinguiliine@eduduidung vienquillidnuauenieUssrinsaaninuaneie ieliansaiiasiznladend

a a

nasiaAuAtlatelinsaunauLasiUsE AT N
4.2.2 pysliismaiivdeyanuunan (Mixed Methods Research) W nsdunwelidsdn (In-depth

Interview) #3on158uUNUINGH (Focus Group) AmvaiukuuasunItesulall e layunenazianaliaamds
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WoANITHYRIUTLNARENANTY Beatieiiiuanuuiugivewaniside
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