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1990l 24 A9l o Aklel E A 2= 2R AR, 78 V1Y, WA 5 9T e
3 TAIM A FE AE7bs G2 A el of A e ] ge] Fosht= 2E & Sk
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A3] etk A57ks e feld e A 2)47F53F 9§41 AE(Centre for Sustainable Fashion)
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Shgith ZAb tl a7 80 T
A GG o)) S8l ol artele
AR, 60% ol g ATEI} ARFH
45} AE oS 8 whakn Yok gt

UHGranskog et al., 2020).

¢

o
=
ES n

B E

}.©

fu

el

?R

U{House of Commons Environmental Audit Committee,
2019).

A&7Fs &eld el Fedel ik A Al
2k el whel sHAl oA ATt &
w3 Qlek A, o] Sed s
Tkl 7iZ(Yeon & Park, 2020) 2|7} &
(Chung, 2017), Z12]al w}AI® 2KKim, 2018)°]

[e]

52 A

&



2HE UEa ok Ay gEE ATe
(Trejo et al., 2019)¥} ‘HolZ2]7KCao et al, 2017)E
s 250 aedTrt FEE AR w9
Aok, wehd T &2y s A
QAT YA ke e 2EEY
TR 7197 3 98 F4, g7l 2

o
<
A A g9l TIdEol d9E 3l &
2
2]
[

rir

el
=

H]H]t‘ﬁ

2k
e
B

[e)
i B GRS AAAA, TR, A A

d, L, W7k bes ERE 4B she WA
ol whIsh] 13 gAe] ek AEst B

= Auns
oftt. ol i3t ARl A 24
o 3, oA 1A A&7ks weld a
oale} Ho)E AwEn), B4, Ass &2
A ARG T 0ag Jolni, 2t v
AN A%7Vs feld olfeh A
ek A, S TEe) A%k £
o) P53 AR BAR v
vom s A&l 4@ A 9 wEe
Feeha A wEe.

1o my sy

2
é

Ry
o1&
HU

o
2
£

A

I

R
o

3. A U

5} gk, o

ek, Arks feld A wAls AwEel o)
A e BE 494 Ba A oiEE @
Aol ARAQL 313 vl Sel Abell7h A5o] 9)
% o 5 ek Webd a9 A4ks geld

dlo

A i 7] A Ao S 7L

dE= E8F 6307 Aol x5t
Ak Aol Theeh 232 AHE A8t
AR ) Al EgL Z)AF AMS Fal AR
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W fEld - ARA A AL A
o Az 718, B, 29, L, FES
Bk o714 felek v ARlel airh 514 o
2% dolr WEs Folw, Avksw A

= =
5 AEstaL, 3 SAIE sdshks 5 TS A
%

1o
-

rir

A&7V wElA] o] gk MEE
2] Aol KA, <Figure 1>94] R
o] OF AL, HYel Al 244, DIYE 23
S ANk 9 7N BiE, @AIE Bo]ZAtel 2
A B9 384, uFA} AltE g3t}
1, @FFol AR, FTE 5], MEA At 9l
T8 FEAd, 07, AR, AEHE, 0%
o, &, 13 QAT WIEIX| 9] 77)9] P&
e & 4 QIUKBrismar, 2021).
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1

Secondhand | On Demand

& Vintage & Custom Made
({make toorder, tailormade,
bespoke, DIY)

Green&Clean 2
(forall phase of product lifecyde)

Rent, Lease
& Swap

Repair, Redesign
& Upcycle

High Quality
& Timeless Design

3

5
' Fair & Ethical
(traditional producers,
artisan craftsand animalright)

4

Figure 1. X|&7ts ®2|& mjMo| 771x| .
From Brismar. (2021). http://www.greenstrategy.se
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A= 7P T8 wisks At fEeA e oy
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Figure 2. ME=el M Al JIx[ALE.
From Park & Lee. (2018). p. 14

Row Materig g,

] Retailoss & Suppiiers
Brands: EMciency &
Fibre Skategy Processes

L Texthe Producg,

— s,
Recycled %
Fies & I %
%
Municipalities: QF Design foe %
Taxile - Longenity 2
Collection

\ —
\ { L
o

Public Procusers:
1 Circular Purchasing
Critena

Consurneds & Young Consumers

Use, Caare & Disposal % Consumgion *

Figure 3. XI£7ts 22IH mjMd 4io] JR|ALE.
From ECAP Circular Model. (n.d.).
http://www.ecap.eu.com/ecap-circular-model

2. 7IXIAE THAIE 22X 0|2t ol 2 Lot

ECAPOIA ANE #1457 Fs #2174 s A1) 7h
XK SR AISIE Sl olps} =05
ot S Wk Helsh <Table 153} 2o,

V. A%7ks geH R EPE
A

1. Al Z=AL

1) = A9 A 2 BAE(Common Objective)

Common Objective= A7, 24, Al 5 A&
7¥s A 7190] Yk U=E aidslTE =
W HA EFA AlE EZFEeIth Uol7|(Nike), 2
Holgleflo] X|(LVMH), $1t] 8|2 (Inditex), 01 <h

DHEM), A% Kering) 7 T2 <l 2304 (M&S) S
] E5F 1500] 7=12) 45,0007 BA=e} 25 A
3ldow TIiEe] Stk FEAE 2 259
T 3uE Ule 5 S|UAR st olom,
% ol whet xpEslE YRE Algeict
Zel== 37 A4 (Connect), }<5(Learn), 17
QEX—*IE A3 (CO Expo), AT QHAE o9&
(CO Award)Z =75 o] SIthFigure 4). Connect=
AL BAE, AMEE, 7 9] ¥ 7|9 91
A5, Learn- 3D Suite, 24, AL, Wi,
ERE, A&7k olgr 3 ddE Ao} Vs
< 3L $ith CO Expoi= H|Ud A3l 9 &
2Rl AAS 2 A &7Fset Al oo w2
245 A3 CO AwardEs U4, WA= A B
AF Mus, AE7Fs ST, AS7Fs =
=9, AruAleld 7155 vhdskar vid The CO
10 Awards A3ste] G445ttt o] e A&7t
S A 22, AETFsE 2ol thgh miE

]

Mo dn

$o1|

l'I

rulo
r F
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S 59 oMIES} ‘A&7 HAAE kst
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ARLE —;L%Wﬂ % m(green washing) &
2] nlHEL x|k =% 53 3ITHCommon

Objective, n.d.).

2) %= WRAP: A&7Fs o) A3l A E(SCAP)
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T 5 FEE 2000 AR =0 AP A=
TE FHEGES] 99 AR, 718, HHES A
F3lal Stk WRAPE FHE #H7|E AlA e
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99 ZEAEQ X&7bs ofF A
A E(SCAP: Sustainable Clothing Action Plan)2 1
= shdolth F=r 2l o o] 48% oS
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X" 7es G838 74 AxH g3
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Manufacturing) . 310 A « AZ go]~E tzil I (zero waste)

HYAE o7 Q1% 31]7]% =7}

- 28 Y& g U TARRD 7H‘:'L (Design for longevity)

SE} Au) A o o= BoxE Q8 Ak
(Retail of Service) A7) 9 njgd o Qlgh —@1—73
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AL, AEE, 2 B3
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] L 3o Ao QIg E AL,
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(Reuse & Repalr) T WA 202 SE
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OE Ao 2R AGE AR g

AL A B3} (RS W, PETY AL A
HOWEV] AgHE A )

AZGE TRl T FEE ) 7 E =9
AAL1EE (up-cycling) T3}

Frofstal Qlek ool #HA ATFES 7)
& ol Az weleh 39 9 71EE alehs
9]FX]415] B (The Clothing Knowledge Hub)Z
s, A Y] FEs sk 7ssks vf

=

.ﬂ

AF8F1 314 (Market Situation Report)S- 2H{H3F
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Discover and
be discovered
o

Figure 4. Common
From Common Objective. (n.d.).

SCAP targets and results

Water
footprint

AGAINST A 2012 BASELINE

Carbon
footprint

Clothingin
household waste

Waste
footprint

M5% | 1M5% @ 13.5% | 115%
121.6%  1M8.2% | 121% 14%

Source more

-

B,

Objecte| &S Azl
https://www.commonobjective.co/

Carbon emissions
reduction

WHAT WE LEARNED

Figure 5. SCAP2| 20204 Sx e} Z= £,
From SCAP (n.d.). https://wrap.org.uk

il AR < g B B = g
5= 2JH]Z=(REBws) 52 =@ ¥t} SCAPOA X
5714 A& AE(Action Plan)< th&3} 7o
v, 71 A3} 201295 20209704 o] BAE
9 24, =, w7E o] AAaE Jlow B
SHATHSCAP, n.d.)(Figure 5).

* AR af A0 R ARSRE B2 BE(Resource
efficient business models)

« X9 FHE TJ 2] (Design for extending
clothing life)

o 212 A9t A8 (Fibre and fabric selection)

o 20} 53} 2457158t )43 (Consumer behavior

=] Z
2V

and sustainable clothing)
« A ARE-3E7)/ A1 E-8-(Re-use and recycling)

3) EU: =)t o F A8 AIZ(ECAP: European
Clothing Action Plan)

ECAPE ##9 17} =7k, dvk=, 3k

=, 59, ojgale}, HERE, o], Eas,
Folo}, A#9l, A9€l)7} Fojste] 2015 9

€~2019d 3€97Hx] AL o, BU Life7} AT

NS X3 A AA TR {7 w9
S AL P AN BCAPE 1) £ S
23t tAF) (Design for Longevity) ZHES 53t
A&7Fse tARl, A&rbse Ah a4, At

J)

HYY FF 2, FH AR FS 2R

o, A 3 vlE Y, AR A S8

o7 pro] &EsiGith ECAPY| H218-

3} 72THEuropean Clothing Action Plan, n.d.).

EU oR/E Qlsh #7|&, & 9 &4 = fha

« O e s ek, 714, Ry g
7F A = o W AR AR

< 2zb gl oufE] o A

« 2OV B A2 ke o Trllel AIRE AR
e
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Driving circular fashion and textiles

4) Ydes g =

for Good)

Fashion for Good2] w]A12

€0, savings of over 800,000 tonnes

KEY IMPACTS
European-based apparel brands
and retailers implementing
sustainable fibre action plans

1|

Development of a toolbox of resources, including
reports, quidance, case studies and learning
Users are registered outcomes - available to inspire and inform others
to use ECAP'S
sustainable design

platform

Consumer communicati
in Denmark, Germ:
The Netherlands, Repr

Establishment of valuable partnerships and
of Ireland and the UK

collaborations across countries in Europe

Water savings of over 50 million m?

Figure 6. ECAP ZIZE 1A,
From European Clothing Action Plan (n.d.). http://www.ecap.eu.com

X F(Fashion

A&7 A ow

A sic)
¥AQl X2 7#Ql &A1 Z & (Innovation
Platform)> H]| AU A AJ <4 9] tofst 1 =of uk

WA AL AEAS SIS ST Fation w2 glow gElel SIFTable 2). Tmovaion
for GOOd“O\: ‘ZH/‘]“%'"’]' Zﬂg—‘g—oﬂ \l’ 8]'—7 Zﬂ?oﬁﬁ Platfonnoﬂ/ﬂ% Z]él\—-7 ;‘}\ ]oﬂ 7]—X g J_:r'-_t B
T AP, BE AFEE] dus W 4%, = e, 2], FAAES MZ ddsFo] A2e
&, Ffrekes #2 AAP, ARFEo] 7hssta AR ofolt]olg} 7|5 el djar vk EHES ¢
& F2 oA, AIStehaL S ARl AR 7E 96 A g Laudes Foundation)®] 29107 9]
o T 2, A ksl EFehe £ w 719 BEUEE olt|tiA(Adidas), A Mefo]
aroleles 7 £S5 Astal sl o] (C&A), ele] elulo] = (Galeries Lafayette), 7%,
A 57 52 S Ak Wje] BE ool 2E 15 (Otto Group), ¥E0]oo]X|(PVH Corp.),
BT T A= A, A, A DS T EF(Target), 22212} WFHEY(Stella McCartney) 5
© TEE AAET mebd V) AlERT U5 o] #oJalar gitt 1 Slolw A& psst A QlE
i Holal A 7hedt e Tl dkar ME N BIEPS $olalT 9i=d] @ aell Laf
Table 2. Innovation Platforme| L= =233,
7¢DA o =4 A
Y FECRE TRt
o os Ay < QA P, BAE, Avg], AR vERS
Accelerator | | el e . ;‘i’f"ﬂ ;é]&f.ﬂ;?(]'u*]' . lErX}X} e 9 AR =t A8 AT
Programme AT AA Al . AR} A AT
| et el T A B0 AR
et e i |- AERE B ug a2 RERARAE
Scaling AR AR AR o A4, wA @ g | a2 AR A F AR 2P =R AA
Programme J”ﬁv?_ }E/HBV\ ;1—]‘— ;]_—;u }\—v 7}_ . q_okEL \:ﬂ—z ig]_y_ x—]]
RS AT g s, 4 dEna 9
|- Am et ww | R - 2% =29
li;)uth Asia Dopalol b A :—.;—% 76‘315-4;_73} 7¥ssH| | A% o, AZAA 11 A
R T T - Ag7Psd W S g ARt
A e 9
Good Fashion = a9 o B2} x)o wigeha), QR HEY
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CONNECTING DISRUPTIVE
WITH GLOBAL
AND

Figure 7. Fashion for Good &t &4l EE.
From Fashion for Good (n.d.). https://fashionforgood.com

A A= 2 the Al S 918t ofdo] o)
= 2 773(Kids Innovator Lab)¥} A7 o}E] A E 4
(Grow Talent)?Hg& &3} Sl CHFigure 7). ©] 4}
o] Fashion for GoodellA] =88t ejA|%] AxpEz}

W ARE Ao § aud - A83H el
o3t thokat )2 kel 71038k Q) t(Fashion for
Good, n.d).

5) dnl= ZE: S22 94 ofAlthGlobal

Fashion Agenda)

H5ratar &el2lQl B4 A8 Nordic Initiative
Clean and Ethical) 2009¢114] A1l &ln}=1.9] Global
Fashion Agendas= T3I3}2lel 7|WHs: & v]e] =
Aom, IR A A9lo] A&7sdE A
T AL A sk s st 9
Global Fashion Agendat= HH=9} AvAE
ek THxARE Antell HA A&7Fsde Azt

Sl FaL e =Y T S Atk
UIEH A el A&7 S Fkstr] flE o
kst 1FI JEUH R AAlH] k. 9E &
o] o}A(ASOS) HIA~EAE|(Bestseller), 3 13
(Fung Group), °llo]x|shsl, 7A®, vo]7], T sleofo]
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Abstract

The purpose of this study is to build policy directions and derive strategic tasks for the sustainable establishment
and growth of ethical fashion in Korea. To this end, this study (1) examined the history and definition of sustainable
and ethical fashion through literature review, (2) analyzed sustainable ethical issues and solutions at each stage of
the sustainable ethical fashion value chain, and (3) analyzed the case studies of sustainable ethical fashion organizations’
activities, operation, and policies, (4) built policy directions and derived strategic tasks for sustainable ethical fashion
in Korea. For case studies, 8 platforms that are frequently mentioned in overseas sustainable ethical fashion articles
and considered to be representative were selected, and data were collected and analyzed through websites, articles,
and interviews. As the result, 3C strategic tasks derived include Connect, Collaborate, and Create. Connect includes
the database of ethical fashion materials, producers and sellers, online/offline networking and sharing space, research
projects, domestic and international market development, and ethical fashion national or city brands. Collaborate includes
producer’s work connection project, coexistence between large corporations and SMEs, sustainable ethical obligations
for large-scale production/disposal of clothing, and industry-university or government-university collaboration. Create
includes the ethical fashion content, an image of sustainable and ethical fashion, sustainability certification and report
publication, ethical fashion consumer campaign, and ethical fashion consumer membership operation. The results of
this study can contribute to creating an ethical fashion ecosystem and consumption culture through partnerships between
various manufacturers and retailers existing in the sustainable ethical fashion value chain, as well as policy development

and institutional improvement of sustainable ethical fashion in Korea.

Key words : sustainable fashion, ethical fashion, policy research, strategic task, platform



