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The Impact of Ethical Fashion Blogger’ s Characteristics on
Sustainable Consumption in Eco-apparel: The “Identification-
Responsibility” Model of “Keep Good Men Company and You

Shall be of the Number” in Internet Celebrity Economy Age

WANG Jian-ming. WU Luo-bing. HE Zheng-xia

Abstract: Based on rooted interviews, quasi-social interaction theory and identity assimilation theory,
this paper aims to explore special characteristics of the ethical fashion blogger and the reason why con-
sumers actively practice ethical consumption in Eco-apparel in their lives after watching her channel. The
results show that consumers have a cognitive identity and emotional affection in the ethical fashion blog-
ger because of their sustainability concepts and true characteristics, which can be called consumer’ s i-
dentity. After the quasi-social relation is established, the consumer’ s sense of responsibility will be a-
roused through the assimilation of the ethical fashion blogger” s consciousness. Because of the realization
that their consumption in Eco-apparel is responsible for the individual economy., social resources and en-
vironmental protection, they try a lot to be ethical in their daily life. This is also the whole process of
“Keep good men company and you shall be of the number” . The influence mechanism about the charac-
teristics of ethical fashion bloggers on the consumer’ s ethical consumption in Eco-Apparel can be sum-
marized as “Identification-Responsibility” model

Key words: ethical fashion blogger; quasi-social interaction theory; identity assimilation theory; sus-

”»

tainable consumption behavior; “identification-responsibility” model
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