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Abstract

Sustainability has expanded to encompass environment, economic, and social values. With
increased public awareness of sustainability, many brands that actively apply sustainable design
activities are emerging. Therefore, to comprehensively explore the various sustainable design
activities carried out by numerous brands, this study examines the types of sustainable design
activities based on literature studies and case studies. ‘Use of eco-friendly materials,” ‘providing
consumer experience,” and ‘social contribution’ were the three categories derived. In order to
investigate consumer attitudes according to the characteristics of each type, a survey was
conducted on consumers. Further, in-depth interviews were followed with brand officials to
analyze the specific aspects of sustainable design activities from a brand perspective. As a
result, consumers showed a positive brand attitude toward the brand's sustainable design
activities, and there was no significant difference in the brand attitude according to the type of
sustainable design activity. The interview confirmed that brands that consider sustainability as
the primary brand value attempted various sustainable activities even in a challenging
environment, and various issues were analyzed accordingly. Based on the contents of the
analysis, the future direction of the brand's sustainable design activities was discussed.
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