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Cross-Cultural Comparison on Ethical Fashion Consumption Behavior and Related Factors:

Focusing on Consumers in South Korea and Germany

Yeunwook Shin - Ae-Ran Koh
Department of Clothing &t Textiles, Yonsei University, Seoul, Korea

Abstract

This study analyzes the relation of the consumption values and ethical fashion consumption behavior as well as
other influential factors between Korean and German ethical consumers based on the '‘Modified Theory of Planned
Behavior: A survey was conducted on female consumers in their 20s and 30s, who experienced ethical fashion
consumption in Seoul and Berlin. A factor analysis, reliability analysis, F-test and multiple regression analysis
were performed for model verification. The research results indicated that emotional value (in case of Korea) and
functional value out of consumption values (in case of Germany) have significant effects in regards to the influence
of consumption values on ethical self-identity. The effects of ethical self-identity on ethical fashion consumption
behavior indicated that Korean ethical self-identity influenced the ethical fashion consumption behavior of
moderating and simplicity and eco-friendly certification versus local consumption as well as above factors (in case
of Germany) explained by ethical self-identity. Both variables had a negative moderating effect in Korea in regards
to the moderating effects of social comparison and materialism in the relations of ethical self-identity and ethical
fashion consumption behavior; however, only materialism was an influential factor in Germany. The results of the
research variables by individualism/collectivism indicated that the horizontal-collectivism group showed the highest
ethical self-identity along with the lowest materialism tendency that had a high point of consumption behavior
towards local consumption. However, the vertical-individualism group was outstanding. The consumption behavior
aimed at moderating and simplicity.
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Table 1. Demographic Characteristics of Respondents (V=180)

Variable

South Korea ~ Germany
(n=88) (n=92)

Age (yr)
19-24
25-29
30-39
Marriage
Married
Unmarried (or other)

Education level

High school graduate (or less)

College student

Collage graduate (or more)

26 (29.5) 24 (26.1)
28(31.8) 35(38.0)
34 (38.6) 33(35.9)

21(23.9) 29 (31.5)
67 (76.1) 63 (68.5)

2(23) 11 (12.0)
28(31.8) 22(239)
58 (65.9) 59 (64.1)

Average monthly allowance (10,000 KRW/mo)

50 or less
51-100
101-150

151 or more

32 (36.4) 14 (15.2)

26 (29.5) 46 (50.0)

24(27.3) 23 (25.0)
6 (6.8) 9(9.8)

Average monthly expense for fashion (10,000 KRW/mo)

15 or less 20(22.7) 43 (46.7)
16-30 37 (42.0) 31(33.7)
31-40 24(27.3) 15 (16.3)
41 or more 7(8.0) 3(33)
Values are presented as 7 (%).
KRW, Korean Won.
Table 2. Measurement Instrument
Variable Item Reference Scale
Consumption value 18 Nam (2007) [26] 5-Point
Sheth et al. (1991) [34] Likert
type
Ethical self-identify 12 Shaw (2006) [29]
Shaw and Shiu (2002a) [30]
Shaw and Shiu (2002b) [31]
Shaw and Shiu (2003) [32]
Ethical fashion consumption 22 Chun et al. (2010) [5]
behavior Huh and Kim (2012) [14]
Kim et al. (2009) [20]
Social comparison 6  Yiand Park (2010) [40]
Rhee and Kong (2007) [28]
Materialism 9  Songand Jae (2006) [36]
Hong and Shin (2011) [11]
Individualism/collectivism 21 Han and Shin (1999) [9]

Hwang et al. (2005) [16]

www.fer.or.kr
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Table 3. Factor Analysis Results of Consumption Values

Factor loading

ltem Factor 1 Factor 2 Factor 3 Factor 4
Social Individuality ~ Functional Emotional
value value value value
| prefer a product corresponding to personal status and dignity. 853 .008 -.040 010
When purchasing a product, | consider the viewpoints of others. 829 131 -.008 -010
I emphasize that the selected product should show my social class. 894 033 .006 -.033
| select a new style for a product. .100 .785 -212 .009
| select a product with a unique design or color. -128 849 -.057 047
| select a distinctive product. 235 762 -.007 -.153
| emphasize practicality of a product. 096 -116 728 =121
When selecting a product, | consider the safety and durability the product. .085 -.159 833 -.145
| consider ease of management and repair of a product as the most important element. -.039 083 701 293
| prefer a product with good performance versus a good design or color. -.286 -122 646 151
| prefer to purchase a product that gives me a joy. -197 -.189 135 795
| emphasize a feeling of happiness with a product. .160 .086 -.068 871
Eigen value 2.459 2.204 2.308 1.516
Cumulative variance (%) 20.49 38.86 55.85 67.86
Cronbach o, 836 742 716 626

Table 4. Factor Analysis Results of Ethical Fashion Consumption Behavior

Factor loading

Factor 1 Factor 2 Factor 3 Factor 4

Item Local Eco-friendly Moderating Ethi.cs in

consumption certification . an.d . busmes's

simplicity ~ transaction
| prefer a product that is manufactured locally. 875 172 -023 -092
| prefer a domestically manufactured product versus a product from a foreign country. 835 .099 129 -.116
| prefer a local brand of a small quantity than a global brand that utilizes mass production. 878 246 .066 027
| select a certified product objectively tested and evaluated by an authorized organization. -.092 J14 .245 -.237
| purchase an organic or eco-friendly product despite a higher price. 119 770 .065 .168
| tend to purchase a fashion company product certified with environmental or social label. 299 762 01 116
| prefer a product of a fashion company that discloses the manufacturing environment of the product. 253 776 036 -.063
| try to manually manage/care for a fashion product to promote longer use. 123 .102 743 .007
In purchasing a fashion product, | bring a shopping list to prevent excessive consumption. -.262 099 599 -.409
| purchase a few products with good quality rather than large quantity of unnecessary products. 129 063 701 203
If clothes or fashion products are damaged by selection, | ignore it and purchase new ones.” 023 057 .008 769
| purchase an imitation product of popular brand or logo.” -.225 -019 .067 657
Eigen value 2.560 2413 1.494 1.356
Cumulative variance (%) 2133 41.44 53.90 65.20

Cronbach o 877 779 622 529

IReversed scale.
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Table 5. Compare Means on Ethical Fashion Consumption Behavior and Ethical Self-Identify by Nation

. South Korea Germany
Variable t-value
M SD M SD
Ethical fashion consumption behavior Local consumption 212 74 3.09 1.18 639"
Moderating and simplicity 333 84 292 69 346
Eco-friendly certification 2.71 97 294 84 -1.60
Ethics in business transaction 3.97 .80 4.15 88 -1.31
Ethical self-identity 3.32 82 398 78 532"
“n<01, " p<.001.
Table 6. Comparison of Means on Social Comparison and Materialism by Nation
. South Korea Germany
Variable t-value
M SD M SD
Social comparison 2.88 .88 2.86 78 15
Materialism 3.16 80 2.29 84 674"
“p<.001.
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Consumption Ethical fashion
values consumption behavior
Functional Local consumption
value
Social value ) Ethical self-identity L ) Mocllera?n.g and
21 simplicity
Emotllonal » 442 N Eco-friendly
value certification
Individuality Ethics in business
value transaction

Figure 1. Relationships among consumption values, ethical self-identity and ethical fashion consumption behavior: South Korean consumers. p<.05, p<.01, " p<.001.

Consumption Ethical fashion
values consumption behavior
Functional Local consumption
value 524
: \ _ N Moderating and
pocial valus Ethical self-identity oceratng an
simplicity
Emotional 5617 Eco-friendly
value A certification
Individuality Ethics in business
value transaction

Figure 2. Relationships among consumption values, ethical self-identity and ethical fashion consumption behavior: German consumers. ~ p<.001.
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Table 7. Moderated Regression Analysis of Materialism on Moderating and Simplicity: South Korea
Step Variable B t R AR F
1 Ethical self-identity (A) 395 3.596 132 6.472
Materialism (B) 003 028
2 Ethical self-identity (A) 1.400 2890 174 042 6.040
Materialism (B) 980 2078
AxB -1393 -2.127
'p<.05, “p<.01.
Table 8. Moderated Regression Analysis of Materialism on Local Consumption: Germany
Step Variable B t R AR F
1 Ethical self-identity (A) 520 5.838" 37 27.889"
Materialism (B) -200 -2.245'
2 Ethical self-identity (A) 1.060 4676 409 038 21.983"
Materialism (B) 689 1.937
AxB -.883 -2.576
'p<.05, p<.001.
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AIAS ks 2, Sel4 S Aol HlmwA e 712
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Table 9. Chi-Square Analysis According to Subgroups of Individualism/Collectivism

Family and Environment Research fer

Country Horizontal-collectivism  Vertical-collectivism  Horizontal-individualism  Vertical-individualism X
South Korea 18(29.8) 5(19) 11(10.7) 18 (9.6) 27.748"
Germany 60 (48.2) 0(3.1) 17 (17.3) 7 (15.4)

(), expected count.
“p<.001.

Table 10. Difference According to the Subgroups of Individualism/Collectivism

Variable Horizontal-collectivism  Vertical-collectivism  Horizontal-individualism Vertical-individualism IF
Ethical self-identity 3.90° 3.37° 3.65° 3.38° 296
Materialism 240° 3.48° 2.51% 3.07° 513"
Ethical fashion consumption behavior
Local consumption 294 227° 261° 277° 317
Moderating and simplicity 294 273" 3.06" 343 3.05
a, b: result of Duncan test, a>b.
'p<.05, p<.01.
O] o) TRl AR FaEE sk tijlAE SAISE  sliAE RolsHAl EAE I Sel A Al e A oA
L B4 ek, ofjgt SAJo] S22 s ol QoM AE0] Aol QoM Al ulm ARt uFele]) 2 H Ay}
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