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Abstract

Some groups do ethical activities (such as ethical slogan t-shirt campaigns) only to complete the require-
ments for ethical duty; consequently, some people question the effectiveness of those products. The attributes
of ethical slogan t-shirts should be considered seriously to reduce skepticism when planning a campaign.
Researchers can also suggest a new purpose for ethical t-shirts using an ethical message. In study 1, we con-
duct a conjoint analysis that suggests realistic multi-attribute choice decisions. The suggested multi-attributes
wear design aesthetic (high/low), price (high/low), where we donate (close/far), and the size of firm (big/
small). In addition, participations were divided into two groups according to eco-friendly attitudes to confirm
differences in choices between two groups. Study 1 showed that price is the most important attribute, but
design aesthetic also remains important. In addition, a group that has a high eco-friendly attitude thought
“where we donate” was more important than other groups. In study 2, a pre-post approach investigated wea-
rers' attitude changes. We also divided participants into two groups and one group wear high level design
aesthetic t-shirts (and vice-versa) to measure the attitude change difference. As a result of study 2, the wea-
rers partially changed their eco-friendly attitudes. The group that wore high design aesthetic t-shirts showed
a greater difference than other groups. Through this study, we conclude that customers seriously considered
the design aesthetic. Finally, wearing ethical slogan t-shirts can change the attitudes of wearers.
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Eco-friendly
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Fig. 2. Study 2 model: Effect of wearing ethical slo-
gan t-shirts on attitude.
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Table 1. Ethical slogan t-shirt profile in fractional factorial design
Design aesthetic Price Firm size Where we donate
A Low 10,000 MK trends Australia
B High #30,000 MK trends Jeju Island
C Low 10,000 MK trends Jeju Island
D Low 30,000 LF (LG Fashion) Jeju Island
E High 30,000 MK trends Australia
F High ¥10,000 LF (LG Fashion) Jeju Island
G Low 30,000 LF (LG Fashion) Australia
H High 10,000 LF (LG Fashion) Australia
"Kiss the Earth" t-shirts
02 439 2932 3% 1Y0|E o] 2|29 MaHse
237 et AisZAREY 3302 ASEUD.
0 2 ZE R PAOERC S 3 EUL
2H|X} 712§:10.000¥
Fig. 4. Suggested ethical slogan t-shirts.
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o2 AZRIE £4ES ANt Ao 2 A £ olgste] A& T4, QA HEQIE 48 4
W, vpolof ti gk QIFEAIEHA S F71stAT Alstsdet.
71873 Bxe] A5« EAE sl s flsiA 5
2] 27 873 Aol B 71Eofof g, gl A 3. 97 2: BE|X 2 EIMx =HZ0f| UE Ef
off thgh #4le AN 714 o2} JHR1E ThA oF EHst
g}y, gk o] Wstel AAE S S 7
Arkrolet. o] A 74 YAE HE(l: AE 238A AT 25 Bl HElA 2 M= Fgo e A
BTP~7: w9 2E)E ARSI ASE B2 S =SS Silal] Bzt &kt ol & 98l Ab,
o] Y-l 4ln)Ad a2 ou| AL A AAIE TRIQ] AR APATFE JPtlon 3184 Beis) g
Am) A 3 2ok £ 283tk TR &84 €24 =9
B ZAPA AR ARE AF5H ) AR S8 A A1 Awlgol mat = Jehg R & Jk 7 218
BAEEE A IRBYIA A HAlFEA S w2 5 A 73 B =i skE v ST A 20014 AREEL AR, AL
= GAR71H o=t 20149 9€ 26¥7-H 109 T AFATS} HFE AREE 2187 B=ol gk A
6471 AREZARE AABIATE A S, 771 A9 S AX e e
O 2 sh= thghs thles 9 thetid & it s A+
£ AAst e, 2827 o] Ao Fredatal ok BAA ) &2 d, FEf=HE 55
gk S NE A9t 2769 9] SHo] HF EA ol A A 2= HAA Hewsks 54317 Q18] AR,
SEHAT 2O 54 AR A=} 1461, A7 APEEA S AAE T 4 S ERE e ® 218

—472-



4

cIA

Q
E

W

2 EIM=0] M8 J1ZE0 =20l [IHE B=Hs}

65

A= AR ZALE A8 & = 2
CEMz #8o] A g=TE A Y
ol et F IR0 ' Uro] =S

2 5ol tiAbel uy el whe 2

o

t
[

>
>

SNS(Social Network Service) Z|7 ol| E]
ARE S EE SIS A TS
3 HYH AR A7k WY 5o By
3}93\‘:} 3] AL vzl 9 PEAE o' tha
7 H=E ST 2N AL S

%o =~ 3
o o to

[

i
A

}

Ol

¢

\__

2) MEPAH U X247
AT 24 AL AFRHE

S EEEIGERE

RL

>,
o H
il

g (
> H =
b 1B o

O fr ) o
2oy toop

(e}

(o,

0> oM -
E o ofit X

tlo rot
o

i
oot
N
-
ol
o
457

>
-
P
y

n&é ki
T 1":(0 > rlr f}i
>
_1
S

H ful
i
R:3

ot
X
16 o

2o

°

. o
. — o

i

e}
'
3 L

‘EH o :Laﬁ;]_ /] 7x4 o7
o]/ﬂ _,] 7:] [¢] ‘017}.0

Ay
o

- E
ﬂ!lﬂ
f
b R
R Y
ot o

1‘
ol 2,

2

o,

L &,
N

T
1oZ”H“

i
S
i
Hﬂ

e

REME ol AR5 °2E} ﬁ?ZL@Z}T 19&1] o]
g 214 10}—4 ofrAd o] 23w o]m 2241] o] 274 o] 5}
o) sjrjAe] 175 o2 BAHAT 4218 224 g
2= YAR] vl et F e o® o] X5
gigu:] E]X]—O‘_] Nu]/\-]o] o zh;]— 2013&;4. wo zh:/_]-
2078 2] Ak=2 7} o] AHE-E AT AFZEA 2 SP-
$S 21.0& °]&3tRem A= B4 rests B85}

At

=z B
OT&‘l

—473 -

Iv. 4 n!
1. 22| &2 EIx9o| &£Mo =24

gt 24 S750] CifEt Ay

2 O U4 A1 5

l) 22N s22 EIMx9|
AT 104 AN A=

Z9] z}o]= Boltr] 9af o) ZALe; e MES 7
Pigon] AT 19 $YAE EHANE f22 &

2 B =] YAl AvAd S HEA A4 S ATHMuien
=3.2, Mioy=2.8, =5.428%*%),

&84 €27 gM= P del £498 7 5
off gk &mjzte] Ao Lot r] el AxQIE £4
< B RIS Aselen, 4 = 1 el A
ol2 &let7] flal th-33E tests AASIATE HAF
A AT A =2 FEe] vARl Arde] w2
T TRl ARG Ao o 2 44 9FE A
3 DATHUnigh=49, Uiow=—.49, 1=8.73%***), ]T‘:— 7Hd 1-1
& AR Ao, 252 -9 TRl Av]de] &

v|z}e] Mele] 73et G3FS %Itk Park and Sullivan
(2009)2} Wu and Chalip(2014)2] A4 z}e} A )3},
7HA 9] 735 ¥30,000E.0} 710,000 T A58k 7}
A 1-27F AA = AL (Usei0000=1.28, Useso000=—1.28, =
26.52%*%) o]= 24 FFS WS E g De Pelsma-
cker et al.2005)] A2} o] ARRbE w14
F Tt XEE W2 A S AEFE HoF
= Aotk g AF R 71k ¢ 35l 7%
Sh= 73-¢HT A5 B & 9SS T= AR WA
(Uiei=-57, Uaysratia=—-57 =11.26%%*) 7} 1-47} A A 5]
$1 3L ©]= Ferrell and Gresham(1985)2] 1-1-ol|A] HeiX]
£ 9%a a2 olsel el o BE Fe 7
A% anlRe) Auo] 9 Foha 49
R RMEERE R e
A ekorom o= 71YFE S AE A
U& Gallo and Christensen(2011)9}=
HolFo] 7HA 130] 7174 = AT HF
12, 1-47}F A A ¥l o 7H 132 7]
2> A1 A A3k

-

[*]

il
2
Ao

3_1
Z

L
.

[¢)
]
o2 74 141,
Fe) 2137 <Table

20 S22 EIAE el A

S 7= &Y



66

si=10|75}

=)\

Vol. 40 No. 3, 2016

Table 2. Average part-worth utilities and paired samples t-test on each levels

Attributes Level Conjoint t-value p-value
High 49
Design aesthetic 8.73 .000
Low —.49
. w10000 1.28
Price 26.52 .000
¥30000 -1.28
LF (LG Fashion) .05
Firm size 1.31 .193
MK trends -.05
Jeju Island 57
Where we donate 11.26 .000
Australia =57
T ko) AMgEE AIE @A) 2hzbe] BEVIRE 3) ZE Ej=F0l| 2 Fet 7t B2 S22 E
SAR &Y FAE=HPTEIX|-HLTE7HA]” M=x S4Y ST 0]
(pp. 277-278)5 &3l AFE5tH o] & Htdte] T &4 A7 HerFo® Uw F AT S48 F8 %
W F8EE o|Tojdlith floA AREE FEIEX| 9] of FEE vt} Sk 94l 2187 BlegEel u
£ o]&sto] At v} 19] A% tAel A 4 1 3] St 3187 B E SAEI
(25, -25), 7FA(2, -2), 7197HR(25, -25) 710741, Y 23S 2984 43 ddeclew AEHIe
-1)¢] FE7HRE A, 3383} 19] TR Al , =5 7he] AExe] 9= Cronbach's a7} 875
o thek 2T (025+0.25)7(AAE 91¢] TH=0.07(7%) ol Ao eletgdr). Ea QABA Ad) FoiF &
o} e}, Akl mh HehE FEsilen, aigko] (R
ol EfZE &4 £27 HM= Pl dgelA & AH@=132yS 2 187 derES Ad Jdo =,
4 Fore] Ha-g ISt A LnjRE T 22 e n=144)S 22 33 s Ad g
S 7P FoA8kE A s GRS (Ppie=39.5%), L o2 FEIGh
THE o 2 TR AW/ (Paesign aestheic=25.4%), 71711 4 21873 HrEol] =2 e B9 7H v
& (Puvhere we donate=24.2%), ‘71T (Psize of firm=10.9%) o F 7IR, TR AV, 79T R 07 T8
TORE FAATE & F AUANTE & TR A Alete Aoz vehgten 7Rt Tl v
717 0de] A HUA F8% kol tiek fo)d xjel 7+ frelst xfo| 7 glof e £Eo R F/A TS E9l
ARAF 1 ztelE AT F e (=53, p=.599), S THMaesign acsthetic=25.2, Muhere we donaie=26.5, 1=.76). ¥F
°|F B3l Al wEH €27 M= ) A Y} A X3 B o] e Feke] A9 7H, YRRl
A AR, 7R S e FEE ST & AR, 715, 719HE 02 F8ANEhs Fo R
1E Utk o] & T3 SAE Ao niAe FAE UERTE 3 113 HeErES VISR Uw I
o] 7)ol Zpol7t AUeE s en 74 2-10] A|A] 7ol £ Fare] Zpol7t eA| dotr ] Sl =
AT <Table 3>5 T3 £4E TREE I & HIEE rtestS AT 2 A3 7] Fd) ol tial &

o)
AR

Table 3. Average relative importance of ethical slo-
gan t-shirts attributes

Attributes Percentage of attributes
Design aesthetic 254
Price 39.5
Firm size 10.9
Where we donate 242

—474 -

o)gk Zfol 5 1T F AN Mig=26.5, Miow=21.9,
1=2.05%) °15 3l 7Hd 227 A E2 AR o
£ <Table 4>l glsl & 4= 3U5o], 31807 ej=7}
F2 o] W2 Huug 7R e T84 Aztet
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A3} Park and Sullivan(2009), Wu and Cha-
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Table 4. Average relative importance on eco-friendly
attributes and independent sample t-test on
each attributes

Eco-friendly
attitudes

High
(n=144)
25.2°
38.7°

9.6"
26.5°

t-test

Low
(n=132)

25.5°
40.1°*
12.5*
21.9*

t-value | p-value

-.14
-.55
-1.60
2.05

.890
582
113
.041

Design aesthetic

Price

Size of firm

Where we donate

a: percentage of attributes
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Table 5. Paired samples t-test on pre-post analysis
of eco-friendly attitudes

Eco-friendly .
attitudes Wearing | Mean | t-value | p-value
; Pre 5.8
Ethlcal 1.10 277
consciousness Post 5.9
s Pre 4.7
Palttlclf')atlor%, 2.81 008
practice intention Post 5.1
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Table 6. Paired samples t-test on pre and post analysis of design aesthetic levels

Eco-friendly attitudes Design aesthetic Wearing Mean t-value p-value
. Pre 5.9
High -.26 795
Post 5.8
Ethical consciousness
Pre 5.7
Low .14 .190
Post 5.9
Pre 4.7
High 3.31 .004
Participation, Post 5.1
practice intention Pre 48
Low 1.18 253
Post 5.0
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