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Abstract

The purpose of this study was to examine the ethical attitudes of consumers in consumption situations by using
the consumer ethics scale(CES). Self-administrated questionnaires were completed by 492 consumers, and the
resulting data were analysed by frequency, chi-squate, one-way ANQVA, factor analysis, reliability analysis, and
cluster analysis. We found four different groups of consumers were identified according to their ethical attitudes
in consumption situations: 1) the unethical onlooker consumer group, 2) the socialized unethical consumer
group, 3) the ethical consumer group, and 4) the severely unethical consumer group. The unethical onlooker
consumer group was most widespread prevalent among university students who were in their 20s and down or
under, and who received spending money from their parents, and the socialized unethical consumer group was
most prevailing prevalent among the higher educated consumers. The women who consumers slightly
outnumbered men in an the ethical consumer group, slightly outnumbered the men who did, and many of the
university-educated large income earners fell into this group consumed in that way as well. The severely
unethical consumer group was quite uncommon among those who were at the age of 41 and up over, and not
many of the higher educated people and larger income eamers consumed in an the severely unethical consumer
group, either. Thus, it's proven this study proves that in terms of the propensity to consume, the consumers’

were different from one another in ethical attitudes and behaviors differ according to their demographic
characteristics.

Key wonrds: consumer, consumer ethics scale, ethical attitude, consumption situation
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Table 1. Demographic characteristic of respondent

Male 237 udents
Gender )
Female 255 51.8 Housewives
20~25 134 27.2 . Self-employers
Age 26~30 152 30.9 Vocation Production & Service 13.8
() 31~40 163 33.1 Office clerks 18.7
41~ 43 8.7 Research & Public servants 107 21.7
~High school 51 10.4 ~20 46 9.3
Degree College 44 8.9 21~50 90 18.3
of Univ. student 170 34.6 Monthly 51~100 34 6.9
education University 150 30.5 income 101 ~200 139 28.3
Graduates 77 15.7 (W10000) 201~300 117 23.8
Protestantism 132 26.8 301~400 42 8.5
Catholicism 71 14.4 401~ 24 49
Religion Buddhism 62 12.6
Atheism 217 44.1 Total 492 100.0
Others 10 2.0

Korean J. Food Cookery Sci. Vol. 24, No. 1 (2008)



4 AHsx. &893

FH 7.1%(357), AYYE 41%(20%) T €22 RAEHA At

on tyo] W= LEL 21~509Hd0] 18.3%(90H)E 7} BA A7 Table 29+ Zo] 29 1& 25FAE 7] 4
2 BRI, IRlY €45 101~3007HY0] 52.1%(256 3 FA Gl i3 AALIAY HAAHA of7@Th(v13),
HE M gokh o U oA E A7 93 AFAY FAFALAE
AAZTHvIL), 71%] THRH FELS ALEATHVIT), 7H

2. AH|AL e2l9| eolEMat 2EEN opAlo A AT A S BEsta ¢ T URTHv12),
£ A7 ARE AHAEE Az g AIEE A A3t AFE0] opd wol ME WE Ay FAHA WHE
% A1 Z2ukst &3 (Cronbach's Alpha)©] 0.60]4H2. drhvid), AE T o JES FAT T W A AR
2 nad AP NHEE Roly AoE RAHYOH, oluf Abxel disl ek dethvl9), oy H2EHR
8JEHLE Varimax A P ASIGAT SAENS A Aot | @ES /AL YTh(v1s), A A4
53l F=2d 4 82L& 7 8Rlo] AHsl= B4k Fhol 2 g¢d AFY ;S a7AHve), HAFAE A3
FT5E AA 8RldA AASE HlFo]l Ates AL v ojgl olole] YolE ALITHvI) 59 9/ WFE TA
st F2E 89 i FAAHE L 51.160%E FAME o] vlkAd EHPepatay HHAL 82 28 HF

Table 2. Factor analysis and reliability analysis of consumer ethics

v13  Stretching the truth on an income tax return 0.702

Removing the pollution control device from an automobile in order to

vll . 0.689
get better mileage
v17  Using an expired coupon for merchandise 0.672
vi2 Breaking a bottle of salad dressing in a supermarket & doing nothing 0.631
Irresponsible about it 32.143% 0.855
illegal act vl4 Returning merchandise to a store by claiming that it was a gift when it 0.583 8.357)
was not
vl9 Not telling the truth when negotiating the price of a new automobile 0.521
v15  Taking an ashtray or other "souvenir" from a hotel or restaurant 0.512
v6  Returning damaged merchandise when the damage is your own fault 0.479
v9  Lying about a child's age in order to get a lower price 0473
v23  Recording an album instead of buying it 0.826
v22  Using computer software or games that you did not buy 0.789
¥20 Moving into a new residence, finding that the cable TV is still hooked 0.633
up and using it rather than signing up and paying for it
. v26  Spending over an hour trying on different dresses and not purchasing any  0.602
Socialized - - - 9.559%
illegal act v21 Te.st.lng grapes in a supel"market and not buying any : 0.558 (2.485) 0.834
VI8 Joining a record club just to get some free records without any 0.546
intention of buying record
v24  Returning an item after finding out that the same item is now on sale  0.542
v25  Returning merchandise after trying it and not liking it 0.526
vl6  Using a coupon for merchandise you did not buy 0.507
v2  Drink a can of soda in a supermarket without playing for it 0.727
vl Change price-tag on merchandise in a retail stoer 0.636
Fjonscious v Reporting a lost item as “stolen” to an insurance company in order to 0.629 4.941% 0.694
illegal act collect the money (1.285)
v3  Using a long distance access code that does not belong to you 0.537
v5  Giving misleading price information to a clerk for an unpriced item 0.468
) v7  Getting too much change and not saying anything 0.816
Onlooking - - - - — 4.518%
illegal act vl0 Not sa}flng anything when the waitress miscalculates the bill in your favor  0.789 (1.175) 0.710
v8  Observing someone shoplifting and ignoring it 0.450

¥ Total cumulative : 51.160%
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Table 3. Cluster analysis according to customer ethics factor
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. Fl. 2.00£0.43° Y 1.7040.41° 1.2120.25° 3.01+0.56" 254,774
Irresponsible illegal act
. F2. 3.13+0.4° 3.1440.50° 1.89:+0.44* 3.98+0.49¢ 319.244™
Socialized illegal act
) F3 1.5140.44° 1.25+0.34° 1.15£0.27° 2.06+0.66° 69.656""
Conscious illegal act
. F4. 2.9040.46° 1.81+0.40° 1.49+0.49° 3.31+0.58¢ 340.107"
Onlooking illegal act
BA(492) 148(30.2%) 152(30.8%) 147(29.9%) 45(9.1%) -

#0xp<0.001 / V Duncan's multiple range test.
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Table 4. Chi-square analysis according to demographic characteristics of consumer ethics ster N(%)

67(45.6{ 23(51.1)

Gender Male 69(46.6) 78(51.3)
Female 79(53.4) 74(48.7) 80(54.4) 22(48.9)
x’=1.296 df=3 p=0.730
20~25 48(32.4) 39(25.7) 33(22.4) 1431.1)
Age 25~30 42(28.4) 56(36.8) 39(26.5) 15(33.3)
(1) 31~40 49(33.1) 49(30.1) 51(34.7) 14(31.1)
41~ 9 (6.1) 8 (5.3) 24(16.3) 2 (4.4)
£’=20.258 df=9 p=0.016"
High school 14 (9.5) 10 (6.6) 19(12.9) 8(17.8)
College 11 (7.4) 12 (7.9) 15(10.2) 3 (6.7)
o Izgizzon Univ. Student £ 59(39.9) 59(38.8) 38(25.9) 14G31.1)
University 39(26.4) 50(32.9) 51(34.7) 10(22.2)
Graduate 26(17.6) 22(14.5) 24(16.3) 5(11.1)
x’=20.491 df=12 p=0.058"
Protestantism 34(23.0) 46(30.3) 43(29.3) 9(20.0)
Catholicism 18(12.2) 26(17.1) 16(10.9) 11(24.4)
Religion Buddhism 21(14.2) 16(10.5) 23(15.6) 2 (4.4)
Atheism 72(48.6) 61(40.1) 62(42.2) 22(48.9)
Others 3 (2.0) 3 (2.0) 3 (2.0) 122
x’=14.159 df=12 p=0.291
Students 53(39.9) 59(38.8) 38(25.9) 1431.1)
Housewives 13 (8.8) 7 (4.6) 12 (8.2) 3 (6.7
Vocation Self-employers 5 (34) 5 (3.3) 6 (4.1) 4 (8.9
Production & Service 20(13.5) 24(15.8) 16(10.9) 8(17.8)
Office clerks 21(14.2) 26(17.1) 39(26.5) 6(13.3)
Research & Public servants 30(20.3) 31(20.4) 36(24.5) 10(22.2)
x’=20.505 df=15 p=0.153
Pocket money 59(39.9) 59(38.8) 38(25.9) 14(31.1)
101~200 40(27.0) 40(26.3) 45(30.6) 14(31.1)
Monthly income 201~300 37(25.0) 35(23.0) 33(22.4) 12(26.7)
301 ~400 9 (6.1) 10 (6.6) 18(12.2) 5(11.1)
401~ 3 (2.0) 8 (5.3) 13 (8.8) -
x’=20.372 df=12 p=0.060"

#p<0.1, **p<0.05
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Table 5. Summary of characteristics

er consumer ethics cluster
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