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Customer Characteristics about Eco-Friendly Apparel Products between
‘Environmentally Friendly Group’ and ‘Non-environmentally Friendly Group’
- A Survey of College Students in Daejeon -

Na-Young Choi'
Dept. of Home Economics Education, Wonkwang University; lksan, Korea

Abstract : This study promotes education, purchase, and advertisement activities related to eco-friendly apparel prod-
ucts. The study examined college students and their demographic characteristics, their recognition of and interest in,
knowledge, purchase, and attitude towards advertisements related to eco-friendly apparel products. In this study, 337 stu-
dents from various universities in Daejeon participated in a questionnaire survey from March 7 to March 25, 2011. The
collected materials were analyzed by frequency analysis, factor analysis, cluster analysis, cross tabulations analysis, and
t-test using SPSS 18.0 software. The results of these tests revealed that more students from the upper grades belonged
to the Environmentally Friendly Group compared to those in the Non-environmentally Friendly Group. It was also found
that students in the Environmentally Friendly Group had a higher level of consciousness and expressed a greater interest
in eco-friendly apparel products as well as towards the launch of educational programs. Additionally, this group was more
supportive of the need for new courses and had a higher likelihood to enroll in these courses. The research results
revealed that (compared to the Non-environmentally Friendly Group) the Environmentally Friendly Group exhibited a
greater satisfaction with the designs of eco-friendly apparel products and had more experience to examine advertisements
about eco-friendly apparel products; in addition, they expressed a higher likability and reliability to these advertisements.
The results also showed that the Environmentally Friendly Group believed that advertisements had persuasive power and

were quite impressive in recalling the advertisements.

Key words: env1r0nmentall%/ friendly group(2+7 %13} 3 &), non environmentally fnendly group(H] 3+
7 o] 7 A %), Environmentally friendly consumers(3}73 313} 4xH] X})
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Non environmentally

Environmentally

Classification friendly group (n=148) friendly group (n=189) tvalue p-value
Mean S.D. Mean S.D.

Conservation of resources 1.880 0.550 2362 0.792 -6.585 .000

Reuserecycle design 2.946 0.779 3.090 0.753 -1.719 .087

Recognition of the environmentally friendly process 2.255 0.641 3.438 0.636 -16.880 .000

Substitution of natural materials 2.993 0.983 3.765 0.831 -7.645 .000
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ERSttl. Im(2001), Lee(1995), Webster(1975), Whang(1990)2]
ATeM = oA A AnA7) vg o)A A AH|RRTE A
Ego] =2 Zo® Yept B d7dde) b2 AYgS B
t}. Anderson and Cunningham(1972), Antil(1984) 52 &5
T B0l2A ARHT Alold] #EAGC] S-S BRI,
Choi(1994), Hong(1992), Kim(1995), Lee and Lee(1989),
Lee(1991), Lee(1995), 223 Yang(1992)8] AfoM= A%
FEo] frojgt wglo g AE3lA] Kl 2 AL UX|she 4
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dH S=oA vEAERIs T 208 o308k vk
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w2l o]AF-309HA ERE 29.6%, 30%H o)A 407 R 24.9%,
209 PIRE 18.5%, ‘40RFdolY 15.1% £O= JERTE
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ol5 Ho|x| Uth. ol DHTF EBH7F HeFE §7)
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o] A7AFe} e AL Hol 3l
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AsHe] 79- opE” 37.5%, FsFTHEL] B9 &
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RO TEFE Hlgo] AYFTHTET 2 FPS B
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Table 2. Recognition of and interest in eco-friendly apparel products by each group of college students N(%)
N i 11 Envi 11
Variables Classification on .env1ronmenta Y n.v ronmentally Total Xz-value
friendly group friendly group
Recognition of eco-friendly Be 25(17.0) 97(51.3) 122(36.3) 42105+
apparel products Do not 122(83.0) 92(48.7) 214(63.7) ’
. Not so much 74(50.3) 60(31.9) 134(40.0)
C::zicec?; of eco-friendly apparel So so 50(34.0) 4423.4) 94(28.1) 32,084%%+
procu Rather a lot 23(15.6) 84(44.7) 107(31.9)
Concern of the educational Not so much 83(57.2) 65(34.4) 148(44.3)
program on eco-friendly apparel So so 45(31.0) 43(22.8) 88(26.3) 38.909%***
products Rather a lot 17(11.7) 81(42.9) 98(29.3)
Need of the courses opened on Need 58(39.7) 134(71.7) 192(57.7) 34 240k H5
eco-friendly apparel products Needless 88(60.3) 53(28.3) 141(42.3) ’
I ion of ing th
when apering on csotrontyB° 65(45) 117(62.2) 18245 1) sogee
pening Y Do not 81(55.5) 71(37.8) 152(45.5) :

apparel products

N(%) : Frequency is different because no reply of each variable has been treated as missing data.

¥ p<.05, ** p<. 01, *** p<.001
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Table 3. Purchasing attitude of eco-friendly apparel products by each group of college students N(%)
Variables Classification Non ,enwmnmentally EH.V ironmentally Total x-value
friendly group friendly group

Satisfaction with the Not satisfactory 105(70.9) 60(31.7) 165(49.0)
design of eco-friendly So so 33(22.3) 42(22.2) 75(22.3) 70.532"
apparel products Satisfied 10(6.8) 87(46.0) 97(28.8)
Improvement Lack of promotion'PR 58(39.2) 93(49.2) 151(44.8)
derlrjlan ded of eco Reasonable price 29(19.6) 27(14.3) 56(16.6)
friendly apparel Quality improvement 30(20.3) 28(14.8) 58(17.2) 4.836
- ducis PP Selection of materials 3(2.0) 5(2.6) 8(2.4)
P Design development 28(18.9) 36(19.0) 64(19.0)
Satisfaction with the Not satisfactory 99(66.9) 115(60.8) 214(63.5)
price of eco-friendly So so 29(19.6) 49(25.9) 78(23.1) 1.920
apparel products Satistied 20(13.5) 25(13.2) 45(13.4)

Purchase when the price of 84(57.5) 107(56.9) 191(57.2)

eco-friendly apparel products is low.
Purchase intention Purchase if the price of general clothes
of eco-friendly and that of eco-friendly apparel 57(39.0) 77(41.0) 134(40.1) 0.594
apparel products products is same.

Purchase even the price of 5(3.4) 4(2.1) 9(2.7)

eco-friendly apparel products is high.

TV/ Radio 34(23.0) 55(29.3) 89(26.5)
Information source on Newspe}per/Fash.lon.magazu?e ' 54(36.5) 80(42.6) 134(39.9)
cco-friendly apparel Enterprise-organization publication 22(14.9) 29(15.4) 51(15.2) 9,509
e Y 4P Semina/Lecture 9(6.1) 6(3.2) 15(4.5) :
produ Family,Relative,Colleague 13(8.8) 8(4.3) 21(6.3)

Myselfe 16(10.8) 10(5.3) 26(7.7)

N(%) : Frequency is different because no reply of each variable has been treated as missing data.

*p<.05
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2AZ] B3lTh 7l 70.9%, B Ee iEsle Holop
} 46.0%2 =A JeER} f2l8el 2] (p<0.05)E KAt ©
A= 2137 aAFe] SR $EKIsH HErF 22
o] W& Furrh tzikle] Auldagle] o wEditia
3l Jung(2009)] Aol FEAoZ FARRE A
2187 o|FAIEL] AR s HEERs T A&
THO| BE 392%, ‘FA] P 203%, ‘AHAT 7HA
19.6% =22 Yepgon, S43sue 95 - SHo 25
492%, 19.0%, “F22] TP 143% <o 2 Vet 31973
FAIFE THTNETA HgEIs T SIS Y BT
WEAHR] PR 217} 66.9%, 60.8%E =A LFERTE
213 )FAIE FYAE AT EH vEEsF T $
AR B 3187 o FAIFe] YW RAlFET: 7FE ]
vhon) AT 7E 47 66.9%, 60.8%= EA UERdTH
Im(2001)8] A-7olX = xIsAIF] LukA|Zel Hls) 714
o] v 75 A1 AnRkEe] A=t v RIs)An]

E- ik, &9 A4, Dojgeld Fuglel tid Fwst o
e Ao Yeh B d7eke e 2% usr
AREE WA Ha WA el A Ee
@

i

0jg TRl o BEsliny e W8 SRS o
MAR, RS, oAl 7 Auels] B0 2o
= Fe JJols HolA ekt

4.5 M=t thshy FEetel et of /RAIFo &st 21
Ef=2| x}0|
ety et 2183

AR 2 Zlo7 yEpskow = Haziel] felgk Aozt ¢l
= Ho=w ‘é'ﬁf%%it} ke B2 Holth 49.7%= A YERTE X373 o FAl
idf&%‘ |FAIE BRAAA HEERs G S8k Foll gk oL A5 n@AzsEe gle ﬁqolﬁ‘r’
o B2E e ?LX]’ TVRIS, 719, Al dae, 2 65.5%, SRS W2 otk 540%=2 =A UeRaL
OJXPJ’, TR, FA, FAEE, AU o ARs 127 ol FAlEell Wik FaL AEimellA ngE s ¢l
Ae= Ao YeRith Kim(1995)8] AolME $73¢)2j0] v = Holth 66.2%, SERISTS ' Holtp 55.6%= =A
2 A2 TVRH L, AlmuAEy, AEsARA, 719, UERATHp<0.001). o] Azks 3394 Fdel] w2 71ge]n]
A B Eee R A e ARE de AoR v, 28] B AlEEe @7l o Adeixddo] aelF T
g olajo] ek I, WAl ERE, Al AP, Al O FAIE =T H =7 HERd Yun(2010)9] A+ Aol -
vuER, TVRIH s RS de Aos vkt Broz sl It
Jung(2009)8] AollME RIS Blmrt 22 o] W 1873 S FAIE Farol] gk 710] IH R o He
Hauo A, 71, 2oL, 229, AAEAE ol Aol sl HSERsHES gl Heltk 64.2%, 313K
Table 4. Each group of college students’ attitude toward the ads on eco-friendly apparel products N(%)

Non environmentally

Environmentally

. . . 2
Variables Classification friendly group friendly group Total ¥ -value
. . . Not so much 112(77.8) 64(33.9) 176(52.9)
fgfiﬂezzz ;’ﬁfeizelmi Ozrtfaizﬁ (is Don't know 17(11.8) 9(4.8) 26(7.8)  88.966""
¥ apparel produ Rather a lot 15(4.5) 116(61.4) 131(39.3)
I . Not so much 80(54.1) 56(29.6) 136(40.4)
Z‘kzrb:l‘tyrzgﬂc‘fsads of eco-friendly So so 43(29.1) 39(20.6) 8224.3)  40.043™
pparel procu Rather a lot 25(16.9) 94(49.7) 119(35.3)
. Not so much 97(65.5) 43(22.8) 140(41.5)
::;S‘f‘r‘?z:; pzwe;re"lf tl’:daftss of So so 38(25.7) 44233) 82043) 86437
¥ apparel procu Rather a lot 13(8.8) 102(54.0) 11534.1)
o . Not so much 98(66.2) 4121.7) 139(41.2)
Selfr:htyr;jtzes ads on eco-friendly So so 37(25.0) 43(22.8) 80(23.7)  91.925™
pparel procu Rather a lot 13(8.8) 105(55.6) 118(35.0)
Not so much 95(64.2) 61(32.3) 156((46.3)
isz:z:;?“cz °;$e jgjuztr; So so 28(18.9) 32(16.9) 60(17.8)  45.016™
¥ apparel p Rather a lot 25(16.9) 96(50.8) 121(35.9)

N(%) : Frequency is different because no reply of each variable has been treated as missing data.

EE T

p<.001
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