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Abstract - Apparel industry has a crucial impact on
environment. In order to fight against these environmental
impacts, there is a substantial development of the ethical
fashion. There is a wide variety of ethical issues affecting
the fashion industry and the consumer. Consumers’
concerns and beliefs about, knowledge and support for
ethical issues can effectively enhance their reception of
ethical fashion and shape their purchase behavior. This
research aims to improve the consumers’ awareness and
change his purchasing behavior to be more ethically,
through creating printing designs which reflect the ethical
fashion values and concepts on proper T-shirts for women.
To investigate the influence of these designs, the researcher
designed a questionnaire which has been conducted with
women (18- 30 years). Results indicate that questionnaire
Items were positive with an overall mean score of 4.88 (%
of mean = 97.6%). The majority of respondents agreed to
with 11 T-shirts.

Keywords: Ethical fashion, sustainability,
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I. INTRODUCTION

Nowadays, one can observe that there is a global growth
of people’s concerns regarding the environment. Individuals
recognize the need to act differently in a world that suffers
from the overconsumption of the human beings [1].
Consumers are increasingly becoming aware that their
consumption is integral part of the global political and
economic system [2]. It is important for companies to take
notice of shifting consumer behavior, which often derives
from ethical concerns [3].

Fashion industry has been subject to pivotal trends over
the last two to three decades. The industry has evolved into a
complex, fragmented, global system which at its very core is
based on the notion of continual consumption of the ‘new’ and
the discard of the ‘old’. The emergence of the ‘fast fashion’
business model has increased the introduction of trends
leading to premature product replacement and fashion
obsolescence. It also has major negative environmental and
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social impacts, particularly on those at the bottom of the
supply chain. [4]&[5]

The fashion industry has been increasingly under the
spotlight as a significant contributor to global environmental
and social issues. Life-cycle assessment is a standard tool used
to investigate the environmental impacts of all stages of a
product’s life [6] from raw materials through to design,
manufacture, packaging, logistics, consumer use and post-use
disposal. [7]

The ever-increasing temptation of cheap and fashionable
clothing creates a deep contradiction between consumers’
concerns for sustainability and their purchase behavior in the
clothing industry. [8] A socially conscious consumer considers
his or her purchasing consequences to achieve social change
and take into account sustainability arguments. Consumers
that predominantly consider product information in relation to
environmental sustainable action are therefore identified as
being strongly motivated by environmental values. [9]

Consumers must taking into account environmental and
social sustainable values. Ethical consumers are more likely to
judge organizations in assessing their ethical preferences
before purchase. [10]

1.1 Ethical Fashion Definition

According to Joergens [11] ethical fashion is defined as
“fashionable clothes that incorporate fair trade principles with
sweatshop free labour conditions while not harming the
environment or workers by using biodegradable and organic
cotton”. Ethical fashion may be also understood as “fashion
with conscience”.

Another definition is provided by the Ethical Fashion
Forum: “ethical fashion represents an approach to the design,
sourcing and manufacture of clothing which maximizes
benefits to people and communities while minimizing impact
on the environment” [12].

Ethical fashion refers to clothing that is designed for long
lifetime use that is produced in an ethical production system,
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perhaps even locally, causing little or no environmental impact
and making use of eco-labeled or recycled materials. [13]

1.2 Ethical Consumer

The ethical consumer has been defined as someone who
“considers environmental issues, animal issues and ethical
issues, including oppressive regimes and armaments, when
shopping” [14]. Consumer behaviour could be described as
fickle and very unpredictable. In preference to the term ethical
consumer, it has been suggested that consumer social
responsibility is used, which can be defined as the deliberate
choice to make certain consumption choices based on personal
and ethical beliefs [15]. Carrigan and Attalla [16] believe that
the consumer importance of self continues to emerge, where if
unethical behaviour affected them personally, they may care
more.

1.2.1 Ethical Awareness and Knowledge

An underlying argument within the debate of ethical
awareness levels is the idea of consumers having enough
knowledge (or not) in order to make a well-informed decision.
[15] A fully informed consumer is unattainable; it is also
thought that growing levels of ethical awareness is due to
academic interest, increased media levels and a greater choice
of ethical products. [17]

Niinimaki [18] believes that there is a direct correlation
between the quantity of information provided and more well-
informed, educated decisions being made. It has been proven
that it is easier to educate consumers outside of a store
situation and have in-store advertisement as a confirmation of
knowledge.

With the rise of consumer awareness, ethical
consumerism is becoming a significant driving force in the
clothing industry. Many clothing brands are becoming
sensitive to the ethical issues relevant to the clothing industry
and employing media strategies to put out their stand on these
issues. [19]

1.2.2 Ethical Purchasing Behavior

The decision to buy an ethical brand over a conventional
alternative is influenced by a number of factors including;
brand awareness, the importance of other product criteria, the
extent to which buying and ethical product implies an
inconvenience or product compromise, if at all, and of course
price. [20]

James [15] mentioned that the most important purchasing
criteria is price, value, quality and brand familiarity. The fact
that ethical is not one of the purchasing priorities indicates that
consumers will look for all or some of these factors in a
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product before ethics is even considered. In addition to socio-
economic positioning, it is thought that culture also plays a
role within the purchasing hierarchy.

Ethical purchasing is often related to the trade off or
compromise of factors such as price, style of choice in order to
be able to purchase ethical goods. The term flexibility has
been applied to ethical purchasing, as the need for balancing
ethical ethics and values with the practicality of everyday life
is needed. [21]

Pollari [8] indicates the Factors influencing purchase
behavior of ethical fashion, as follows: Beliefs about
sweatshop and environmental issues, Attitude towards buying
ethical fashion, and Intention of buying ethical fashion.

Il. MATERIALS AND METHOD

In order to demonstrate the applied part of this research, a
review of the previous literature is done. First of all, the
attention is placed on a brief understanding of ethical fashion,
and consumers’ awareness and behavior when purchasing
garments.

2.1 Creating and Implementing Printing Designs

Paulins & Hillery [22] indicate that Consumers’
knowledge about products and their relative ethical impacts
are major factors that contribute to ethical consumerism. So
the present research seeks to improve the consumer’s
knowledge about ethical values by creating printing designs
which reflect the ethical fashion values and concepts, such as:
ethical fashion and sustainable fashion, environmentally
friendly fabrics and organic cotton, clothing consumption,
sweatshops, how to shop ethically, and how to build ethical
closet and wardrobe. The printing designs are suitable to print
on T-shirts for women in the age group (18-30 years). Adobe
illustrator cc 2019 software program was used to help in
drawing and coloring the designs.

The researcher used the style of additive visual elements,
illustrations, symbols, and meanings, which were truly helped
in defining the ethical fashion values. The researcher followed
the six laws of perceptual organization particularly useful in
creating printing designs-similarity, proximity, continuation,
figure-ground relationships, closure, and assimilation. These
have been shown to have a significant relationship with
consumer responses, including positive affect, perceptions of
quality, recognition, and consensus in meaning. The more
literal an illustrative design is, the less work a potential
consumer needs to do to interpret. Color can be an effective
means of creating and sustaining design and corporate images
in consumers’ minds. So the researcher used the natural
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dimensions of color: hue, saturation, and brightness to make
the designs more attractive to the consumers.

Digital printing (Dry thermal transfer method) was used to
print creating designs on T-shirts which are suitable for
women in the age group (18-30 years). Printing was done first
by printing on the paper using special printing ink containing a
sublimable disperse dye at high concentrations. Okidata Pro
920WT Transfer Printer was used to print the creating designs
on customized transfer paper. Then placing the printed paper
on the T-shirt and pressing them under heat to sublime the
sublimable dye and condense it onto the T-shirt.

The researcher deliberated to buy T-shirts made of
organic blend cotton and sustainable cotton to emphasize the
ethical values for the consumers who see the organic blend
cotton tag on the T-shirts.

2.2 Constructing and Investigating of the Research Tool

To investigate the research aim, a questionnaire was
designed and constructed (Appendix 1). The sample of the
questionnaire will be composed by Saudi women between 18
and 30 years. The respondents are chosen first of all because
they will represent the consumer of tomorrow. Young people
are also more interested in fashion and more educated than
older ones. According to the International Institute of
Sustainable Development, the most responsive age group is
young adults who are often influenced by their children and
women who tend to make purchasing decisions on behalf of
men. [23]

The questionnaire consisted of closed items which helped
in avoiding respondent fatigue and also improves the response
rate. Respondents were asked to rate the degree of their
agreement. A five-point Likert-scale was used, in which “1”
represented “strongly disagree” and “5” represented “strongly
agree”. Prior to conducting the final research, a pre-test was
conducted to assess the clarity of the questionnaire and its
suitability to the consumers. According to Churchill and
lacobucci [24] a pre-test is used to determine the clarity of
items, the format of the survey as well as the length and
instructions required for the overall questionnaire. Before
starting with the actual data collection, a pre-test of the
developed questionnaire was distributed among seven test
respondents. To keep the conditions of the pilot study similar
to the main research and to get a close match to the desired
sample, the chosen respondents were Saudi women in the age
group (18-30 years). The purpose of conducting a pre-test was
two-fold. First was to ensure the reliability and the validity of
the questionnaire and second, that the respondents were able
to comprehend and answer the questions as expected and
intended.
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The respondents found the survey lengthy. Thus, some of
the items were removed and the items were chosen as such
their removal would not affect the results of the survey. The
items of the questionnaire become 11 after removing some
items. The time required by the respondents to fill out the
survey was also measured which turned out to be
approximately 5-9 minutes. Necessary changes and
corrections in the questionnaire were performed based on the
comments from the respondents of the pre-test and the
questionnaire was made ready for distribution.

I11. RESULTS AND DISCUSSION
3.1 Presentation of Printing Designs

The research sixteen printing designs were created to
carry various ethical values. The designs were presented with
clarifying of each design ethical value as follows:
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Figure 3: Third printing Design
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Figure 7: Seventh printing Design
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Figure 10: Tenth printing Design
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Figure 11: Eleventh printing Design
Value: Ethical Purchasing

© 2017-2020 IRJIET All Rights Reserved

" dress.

www.irjiet.com

ISSN (online): 2581-3048

Volume 4, Issue 7, pp 40-52, July-2020
https://doi.org/10.47001/IRJIET/2020.407007

WS Ag
Y

4y,
%,

Sweatshop
Sweatshop refers (o an employer who exploits workers “by means of
low wages, excessive working hours, under-age employees, or other
exploitative practices, frequently bul not exclusively in developing

economies where labor laws and worker's rights can be less
rigorous”. The low pay, long hours, poor working conditions and
child labor are (e most commonly recognized characleristics of a
swealshop.
long hours, poor working conditions and child
[abor are the most commonly recognized
characteristics of a swealshop

Figure 12: Twelfth printing Design
Value: Sweatshops Impacts
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Figure 13: Thirteenth printing Design
Value: Ethical Labor

Figure 14: Fourteenth printing Design
Value: Organic Cotton
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- SYSTAINABLE FUSHON

Sustainable fashion aims to produce
garments using fabries that are sourced
sustainably, produced within an ethical
process and will last longer thanks to
a ligher quality. The entire cycle of a
garment from ifs design to potencial uses
and lifespan is considered in order for it
lo be classified as sustainable fashion.

Figure 15: Fifteenth printing Design Figure 17:

First printing T-shirt
Value: Sustainable Fashion Organic Cotton
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Like Polyester, Spandex,
Nylon, Rayon,etc, are
NON-BIODEGRADABLE
It takes 20-200 years (o
decompose

Figure 16: Sixteenth printing Design
Value: Synthetic Fabrics Impacts

Eleven printing designs with different ethical values were
chosen to print on organic blend cotton and sustainable cotton

T-shirts by using dry thermal transfer printing method as Figure 18: Second printing T-shirt
follows:
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Figure 19: Third printing T-shirt Figure 21: Fifth printing T-shirt
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Figure 20: Fourth printing T-shirt Figure 22: Sixth printing T-shirt
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Figure 23: Seventh printing T-shirt Figure 25: Ninth printing T-shirt
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Figure 24: Eighth printing T-shirt Figure 26: Tenth printing T-shirt
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Figure 27: Eleventh printing T-shirt
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Figure 28: Sustainable cotton and organic blended cotton tags

The collection of qualitative and quantitative data was
done through in-depth Interview. This method is chosen in
order to get deep insight from respondent, ensure all the
questions had been answered. The respondents were thirty one
Saudi women between 18 and 30 years old. After collecting
the data, it has been analyzed by IBM SPSS Statistics 25. As
the first analysis, the basic features of the data have been
described with the descriptive statistics to provide simple
summaries about respondents. After the quantitative data
collection process had been completed, data analysis began.

The average rate of consumers’ opinions in achieving the
questionnaire items was calculated, as shown in table (1):

Table 1: Means and percentage of mean and responses for questionnaire items

T-shirt 2

4.94

4.71

4.96

99.2
%

T-shirt 3

3.97

4.29

3.81

4.65

4.94

4.35

4.94

4.54

90.8
%

T-shirt 4

4.95

99%

T-shirt5

4.35

4.74

4.94

4.84

4.94

4.48

4.9

4.77

95.4
%
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T-shirt 6

4.96

99.2
%

overall
~ © o 9 s
= = E = =
,_‘? : : ; ; Mean %
5 5 5 4.29 5 4.84 96.8

5 4.94 5 49 4.94 4.85 97

5 4.83 5 4.97 5 4.88 97.6

5 5 5 5 5 4.93 98.6

4.94 3.97 4.29 5 4.97 4.61 92.2

5 5 5 5 5 4.99 99.8
5 5 4.97 4.94 5 4.95 99
4.71 4.83 5 5 5 4.86 97.2
4.97 4.29 5 5 5 4.86 97.2
5 4.52 5 5 5 4.89 97.8
5 5 5 5 4.9 4.98 99.6

4.97 4.76 4.93 4.92 4.98 4.88 97.6

99.4 95.2 98.6 98.4 99.6
% % % % %
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According to table I, thell Items were positive with an
overall mean score of 4.88 (% of mean = 97.6%). The
majority of respondents agreed to with 11 T-shirts.

The first item with the highest level of satisfaction was
‘Buying ethical fashion is a good thing because it positively
affects society and environment.” This had the highest mean
score (M = 4.99and 99.8%). The second highest rated item
was ‘After understanding the ethical values that the printing
design carry, | believe that by purchasing an item of ethical
clothing, | could make a difference to the fashion negative
impacts on society and environment.”. This also had the
highest mean score (M = 4.98 and 99.6). The third highest
rated item was ‘After understanding the ethical values that the
T-shirt carry, Next time when | buy clothes, | will rather buy
the ethically produced option.’ This also had the highest mean
score (M = 4.95 and 99%). The fourth highest rated item was
‘The materials used which generally clearly stated on the T-
shirt tag confirmed me that the using of organic and
sustainable fabrics reduces negative impacts on environment’.
This also had the highest mean score (M = 4.93 and 98.6%).
The fifth highest rated item was °Ethical issues that the
printing design carry, improved my awareness toward the
ethical fashion’. This also had the highest mean score (M =
4.89 and 97.8%). The sixth highest rated item was ‘I believe
that the printing design succeeded in informing me about
ethical issues in the fashion manufacturing’. This also had the
highest mean score (M = 4.88 and 97.6%). The seventh
highest rated item was ‘The printing design elements
(symbols, colours, and Explanatory statements) helped me in
understanding the ethical fashion values’. This also had the
highest mean score (M = 4.86 and 97.2%). The eighth highest
rated item ‘The printing design helped in creating a favorable
attitude towards ethical clothing’. This also had the highest
mean score (M = 4.86 and 97.2%). The ninth highest rated
item was ‘I believe that the printing design is a message which
encourages anyone to buy ethical fashion’. This also had the
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highest mean score (M = 4.85 and 97%). The tenth highest
rated item was ‘The ethical value in the printing design helped
me to understand more about ethical fashion’. This also had
the highest mean score (M = 4.84 and 96.8%). The eleventh
highest rated item was ‘I believe that | am informed about
environmental and social issues through the ethical values that
the printing design carry’. This also had the highest mean
score (M =4.61 and 92.2%).

The majority of respondents agreed to with 11 designs, as
shown in Fig. (29)

ITEM11
ITEM10
ITEMS
ITEMS
ITEM7
ITEM6
ITEMS
ITEM4
ITEM3

QUESTIONNAIRE ITEMS

ITEM2
ITEM1

PERCENTAGE

Figure 29: percentage of mean and respondents’ interaction with
questionnaire Items

Using one-way ANOVA, the F statistic test whether the
T-shirts are all equal, that there are differences among the
means of the 11 T-shirts. A significant F value indicates that
there are differences in the means, but it does not tell us where
those differences are, by using LSD TEST we can find which
T-shirts are differences.

ANOVAs were used to determine if statistically
significant differences existed among 11 T-shirts for 31
respondents. There were statistically significant differences
based on sum of all questions between 11 T-shirts for 31
respondents.

Table 2: Analysis of variance (ANOVA)

2 c
'_
1 31 48.93
2 31 49.62
3 31 45.40
4 31 49.52
5 31 47.70
6 31 49.56
7 31 49.65
8 31 47.61
9 31 49.32
10 31 49.18
11 31 49.82
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Std. Deviation

1.542
0.871
4.706
1.567
2.702
1.447
0.868
3.551
2.133
2.109
0.334
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Table (2) shows the descriptive statistics of all T-shirts for
all respondents. For "T-shirt 11" has the highest mean of 49.82
(=99.6%). Subsequently, it followed by T-shirt 7 and T-shirt 6.

However, T-shirt 3 has the lowest mean which 45.40
(=90.8%).

As shown in Table 2, F= 5.916; p= 0.000. The differences
according to respondents regarding the reading frequency of
and the importance assign to various design. It was found that
there is a statistical significance which confirms the research
aim ‘creating printing designs which reflect the ethical fashion
values and concepts on proper T-shirts for women, which
improve the consumers’ awareness and change his purchasing
behavior to be more ethically’ is achieved.

IV. CONCLUSION

This research provided an overview for ethics in the
fashion. It was grounded on environmental and social ethics
and value discussion in it. As Niinimdki [18] argued “Products
have to offer those values that are important to consumers”.
Ethical consumerism and corporate social and environmental
responsibility will play significant roles in achieving an ethical
fashion. The ethical issues raised surrounding the fashion
industry have drawn intensive public interest among
consumers. The relationship between consumers’ awareness
and purchasing behavior has been proved to be the most
important aspect of developing ethical fashion.

According to data analysis, the questionnaire Items were
positive with an overall mean score of 4.88 (% of mean =
97.6%). The majority of respondents agreed to with 11 T-
shirts. "T-shirt 11" has the highest mean of 49.82 (=99.6%).
Subsequently, it followed by T-shirt 7 and T-shirt 6. However,
T-shirt 3 has the lowest mean which was 45.40 (=90.8%).

By using Statistical analysis of respondent’s opinions, it
was found that there are differences of statistical significances
which confirms that the research aim “creating printing
designs which reflect the ethical fashion values and concepts
on proper T-shirts for women, improve the consumers’
awareness and change his purchasing behavior to be more
ethically” is achieved.
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No

Items

Design (...... )

Strongly

agree

5
Disagree
4
Uncertain
3

2
Strongly
agree
1

The ethical value in the printing design helped me to understand
more about ethical fashion.

I believe that the printing design is a message which encourages
anyone to buy ethical fashion.

I believe that the printing design succeeded in informing me about
ethical issues in the fashion manufacturing.

The materials used which generally clearly stated on the T-shirt tag
confirmed me that the using of organic and sustainable fabrics
reduce negative impacts on environment.

| believe that | am informed about environmental and social issues
through the ethical values that the printing design carry.

Buying ethical fashion is a good thing because it positively affects
society and environment.

After understanding the ethical values that the T-shirt carry, Next
time when | buy clothes, I will rather buy the ethically produced
option.

The printing design elements (symbols, colours, and Explanatory
statements) helped me in understandingthe ethical fashion values.

The printing design helped in creating a favourable attitude towards
ethical clothing.

10

Ethical issues that the printing design carry, improved my
awareness toward the ethical fashion.

11

After understanding the ethical values that the printing design
carry, | believe that by purchasing an item of ethical clothing, |
could make a difference to the fashion negative impacts on society
and environment.
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