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ABSTRACT

This study explores the increasingly prevalent practice of “bracketing” in the online fashion market from the
perspective of consumer ethics. Bracketing refers to purchasing multiple versions of the same item, such as different
sizes or colors, with the intention of returning some or all of them. This research investigates how consumers’ ethical
1deologies —specifically 1dealism and relativism —affect their intention to engage in bracketing, with perceived moral
intensity (perceived magnitude of consequences and perceived social consensus) tested as parallel mediators. We
conducted a survey of consumers in their twenties and analyzed the data using parallel mediation analysis (PROCESS
Model 4). The results indicate that idealism significantly reduces bracketing intention by increasing perceptions of
negative consequences, whereas perceived social consensus does not mediate this relationship. Relativism shows
neither direct nor indirect effects on bracketing intention, although it positively predicts perceived social consensus.
These findings suggest that idealism deters bracketing only when consumers recognize the behavior as ethically
problematic because of its negative outcomes. In contrast, social norms exert limited influence, implying that
consumers’ ethical decisions in this context are driven more by consequence-based judgments than by normative
considerations.

Key words: bracketing(E. 27| §), ethical ideologies(%=. 5 2 8}, idealism(®] 5= 2]), moral intensity(= 5 & 73 %),
relativism(At 5= 2])
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L
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(58. 5%) o7 FAEAH
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KR
11478 (55.6%) 2.2 7} &%y, gy &9 629

(302%), Wk Aet/E 249(108%),
¥ EY T8(34%) =& Ve

o3
< 1005+ & o]&t7t 1187 (57.6%) o2 FH¥k2 A}

AsArh el 4% o]& WEE 9 18 664
(32.2%), 3Ll 1~23] 6398 (30.7%)°] =< H|
{Table 1> Demographic Characteristics of the Participants
(N=205)
Variable Category n Percentage (%)
85 41.5
Gender Female 120 58.5
High school graduate .
7 34
In undergraduate program 114 556
Educational Background Undergraduate Degree 62 ,30'2
In or graduated from post graduate o4 108
program
Less than 500,000 KRW 49 23.9
Up to 1,000,000 KRW 69 33.7
Average Monthly Income Up to 2,000,000 KRW 37 18
Up to 3,000,000 KRW 27 13.2
Once a year 8 3.9
Once every 6 months 32 15.6
. . 1 -2 times every 3 months 63 30.7
Frequency of Online Shopping Once a month 66 329
Once a week 29 14.1
2 times a week or more 7 3.4
Less than 100,000 KRW 69 33.7
100,000 - 200,000 KRW 77 37.6
Monthly Fashion Item Spending 200,000 - 300,000 KRW 34 16.6
300,000 - 400,000 KRW 13 6.3
More than 400,000 KRW 12 59
Experience of Returning Products 122 59.5
Within the Past Year 83 40.5
Total 205 100

Note, KRW = Korean Won. Percentages may not total 100 due to rounding.



av)zpe] o) gFe|st e

o7t BEAY Fel vAE= FF

BT 49F A4 ool AFL 107~
 778(37.6%), 108F & wRF 699 (33.7%)
209 2 olst B4E AASAR AT 1
oM WE A Y SHAE 1229(595%)
) ITH(Table 1 3H2).

[o & ofy
fu 2 do

1. 22 Mot ARE EY

SAZTY gAY 284S gdstr fsl
A QRN AT EAS HASAL &
AEA st 715l web (Hair, Black, Babin,
& Anderson, 2010), 891842 Varimax QXM]
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(Table 2> Results of Factor Analysis and Reliability Tests

vy A= ?*33}“2“1 o)F 3IAEA o
PROCESS macrogs &3 wi/las HAF 5 &
& B FYstdch oo w7 F# §7H 2
‘SH‘%} 8918 A= L‘jr%a" HadTE A&
sl 9 AEE TAEY A
2 PROCESS macroS & ?l e A% 5
F& BN FYstach A Q9083 AE
T EXNAFE (Table 2)ol AAstaATh
AT BA A3 Cronbach’s ax o]AF9
890, Zoh=e] 725, AEA e 936, F&| R
734, 2 Y AEAE 906, EEFL 738E B
T 70 o4E 58t AwrEoR 4sd Y
o] FA=FEAY. oo uwel Z FANES
-;SH]:L Qo] & ?_)\%—37‘:_ A=l o) RNe) ﬁ:]ﬂ.x%:":_g_ /ﬂ-%
ARZ FAHRLH, o]F 3IAEA
2 PROCESS macroS &3 “H7H§JJr A 5

T B4 FYHAT,

HayesQ] PROCESS macro(Model 4)Z o] &3}
93 Az(d8) R 94, AEE e 914)
<] tﬂ‘—ﬁ“ﬂﬂ%li'a% AZsdon, Ay 45
AR

9% EAESE EQdadn. E A7) AR

Dimension ltemns Factor | Eigen | Variance | Cronbach’s
Loading | Value (%) a
- You should never cause mental damage to others. 886
- Don’t do anything that could pose a danger to others, 868
even in the slightest.
- Always avoid things that can harm the dignity or 828
Ethical happiness of others,
Ideology: |- Do not deliberately harm others, even in the slightest. 779 4.406 16.944 0.890
Idealism - Never harm an innocent person. 744
- Whatever the benefits, actions that can harm others are 741
always wrong.
- There can never be a case where you have to sacrifice 583
the happiness of others.
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(Table 2> (Continued)

Dimension ltems Factor | Eigen | Variance | Cronbach’s
Loading | Value (%) a
- Whether a lie is good or bad depends on the situation. 686
In other words, there are no laws in lying.
- If you force everyone to follow the same moral 659
standards, it becomes very difficult for people to live in
harmony.
- Moral standards are personal norms that are the 624
. standard of behavior, so you cannot judge the behavior
Ethical
Ideology : of others pased o.n youlT own. m?ral standards. 2 686 10.331 0.725
Relativism - The question of ‘'what is ethical’ has no correct answer 608
because each person has different standards.
- Moral standards are very personal, and moral for one 577
person can be immoral for another.
- It is so complicated to think about everything in relation 566
to others all the time, that people should be able to
create their own code of conduct.
- Morality and rightness are two separate issues. 554
Moral
Intensity: |- If I do bracketing, most people will think it’s not right. 936
Social - If I do bracketing, most people would find it undesirable. 923 2737 | 10.527 0.936
Consensus | - If T do bracketing, most people would think it unethical. 909
(SC)
Moral - The impact of bracketing on companies is very minimal 857
Intensity: (R).
Magnitude |- The nfeggt{ve impact of bracketing on companies will be 798 2774 10,669 0.734
of Conse- very significant..
quences - Bracketing will cause substantial damage to retail 733
(MC) companies.
- You can return it after purchasing, so I will also order 926
fashion items that I am not sure if I will buy them for ’
Now.
- You can return it after purchasing it, so I will order 898
Bracketing several sizes and choose products that I am not sure of ’
Intention size 3.312 | 12.738 0.906
(BD) - You can return it after purchasing it, so I will choose a 836
few colors after ordering them for products that I am ’
not sure about colors. 833
- You can return it after purchase, so I will not order only ’
one product when I buy it.
-1 think some of the important achievements in life are 726
related to material possession.
-1 would be even happier if I could buy more products. 721
Materialism - ifg.nnk the stuff I have shows how well I am living in 718 9 479 9535 0.738
-1 triangulate that I would be happier if I had enough 662
room to own whatever I wanted.
- I tend to emphasize material things. 627
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{Table 3 Parallel Mediation Results of Moral Philosophy on Bracketing Intention via Moral Intensity
(PROCESS Model 4)
Outcome (model) Predictor (path) B SE t D
Magnitude of Consequences Idealism (al) 0.2231 0.0806 2.7685 0.0062
(MC) Relativism (al) -0.0001 0.0984 -0.0014 0.9989
) Idealism (a2) -0.0906 0.0419 -2.1612 0.032
Social Consensus (SC) —
Relativism (a2) 0.8664 0.0512 16.9338 <.001
Magnitude of Consequences (bl) -0.1884 0.0809 -2.3289 0.021
i ) Social Consensus (b2) -0.0723 0.1556 -0.4648 0.6426
Bracketing Intention (BI) - ; p
Idealism (direct effect, ¢ ") -0.0582 0.0912 -0.6386 0.5239
Relativism (direct effect, ¢ ") 0.0371 0.1728 0.2145 0.8304
) ) Idealism (total effect, c¢) -0.0937 0.0894 -1.0487 0.2957
Bracketing Intention (BI) —
Relativism (total effect, c¢) -0.0256 0.1091 -0.2342 0.8151

67 —
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{Table 3> (Continued)
B: Bootstrapped indirect effects (5,000 samples: 95% CI)

X Indirect path Effect BootSE BootLLCI BootULCI
Total indirect effect -0.0355 0.0296 -0.1013 0.0155
Idealism Idealism -» MC -» BI -0.042 0.0257 -0.1019 -0.0023
Idealism -» SC -) BI 0.0065 0.0163 -0.0266 0.0426
Total indirect effect -0.0626 0.1431 -0.3453 0.2187
Relativism Relativism -» MC -> BI 0 0.0227 -0.0478 0.0469
Relativism -» SC -)» BI -0.0626 0.1427 -0.3393 0.2136

Note. N=191. Parallel mediation was tested using PROCESS Model 4. Magnitude of consequences and social consensus
relativism) and bracketing intention. The
alternative moral philosophy dimension, materialism, and sex were included as covariates. Indirect effects were
estimated using 5,000 bootstrap samples: confidence intervals that do not include zero indicate significant indirect

were entered as parallel mediators between moral philosophy (idealism:

effects.
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{Table 4> Summary of Hypothesis Testing Results

a5 2ok 9 A A%

VgFIE el FE A4S
A 3(B=02231, p=.0062), 3]

Hypotheses Test Results
Hla: Idealism will have an indirect effect on bracketing intention through perceived Supported
magnitude of consequences (a dimension of moral intensity). (Significant
(Idealism — Magnitude of Consequences — Bracketing Intention) IIndirect Effect)
H1b: Idealism will have an indirect effect on bracketing intention through perceived Rejected
social consensus (a dimension of moral intensity). (Indirect effect not
(Idealism — Perceived Social Consensus — Bracketing Intention) significant)
HZ2a: Relativism will have an indirect effect on bracketing intention through perceived Rejected
magnitude of consequences (a dimension of moral intensity) (the a path not
(Relativism — Magnitude of Consequences — Bracketing Intention) significant)
H2b: Relativism will have an indirect effect on bracketing intention through perceived Rejected
social consensus (a dimension of moral intensity). (indirect effect not
(Relativism — Perceived Social Consensus— Bracketing Intention) significant)
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