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A Study on the Structural Relationships among Selection Attributes, Satisfaction, and Loyalty
of Green Tea Consumers: The Moderating Effect of Involvement
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Abstract

The purpose of this study was to analyze the structural relationships among selection attributes, satisfaction, and loyalty of green tea
consumers, including their moderating effect of involvement. Questionnaires were administered to residents of Seoul and Gyeonggi-do
province, who were 20 years old and older and who had purchased green tea. A total of 700 questionnaires were distributed, and 658 were
finally used in the analysis. SPSS 15.0 and LISREL 8.80 were used for the analysis. Selection attributes had a significant effect on satisfaction,
and statistical significance was observed with regard to factors such as marketing, production, sensory evaluation, and brand. No significant
direct effect was observed between selection attributes and loyalty. Additionally, satisfaction had a significant effect on loyalty. The marketing
factor had a negative effect on satisfaction in both the low- and high-involvement groups. The brand factor had a positive effect on
satisfaction in the low involvement group, suggesting that developing and promoting a popular brand is essential. Sensory and utility factors

had a positive effect on satisfaction in the high involvement group.
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Fig. 1. Conceptual framework
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Table 1, Characteristic profile of the respondents (N=658)

1, ZAF CHARIS] s Y

SebAte] e Aol 1619(24.5%), ©I4do] 495H
(75.5%) 02 o}ide] Hlgo] E}on, AFE 30t 228%
(34.8%), 20T 213%8(32.5%), 40T 184™(28.0%) o2 }E}
Utk FYge F1 1857(28.20), 3 184'H(28.000), ALY
/BEho] 1597 (24.2%) OB ERgTE 7]Eo] 42219
(64.4%) 0.2 7]&A}e] HEo] =gron FJEHe fFguZEol
473%4(72.2%), 58w E0] 100%(15.3%), H3HYZE o]4to]
729(11.0%) o2 YRtk 7Hle] E9d A5 2008t
A wlgko] 1497(23.5%), 3015+ ~4007HA0] 14678 (23.0%),
2019F ~3007Fdo]  1187H(18.6%), 501k o|xfo] 1174
(18.4%) 4019+ ~5009Fdo] 10578(16.5%) <o & el
(Table 1),

2. 2oi=of wE =} AH[REY ZEE

Variables Frequency (%) Variables Frequency (%)
Gender Mate 161243) Marital Status Single 233(35.6)
Female 495(75.5) Married 422(64.4)
20-29 213(32.5) Below high school graduate 10(1.5)
30-39 228(34.8) ) . High school graduate 100(15.3)
Age Education Level o
40-49 184(28.0) University graduate 473(72.2)
More than 50 31(4.7) Graduate school 72(11.0)
Student 184(28.0) Up to 200 149(23.5)
White-collar worker 159(24.2) Monthly 201~300 118(18.6)
Occupation Professional 70(10.7) Income 301~400 146(23.0)
Own business 31(4.7) (unit
Housewife 185(28.2) 10.000won) 401~500 105(16.5)
Etc. 27(4.1) More than 501 117(18.4)
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Table 2, Factor analysis of involvement

Involvements Factlor Eigen Varignce Crlonbac Mean’
loading  value explained h's a

Factor 1: Value 6.72 4478 097 272
Useful 0.84 285
Valuable 0.82 261
Exciting 0.81 2.76
Need 0.80 287
Pleasure 0.79 2.67
Significant 0.79 257
Meaning 0.78 257
Concern 0.77 279
Want 0.69 276
Factor 2: Relation 5.25 35.03 0.95 245
Matter 0.33 244
Relation 0.39 240
Part of everyday life 0.50 248
Essential 0.49 240
Express my social level  0.37 237
Interesting 0.50 258

Total varience extracted =79.81%, KMO = 0.960
Bartlett's test of sphericity X'= 11680.28(clf=105, p<0.001)

a: 1 = strongly disagree, 5

= strongly agree
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Table 3, Cluster analysis of involvement

Low High
Involvement involvement involvement Mean t—value
(n=310) (n=341)
Value 201 336 2.72 076,144+
K-means
Relation 171 3.12 2.45 1133 688
#*1¢0.001

=2p 0 Akl AdEE Ao 3 EFA 8 Q1A (EFA:
Exploratory Factor Analysis)& AAISFTE 32709 ¥ <l
st qolBAAn HEHoZ =] 2l
of yehyton, F AW EL 61.37%2 UERT 891%
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Table 4, EFA for the selection attributes of green tea

Table 5, Overall CFA for the modified measurement

. ) Factor Eigen Varience Cronbac a ) Standardize 5
Selection attributes ) . , Mean Variables ) t+value R
loading value explained h's a d estimate
Factor 1: Marketing 483 16.65 0.88 3.00 Design 0.87 2621 0.76
Design 0.83 292 Packaging 091 28.13 0.83
Packaging 0.78 298 Advertising image 0.75 21.23 0.50
Advertising image 0.73 3.09 Sanitation of manufacturing facility 0.84 2451 0.70
Event 0.69 3.06 Safety 0.80 2297 0.64
Advertising copy 0.62 3.04 Producing region 0.76 2151 0.58
Recommendation of 061 289 Country of origin 0.75 21.03 0.56
salesperson ‘ ‘ Harmony with dessert 0.61 15.86 0.37
Be awarded 0.60 291 Aroma 0.88 26,01 0.77
Shop 0.57 3.15 Color 0.69 18.47 0.47
Factor 2: Production 479 1651 0.90 3.66 Taste 0.75 20.69 0.56
Time of the reap 0.78 3.24 Convenience of drink 0.62 15.60 0.38
Samtat}on ('>f o 074 402 Price 0.60 15.11 0.36
manufacturing facility Health benefit 0.78 20.98 0.61
Safety 0.73 4.08 Volume 0.65 16.54 0.42
Processing(steamed, 073 320 Manufacturing company 0.86 2495 0.74
roasted) ' ' Brand 0.65 17.06 0.42
Producing region 0.73 3.66 Corporation image 0.85 24.45 0.72
Country of origin 0.69 3.99 Right decision 0.81 24.20 0.66
Production year 0.64 3.83 Wise decision 0.89 27.83 0.79
Production method 059 32 Overall satisfaction 0.85 26.13 0.73
(handmade, machine work) ) ) Pleasurableness 0.80 2371 0.64
Factor 3: Sensory 343 11.82 83 3.58 Recommendation intention 0.81 2417 0.66
Harmony with dessert 0.72 3.39 Intention of positively speak 0.89 27.96 0.80
Favor of family 0.70 3.39 Repeat purchase 0.85 2595 0.73
Aroma 0.64 3.79 Loyal consumer 0.79 2292 0.62
Lingering taste 057 3.49 X *=115034, d=278, GFI=0.88,
Color 0.56 3.36 Goodness-of-fit indices AGFI=0.84, CFI=0.96, NFI=095,
Taste 0.55 4,01 RMSEA=0.071, RMR=0.043
Factor 4: Utility 2.40 8.27 77 3.66
e s 890 e AUE A5Ee] AVACE WEY WP FE
Health benefit 0.59 3.85 J = Aom Yelyon BE AREA ¢-valueZ} 9
Volume 0.51 337 =z 1965 zIbatgnt
Factor 5: Brand 2.36 8.12 83 343 BTG AS AZs olsl ACel =lch N
Manufacturing company 071 348 FHENIAS AFs] A8l A=l sd FAVNE =l
Brand 0.67 3.47 gt dEAS Z=AS Frkshr] Y&+ F=(CR
Corporation image 0.61 335 Construct  Reliability)?} ~ HTEAFFEA]S=(AVE:  Average
Total varience extracted =61.37%, KMO = 0915

Bartlett's test of sphericity X'= 10166,25(c<406, p¢0.001)

a: 1 = strongly disagree, 5 = strongly agree

7 7 el AT BFeAte] AES FaA

ojFojAl =l adHAFe] TAHLE 9%

FlA0196) IFEFHe] FuEddy & &

(Anderson JC9} Gerbing DW 1988), Mei&Ad whE 24

AFAFxeHRtHA A27A A2E Q01D

A AL K

%]\

B

Variance Extracted)& AFFATE /1@ =E CRY0.70 ©]
W Asithal Bm(Hair JF 5 2000), & 7-elA=
070V A2 AFF Ao LTkt

PaEFEArs AN g At AHE
J Eikel 3712 Yehd Ao®  AVE)0.500] Hojof Al
w7t e AeR Eri(Formell C9F Larcker DF 1981).
A3 LA Q0N 0442 7)Fo F E mAE Ao
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Table 6, Overall CFA for the modified measurement model

9l

3 89

n
kol

Initial Final
number of  number of
variables variables

Factors Final variable

X af  GFl  AGFI CFl  NFI RMSEA RMR CR AVE

SAl-Design
Marketing 8 3 SA2-Packaging

SA3-Advertising image

00 - 100 - - - - - 088 072

SA10-Sanitation of manufacturing facility

SA11-Safety
SA13-Producing region

Production 8 4

SA14-Country of origin
SA17-Harmony with dessert
SA19-Aroma

SA21-Color

SA22-Taste
SA23-Convenience of drink
SA24-Price

SA25-Health benefit
SA26-Volume
SA27-Manufacturing company
SA28-Brand
SA29-Corporation image

Sensory 6 4

Utility 4 4

Brand 3 3

3893 2 097 08 097 097 017 0029 087 0062

3277 2 097 087 097 097 016 0032 082 054

1621 2 099 094 098 098 011 0022 076 044

00 - 100 - - - - - 083 063

ST1-Right decision
ST2-Wise decision
ST3-Overall satisfaction

Satisfaction 4 4

ST4-Pleasurableness

5066 2 096 080 097 097 020 0014 09 070

LT1-Recommendation intention

LT2-Intention of positively speak

Loyalty 4 4 P v op
LT3-Repeat purchase

LT4-Loyal consumer

547 2 100 098 100 100 005 0006 09 070

, O Q0lEe BT 050 oldew Uyt

RS B3 9dA Ade AdlEe 3E
S nHAR Rl s, AAkaglelA 47, FsallelA 2
N AASG. BT SAHRge] Hw A x =1150.34,
d=278, p=0.000, GFI=0.88, AGFI=0.84, CFI=0.96, NFI=0.95,
RMSEA=0.071, RMR=0.043 ©& Zulz<] ngo] #Hgr=
S FFEOR YT

4, AT 2

AFRFoN AT Hx Avlgel ALY Bl
y £ QgAel e e 4
TN ARAFY (G01960% 7Hde] AY

ARt

7P 18] SAb 2] dE&Ada v dAE S
3 Ay viAE Qe HAZAG -0.18, value=-3.512 F()
of FFHAE Q= Ao YEtow, e (BRASF 0.20,
tvalue=3.04), BA=(HZAS 0.14, tvalue=2.56), FAkQ2l
(BEAF 0.16, rvalue=2,50) T2 A+ FFHA7} =
A et 7P Ag =i

7P 291 =Ab Anjake] A

1
e A3 Y, A, B, 284, BlE adds ¥

Table 7, Test for metric invariance

2

Models X of Ax? Adf p—value CFI RMSEA

Nonrestricted model 115034 278 - 096 0071

Full metric invariance 126541 302 115.07 24 p<0.001 096 0.072
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Fig. 2. Results of testing hypothetical model

Note: Path coefficient(£value)  x °=1150.34, df=278, p=0.000, GFI=0.88,
AGFI=0,84, CFI=0,96, NFI=0.95, RMSEA=0,071, RMR=0,043

el BE Fak A& 89lo] SEet frofsh Jekd
AZF deptA] grol e 71ZtEglon, B dddTE
Are} o] wEE wiAR g HEN} gl o=
EFdth(Jeon KC 5 2003, Kim YS 5 2007, Oh JH¥} Ko HS
2009).

7Hd 380 ZAb avjRe] v AR #AE ASE
ARZAF FHE 093, rvalue=18.6602 o] AHYPITEL
Zol A QdFAA e AR YEREOM(lee YK
5 2001, Yoon Y¥} Uysal M 2005, Yi YJ9} Lee CL 2007,
Carpenter JM 2008, Deng Z 2010, Kim YG 5 2010), 7}
2 A=A

Fojo] me =3} A&y wEo] FAR wXE

= At A3l AddlEn=3103} 1L
FAPEn=34D 0= FHe}e] FRATZRAE A,
AFAete] ARE A=« °=829.63, df=278, p=0.000,

GFI=0.82, AGFI=0.77, CFI=0.95, NFI=0,93, RMSEA=0,082,

b2 Ex 2 9e s A A 27A A|2E(2011)
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Fig. 3. Results of testing hypothetical model for low

involvement group

Note: Path coefficient(#value) X’=829.63, df=278, p=0.000, GFI=0.82,
AGFI=0.77, CFI=0.95, NFI=0.93, RMSEA=0,082, RMR=0,051
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Fig. 4. Results of testing hypothetical model for high
involvement group

Note: Path coefficient(zvalue) X'=683.83, 278, p=0.000, GFI=0.86,
AGFI=0.83, CFI=0,96, NFI=0,94, RMSEA=0.067, RMR=0,044

RMR=0.0512 Uth} ZubHog Agso] st Zox
vetskon, udede] AYe Are ohet 2ol «
’=683.83, df=278, p=0.000, GFI=0.86, AGFI=0.83, CFI=0,96,
NFI=0.94, RMSEA=0.067, RMR=0.044 2 UEl} HAutzoz
AFEo] Aget Zo= vERith

7 419 =A} AnjApe] Fojwd
el BAE AST 2 vHA"adldA Aot
BEAF -0.23, tvalue=-3298, nFAHe H2A S
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