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Enhancing social awareness of biodegradable fishing gears
through technology marketing

Seong-Wook PARK, Hyeok-Jun KwON' and Seong-Kwae PARK'*

Fisheries System Engineering Division, National Fisheries Research Development Institute,
Busan 619-750, Korea
'Faculty of Marine Business & Economics, Pukyong National University, Busan 608-737, Korea

The main purpose of this study is to understand the marketing approaches and strategies that are used to
disseminating biodegradable fishing gears and distinguish the cognition and the non-cognition group's
attitudes on the product. We used a technology acceptance model for analyzing product attributes and its
impacts on fishers' purchase. The result of this research shows that 'perceived usefulness and easiness of use'
have positive effect on 'purchase intention,' and then give impacts on 'purchase intention' for the entire
respondents. For the cognitive respondents these factors have influence on 'attitude' but they do not affect
'purchase decision.' However, 'perceived usefulness and easiness of use' have much positive impact on
'purchase intention.' In the non-cognition group, the 'perceived intention' and 'company and country of
manufacturers' have direct positive effect on 'purchase intention' through 'attitude' and also 'on "purchase
intention.' This research provides some meaningful policy implications on further development and

technology marketing of biodegradable fishing gears.
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e 93l 3 AA AL EAE A SRy 3 EAE
ZAHAY A9 A7 e, SAEE, A, 2 AF= AR o9 8RS YE
B E 2Ea AYER Aotk AEEE Wl fel AAIFSE R EEHA e
= @A 2 Aol ARG o7t Ry TAM 22 (X4 84 9 &)l A&,
o] AR EAL Q7] wiZo thAdol A AYet AHlA, BHE Fof tigt BAY FIE ¢l
o AAEEE AR A A oA 2 1005 MNAA o7 A GEAYE YL =75}
(e = 505 wjzsto] 2AsEGl o, A o] TAM 9 A|&45:7d o] B == F 5-uff o] Abof] 1] ]
ool "ol A7 7] A delrdEEE & = ol tsto] dotRr] 9§ Fig 1.3} £
Fotol 2AFS A A5 Aty A4, 40 o] &3kt
AA| A= 20109 79 159 —2010 84 15 AR NEEA, AR A, 2y
A7bA] oF ot D7F WA AT F 45075 w2 2Pa FREAAS ARSI o] F 2R
stelon, sled dEAs BT goly AAE ZF2HA] (path analysis) & & H 4= Afo] 2]
Ao RARR des AT F L2187 BAE FEshs 2oty Ao Are A4
Ao AHg= it Aol olsto] R Ale AAISHA EHH, 3]
Ao A Thefekr] of B A Ao IHH A
oAt IS A ahebd 4= e Aol At
sefuiness A Zut 2 oE
eSS Attitude sS4 x 1=
of use SEXEH

Product attributes Purchase intention E]'kl\h:}' 10E = jq_ _4 OH 01 e A Xﬂ _4 ok 6%,

22U o] gRES qlok oo 2AE Y

Fig. 1. Empirical model. th. 3| 7tol g o] TR ActE gt AQbAol

Table 1. Characteristics of respondents
Category Frequency % Category Frequency %
Local Permit fisheries
Gangwon-do 99 235 coastal composite 128 30.4
Gyeoggi-do 97 5 3‘ 0 coastal gill net 126 29.9
Kyeongsangnam-do 3 73 coastal trap 65 15.4
Jeolla-do(buk-do, nam-do) 9% 738 coastal drift net 51 12.1
Chungcheong(buk-do, nam-do) 96 22.8 coastral stow net' 1 26
Vessel ton coastal surrounding net 6 1.4
1 longli .

less than 2ton 122 29.0 coasta ?ng .me 3 0.7
coastral jigging 1 0.2
more than 2ton — 4ton or less 124 29.5 offshore drift net 13 31
more than 4ton — 6ton or less 68 16.2 offshore gill net 7 1.7
more than 6ton — 8ton or less ;4 lzi offshore trap 6 14
more than 8ton — 10ton or less ; 8.5 offshore surround net 1 02
more than 10ton — 20ton or less ” 5'7 offshore jigging 1 0.2
more than 20ton ’ inland fisheries 2 0.4
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0% 7P B Ao ehton] o R4 o] 78 AXsK £atn Qi Aom it
Aekgurol 15%2 Lhebgth AekgAmT & ehwrh
e A ddEAge] g x5 R Table 32 AHFARGO]| o gt A afoltt. Y25
ek 2oy, SHEE 5L 2% e BE 4 o] 7Y BRI 9T /Y AAU ABOR
s =t 46.6%7t =& AE@on, 43.2%7t 57|12
AEHAY T Xl Rl T SHE  (FUSAAEE, TP 5o $F
Table 29} Ze}. A S % 43%7) ‘o4 9L sroch wAle) BEo] Bole] Az} oA A A
O 2 SHSIAT A GER A o] o njAs §F ALEE 2= E2oA 43%7t
A7V R AASHAT debton g0 oln AR S vAY 2 Sgsg o,
2 4% AGoR etk P e NS 27.9%7F B 9% 0 A = Sussi
Uehd Aol detER SRR 719%F A ARe) AAS o g BA WYe
Table 2. Cognition/non-cognition frequency
Category Cognition Non-cognition Total
Frequency 181 240 421
Total
o % 430 57.0 100
75 24 99
Gangwon-do 75.8 242 100
. 32 65 97
Gyeonggi-do 33.0 67.0 100
Kyeongsangnam-do 14 19 33
yeongsangnam- 424 57.6 100
27 69 96
Jeolla-do(buk-do, nam-do) 281 719 100
33 63 96
Chungcheong-do(buk-do, nam-do) 344 65.6 100
Table 3. Frequency of general questions
Category Frequency(%)
WhiCh is the most Government National Federation of Product or retail Korean biodegradable
reliable source to refer Fisheries Cooperatives company fishing gear association
to biodegradable
fishing gear? 182 (43.2) 196 (46.6) 28 (6.7) 15 (3.6)
The effect of the o effect little negative usual little positive offective
association activities on effect effect
rules and regulations 1(0.2) 29 (6.9) 80 (19.0) 162 (38.5) 105 (24.9)
‘Which materials and
. . newspaper and
method are more useful to presentations bulletins and books broadcasting channel others
analyze the government
policy? 277 (65.8) 47(11.2) 92 (21.9) 5(1.2)
Do you think the can not be can be little usual can be little trusted
government technology trusted trusted(-) trusted
development product
reliable 12 (2.9) 45 (10.7) 128 (30.4) 195 (46.3) 41 (9.7)
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o AR e AR s we Aol A adolA 17 (7HA 9] whE) 9| a2 Al A st
A 46.3%7F A= 4 Qe 2 SEstlen, Atk HEs 409 & S U (EeushAl &
30.4%7}F “Hgoltf = gkl ot ShHE A Ao, o) AF EEE3

ol B 5 1 (FHA o] DAY B A - vl

o)A A AT O 2 B A o At
yugel Aeg Frishs] 9sto] el
5 &S AAIsHl o, Ayt Table 59 2
2]&}l Cronbach’s th Aot E 4= 2=249.63, DF=80. GFI (0.9
CodbR o ® AFE A2 gk oA} ©42)=0.93, AGFI (0.80] 4 $-22)=0.89,
0] 0.7 o] ol Al do] rhar & 4= Qlth NFT (0.90]% $-5)=0.95, CFI (0.90]% )=
o Al 0.96 1231 RMSEA (0.08°]3} $42)=0.0712.
He A 2 HE 7| F iET o g E AR A
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filo
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Ogl_'-:
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A &=l Zﬂﬂﬂ"*ofﬁ A" F84 et @ o vk 898 AR B e
Table 4. Results of reliability analysis
Factors Number of basic variables Number of adjusted variables Cronbach's alpha
Perceived physical characters 6 4 0.859
Perceived usefulness and easiness for use 4 4 0.712
Company and Country of manufacturer 3 2 0.838
Attitude 4 3 0.963
Purchase intention 3 2 0.868
Table 5. Results of confirmatory factor analysis
Factor names Variables names Factor score t-vlue AVE CR
elongation 0.902 -
Perceived physical strength 0.922 29.221
characters color 0.698 12.293 0-576 0-839
function and performance 0.817 17.953
. convenience than ever before 0.732 -
Perceived . . .
ofulne advantage of using biodegradable fishing net 0.863 12.452 0.868 0.807
and z:si:lless Zsf e not difficult to use 0.870 11.819 : '
impact on the environment 0.433 6.516
Company and . .
company satisfaction 0.929 -
try of .. . . 0.906 0.950
eounty o country of origin satisfaction 0.929 14.606
manufacturer
bad <> good 0.961 -
Attitude dislike <> like 0.979 46.556 0.900 0.964
negative <> positive 0.956 36.179
no difference between function and
Purchase intention performance 0.940 N 0.869 0.929
general factors 0.940 24.484

x*=249.63, DF=80. GF1=0.929, AGF1=0.89 NFI=0.949, GFI=0.929, CF1=0.964, RMSEA =0.071.
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Fig. 2. Estimation of structural equation model (all
respondents).
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Fig. 4. Estimation of structural equation model (non-
cognitive respondents).
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