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Moderating Effects of Relationship among Purchase Motivation, Satisfaction, and
Loyalty of Consumers in Farm Direct Markets
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Abstract

The study examined the moderating effects of the relationship among purchase motivation, satisfaction, and loyalty in a
farmer-to-consumer direct market. Data were collected from 426 consumers of direct sale agricultural products who visited
nine rural villages across the country. The SPSS 15.0 and LISREL 8.80 statistical package were used for frequency, reliability,
exploratory factor, confirmatory factor, and path analysis. Results showed that ‘product factor’, ‘experience factor’ and
‘economic factor’ among purchase motivation had positive effects on satisfaction and satisfaction had positive effects on
loyalty. The analysis also indicated that gender moderated the relationship among purchase motivation, satisfaction, and
loyalty. Whereas product and economic factors among purchase motivations had positive effects on satisfaction in the male
group, product and experience motivation were important factors for female group. These results could enable direct sales
marketers to develop marketing techniques to expand farm sales.
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<Table 1> Characteristic profile of the respondents

(N=446)

Variables Frequency (%) Variables Frequency (%)
Gend Male 152(34.9) Marital Single 381(88.6)
ender Female 283(65.1) Status Married 49(11.4)
20-29 23(54) Below high school graduate 27(6.3)
30-39 82(19.3) .
i High school graduate 169(39.6
Age 4049 119(28.0) EdLucat‘l"“ gh school gra (9.0)
50-59 143(33.6) eve University graduate 190(44.5)
60 and older 58(13.6) Graduate school 41(9.6)
Own business 76(17.5) Up to 200 79(21.7)
Blue-collar worker 16(3.7)
White-collar worker 84(19.4) Monthly 200~300 95(26.1)
Occupation Housewife 138(31.8) Income 300~400 94(25.8)
Stud.ent 14(3.2) (unit 10.000won) 400~500 33(9.1)
Service 45(10.4)
Ftc. 61(14.1) More than 500 63(17.3)

(measure of sampling adequacy)E AAI3IIth. Bartletto]
T 7 H(Bartlett test of sphericityy= Al Ho] F3Y
& (zero matrix)Q1A]ol gk 77 olTh. *‘b_r'ﬁ]éﬂ} AT
Ho| Fadolgh= 7H2 1% <ol 712H=] ATk, Kaiser-
Meyer-Olkin®]  F2244  fAAKmeasure of sampling
adequacy)= oI AF7F Q2170 PR E Ade=
TFEA 004 1Akl 3he THAE Algrolnh, dukE o
o] A|a=¢] ko] 0.5 oY A-F Q1A el TSkl 0.7
oldd AF Il At ZoR IFEHed, & A

ToME 085322 LR ¢
© 2 yERsT

A HEHoR e /olg Al AR HEAd ¥l
< ALt 15719 WA=z o] a]lo] A=A 470
291e & Bke] 63.73%E AWt glem, 7+ agls
B2 0.5 oo R veht gl o] AEe Ao vhER
Th<Table 2>. 47l 2212] Cronbach o 32 422194 0.54
2 ok WA YeRgou 2 Qo] BE 8Rldx= 0.7 o
°F F2 YHLAEES 7L )\}E Ao E et 29l

AREI} 280 7K A

<Table 2> Exploratory factor analysis for purchase motivation

Motivation Factor loading Eigenvalue  Varience explained Cronbach’s o Mean®
Factor 1: Product 4.12 27.47 .89 4.08
For freshness .85 4.18
For good taste 85 4.10
For environmental friendly 81 4.01
For safety product 81 4.13
For health .79 4.14
For enjoying locally grown product 53 3.96
Factor 2: Experience 2.26 15.08 .70 293
Because farm owner is an acquaintance 77 2.33
Because of advertisement and recommendation 74 3.19
To visit the farm 71 3.15
For social intercourse .68 3.05
Factor 3: Sociality 1.74 11.63 71 3.69
To help local economy .88 3.63
To help increase the farm income .82 3.76
Factor 4: Economical 1.43 9.56 54 348
For cheaper price .80 333
For bulk purchase .61 3.16
For higher quality 53 3.94

Total varience extracted=63.73 %, KMO=0.853
Bartlett’s test of sphericity x*=1997.459 (df=103, p<.001)

Note: 1=strongly disagree, S=strongly agree
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<Table 3> All confirmatory factor analysis for the measurement model

Factors Variables

Standardized loading  Construct reliability Average variance

(t-value) (CR) extracted (AVE)
For freshness .80 (19.54)
For good taste .83 (20.86)
Product For environmental friendly .80 (19.53) %9 58
rodue For safety product .79 (19.36) ’ ’
For health 77 (18.73)
For enjoying locally grown product 52 (11.22)
Because farm owner is an acquaintance .57 (10.59)
Experi Because of advertisement and recommendation 65 (12.22) 20 56
xperienice To visit the farm 66 (12.28) : :
For social intercourse .53 (9.81)
Sociali To help local economy .69 (8.72) 70 54
octality To help increase the farm income 77 (9.02) ’ ’
For cheaper price .63 (9.29)
Economic For bulk purchase .36 (6.06) .55 46
For higher quality 62 (9.17)
Overall satisfaction .76 (17.93)
Satisfaction Right decision .51 (10.80) 73 .50
Pleasurableness .81 (19.53)
Intention for positively speak 74 (17.26)
Loyalty Recommendation intention .80 (19.48) .65 .59
Repeat purchase intention 77 (18.45)
<Table 4> Goodness-of-fit indices for the modified measurement model (N=426)
Absolute fit measures Incremental fit measures Parsimonious fit measures
X2 (df) GFI RMSR RMSEA NULL)(2 AGFI NNFI PNFI CFI IF1 RFI
713':83 (()1(? 0 0.87 0.15 0.082 692.29 0.83 0.95 0.81 0.95 0.95 0.93
12 HEFrjeclr o ® HHEgeH, 29l 2= Ads/|L ofof AF w7} e Ao Z Er}(Fomell & Larcker 1981).

o ® W EIAT 89l 3& ‘/‘}Qx—i%ﬂ&‘ﬂ o2 s
Ao, 83 4= AAHE7I8RI =2 FHEEHAT. A AH
S s Haake AEETI7 P =S 4088
YR AL glom, Ads7e 7P W Wkl 2935 o
BRI Qlo] AAY FAkE Fufell o] i AACl tigh
&7 FA A5 2 AoE Yehial 9l

2 rdd 23E BE AT G9E A SBEY
(measurement model)oll T3l Ee1& QA (CFA)S A
sion, eSS ASsh| flete] 7NEAEI=(CR:
Construct Rehablhty)g} HgBEAFEX] 4 (AVE:  Average
Variance Extracted)E AL AN EAE = AW
TE Fste 8T WHLIAE S UElllE Ao
CR>.70 ]9 ZgFslt}a. B (Hair 5 2006), ¥ 7o)X=
TAAAEF71 881 FHEQ S AlQlg thE agloM B
T 070130 = ‘/}E}‘/} A Aoz 7|E] At AoE v}
Epgdth, g e AR gial] ST A2

g3k 4= Q= %{H AZE JER Ao E AVE> 500 H

i

O

A AAAE71 8000 7R tha YA ek e
U 7 Slellis BE 50 o oR ekt 713 Ag 2o
2 yeistth FigaRdM s ol 9 AR
Ry A E FJtsh= Zo] ollEt o7 AR FES
%—@7‘42& A 5o Eﬁéi’% AYP=E dAdsiA At gl
A QolB A} ZF AP e o1 A=) & o;z].sq el
% H*ﬂ o]fojx]=t] KA Aol FAIXOE 95% A
TZRAA o8l (t>1.96) FFENSAo]l SREAT &
‘i}ﬁft] (Anderson & Gerbing, 1988), ¥ - ol|A] z}z}+2]
F 81 dit tvalues FAIGTE(1.96, p<0.05)S
#3%ith
B A7oNe A4 S4rde] 43w
AUHFAF, ZRARAF, 2 ARASE ol g3Isith
Aol SHgrde] A ﬂxht x*=715.86, df=180,
p=0.00, GFI=0.87, RMSR=0.15, RMSEA=0.082, AGFI=
0.83, NNFI=0.95, PNFI=0.81, CFI=0.95, IF1=0.95, RFI=
09302 ZkH oz wo] 2ehslt Ao R VeIt

FN' By x
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<Table 5> Goodness-of-fit indices for the structural equation model

Absolute fit measures

Incremental fit measures

Parsimonious fit measures

¥ (df) GFI RMSR RMSEA NULLy’> AGFI NNFI PNFI CFI IFI RFI
~ :/2121 6 405)’__55_(0107 R 0.052 0.054  404.54 0.90 0.98 0.82 0.98 0.98 0.96
(n“:?fg) 3 Zz}fg (0107 O os3 0.062 0075  334.63 0.77 0.96 0.79 0.97 0.97 0.92
(Iflef;;l% 3 6;5(}.(0107 9 080 0.057 0062 36542 0.86 0.96 0.80 0.97 0.97 0.93

¥*=403.58, df=178, p=0.00, GF1=0.92, RMSR=0.052, RMSEA=0.054, AGFI=0.90, NNFI=0.98, PNFI=0.82, CFI=0.98, IF1=0.98, RF1=0.96

*p<.05, **p<.01, ***p<.001

3. UMl A

1) 2A i Fuls7| v, Sxe] A

B o] Ax Fx2d (overall model)s AZ3 A3}
SHR| = 2=403.58, df=178, p=0.00, GFI=0.92, RMSR=
0.052, RMSEA=0.054, AGFI=0.90, NNFI=0.98, PNFI=
0.82, CFI=0.98, TF1=0.98, RFI=0.962.2 ZZ X &o| =&
=t

AAY FAE Folsr|e 1, SR S B4
A AFE718AEDNS D)ol fele A+l 3
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AP s571221(£2)y2 M)l F28t F+)e] JFHH=EA
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2o 2 Yeptt, B R S8EMm2)el FoIs 4
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ek},
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TZ 2

AAY s Fals7|er B, TR A2 AolE
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A& golir] S8l o ZolHsS AAEIALE ol 24 &
Zo] BAS AFeE WP o g, Af-2d (Nonrestricted
model)# SHWHG} FEHHF] AA7E W] sl &
U= F A 7st A FEE (Full metric invariance)2] &
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(ny)
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HAAY FE FrlEe] FEFVN(BEAT 048, t-
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© F717F el S PIAAL USE & Tk 44
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<Table 6> Test for metric invariance
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Models 1 df A2 Adf p-value RMSEA CFI
Nonrestricted model 403.58 178 - - 054 98
Full metric invariance 435.29 182 31.71 4 p<.001 .056 98

<Table 7> Path coefficients for male and female and chi-square differences

Path male female Chi-square differences
Product — Satisfaction 0.48(3.69%**) 0.58(5.29%*%*) AY}(3)=5.8
Experience — Satisfaction 0.12(1.54) 0.15(2.14%) AxX(3)=5.26
Sociality — Satisfaction 0.10(1.15) 0.09(1.30) AxX(4)=10%
Economic — Satisfaction 0.31(2.04%) 0.10(0.86) A(3)=2.83
Satisfaction — Loyalty 0.96(8.63**%*) 0.94(13.47%%%*) AxA(4)=11.9%

*p<.05, **p<.01, ***p<.001

Male

TR - Satisfaction

(ny)

Satisfaction

(n,)

Csemomitt) D3

<Figure 3> Differences between male and female in the structural equation model
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Ad FAE P NS G VAL U9 dvlsel,  FpHee) BAHEE uo) 7

o
A FAre] AMGH A, R Bol Tl FL A(HHS AF A% frld Y1)

& E717F HAL Ee & SiTh Uehd 72 AXEAT. o= A" 72 g el



338 BEREELEEFE Vol 27,No. 4(2012)

o141, kAol Wlsl Fe FA Fo| AEe] T vAE 2
o= Al A FAE TR F8F 5717t B3 o)

&S YERAL ot

el Sl RO
< AFe A 2 AR {FYg B FE T
A= AR Yl 7Hde AR HALH, AYATot
H ZIAE HolL 3 E]-(Hwang 5 2007; Lee & Lee 2011).
gl met FuiEr], U=, SRS WA 2E8E Zlo]
= 7HEH6)S /e mE 2d et e A= et
U AR o, Al wet 4n|ate] dFel xjo]E Kol
= Ze2 YElgtH(Govindasamy 5 1997; Nobel 5
2006; Richard & 2010; Kwun 2011; Mortimer & Clarke
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