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The Antecedents of satisfaction of eco-friendly seafood:
The moderating effect of gender

Seong—-Ho Kang, Won—-Moo Hur™ and Kyung—-Do Park?
Yonsei Business Research Institute, Seoul, 120-749, Korea
'Division of Business Administration, Pukyong National University, Busan, 608-737, Korea
*Division of Business Administration, Sogang University, Seoul, 121-742, Korea

Abstract

The objective of this study is to analyze how consumption value affects customer satisfaction toward eco-
friendly seafood products. Moderating role of gender is also examined. For empirical validation of our
model, data were collected from a cross-sectional survey of 307 consumers in the South Korea, who have
bought a eco-friendly seafood, a representatives eco-friendly product.

The results demonstrated several important findings. First, emotional consumption value, social
consumption value and functional consumption value had significant positive effects on eco-friendly
seafood product satisfaction, Second, interaction effect of social value and gender had a positive effect on
satisfaction. Third, interaction effect of functional value and gender had a negative effect on satisfaction.

Theoretical and managerial implications are suggested.

Keywords : Emotional Consumption value, Social Consumption Value, Functional Consumptional Value,

Green Marketing, Gender
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Fig. 1. Research Model.
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5 3] FA A 8o 7 =& 5 o] H th(Sheth Ao & 7314 th(Ahn and Lim, 2005). 157} &
etal., 1991; Pope, 1998; Albaum et al., 2002). 2l &} of = oEH B30 Heo HA Al B A,
73 AR AF Y an7AE SA7] gt & #F 2R A A AAEU. e
FE5 FolA 2488 A (tem purification) S LS AFATL| ALgH B Ao @
getol MA ulAE S Aget AAstT st o wA A A AHESATE Aol A AHSH
AR Ak 2UAES WO 1 2AE ZHTBL Table 13} 2rh BE SPRGL
AAST o el e B Bl o2 BBl W UAE HES Agsgon, T 2 A 1
Table 1. Operationalizations and Scale ltems
Constructs Operationalization Item Source
It was pleasure for me to buy/consume eco-friendly
seafood products.
. The utility derived from | It makes me convenient to buy/consume eco-friendly
Emotional . .
. the feelings of affective | seafood products.
consumption .
Value states that a product | It represents my personality to buy/consume eco-
generates friendly seafood products.
It make me feel good to buy/consume eco-friendly
seafood products.
It is wise choice to buy/consume eco-friendly seafood
The utility derived from | products.
Social the products's ‘ab111ty to | I am proud of buying/consuming eco-friendly seafood Sheth et al.(1991)
. enhance social self- | products.
consumption . . . . Sweeney and
concept, such social | It give me social approval to buy/consume eco-friendly
Value . . Soutar(2001)
image, social norm and so | seafood products.
on. It make a good impression on other people to
buy/consume eco-friendly seafood products
The eco-friendly seafood products that I have
buy/consume are free from pollution.
. The utility derived from | The eco-friendly seafood products that I have
Functional . .
Consumption the perceived quality, | buy/consume make me feel safe.
Valui performance, and physical | The eco-friendly seafood products that I have
attributes of the product buy/consume are very delicious.
The eco-friendly seafood products that I have
buy/consume are very hygienic.
Generally, 1 was satisfied with eco-friendly seafood
The degree to which one products tl}at} have' buy/conSQme ' Oliver and
. . . . I was satisfied with eco-friendly seafood's overall Swan(1989),
Satisfaction has satisfied with the eco- .
friendly seafood products quality that I have buy/consume Westbrook
Y P I have no problems with eco-friendly seafood product | and Oliver(1981)
that I have buy/consume
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Table 2. Reliability, AVE and Confirmatory Factor Analysis
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Cronbach's a Al 49 U &E
(Nunally, 1978)2 A} 3] 3= %
(confirmatory factor analysis)
A FHAEES 9
EAHog §ostr

1988), Q14 2914

AH Ao o] &3t

reliability) 2}

7 A
extracted: AVE)S A AL
7} 0.70& A3t

(Bagozzi and Yi, 1988)
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] (Anderson and Gerbing,
off Yozl FFELR
+ A Al 2] &= (composite

o

% (average variance

B A EE

Constructs Item A t Cronbach's o CR AVE
Bl 1 1.000 —
Emotional Bl 2 1.176 11.616
Consumption 797 .802 .508
Value Bl 3 1.040 10.981
Bl 4 771 8.635
Bl 5 1.000 —
Social Bl 6 1.124 10.063
Consumption 764 812 525
Value B1 7 .959 9.734
Bl 8 702 7.662
Bl 9 1.000 —
Functional Bl 10 1.074 13.864
consumption .836 .861 611
Value Bl 11 1.883 13.251
Bl 12 .0758 10.035
Bl 13 1.000 —
Satisfaction Bl 14 1.077 9.564 710 157 512
Bl 15 1.011 8.556

Xs=135.127, CFI=.967, NFI=.919, GF1=.947, RMR =.036, AGFI=.926, RMSEA =.045

Table 3. Correlation Matrix for Discriminant Validity Analysis

Emotional Social Functional . .
. . . Satisfaction
consumption value consumption value consumption value
Emotional 1
consumption value
Social 184(.033) 1
consumption value
Functional
unetiona 259(.039) 214(.035) 1
consumption value
Satisfaction .483(.038) 470(.035) .489(.039) 1

(Y TS EzE2A

,60,



| 7hA) gg ol o) e FALE AE O

R L EEC P EERREF
o Sl 23 Tabe 29 A
uho} o] BE 43 50| ALK E 271

of 2HE T NG Sy S AT
A& Ao ke 9ot

cheom BEegAL TAMEE o] 4
A S A= FZHPhi£2 X SE)eto] 131S =
Tl o] BB 2ASE v o 2 9ol
+ 4| (Anderson and Gerbing, 1988), Table 39| 1}

Bhud uhok o] BE AR A% ghE o] AF T3

Qtoll 1 k& EoshA &2 AL 2 yehy o
ol e Sae & e
4.71248 2t

B AT e AR AR A B L)
ZFA 7F RS o m A= G el o] AR =
4 g A5ey) flal AAA 2 A0
4] (hierarchical moderated regression)2 <=3 3} %4
o fAE 2 A RA S 19A YA =
HHprt SHEo v A= s A 24 23
o) SAA T, AHE R G T E 02 Yk
o A R0l A2 S Yl

Table 4. Results of Hierarchical Moderated Regression

2HW5E Fohstol v mE A S P ot
(Choen and Choen, 1975). & Lo A= S
7 FAabE AlE 2 Al 7HA AR7HA S
& FAE AFY SRS, O
o A}-g-51 et o of whzh
b Al E 2] iEEof
Fol A, Az ol R, 4
o Aty

5>

J
E

BN _wr
ul

g

>
E
4 rﬁ
fru
Ul

o yo o

oft e

i
2
2
ot oX
4
[

I
B
Iz
N

2 o
=

b

A4y rlr

é

rE

o

U

SO

Pﬂ

vl\)
HUS
2,
2,
S~
rr
N
i)
ro,
2

ridk
o
of _l>,
ri

b
21

o Lo v £

N
ES
s

oL

o ok

o

Ir e oo
r
t
ok

gty flo fob
it
o r—*u )
B N
b‘l
"
®

w
=2

O

4

S et
Ell-lI ol
|o
i

L oo nE Ok
oX Y
i
10
N
X
2
NI

O
-

t

&

o

N B2ox

o

2

>

1

9

L

4> N

N AN R A v e ﬂ}{ﬂ

i ao o wg to
me N ooy for @ omx oH X

xR o Hoxe
sl

2

ﬂIlﬂI

oL

ofd

Oll
2
)
=4
2
=
N
-
ﬁ
D:

2=H]
| t 3l A 54 SH(mean centering)
% t}(Bdwards and Lambert, 2007).
AW SAMFE AEH 01?574]’5}7—‘4
o EAH R fouletx b AoR
U-EF o (Table 4 2F11). T3 2 A & /\u] 7} 2
(B=.296, p<.01), A}3] 2 28] 7} 2] (B=.168,
p<.05)2} 7] 54 AH] 72 (B=.359, p<.01)= %l
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Stage 1 Stage 2 Stage 3
Variables
B SE p B SE B B SE p
Age .007 .005 .001 —.034 .004 —.002 —.021 .004 —.002
Martial Status .043 .169 .106 .019 139 .046 .004 138 .009
Number of Children —.060 .053 —.044 —.001 .045 —.001 .003 .044 .002
Household Income —.088 .000 .000 —.062 .000 .000 —.067 .000 .000
ECV .309 .044 .280%# 296 .058 268%*
SCV 274 .051 .289%# .168 .076 A77*
FCV 264 .046 251%H 359 .060 .340%*
Gender .083 .070 121 .082 .070 120
ECV*Gender .022 .089 .030
SCV*Gender 155 102 218*
FCV*Gender —.154 .093 —.220%*
R’(adj R?) .010(-.003) .348(.330) .367(.344)
F 781 19.864%** 15.556%*

Dummy Coding: Gender(1: Male, 0: Female), Martial Status(1:Married, 0:Single)

<) ECV(Emotional Consumption Value), SCV(Social Consumption Value), FCV(Functional Value)

*p<.05, **p<.01
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(A) The interaction effect of social consumption value and gender on satisfaction (B) The interaction effect of functional consumption value and gender on satisfaction
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Fig. 2. The Interaction effects of consumption values and gender on satisfaction.
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