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A Study on Attribution of Purchasing Environment-Friendly
Agricultural Products in Villages for Rural Tourism

Seo, Hwan-Seok - Hwang, Jae-Hyun

Environment-friendly agricultural products in villages for rural tourism not only are
very crucial as a pull factor that attracts tourists but also can serve as a way out
for the development of rural areas. Experiences of agricultural products and local
dishes can revitalize rural tourism and act as attractors that draw tourists to farm
villages for tourism consistently. This study examines factors affecting rural experi-
ence tourists’ purchase of environment-friendly agricultural products, thereby sug-
gesting marketing strategies for promoting the consumption of environment-friendly
agricultural products of villages for rural tourism.

Key words : rural tourism, environment-friendly agricultural products, attribution
of purchase, intrinsic attributes, extrinsic attributes
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Table 1. Attribution of purchasing environment-friendly agricultural products in villages for
pural tourism

Attributes Definition Factors

Consumer’s objective judgment on quality; functional | Color, taste, scent, elasticity,

Intrinsic and physical aspect; a quality which disappears as the | shape, texture, freshness,
attributes product is consumed and does not change unless the | nutrition of environment-
essence of the product is not changed. friendly agricultural products

o Abstract factor of a product, not a physical quality; | Service, things to experience,
Extrinsic

. evaluation of a product through the clue with which a | things to see, expenses,
attributes

product can be evaluated. things to eat, things for rest

* Revision based on Lee, S. Y, 2010, A Study on the Influence of the External Attributes of a Jewelry

Store on Purchase Intent, Kyonggi Univ. Master’s Thesis.
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Table 2. Operational definition and measurement variable
Conceptual definition Operational definition Measurement variable
A quality that brings about the change | * Color, taste, scent, elasticity, shape,
Intrinsic of the physical quality of environment- | texture, freshness, nutrition of
attributes friendly agricultural products by the environment-friendly agricultural
change of its own quality. products
. * Evaluation on overall quality
Consumer’s judgment of on overall . . .
) . * Evaluation on quality as high as
Perceived superiority or on excellence of
) . . . expected
quality environment-friendly agricultural .
* Confidence on quality
products .
* Evaluation on product
) Consumer’s subjective value judgment | Evaluation on price
Perceived : . . ..
| on the expectation to get something for | * Evaluation on nutrition
value
what was given * Evaluation of value on purchase
) ¢ Purchase recommendation
. . Meaning expected or planned future . . .
Purchase intention . * Intention to make direct transaction
behavior of consumers . L
* Intention to maintain purchase
B AR AE FERYS ARATHE Tolo] viAE o] thE A2 AL 9
3ho] SPSS 180 ver. 2L ST HEEA Astke] AR BAPHE e 2
o $EAe) A AT BAH S4L sersy) Fsh MEN), HNEY) T BHS
AABIRLL, AEA 239 AEEE S43517] 918l Cronbach’s ¢ AlTE AMHESIAT =
$ 9AA S4e] BFES QABHS Ase] BRI om, WAH S4% A &
gol FAA A 7HAALE Fol Tl xol FFE vIA=A AARE AAS] f& 3

AEA (Regression) S A A
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32
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Table 3. Extrinsic attributes of villages for rural tourism

Component of villages for rural tourism

Attributes/concept Measurement of extrinsic attributes
Large scale Middle scale
. * Beautiful scenery
Things to . ]
Amenity resources | * Clear air
see
* Clean villages for rural tourism
. * Delicious local dishes
. Local dishes, . .
Things to . . * (people) tried local dishes and trusted
agricultural specialty ] ] )
eat environment-friendly agricultural products
products .
* Various food
Extrinsic ] T
. * Clean accommodations in villages for
attributes ) ) ;
. Things for Accommodations rural tourism
(A quality that ] ) ) o
rest experience centers | * Convenient experience facilities
does not cause Well iooed with cont facili
* Well-equipped with convenient facilities
the change of qauipp
physical quality of * Interesting experience programs
environment-friendly |  Things to Life in rural * Acquired new knowledge through
agricultural products | experience communities experience
even with the * Unique experience
change of its ) T
. . * Inexpensive participation expense
own quality) Participation expense, . . .
. ) * Affordable price of environment-friendly
Expenses price of agricultural .
. agricultural products
specialty products . .
* Reasonable price of accommodations
* Kind and warm local residents
. Program operators, | * Local people explained agricultural
Service

residents

produce in detail
* Kind experience program hosts

* Revision based on Kwak. R. Y. 1998. Stated Preferences of Vacation Destination Attributes by Attitude
toward Pleasure Travel, Kyonggi Univ. Ph.D. diss, p. 42.
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A ALY IRkd EAS £A4% A AFA O] A9 A7 7T 858 (35.0%)E 7HE
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o 778 (31.7%) 2 o2 Yehgon, g8.e cfstn At e YA 1512 62.1
%4 HI &S Yeblth 22 3AA o] 707(28.8%) 2 7H g}g} 1o M B = R =R
2/71EF 7} 609 (24.7%), ‘A8 4’0 3478 (14.0%) o= e ERHFE 7IE 0] 172
Hog MAY of 70%E AAPeH, ABFLSFHDS 3 00113&%~4,000‘ﬂ%’01 7273
(29.6%), ‘1,0015+~3,0005+° 0] 6278(25.5%)%] =2 = YEFST

Table 4. Demographic characteristics of the tourists in villages for rural tourism

Division N % Division N %
Seoul 62 25.5 Male 95 39.1
Gender

Incheon 8 33 Female 148 60.9

Dacejeon 3 1.2 20 or less 4 1.6

Daegu 6 2.5 Twenties 43 17.7

Ulsan 3 1.2 Age Thirties 90 37.0

Busan 2 0.8 Forties 77 31.7

Gyeonggido 85 35.0 Fifties or above 29 11.9

Region .
Gangwondo 2 0.8 High school or less 50 20.6
Chungcheongbukdo 1 0.4 | Education University 151 62.1
level
Chungcheongnamdo 31 12.8 Graduate school or 42 17.3
above
Jeollabukdo 3 1.2 Married 172 70.8
Marriage -

Jeollanamdo 3 1.2 Unmarried 71 29.2
Gyeongsangbukdo 33 13.6 Office worker 70 28.8
Gyeongsangnamdo 1 0.4 Public officer 31 12.8
Less than 1,000 30 12.3 Freelancer 32 13.2

Average 1,001~3,000 62 25.5 Job Self-employed 34 14.0
annual o Aericulture/
income 3,001~4,000 72| 296 griew ure s 21
(Thousand Forestry/Fisheries
wor) 4,001~5,000 38 15.6 Student 11 4.5
5,001 and over 41 16.9 Others 60 24.7
Total 243 | 100.0 Total 243 | 100.0
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FTEWF AFAE R 9 HAEARE F4F 284N A4S AFsH]
f13ke] SPSS 18.0 ver. Z2 1S Z-&3ATE SARMTY NI S AEsH] 915t
S g olEAS AAEATE QB s FAR BAMHES 88399 H, Varimax
22k A S &gste] BAEgth 18l 221 A A Z(Factor loading)©] 040134 29l
o2 MASATE 7F Mot 8RIZte] ARTAE Y SAAAFS dWtEo s 04
olfold fog M= 3t AA A AR AT U 22 APEE U
BT KMO9| FEA-AGHAAE A e, 9228 Yeht alEAo] Ad3s B
AFA AAZ £4S SAH3 A5t 187] HEE o] &3l 2JARAE AA A
A A3, F o7l 890l EE2HAL, F EAHEH YL 81.718%E VERRTE ZF 2]l 1
Frake YubARl 71ER 1ol o] &EHAIRL V€ AYATE EURE st 67 a9lE
T=E3HAth 8RAEMAT B AFolA =T 67 890 ARz, AFA, BA,
Hg, HA, AR E2HAT WY A dE A e f18iA
Cronbach’s « AlTE SA3tA AZAHS AFATE £4 A3 25 0801322 2 U

A AL Yepste AHEE 5L 202 YER

Table 5. Reliability and factor analysis of extrinsic attributes in villages for rural tourism

Factor % of

Extrinsic attributes variable . Eigenvalue . A Mean
loading variance
Factor 1: service 9.641 53.564 900 | 5.566
Kind experience program hosts .849

Local people explained agricultural produce in detail 754

Kind and warm local residents 737
Factor 2: things to experience 1.725 9.586 873 | 5.183
Unique experience 797
Acquired new knowledge through experience 753
Interesting experience programs .681
Factor 3: things to see 1.055 5.860 824 | 5.663
Clear air 77
Beautiful scenery 750

Clean villages for rural tourism 735
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Extrinsic attributes variable 11;:?1:101; Eigenvalue vzl:/ruialolt;e A Mean
Factor 4: expenses 814 4.524 876 | 5.026
Reasonable price of accommodations 769
Inexpensive participation expense 753
Affordable price of environment-friendly agricultural 714
products
Factor 5: things to eat 784 4.356 .848 | 5.363
(people) tried local dishes and trusted
environment-friendly agricultural products 801
Delicious local dishes 740
Various food .658
Factor 6: things for rest .689 3.829 865 | 4.923
Convenient experience facilities 736
Well-equipped with convenient facilities .698
Clean accommodations in villages for rural tourism 531
Cumulative % =81.718%, kmo = .922
Bartlett test of sphericity 2 =3381.735 (df=153, p=.000)
3. 7HEAHF A
Ng AN, FFE sulM HFe

B Ao gl e HAFS Y38 AR
AT

l) LHAE £dol X|zHE Z2oll 0l H&

- 1o

1& AF38H7] %’4311 G437 E

28 A A B
M35k A3 R2 3
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Table 6. The effects of the intrinsic attributes on the perceived quality

Independent variable Regression coefficient t-value p-value
Constant 3.130 8.136 .000%*
Intrinsic attributes 365 6.080 .000%*

R?=.133, F=36.968 (p=.000)
a. Dependent Variable: Perceived Quality
b. Independent Variable: Color, Taste, Scent, Elasticity, Shape, Texture, Freshness, Nutrition of

Environment-Friendly Agricultural Products

* 1 p<0.05

= 3L

71 28 AZ3] f8 gEdARA S AAEAT FEREuE] AAE L4 ot
2 AZ4d ol U dFHRAE BT A3 R #e 394024 F Bake] 39%E A
Halm gom, A ek F FES 25.5930.2 P<.0594 493 AFAA} dSS 3
BEATE AFe FEY S B AU AA A4E F e WAA £40] gl A
T QA A &do] AFBIE AA ] S A7) = FTHOlsen, 1978)E 719 AT &
A3 A2 =&3NT

Table 7. The effects of the extrinsic attributes on the perceived quality

Independent variable Regression coefficient T-value P-value
Constant 1.714 5.312 .000%*
Service 254 3.337 .001**

Things to experience 139 1.712 .088

Things to see .081 1.084 280
Expenses 126 1.584 115
Things to eat 282 3.586 .000%**

Things for rest -.129 -1.424 156

R?=.394, £=25.593 (p=.000)
A. Dependent variable: perceived quality
B. Independent variable: extrinsic attributes(service, things to experience, things to see, expenses, things

to eat, things for rest)

* 1 p<0.05
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Table 8. The effects of the intrinsic attributes on the perceived value

Independent variable Regression coefficient T-value P-value
Constant 2.399 6.729 .000**
Intrinsic attributes 062 9.021 .000**

R>=252, =81.381 (p=.000)
A. Dependent variable: perceived value
B. Independent variable: color, taste, scent, elasticity, shape, texture, freshness, nutrition of

environment-friendly agricultural products

* 1 p<0.05
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Table 9. The effects of the extrinsic attributes on the perceived value

Independent variable Regression coefficient T-value P-value
Constant 1.348 4.654 .000%*
Service 276 4.023 .000%**

Things to experience 220 3.023 .003**

Things to see A11 1.646 101
Expenses 135 1.885 .061
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Independent variable Regression coefficient T-value P-value
Things to eat 325 4.594 .000**
Things for rest =215 -2.655 .008**

R>=.510, =40.995 (p=.000)
A. Dependent variable : perceived value
B. Independent variable: extrinsic attributes(service, things to experience, things to see, expenses, things

to eat, things for rest)

** 1 p<0.05
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Table 10. Testing mediator effects of perceived value

Independent | Dependent ) .
Step variable variable B T-value | P-value R F(sig.)
Percei P i
Step 1 erceived | Perceived | 5,0 | 6440 | 000% | 520 | 270562
quality value
Perceived
Step 2 . 708 15.552 .000%* 501 241.860
quality
Perceived
Independent ) Purchase 246 4.708 .000**
quality
Step 3 .691 267.769
Mediator | Forecived 634 | 12128 | .000%*
value
* 1 p<0.05
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