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Impact of Choice Motives on Consumer Attitudes and Purchase Intentions
regarding Organic Coffee
- Study Performed at Organic Coffee Shops in and around Seoul -

Soojeong Han, Keum-Jumg Kim and Kyung-Hee Lee'

Dept. of Food Service Management, Kyunghee University, Seoul 130-701, Korea

ABSTRACT

This study aimed to examine the choice motives for organic coffee and investigate how these motives influence consumer
attitudes and purchase intentions regarding organic coffee. A survey was administered to people visiting organic coffee shops
in Seoul. Analyses of frequency, descriptive statistics, factor and reliability, ANOVA, correlation, and regression were
conducted using SPSS 20.0. Six factors were demonstrated as motives for choosing organic coffee: health, price, reliability,
familiarity, sensory appeal, and environment friendliness. Among six factors, “reliability” and “environment friendliness” were
positively associated with consumer attitudes, which had a significant impact on purchase intentions. This study is one of the
first to examine the relationship between consumer attitudes and purchase intentions focusing on organic coffee. Although the
organic coffee market has high potential, its theoretical background has been under developed. By revealing choice motives
for organic coffee, this study could provide basic information on how to satisfy consumer needs and promote purchasing. In
addition, by understanding needs of diverse and specific coffee consumer groups, effective marketing strategies can be
developed with a focus on organic coffee. Especially, environment-friendly and reliable organic coffee can satisfy consumers,

maximize profits, and improve brand value.
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Atole] W E-S sk Ao ZA Al pujgge] ke
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Aog 433 Hert PEor SAAE FES Avste
8% A X2 75 (Engel JF & Blackwell RD 1982), 4:H|
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Fig. 1. A proposed model of choice motives, consumer
attitude and purchase intention toward organic coffee.
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Table 1. Profiles of sample (N=348)
Characteristics N %
Male 90 259
Gender
Female 258 74.1
20~29 229 65.8
30~39 94 27.0
Age
40~49 19 5.5
50~ 6 1.7
Marital Single 298 85.6
Stats  Married 50 144
High school graduate 53 15.2
Junior college 50 144
Education
University 215 61.8
Graduate school 30 8.6
Clerical 78 224
Service/sales person 33 9.4
Occupation  Professional person 72 20.7
Student 128 36.8
Housewife 37 10.7
Less than 1,000,000 137 39.4
1,000,000~ 1,999,000 70 20.1
Monthl
oMY $§72,000,000~2,999,000 86 247
income
¥3,000,000~3,999,000 32 9.2
More than ¥4,000,000 23 6.6
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Table 2. Exploratory factor analysis of choice motives, con-
sumer attitude and purchase intention toward organic coffee

Variance . s
Factor Loading explained 5;‘(1”32 Cr(;rllbﬁzh s
%) P
HI 0860
Health  H2 0867 4420 1238 0.855
H3 0767
Pl 0888
Price P2 0651  3.605 1.009 0.776
P3 0868
TI 0748
T2 0809
Trust 7.067 1.979 0.865
T3 0792
T4 0788
FI 0853
Familiarity F2 0917  5.945 1.665 0.932
F3 0895
S 0787
S2 0846
Sensory 15652 4383 0.912
appeal g3 0836
S4 0837
El 0798
Environment- ) 001 5182 1451 0.921
friendly
E3 0814
CAl 0.799
CA2 0813
Consumer 9212 2579 0.880
attitude CA3 0.801
CA4 0.776
PIl 0878
PI2  0.890
Purchase 20223 8182 0.925
mtention PI3 0.896
Pl4 0778

Total variance explained 80.306%.
KMO: 0.864, Bartlett’s test: 7317.200(P<0.000).

A F0hg 7t Qk, 4715 ARNE 47 FHE 5 9

oh Pulg Rolthe] AlReE

2 s AF s 2

A Yo “Frhel =

Z3}+= Cronbach's alpha ko] 71
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3. FuTo| V=84 &4 715 A9 A9 F710 g 7|e5A B4, 543

Table 3. Descriptive statistics for organic coffee choice motives, consumer attitude and purchase intention toward organic coffee

Factors Items M+S.D. (n=348)
Coffee helps to enhance health. 4.01+1.38
Health Coffee has the least harmful ingredients. 4.48+1.51
Coffee produced considering human health. 4.06+1.41
The coffee is cheap. 4.26+1.68
Price It offers a good value for the money. 4.87+1.60
The coffee is not expensive. 4.5141.52
Trust in the organic coffee market. 4.65+1.41
Credible coffee in stability & quality. 4.67+1.44
st Trust in the official coffee certification system. 4.24+1.46
Credible production & distribution process. 4.26+1.50
The coffee I usually drink. 4.67£1.68
Familiarity The coffee which is familiar for me. 4.72+1.68
The coffee I have drunk for a long time. 4.63+1.76
It tastes good. 5.36+1.48
It smells nice. 5.17+1.55
Sensory appeal

It is fresh. 5.10+1.47
It has good body. 4.80£1.53
Environmentally friendly production. 4.25+1.41
Environment-friendly Environmentally friendly packing procedure. 4.13£1.42
Produced without breaking the balance of nature. 4.11£1.43
Purchasing organic coffee is useful. 4.51£1.22
Organic coffee offers better quality. 4.58+1.26

Consumer attitude
Purchasing organic coffee is valuable. 4.51+1.25
Buying organic coffee is good thing to do. 4.36+1.23
I definitely intend to buy organic coffee. 3.65+1.20
I recommend that others buy organic coffee. 3.70+1.24

Purchase intention
I will try to purchase organic coffee continuously. 3.67+1.28
I will buy organic coffee if I could find it easily. 4.17<1.44

Not at all important=1, extremely important=7.
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Table 4. Correlations, means, and standard deviations
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Table 5. The results of regression analysis between organic coffee choice motives, consumer attitude and purchase intention

Consumer attitude

Purchase intention

Factors

Standar.dized ; pvalue Standarfiized ; pvalue
coefficients coefficients
Health 0.099 1.791 0.074
Price —0.072 —1.384 0.167
Trust 0.192 3.238 0.001""
Familiarity 0.070 1.186 0.236
Sensory appeal 0.028 0.463 0.644
Environment-friendly 0.278 4.444 0.000™"
Adjusted R*=0.210, F=16.218, Sig=0.000
Consumer attitude 0.523 11.426 0.000™"

Adjusted R=0.272, F=130.551, Sig=0.000

s

' p<0.001.
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Table 6. The results of hypothesis

Hypothesis

Results

Hypothesis 1-1

The motive of health is a significant contributor to consumer attitude pertaining to organic coffee.

Not supported

Hypothesis 1-2

The motive of price is a significant contributor to consumer attitude pertaining to organic coffee.

Not supported

Hypothesis 1-3

The motive of trust is a significant contributor to consumer attitude pertaining to organic coffee.

Supported

Hypothesis 1-4
ypothesis coffee.

The motive of familiarity is a significant contributor to consumer attitude pertaining to organic

Not supported

Hypothesis 1-
ypothesis 1-5 coffee.

The motive of sensory appeal is a significant contributor to consumer attitude pertaining to organic

Not supported

The motive of environment-friendly is a significant contributor to consumer attitude pertaining to

Hypothesis 1-6 organic coffee. Supported
Hypothesis 2 Consumer attitude to organic coffee is significantly related to purchase intention regarding organic Supported
coffee.
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