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ABSTRACT

Purpose: In this study, we revealed the influence of customer buying factors in the purchase process of
eco—friendly product. Especially, we focused on the information acquisition, alternative evaluation, and af-
ter—purchase activity process based on Korea-China customer’s survey.

Methods: In the information acquisition process, we investigate the channels of information acquisition about
eco—friendly product, a reliability of information, and an impediment of acquiring product information. At the
stage of alternative evaluation, we extract various causes that affects pre—purchasing process and perform
the AHP analysis to identify critical causes. At last, we compare several factors which affects before and
after purchasing process.

Results: Especially, an average utilization and cognition score of eco-friendly products of Chinese consumers
is higher than Korean consumers’ score. In addition, critical buying factors of Korean consumers are a product
quality, an evaluation of existing users. However, that of Chinese consumers are safety of products and envi-
ronmental benefits of products.

Conclusion: In recent years, as the rapid economic development of China, environment pollutions like heavy
smog and yellow dust have been occurred frequently. In that manner, Chinese consumer's environmental
consciousness is rapidly increasing; not only try to be active participant in eco—friendly activities, but also
eco—friendly purchasing activities. In addition, Chinese consumers recognize eco—friendly products as good
products made with advanced technology.
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Figure 1. Research Model
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Table 2. Survey Composition

Item Subsection Quantity Item
Demographic
Characteristics Gender, Age 2
e . The Awareness of Protection about Eco-friendly Products 1
Eco-friendly Attitudes Consumption Status of Eco-friendly Products 2
Status Quo of The Ease of The Eco-friendly Product Information 6
Eco-friendly Activities The Reliability of Eco—friendly Product information 6
. . Purchase Channels 6
Experience of eco-friendly
consumption Purchase Types 17
P The satisfaction of Users 7
The Intention of Repurchasing 1
The will of Repurchasing The Reasons for Refusing Repurchasing 7
The Levels of Others Recommendation 1
Customer Buying Factors on Price, Quality, Assessment of Current Customers Pairwise
Eco-friendly Consumption Service, Eco-friendly, Design, Brand, Safety comparison
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Table 3. Demographic Characteristic

Country Factors Characteristic Value Percent
Man 65 52.00%
Sex Woman 60 48.00%
Total 125 100.00%
20~25 34 27.20%
Korea 26~30 32 25.60%
31~40 32 25.60%
Age 41~50 20 16.00%
51~60 6 4.80%
61 ~ 1 0.80%
Total 125 100.00%
Man 66 42.04%
Sex Woman 91 57.96%
Total 157 100.00%
20~25 52 33.12%
China 26~30 80 50.96%
31~40 20 12.74%
Age 41~50 3 1.91%
51~60 2 1.27%
61 ~ 0 0.00%
Total 157 100.00%
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Table 4. Reliability Analysis

Factors Cronbach's «
Korea China
The Awareness of Protection about Eco-friendly Products 0.846 0.83
The Status quo of Eco-friendly activities 0.861 0.887
The Ease of Getting Information 0.772 0.826
The Reliability of informations 0.776 0.841
The Satisfaction of Using Eco-friendly Products 0.849 0.909
The Repurchase intention of Eco-friendly Products 0.847 0.837
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Table 5. The Priority of Purchasing Channels

Rank Korea China
1 Hypermarket Hypermarket
2 Online Shopping Malls Supermarket
3 Supermarket Department Store
4 Department Store Online shopping Malls
5 Franchised Store Franchised Store
6 Mobile shopping Applications Mobile shopping Applications
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Table 6. The order of Purchasing Types

Rank Korea China
1 Food Food
2 Cleansing tools Battery
3 Household Appliances Luminaire
4 Personal Products Cleansing tools
5 Papers Household Appliances
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Table 7. The comparison and analysis of Eco—friendly consumption status between Korea and China

Factors Items Korea China p-value t
(n=125) | (n=154)

The Involvement Level of Eco-friendly con-

Eco—frienfily sumption activities 3.66 3.9 100 ~1.650
Constu?qptlon The Frequent of Eco-friendly Production 3.73 4.08 .003 -2.962
status

The cognition of Eco-friendly production 4.81 5.07 .015 -2.440
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Table 8. The Ease and reliability of getting information according to different channels

Mean
Factors Items Korea China p-value t
(n=125) | (n=154)

Personal Experience 3.27 3.62 .012 -2.516
Recommendations from Others 3.86 4.01 317 -1.004
The lease News, Magazine 3.76 4.18 .008 -2.655

0 . L
Getting Reports fr((j)rrl; Informhatllon .Orgamzanns 3.99 356 087 1716

Access to Information and Research Institution
the SNS 4.34 4.37 .863 -.173
Information TV Program 4.59 4.36 .099 1.654
of Personal Experience 4.23 3.83 .008 2.685
Eco-friendly Recommendations from Others 3.95 3.66 024 | 2.266
Production The )

T News, Magazine 3.96 3.73 .083 1.741

Reliability R s f It tion O L
of eports from Information rgamzanns 4.96 389 006 9762

Information and Research Institutions

SNS 4.02 3.87 .290 1.061
TV Program 4.36 3.94 .003 2.970
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) Communication Timeliness Utilization
Impediments
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Personal Experience 30.4% 22.1% 26.4% 40.3% 43.2% 37.7%
Recommendation from 32% 26.6% 48% 44.8% 20% 28.6%
Others
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Table 10. The Sequence of Purchase Determinant in Korea and China

Kor Chi Kor Men Chi Men Kor Women Chi Women

Item (CR=0.005) (CR=.002) (CR=.005) (CR=.007) (CR=.02) (CR=.006)
Rank | Value | Rank | Value | Rank | Value | Rank | Value | Rank | Value | Rank | Value
Assessment of | | o161 | 7 | o108| 1 |0167| 3 |0136| 3 |0147| 7 |0.089

Current Users

Brand 8 0.083 6 0.11 8 0.099 7 0.104 8 0.059 6 0.113
Design 7 0.093 5 0.112 7 0.101 8 0.101 7 0.078 5 0.118
Eco-friendly 6 0.113 2 0.147 5 0.111 6 0.115 5 0.113 2 0.166
Price 3 0.14 8 0.098 4 0.125 5 0.131 2 0.167 8 0.077
Quality 1 0.178 3 0.137 2 0.156 3 0.136 1 0.221 3 0.135
Safety 5 0.115 1 0.164 3 0.131 2 0.138 6 0.089 1 0.183
Service 4 0.117 4 0.125 5 0.111 1 0.139 4 0.126 4 0.12
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Table 11. The Factors of Influences on Pre—evaluation and After-using Satisfaction

Korea China

Rank —usi
Pre-evaluation After—using Satisfaction Pre-evaluation Aftgr uslmg
Satisfaction

Quality Eco-friendly 1 Safety Brand

Assessment of Current Safety 2 Eco-friendly Safety

Users
Price Quality 3 Quality Design
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