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This Effect of Eco-friendly Agricultural Product Selection Criteria
on the Degree of Consumer Trust and Recommendation Intention

Sun-Ho Lee'
Dept. of Culinary Science Honam University

Abstract

This study examined the factors that affect the relationship between eco-friendly agricultural products selec-
tion criteria, consumer trust, and recommendation intention. A total of 220 questionnaires were distributed to
consumers, of which 210 were deemed suitable for analysis after the removal of 10 unusable responses. In
order to perform statistical analyses required in the study, SPSS 18.0 Statistical Program was employed for
frequency analysis, factor analysis, reliability analysis, correlations, and regression analysis. The results of
exploratory factor analysis showed that four factors regarding eco-friendly agricultural products were extracted
from all measurements with a KMO of 0.735 and a total cumulative variance of 79.373%, With regard to
consumer trust, one factor was extracted with a total cumulative variance of 75.431% and a KMO score of
0.695. One factor for recommendation intention was extracted that accounted for a total cumulative variance
of 68.428% and a KMO score of 0.694. All factors were significant to .000 and the correlation between va-
riables was significant. Thus, based on the results, the main research hypotheses that identify the relationships
between selection criteria, consumer trust and recommendation retention were adopted.
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{Table 1> Demographic characteristics of the subject
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(N=210)

Division Variable Frequency Ratio Division Variable Frequency Ratio
Male 113 53.8 Married 107 51.0
Gender Marital status
Female 97 46.2 Not married 103 49.0
<100,000 65 309 < 5% 4 1.9
Average monthly 100,000 ~200,000 51 243 izzr;fl%e 5~10% 113 5338
purchase amount 200,000 ~300,000 61 290 irchase }rlate 10~30% 91 433
300,000 < 33 157 30%< 2 1.0
<1 time 6 2.9 Supermarket 64 30.5
Average monthly 1~3 time 50 23.8 Place of Department store 49 233
number of
purchases 4~6 time 72 343 purchase Traditional market 54 25.7
7 time < 82 39.0 Direct transactions 43 20.5
Total 210 100 Total 210 100
ZAMN ARG ATEAT 5442 (Table ) 2HIAKZ| 01 Y AlZ|=2M
>3} 2t ##2o] gl d4d(53.8%)°] FiA *Hmﬂﬂoﬂ gk 22l B 22| Z8AS (Ta-
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< 100,000¢) "19H30.9%), ?l%véit%fﬂ Tl EolA] 179 8Qle] FEEY e, A
HI&2 5~10%(53.8%), &35 =] did 07 o)d] A =E YeRSItE KMO -2 0.695
TSl = 2~43](34. 3%)§ }_A}EJ Aok A o2 Yehgon, FRAAEHE L 754312 e}
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=1 Vet 0.000) .= Zdasido] QlwA alr|d A
sa alAe 4 gk
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{Table 2> Selection decision factors and reliability analysis

. . Factor Eigen  Variance Cronbach's
Factors Classification .
loading value (%) a
Selected in consideration of the minerals and vita- 840
mins. '
Health Selected in consideration of the nutrition .808 3.596 24.108 752
Selected in consideration of benefit for the immune 204
system. ’
Selected in consideration of the ease of cooking. .847
Convenience Selected in consideration of the ease of purchase. .845 2.629 21.747 739
Selected in consideration of the ease of storage 740
Selected in consideration of the appearance .889
Quality Selected in consideration of taste and flavor .859 1.818 19.904 787
Selected in consideration of the texture 789
Chosen to eat every day.
Friendliness  Selected for familiarity. 1.023 13.614

Selected based on having been eaten in the past.

KMO Kaiser-Meyer-Olkin 0.735
Bartlett  chi-square 845.379
Significant 0.000

Total cumulative variance(%) 79.373

{Table 3> Consumer trust factors and reliability analysis

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading value (%) a
I trust the producers of environmentally friendly agri- 358
cultural products. ’
Consumer . .
¢ ut I trust the sellers of eco-friendly agricultural products. 792 2173 75.431 724
Tus
I trust the certification mark of the environmentally-fri- 201
endly agricultural products. '
KMO Kaiser-Meyer-Olkin 0.695
Bartlett  chi-square 228.546
significant 0.000
Total cumulative variance(%) 75.431

AAAA BAS g A= (Table 559 Zoh 11 A54(r=0.362, p<0.01), T =9} AH| 21 =]
A3 FAA(r=0.358, p<0.01), 2H|ARIZ S (r=0.339, p<0.01) Ztell Fo|gt H(+)e] FaaA
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{Table 4> Recommend intention factors and reliability analysis

. . Factor Eigen Variance Cronbach's
Factors Classification .
loading  value (%) a

I would recommend eco-friendly agricultural products as 87
much as possible. '

Recommend 2014 68428 837
intention 1 would recommend bissado over regular produce. 812 ’ ' ’
I would recommend buying to people around. 761
KMO Kaiser-Meyer-Olkin 0.694
Bartlett chi-square 174.363
significant 0.000

Total cumulative variance(%) 68.428

{Table 5> Correlation analysis

. . . . Consumer Recommend
Factors Health Convenience Quality Friendliness . .
trust intention
Health 1
Convenience 322%* 1
Quality 134% 142% 1
Friendliness 182%* 295%* 358%* 1
Consumer 334 242% 300%x 362%* 1
trust
R d
ceomment 214% 192% 206%* 190%* 339% 1
ntention
* p<0.05, ** p<0.01.
7 sle Ao Awdol Vet 2], Bedd BT felal e, dusle &
HIZFE o] ks rRIvke 7HE2 Ag = it
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1) ZBASAIZ0| MEHETO0I0| AHIK} *HW]W AR vIAE 9
A0 OlRls st 3R E AAIE A= (Table 7> AlA]

RelAE golo] AuApAlEle] WA ek HolNth A 2o AW R=132(ad-
3 AR L 3] 93 OEs| AR Ay justed R=130)0] 3L, FREE 2849701, 394
(Table 6>l A|A=e] gleh. @A) 3|A2)e] Adn  p=0.0002= SAHAXHCE frofgh Ao 45 o]
2o RP=268(adjusted R°=265)°]1, Fgr2 97.061  3AAEH] Agsitt= Aoz Yehdth p<
o3, 3L p=0.00022 EAHoZ feoat  0.00104 FelsHAl UERY, AvAtE s )
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{Table 6> Influence of selection motive effect on consumer trust

Dependent Independent s Standardized rval Si
~value i
Variable variable coefficient val &
Health 164 .069 2.887*** .002
Convenience 631 .071 8.654%** .000
Consumer trust
Quality 113 .058 2.061%* .031
Friendliness 246 .070 3.480%* .001
R*=268, Adjusted R’=265, F=97.061, p=0.000
* p<0.05, ** p<0.01, *** p<0.001.
<Table 7> Influence of consumer trust effect on recommend intention
Standardized
Dependent variable Independent variable an arllze t-value Sig
coefficient
Recommend intention Consumer trust .860 .026 31.671%** .000

R*=132, Adjusted R*=.130, F=28.497, p=0.000

wxx 5<0,001.
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