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The Effect of Purchasing Factors of Environment-Friendly
Agricultural Products on Consumer Attitude
and Purchasing Intention

Jong-Ho Lee'
Dept. of Hospitality and Tourism Mnagement, Kyungsung University'!

Abstract

The study tested the moderating effect of 215 women living in Busan to analyze the purchase intention

(awareness, health interests, environmental interests) of environment-friendly agricultural products and it's the
causal relationship between consumer attitudes and purchasing intention. The results confirmed that all purchase
factors for environment-friendly agricultural products had significant causality on consumer attitudes. Signifi-
cant causality of consumer attitudes on purchase intention was also confirmed. The moderating effect of the
number of purchases was analyzed to only significantly affect consumer attitudes on purchase intention and
consumer attitudes according to number of purchases were analyzed to vary depending on the intensity of pur-
chase. Information presented in this study means that consumers who are aware of environment-friendly agri-
cultural products, interested in health, and interested in protecting the environment exhibit positive attitudes
on environment-friendly agricultural products as well ashigher purchase intentions. Therefore, if government
and local organizations strengthen the promotion of environment-friendly agricultural products, there may be
an acceleration of the consumption of environment-friendly agricultural products, followed by an increase in
the income of farmers as well as an increase in the number of farmers who cultivate environment-friendly agri-
cultural products. This may ultimately aid in the conservation of the natural environment of Korea and enhance

the health and well-being of the public.

Key words: purchasing factors, moderating effect, environment-friendly agricultural products, consumer

attitudes, purchasing intention
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<Fig. 1> Research model.
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<Table 1> Demographic characteristics of the respondents (N=215)
Characteristic N Percent(%)
Non-married 56 26.0
Marital status Married 154 71.7
Etc 5 23
<30 43 20.0
31~40 58 27.0
Age
41~50 65 30.2
51< 49 22.8
< Middle school 46 21.4
. High-school 41 19.1
Education o
University 112 52.1
Graduate school over 16 7.4
Professional 33 15.3
Employee 36 16.7
Public official 17 79
Occupation Self employment 16 7.4
Student 13 6.0
Housewife 93 433
Others 7 33
One person household 14 6.5
Couple 37 17.2
Family livi
amiy ving Parents + children 143 66.5
arrangement
Grandparents + parents + children 11 5.1
Others 10 4.7
<100 8 3.7
101~200 35 16.3
Monthly standard income
) ) 201~300 54 25.1
(housewife husband income)
301~400 48 22.3
401< 70 32.6
Rice and grain 24 11.2
q ' ' Vegetables 119 553
Eeofii .
co rlend}.l aglcu ture Fruits 39 18.1
purchasing item
Purchase all 14 6.5
Others 19 8.8
More than once a week 127 59.1
Number of purchase
Less than once a week 88 40.9
<10,000 35 16.3
™ 10,001 ~20,000 60 279
© average 20,001~30,000 53 247
purchase price
30,001 ~40,000 35 16.3
40,001 < 32 14.9
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{Table 2> Factor and reliability analysis of education program, satisfaction, re-registration intentions

Factors Eigen  Vari- Cron-
Factors Items measurement . .
loading value  ance% bach's a

I intend t ti 1 h friendl icultural pro-
intend to continuously purchase eco friendly agricultural pro 887 348 17139 935

ducts.

I make an effort to purchasie eco friendly agricultural products. 851
Purchase
intention I talk to surrounding people about the good points of eco 828

friendly agricultural products. '

I purchase eco friendly agricultural products even though the 816

price is more expensive than general agricultural products. )

Ecofriendly agricultural products are more delicious than ge-

) .788 3.171  15.853  .905

neral agricultural products.

Ecofriendly agricultural products aid in the protection of the 777
Consumers  epyironment. '
attitude

Even though eco friendly agricultural products are more expen- 776

sive than general agricultural products, it is worth it.

Eco friendly agricultural products helps promote good health. 172

Not only thinking about 1f, but prefer to th ious life
of on.y inking abou .rnyse . ut prefer to the conscious life o 3016 15080 875
that think about the entire society.

Interest in the

I use eco friendly products as mush as possible. .805
environment
I participate in environmental protection. .805
I prefer eco friendly products. 754
Knowing about notation of eco friendly agriculture. .831 3.011 15.053 871
Knowing about the meanings and grown in some ways of eco 797
friendly. '
Awareness
I really understand eco friendly agricultural products. 763
I purchase agricultural products after seeing attached eco frien- 713
dly displays or certificate of quality displays. )
I regularly have health check ups. .822 2740  13.700 .850
Interests in | purchase healthy food. 197
health I read publications or watch broadcasts related to health. 787
I am really interested in health. .642
KMO Kaiser-Meyer-Olkin 915
Bartlett Chi-square 3,038.597
Sig .000

Total variance

6.826
%) 7
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{Table 3> Confirmatory factor analysis and reliability of items

Standardized
Factors Items measurement . t-value CCR AVE
estimate
Knowing about the meanings and grown in some ways of .
. 821 Fixed .629  .945
eco friendly.
Awareness | purchase agricultural products after seeing attached eco 789 12,547
friendly displays or certificate of quality displays. ' ’
Knowing about notation of eco friendly agriculture. 798 12.726
I really understand eco friendly agricultural products. 762 12.017
I read publications or watch broadcasts related to health. 718 Fixed  .581 935
Interest in 1 regularly have health check ups. 107 9.650
health I am really interested inhealth. .874 11.554
I purchase healthy food. 137 10.048
I use eco friendly products as mush as possible. 817 Fixed .638  .946

Interest Not only thinking about myself, but prefer to the conscious 768 12,093
in the life that think about the entire society. ' '

environment

I participate in environmental protection. 831 13.305
I prefer eco friendly products. 176 12.249
Ecofriendly agricultural products are more delicious than .
. 750 Fixed .709  .964
general agricultural products.
Eco friendly agricultural products helps promote good
Y agrictiiiral procucls hebs p £ 880 13.353
Consumers ~ health.
attitude  Even though eco friendly agricultural products are more 289 13.503
expensive than general agricultural products, it is worth it. ' '
Eco friendly agricultural products aid in the protection of
. .841 12.701
the environment.
I purchase eco friendly agricultural products even though the
pure?  agricultural products even though 848 Fixed 787 966
price is more expensive than general agricultural products.
I intend t ti 1 it friendl; icultural
intend to continuously purchase eco friendly agricultura 915 18,161
Purchase  products.
intention 1 a1k to surrounding people about the good points of eco
. . 871 16.644
friendly agricultural products.
I make an effort to purchasie eco friendly agricultural pro-
912 18.076

ducts.

x2=284.718(dfﬁl60), p=.000, CMIN/DF=1.779, RMR=.020, GFI=.888, AGFI=.853, NFI=.910, CFI=.958, RMSEA=.060
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{Table 4> Correlations analysis of educational environment

Interests Interests in Consumer Purchase
Awareness . . . . .
in health environment attitude intention
Awareness 1
Interest in health 478" 1
Interest in th . -
pierest m e 439 405 1
environment
Consumer attitude 5727 5247 4707 1
Purchase intention 448" 387" 496™ 546" 1

" p<.01.
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{Table 5> Structural equation results

71 Estimate B t-value p-value Result
C
Hi-1 Awareness  —  oumE 309 0322 4057 0.000%**  Supported
attitude
H1-2 Interest in health — 0.388 0.378 4.751 0.000%** Supported
Int t in th
HI-3 e e 0.182 0.209 3.009 0.003%* Supported
environment
. Purchase
H2  Consumer attitude — . . 0.839 0.612 9.020 0.000%*** Supported
intention

% <001, *** p<0.001.
7°=303.272(df 163), p<0.001, CMIN/DF=1.861, GFI=0.881, NFI=0.904, CFI=0.953, RMSEA=0.063.

71 19 7pd 2=

e AT

ZH| AR E( 8=209, 1=3.009, p<.01)ZE
eIt 18 s qkeo] Foj
7h ZnjAbe ) 7 2
At el 3 &AL
T(B=.612, 1=9.020, p<.001)IA] &

TEes

freldt ST

afldX e AdHd=

ol e & 5 U4

T Tl

g FEFAAT} AEE FAT 5 ik whetA]

A gele] Avlzje] Bl

FEFM g s2kz 7ol

A% 3 A3 (Table 6>3F
= CFI 0.921, NFI 0.843, CFI

0.904, IFI 0.933, RMSEA 0.0542 $8-3kitsl 4=
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{Table 6> Moderating effect

L0l 18] o] o]

12783 AL 13] oJ3t PujH o R i
of x? Aol AN A AR o’
527.624(df=678)2. 2 el 18 sAakE
T @¢lo] AH|AE o) mX]E koA Fhul
e 2EENE JehliA = 2tk s &
H2F Bl =7} o) nlX) = oAl i3l
FE A rXdf=D), p<0019A] feolet 2R EAE
YeRASITE ol 3t Axks anake] Bjer) ol
o Ze] S = A 18 FiHE
T Bl gol] wheka] Tl o] Fwrt Aol 7t 9l
= A%E o3tk

1 o ok

14 Low group High group Unconsztrained model Constzained model A y?
B t-value B t-value 2 7(df=326) 2°(df=327) (df=1)
Hl1-1 0.341 3.116** 0.316 2.963 527.624 527.684 0.060
H1-2 0.363 3.534*** 0.405 3.459 527.739 0.115
H1-3 0.204 2.136* 0.205 2.036 527.633 0.008
H2 0.688 7.804%*** 0.470 4.285 527.624 532.315 4.691**

** p<0.001, CFI 0.921, NFI 0.843, CFI 0.904, IFI 0.933, RMSEA 0.054.
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