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ABSTRACT

This study investigated the effects of values towards Korea fair trade coffee consumers upon attitudes and behavioral intentions
and verified the moderating effects of ethical consumption consciousness between relationships among values, attitudes and
behavioral intentions. A total of 283 data were analyzed for consumers of fair trade coffee residing in Seoul. Structural
equation models were used to identify the relationship between the variables. As a result of the analysis, Schwartz (1994)'s
30 value items were factored into four areas: openness to change, self-enhancement, conservation, and self-transcendence. The
value of 'self-transcendence' showed a significant positive impact on attitudes toward fair trade coffee, whereas ‘openness to
change’ had a significant negative impact. Positive attitude toward fair trade coffee showed a significant impact on intentions
to buy fair trade coffee. In addition, a moderating effect of ethical consumption consciousness between attitude and behavioral
intention was found. Limitations and future research directions are also discussed.
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Table 1. Values by Schwartz (1994)

Value type

Single values / measurement

Self-
enhancement

Power

1.

Social power

. Wealth

Authority

Achievement

2
3.
4

. Ambitious

Capable

. Successful

Openness
to change

Hedonism

© ® | W

. Pleasure
. Enjoying life
. Self-indulgent

Stimulation

10. Exciting life

11. A varied life

12. Daring

Self-direction

13. Creativity

14. Independent

15. Curious

Self-
transcendence

Universalism

16. Unity with nature

17. Broadminded

18. Protecting environment

Benevolence

19. Loyal

20. Honest

21. True friendship

Conservation

Tradition

22. Respect for tradition

23. Humble

24. Accepting my portion in life

Conformity

25. Politeness

26. Self-discipline

27. Obedient

Security

28. Reciprocation of favors

29. Family security

30. Clean

e
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Table 2. Result of exploratory factor analysis and reliability analysis

oA oF GAEEHEEE

. Factor Eigen Variance  Cronbach's
Factors Variables .
loading value (%) a
VT 11 A varied life .868
VT 12 Daring 857
VT 10  Exciting life .849
Openness to 6535 32674 919
change VT 15 Curious 815
VT 9  Self-indulgent 815
VT 13 Creativity 194
VT 2 Wealth .861
VT 3 Authority .833
Self- .
VT 1 Social power 796 3.189 15.943 .847
enhancement
VT 4  Ambition 723
VT 6  Successful .668
VT 25  Politeness 746
VT 27  Obedient 733
Conservation VT 26  Self-discipline 7128 2452 12.260 .840
VT 28  Reciprocation of favors .690
VT 23  Humble .664
VT 18  Protecting environment .862
Self- VT 16  Unity with nature .832
1.189 5.947 778
transcendence v 21 True friendship 562
VT 17  Broadminded 553
Total cumulative (%): 66.823
BI 1 I am willing to recommend fair trade coffee. 875
Behavioral o .
IV B2 1 am willing to buy other fair trade products. 844 4783 53.140 870
Intention
BI 3 I will tell about the goodness of fair trade coffee. 812
It is good to have an interest in the background and
EC 1 . . .848
philosophy of fair trade products.
Ethical
It i 1 th that hel,
consumption  EC 2 1t 1S good to consume the goods that can help and pay - g0 1.488 15.426 857
. attention to the interests of workers and farmers.
consciousness
It is good not to use enterprise products that cause
EC 3 . . .835
environmental or social problems.
AT 1  Purchase fair trade coffee helps protect the environment. .887
Attitude AT 2 It is worth to buy fair trade coffee. 7194 1.034 10.265 .828
AT 3 1 am more interested in fair trade coffee. 587

Total cumulative (%): 78.830
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Table 3. Result of confirmatory factor analysis

Factors/variables Estimate  Standardized estimate S.E. C.R. (t-values) p-value AVE CCR
VT 15 1.000 752 - - -
VT 13 792 697 051 15.470
Opemness to VT 12 1.047 832 072 14.544
548 759
change VT 11 1.125 877 073 15.451
VT 10 1.046 770 078 13.342
VT 9 1.110 783 .084 13.173
VT 6 1.000 618 - - -
VT 4 1.547 783 144 10.770
Self- VT 3 1.422 780 127 11.166 578 781
enhancement
VT 2 1.490 .875 133 11.166
VT 1 1.282 693 126 10.146
VT 28 1.000 660 - - -
VT 27 .860 .540 .094 9.192
Conservation VT 26 1.254 757 117 10.672 577 780
VT 25 1.374 821 121 11.306
VT 23 1.219 752 115 10.610
VT 21 1.000 .595 - - -
- VT 18 1.405 725 160 8.787
Self 524 714
transcendence v 17 1.246 680 147 8.488
VT 16 1.256 611 162 7.771
BI 1 1.000 .801 - - -
Behavioral -
A BI 2 946 837 .063 15.031 613 813
ntention
BI 3 1.023 .841 068 15.069
Ethical EC 1 1.000 648 - - -
consumption EC 2 1.367 943 .108 12.644 629 829
CONSCIOUSNESS — pe 5 1.230 877 100 12.334
AT 1 1.000 713 - - -
Attitude AT 2 1.256 916 094 13.375 667 .856
AT 3 1.121 737 .095 11.779

1=638.847 (p<.001), df=339, CMIN/df-1.885, RMSEA=.056, RMR=.094, NFI=.880, IFI=.940, GIF=878, CFI=.939

E

p<.001.
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WA Ao eht ADELE, ol Kim
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Table 4. Correlation analysis

A4 HoPA o} furkifE s

Items M+S.D. 1 2 3 4 5 6 7
Self-enhancement 4.92+1.05 1
Openness to change 4.56+1.27 112 1
Self-transcendence 5.35+0.91 .036 330" 1
Conservation 4.84+0.92 277" 443" 554" 1
Attitude 5.06+1.12 .005 —.051 432" 246" 1
Behavioral intention 4.93+1.46 1617 688" 288" 4317 5327 1
Ethical consumption 5.71+1.17 011 —.285" 351" 079 5107 —2417 1
* p<01.
Table S. Results of structural equation modeling
Hypothesized relationship Standardized estimate S.E. C.R. (t-values) P Results
H1 Self-enhancement — Attitude .027 .082 394 .694 Rejected
H1 Openness to change — Attitude —.326 .063 —4.002 000" Supported
H1 Self-transcendence — Attitude .802 267 4.348 000" Supported
H1 Conservation — Attitude —.163 .193 —1.026 305 Rejected
H2 Attitude — Behavioral intention 124 088 9.595 .000”" Supported

1=680.104 (p<.001), dF=280, CMIN/df=2.429, GFI=.848, IFI=.907, CFI=.906, RMR=0.041, RMSEA=0.050

sokok

p<.001.

HY & Whang KJ(2015), Hong SH(2014), Pelsmacker PD &
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ol we} Aol et Zolc = A elITh Table 69 A v}
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Table 6. Moderating effect of ethical consumption consciousness

High-level (N=147)

Low-level (N=110)

Baseline model Nested model Ay

Standarfiized rvalue Standarflized rvalue 7 (df=560) P (dF=561)  (df~1)

coefficients coefficients
Self-enhancement — Attitude —.025 —.250 —.100 —.770 1,012.241 1,012.487 245
Openness to change — Attitude —.006 —.037 —.051 —.392 1,012.241 1,012.372 131
B Self-transcendence — Attitude 189 .999 .621 1.582 1,012.241 1,014.093 1.852
Conservation — Attitude 215 1.310 —.040 —.111 1,012.241 1,012.414 173
H4  Attitude — Behavioral intention 755 4.296™ 535 4978 1,012.241 1,018.004  5.763"

* p<.05, 7" p<.001.
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