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Abstract

Natural disasters and transient resource extraction cause new environmental problems and
the waste of resources has also become a big problem. Because these kinds of
environmental damage and pollution are harmful to human beings, the problem of
environmental protection has become a global issue. In this situation, most consumers
prefer Eco-Friendly products that benefit their health and can reduce environmental
pollution as well. Businesses also try to develop marketing strategies that position
products focused on the environment. At this point, the study has categorized extrinsic
properties of Eco-Friendly products into brand images, the reliability of Eco-marks,
advertisement views, and researches how the properties have effects on the perceived
values and perceived risk in the process of consuming and how the perceived values and
perceived risk have implications for purchasing intention. The consumer’s perceived
values are classified into emotional, social and Eco-friendly values. On the research of
existing Chinese consumers or organic milk products, this study explains how the Chinese
consumers make an assessment of the extrinsic property of Eco-Friendly products in the
Chinese market and provide strategic implications to the Chinese market entrants.
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Fig. 1 Research Model
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Xé’—q 714, /\}ﬂﬂ J}X] A A 74, A)2F

H g, 5
JEQlom, 7t —g"”%oﬂ =1l

agep ~ s %A e 57 el
A PRl B elpolae] v}
AlFo] tfgt 222 4ol& Tanner and
Kast (2003)2] ¢19-5 EC|& ‘AH|AEo] F
oS Sk wjo] WEARE 7|Eo] Al 1S A
2 A Agste] A4l & shFar o
2o AT B 4 YRS BIFE oY
Sl T AHejelela HAlE ojujxo] tigh =
Z2H2 o) Aker (1997)2] 195 EUj& ‘4
Hlzje] 7)o} ol gl HAEE o] 171 Al
2}, 4h4 Jelm e o Aolshict. B
e eof] ot 22414 4 ol= Buil et al, (2011)
and Yu YoungJin and Song Jeong-seon
(2010)9] A5 Edi AH|RprE Jare] o
5 ol T} EEA Fo|y LA OR Aol
slodey, g ARl gt 2aE gehe
Sweeney and Soutar(2001) g5 B2
SHAEEO] M B2 4HlE SOl AlEo®
BE Lol A4H 24 B wrow A
B FEAoR Holsiaa Aleld 7He
gt 22H4] A ol+= Sweeney and Soutar(2001)
LS vlglo g ‘Abg] R xJol7id (social self-
concept)E FIA7|= AEsE o2 E W
BEE fgoR gelshint N8 71
of gl 224 A2+ Ryu Min-Ji, Lee Soo-
Hyung and Moon Sun-Jung (2013)2] 1415
Hlgho R Aol M3 gl A9 54
oL} Ve omity mEE f-8/d R Aofst
otk w3, 2)7kel o3l tist xxA Aol
L Perter and Ryan(1976)2] 11L& Erfjz
i‘ﬂlXM AZbE 9192 axnlapg oA AlEl
digt Beklal 2gHe Aol £ Az
YRS AR 7ol TRl AxH|ARe]
#zpo) ek Aelsigli FufelEo] et 2
2k A 0]= Moon Sun-Jung and Lee Soo-
Hyung (2013)Q S vfEo® RS Hgh
A AFE st ke ofgpos Holst
Ak

B oolol 7} wieo] AIFES A7)
ol SPSS 21.0% AMESFQIIL BHol@olmal
Eloby] Azl Ak HZS ols) kA
Al BES AMOS 21,05 o|-§sl3ict.
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Table 1. Question and Source

9 3% 1%

vo=2 =
+HE FHeE

63

Variable Measures Num. Reference
The brand is environmentally friendly.
Brand s family-like. Chong Yu-Kyeong et al
Brand Image ) 4 (2011)
Brand is honest. Aaker (1997)
The brand is affectionate.
The attached Eco-Mark is trusted.
Eco-Mark | believe in the quality assurance of the 3 Tanner and
Trust attached Eco-Mark. Kast (2003)
| believe in this product with an Eco-Mark.
Advertising is well done.
Advertising i Yu Young-Jin and
attitude Advertising is new. 3 Song Jeong-seon (2010)
Advertising is creative.
| feel good using the product.
Emotional value Using the product is fun. 3 Sweene(yzoa0n1d) Soutar
| feel happy when using the product.
Using the product, | feel that others improve
their impressions of me.
Social value Using the product gives a good impression to 3 Sweeney and Soutar (2001)
others.
Using the product, | get social recognition.
The ingredients are environmentally friendly. Ryu Min-Ji,
Eco-friendly value The product is resource conservative. 3 Lee Soo-Hyung and Moon
The product is less polluting. Sun-Jung (2013)
The concept of the product does not fit me
well.
Perceived risk Using the product is harmful to my health. 3 Gr:ln(:glégs)et
There is a risk that the function is not as good
as expected.
It is highly likely to purchase the product.
Purchasing . . . ) Moon Sun-Jung and
Intention Consider purchasing this product first. 3 Lee Soo-Hyung (2013)
| am willing to purchase this product.
V. A=EA = 1179(55.2%), 30tH= 8374(39.2%), 40ty
= 129 (5.7%) 2.2 2007t Al 28 nleS
1. FHo] QTEASA EA ERILE, 29S HH shgo] 14(6.6%), ¢
B AHEE|O] 927(43,4%), Fh/ATH| A
_ 20v(13.7%), FF-YU13H(6.1%), FAR= 179
<T2bl€ 2>0ﬂ/\‘1 E ]_94_ ] O‘j—,LE%Q] 90( 57 0), o T 3 ( 0) RILE ]’ 70
s (8.0%), Qe 5(2.4%), FH= 19
ARl SAelA, e k) ww W
- (0.5%), d_%ﬁ% 4078(18.9%), 7]ek 14
o] 9878(46.25), ©J/4d0] 114%‘()3 8%) O & H]
: 0.5%) 0.2 Ak AEHo] A9 e vl
S35k Hle2 Holal Agd H4d= HH 20t

7,

shelor Wi arFolst 17(0.5%),
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% 29(0.9%), ek 141(6.6%), T

o 167%(78.8%), thakd o)A 8 28'4(13.2%)
w_E'E = vleo] Al wth A oA
FEe 1417(6.5%), H1ES 71335005

Table 2. Demographic Information of Sample

71%o] AHoR w=o uES Zx|gi) A

59 By 9 AS 3000-50009)23F 73
(34.4%) 0.2 A|Y =t}

Characteristic Number Proportion(%)
Male 98 46.2
Gender Female 114 53.8
Total 212 100
20-29yrs 117 55.2
30-39yrs 83 39.2
Age
40-49yrs 12 5.7
Total 212 100
Student 14 6.6
General office worker 92 43.4
Sales / Service worker 29 13.7
Official 13 6.1
occupation teacher 17 8.0
self-employment 5 24
housewife 1 0.5
Professional occupation 40 18.9
Other 1 0.5
Total 212 100
Lower than High school 1 0.5
High school 2 0.9
Education college 14 6.6
Bachelor 167 78.8
Graduate school 28 13.2
Total 212 100
Single 71 33.5
Marriage Married 141 66.5
Total 212 100
Less than 3000RMB 17 8.0
3000-5000RMB 73 344
5000-7000RMB 52 245
Average monthly 7000-10000RMB 36 17.0
income
10000-15000RMB 29 13.7
More than 15000RMB 5 24
Total 212 100
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2. seleclis W AFEhds

-

Hair et al, (1998)0f w2 74wl 23]
= AgoflAl GFl= g2t 72 glokal o)
QL FHA S8R9 0.850)4 o2t BFYlt
Seo Ho-Cheol, Ahn Joonhg-Ho and Yang
Ji-Yoon (2007)= S4XE A3e A= 9]
AL S E BAH BESL el 9)
A 9 78 Hlaek 4= Q= AriE ]l 7]l
IRl sk o] Qlsf ARelast lotollkl=
0.801olel 48 7Pt 9letar sjeich. of
o] ARA-E Bt (Table 3) o4 Hi=
ule} o] 2 elo] Blelngl HA] Auks 1
™ GFI=0.884, CFI=0.940, TLI=0.935,

Table 3. Result of Confirmatory Factor Analysis

IFI=0,948, RMSEA=0.046, RMR=0,034° &
Wi 7)ol Bk Aow eyt
ArollA] SAmEle] JHdeldd(construct
validity) & 2451 9l61o] et (convergent
validity) ¥} FHHERSA (discriminant validity)
< ARSIt Lee Hak-Sik, Ahn Guang-Ho
and Ha Young-Woon (2005)¢] w=H 7=
P O] 72 A A7 0.50] Aol
N AZ|E(CR)7H0. 70 o, et Al
= BHAVE)o] 050408 HAsto] HA1Z
LiE 7)Eo]| Fgto]  Zlo® it v
A|Z¥El Q1% AVEgro] mlAlsHA 0,55t} 244
HE U] Aiso] 7)ol S5 ERE A4
o7 QAT vk 4Eoletal & 4 Qloh

e
~|

Variables Items Estimate SE T value  Cronbach alpha C.R AVE
Brand 1 0.851
Brand 2 0.593 0.084 8.468
Brand Image Brand 3 0.615 0.052 6.822 0.774 0.899 0.695
Brand 4 0.685 0.067 9.927
Eco-Mark 1 0.808
Eco-Mark Eco-Mark 2 0.808 0.082 12.236 0.843 0922 0797
Eco-Mark 3 0.792 0.091 11.979
B AA 1 0.583
Aiﬁtﬁjgg AA 2 0.795 0.204 7.511 0.733 0834 0631
AA 3 0.732 0218 7.338
_ EV 1 0665
E”\}gffe”a' EV 2 0.625 0415 7.432 0.708 0832 0623
EV 3 0.669 0.135 8.132
SV 1 0.761
Social value  S.V 2 0.781 0.086 10.576 0.821 0844 0643
SV 3 0.792 0.086 10.681
, EV 1 0.722
Ec‘tgﬁf:d'y EV 2 0.729 0.115 9.206 0.725 0.840 0637
EV 3 0.615 0.124 7.930
PR 1 0.714
Perceived risk  P.R 2 0.721 0.126 8.379 0.771 0745  0.489
PR 3 0.750 0.140 8.517
. Pl 1 0.759
P;’gﬁ;‘gg Pl 2 0.577 0.105 7.423 0.725 0.841 0.641
Pl 3 0.737 0.100 9.111
Standard above 0.5 above 1.96 above 0.6 above 0.7 above 0.5
Ad Chi Square(df=247)=356.540 p=0.000, GFI=0.884, CFI=0.946, TLI=0.935, IFI=0.948,
equacy

RMSEA=0.046, RMR=0.034
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3. ek

Aol ek S AR st
Kline (1998) and Lee Hak-Sik, Ahn Guang-
Ho and Ha Young-Woon (2005)2] 1510
e = 7 Agaioct. B
Kline(1998)2] elto] e} 2t wig=5e] Ak
AlS=7F 0.855T}F Zolof hal, FAl= Lee

7]/40

Hak-Sik, Ahn Guang-Ho and Ha Young-
Woon (2005)0] wle} Hat BEAk=Z ZHAVE)
ok 2t Wl AARe) AF g Hrt A
kst (Table 4) oAl Hi= vpe} o] 7+ W
50 A BE 085580 Aal, AV
E+& 7} ¥4 *oh&ﬂl# Al gk EE =2
Aoz el sheeldAdo] sk i)

o

Table 4. Correlation Coefficients Between Constructs

Brand Advertising Perceived  Social Emotional Eco-friendly Purchasing
Eco-Mark . ; .
Image attitude risk value value value Intention
Brand Image | 0.695
0.716
Eco-Mark 0.797
(0.512)
i 0.188 0.302
e 063
u (0.035)  (0.091)
-0.322 -0.453 -0.292
Perceived risk 0.489
(0.103)  (0.205) (0.085)
0.383 0.479 0.554 -0.369
Social value 0.643
(0.146)  (0.229) (0.306) (0.136)
Emotional 0.504 0.636 0.622 -0.448 0.68 0.623
value (0.254)  (0.404) (0.386) (0.200) (0.462)
Eco-friendly 0.514 0.631 0.581 -0.424 0.651 0.698 0.637
value (0.264)  (0.398) (0.337) (0.179) (0.423) (0.487)
Purchasing 0.602 0.561 0.316 -0.494 0.399 0.533 0.711 0.641
Intention (0.362)  (0.314) (0.099) (0.244) (0.159) (0.284) (0.505) '

Note: * The diagonal line is the value of AVE, the value in the table is the correlation coefficient, the value in ()

is the square of the correlation coefficient.

4. 7HARA Azt

Qo] Qmele] Haks Blel]
oJ3lo] AMOS 21.0 A T2 1312 o]85}o]
BEARASRA, ARARRAS AN
tf odgtrdle) ARtes EARh 4w Chi
Square=383.927 df=256 p=0.000, GFI=0.875,

O
=

CFI=0.937, TLI=0,926, IFI=0,939, RMSEA=
0.049, RMR=0,036.0 & HE]—L] nks| o] PaLIRs
o= TEENEE
Be Asel & At OJ?LE?%‘A @%LE PAES
7o W HgkE Zlog dAfo] At

B g 4 gk

7(—] 61—

T

{F

o [
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Table 5. Results of Hypothesis Path

3 AEY AAH &40 A48 7HA, A4E A4 3 F= uAe

Hypothesis Path Estimate T-value P Test
H 1-1 Eco-Mark Trust—Emotional value 0.412 3.258 0.001 Accept
H 1-2 Eco-Mark Trust—Social value 0.286 2.375 0.018 Accept
H 1-3 Eco-Mark Trust—Eco-friendly value 0.368 3.137 0.002 Accept
H 2 Eco-Mark Trust—Perceived risk -0.392 -2.811 0.005 Accept
H 3-1 Brand Image—Emotional value 0.111 0.942 0.346 Reject
H 3-2 Brand Image—Social value 0.076 0.663 0.507 Reject
H 3-3 Brand Image—Eco-friendly value 0.223 1.988 0.047 Accept
H 4 Brand Image—Perceived risk -0.022 -0.164 0.870 Reject
H 5-1 Advertising attitude—Emotional value 0.543 5.323 0.000 Accept
H 5-2 Advertising attitude—Social value 0.535 5.543 0.000 Accept
H 5-3 Advertising attitude—Eco-friendly value 0.464 5.140 0.000 Accept
H 6 Advertising attitude—Perceived risk -0.209 -2.334 0.020 Accept
H 7-1 Emotional value—Purchasing Intention 0.028 0.205 0.837 Reject
H 7-2 Social value—Purchasing Intention -0.142 -1.389 0.165 Reject
H7-3 Eco-friendly value—Purchasing Intention 0.694 4618 0.000 Accept
H 8 Perceived risk—Purchasing Intention -0.245 -2.802 0.005 Accept

(Table 5)oll4 Xz uje} ol

7hd 19}

7p2t Sdnka ARk A2k Z4xeh 2|2t

5 919lo]] of e Ak v A=z

|2 gtof]

ATt RN T S A B A4 E9
CH(Z}2}, r=.412. t=3.258. p(.001; 1=.286.

12, 89210 Lof <]
e AP0l Q9=

s

=, =

[e]

te B 4 ol

A SRR
2wk et et 59 1AL R B

e BlAlelAE ey Eo] of
A ok 2 Akslols

t=2.375. p<.018; r=.368. t=3.137. p<.002;
=-.392. t=-2.811. p{.005)

A, 7331 7 4= R Al Bl
Solu| 47k 22kl 7)o} A 2hE §1%e] ol
oh P VA =AE Gopdr] ffRt THEEA
7Hd 3% Azt BE olulX= F 714
Sk AF)%) el B 7|20 Ao R ekt
AL FEEA 7ol £-9)(r=.223. t=1.988.
pC.047)%E Alom yepdt) E1F A2 9
ol 717kEl Aog eIt Ryu Mindi,
Lee Soo-Hyung and Moon Sun-Jung (2013)
o] oMz, o= xled MEAIAIE i
o IS S olulA7l A 7
%), Ael2] Zpje] i A(He] A4S vt
oL}, A Aol s Rk

O3 2008\ FollA] WHIE “SHENBKNTY
(G el AR o] fRkoletar i

SHEPREVOIA AR 08 e ofE

A& =3k o=
i

7} Eal ARRES O]E% AbAQ] ofdko g
T - gAlel gk BaiE ofu]x]7) Fg A
oz A Hoe= o 4 %L, o= 5oy
A2k A 7R, A2k AbelE 7 e
3 A2 91 BT 7|7to] Ejgirka & 4
9k,

AR, 7159k 7H6e Waewst 27k

7A@} A2k f19de] ojwet ekE vlA=A]
£ Yoler] $Jgt 7R v dS Aa
TR B (Zh2), 1=.543. t=5.323. p(.000;
[=.535. t=5.543. p(.000; r=.464. t=5.140,

p<.000; r=-.209. t=-2.334. p<.020).
uiA, 7 73} 82 |74 7hx|e}F x|7bE
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p.000)ar %|zkEl 93lo] o w A=
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Al 35 s dsh= Agtolal A 719k AF
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