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Abstract

Purpose: Despite the numerous studies on factors impacting pro-environmental behavior, actual studies analyzing a relationship
between pro-environmental behavior and eco-friendly channels (e.g., local food market and farmers’ market channel) usage
behavior (visit and purchasing frequency) are rare. This study investigated the relationship between consumers with positive pro-
environmental behavior and eco-friendly channels usage behavior. Research design, data and methodology: The study
investigated the relationship between pro-environmental behavior and eco-friendly channels (local food markets and farmers
market) visit behavior by analyzing data from the Korea Consumer Agency’s 2021 Korea Consumption Life Index, with a focus
on the pro-environmental index. Relationship between pro-environmental behavior and whether eco-friendly channels visit or not
were analyzed. Demographic variables also influence eco-friendly oriented channels visit. Data analysis used hierarchical
regression, firstly inputted pro-environmental behavior, and then demographic variables inputted, and finally pro-environmental
behavior and demographics interactions as moderating variables inputted. Results: Consumer’s with positive behavior towards
pro-environment were indeed more likely to choose local food market and farmers’ market compared to other consumers.
Demographic variables also effect local food market visit. Some demographic variables moderate this relationship. The results,

however, differed by channel type. Conclusions: Pro-environmental behavior is closely related to eco-friendly channels (local
food market and farmers; market) visit.
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1. Introduction

2002; Schwartz et al., 2020; Steg et al., 2014; Steg & Vlek,

2009; Stern, 1992; Swim et al., 2011). Xl12tZd #H=9o| =

2tE 2 X&7bsdo| AHohel =0 T2 OAE olsiAXR HAel =zl JChztts
QUCt (Huang, 2016). SEZHME 2A2tst= 2ot OAHE 2EE M7 8l Moz AHig=
o2 MEEQ et dsE FHTSHsE A0l M7 ZQh MU Lt (Sheth et al. 2011) L2 QZED

Moz HAME[D UL} (Graves & Roelich, 2021; Grili &
Curtis, 2021; Hargreaves, 2011; Kollmuss & Agyeman,

* This research was written using 2021 Consumption Life

Indicators in Korea, data conducted in Korea Consumer Agency

1 Firstand Corresponding Author, Associate Professor, Department
of Business Administration, Hansei University, Korea, email:
ydkim@ hansei.ac.kr

Y 4 YR

ARt 7| HFA d2(1

<

AN — )

© Copyright: The Author(s)
This is an Open Access artide distributed under the temms of the Creative Commons
Attribution Non-Commercial License (http://Creativecommons org/licenses/by-nc/4.0/)
which pemits unrestricted noncommercial use, distribution, and reproduction in any
medium, provided the original work is properly cited.



Young-Doo LEE / Journal of Industrial Disribution & Business Vol 13 No 12 (2022) 43-57

44

1o
oF

1

0

ojn

by

b

—

o
o

| AAeH)et o

9

, SLbRtet

11

o2 AFElE 2 (accessibility)S

U
od

= UL (Kollmuss & Agyeman, 2002). O|2{3t 2

=
10

4

ojn

[N
)

Kir
ojn

=
10’

o0

<0
Joil
vl

ojn

=
10

ujn
uld

SR0)N BB 2ERC O

=~

pSPN PS|
-

o

O
A

ST 7| oiAHE ST
AL,

B
g

AlZE = 7| MEO0ICt.

0

478 & (Bamberg &

. 7HX], EHE,

A
2l

o
i}

SZ2E 7|,

1995; Hines et al., 1987; Steg & Vlek, 2009: Stern, 1999,

2000; Stern et al., 1999) 1t 7§Q19| I EA

Moser, 2007; De Leeuw et al., 2015; Geller, 1995: Grob,
= QUCH (Walia etal., 2020). &&H =

s

o
Q

u
ojn

=

H«..u.l_l

o & Zoltt. 7| ot

o

oM Sath o AMEY AL

KI
il

E=
m]

ol

=20 XA o|o|x| =1t O E

K

fillll

i
H

KO

00

RO
Joi!
x4

10

ok
ujn

a

X

{

gt

iS50l S O/X|D{ (Clarketal., 2003;

Corraliza & Berenguer, 2000; Dietz et al., 1998; Grimmer et

10

JoH
x4

Ul

AH| KO

Z Lo Fgk
X

~
=
i

=
7|&E

X
%172l

Pl
MEE X7t 2 = QU

b

.
(=)
=

Ej2 L}E}

4

o

.
[=}

Cosst

o
O

al., 2016; Kalamas et al., 2014; Steg et al., 2014), K| =™
HSO0 F2k2 O|XICH (Lietal, 2019).

golofdc) 27| E2|+=H FH, HZ ALE H|

T

oju
4

0

=
10

b8 BHOIM  LtEfLE

=)
o

=
=)

=
10

IH
O

olo

A 2A U

3

-
o
T

2021 AH|M=X|E OO

b

—

H#AE AFSAH 22
s

HiZ= TA KA
WBtRALt 2 A0

=

%I‘I

ol

o

HEZ0A O|FOX|

=
[

2t

i
il

0 =t

—

MEZ
= 0

=

4

M LtEHE ZoIH, H|

=
-

Al H|O[&

ofl

|
olo
Tofll

b

o
= &

=2
AH|XF ©

—

—

= o|O|X|

~

M HMZFS FOiste &

=~

=

M

=
e

0l

=

=

HE

—

—

F

o

t= HIOoIH
()

47t o|g|

=
SHOM M=ot

—_
74

At
a

Al
=

e

2 Of| A
Ct. o

=

o

[e-]
A

ZAH|R}
&3t
REL

3

—

.|

o
=

=

o
o

=]
e

ofa|x|of

[
1314
IR e HEOM FHof

=

=

= 0|O|X|

[ |

HIXtel Ap7| O|B[X| & HHED
~



Young-Doo LEE / Journal of Industrial Disribution & Business Vol 13 No 12 (2022) 43-57 45

2. Theoretical Background

ety Azl 282 LIEO0| 715t ALt
(Balifiska, 2022). &12td A0 Ot Fol= Oi% Cf
USHX|CE St=Mo 2 BO| Agke Fole «gtd
of A &¢A7|1 =tFo £EAH I¥yeS HAt
Ste A2 =FH2E St A3 (Junotetal., 2018) O]
Ch olgst Folz = W AtEE0| ety dsS
AHHoCtH Chefot SHAEME 2t25tA L sia5t
=0 AHCHE 7|0 E & = AS Ao|Ch

ety S0 F2 DX MAQQS0| of

Al
(awareness) 22 2 (concern)= FF WSO 2
MO YYS ONCH: T4l G A} YUck
(Ari & Yilmaz, 2017; Ellen et al., 1991; Fujii, 2016;
Ishaswini & Datta, 2011; Lee et al., 2014; Mainieri et al.,

1997; Suérez- Varela et al., 2016; Yang et al., 2021). 224
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oz Jggkg D|X[X| Xotch= A7t Atk EXst
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(Bianchi & Mortimer, 2015). 7HQIN QQIoZ=
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Aeoz BRI ZRE AH|XAIEO0| ZHICE
FOiste A2 OFLCH (Klein et al., 2006; Mirosa &
Lawson, 2012). O £ =™ Mirosaand Lawson (2012) 2
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Table 3: Hierarchical Regression: Farmers’ Market and
Direct Transaction with Farmers
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Table 4: Hierarchical Regression: Local Food Market +

Farmers’ Market+Direct Transaction with Farmers

STEE Variables B S.E Wald P
! Pro-Envionmental | 15 | 031 | 35572 | .000
Behavior
2 Pro-Envionmental
Behavior A1 .032 12.190 .000
Gender 612 .049 158.259 .000
Income Level .163 .050 10.811 .000
Education Level .252 .055 21.124 .000
Marital Staus 1.238 .084 218.208 .000
Age .062 .064 .949 .330
8 Pro-Envionmental | 53, | 449 7.718 005
Behavior
Gender .641 229 7.798 .005
Income Level -.047 .240 .038 .845
Education Level .632 .263 5779 .016
Marital Staus 2.156 .386 31.228 .000
Age -.162 .296 .300 .584
Gender x Pro- 008 | .065 016 992
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