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Abstract

This study was designed to provide practical environmental marketing data by measuring the effect of environmental
marketing on customer loyalty and trust at coffee stores. The results were obtained by empirical analysis and are summarized
as follows. The first hypothesis, the effect of environmental marketing on consumer trust at coffee stores, showed that
environmental marketing at coffee stores had a statistically significant positive effect on consumer trust. Price, product, and
facilities as sub-factors of environmental marketing at coffee stores had effects on consumer trust. Especially, facilities was
the highest. The second hypothesis, the effect of environmental marketing on customer loyalty at coffee stores, showed that
environmental marketing at coffee stores had a statistically significant positive effect on customer loyalty. Price, product, and
facilities as sub-factors of environmental marketing at coffee stores had effects on customer loyalty. Especially, facilities was
the highest. The third hypothesis, the effect of consumer trust on customer loyalty at coffee stores, showed that consumer
trust at coffee stores had a statistically significant positive effect on customer loyalty. Improvement of consumer trust by
environmental marketing was an important factor in improving customer loyalty. As for these findings, price, product, and
facilities as sub-factors of environmental marketing at coffee stores had effects on consumer trust and loyalty. Consequently,
these findings provide helpful information for coffee stores to plan environmental marketing strategies and establish
direction, and they can be used for management activities.
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<Table 1> General Characteristics of Those Surveyed
Classification N %
S Male 146 52.0
x Female 135 48.0
Under 20s 132 47.0
Age 30s 118 42.0
Over 40s 31 11.0
Mari Married 104 37.0
arriage Unmarried 177 63.0
Demographic Factors of High School Graduate 43 153
Surveyed Academic Back i Junior College Graduate 61 21.7
cademic Backgroun University Graduate 154 54.8
Over Graduate School 23 8.2
Employee 146 52.0
Student 69 24.6
Occupation Housewife 21 7.5
Self-employed 36 12.8
Unemployed 9 32
Under 1 million won 78 27.8
A Monthly T Under 2 million won 112 39.9
verage Viontly fncome Under 3 million won 66 23.5
Over 3 million won 25 8.9
Once 49 17.4
2 times 68 242
I\Ah;:lilge Use Frequency Per 3 times o) 256
4 times 37 13.2
Over 5 times 55 19.6
Taste of Coffee 42 14.9
Meeting with Acquaintances 139 49.5
Objectives of Use Business Meeting 63 224
Geographic Convenience 25 8.9
Cheap Price 12 43
Coffee Auailability Factors of Under 30,000 won 81 28.8
Surveyed A Monthly E Under 30,000-50,000 won 106 37.7
verage Monthly Expense Under 50,000-100,000 won 69 246
Over 100,000 won 25 8.9
STARBUCKS 44 15.7
ANGELINUS 39 13.9
CAFFEBENE 58 20.6
Frequent Coffee Store TOMNTOMS 19 6.8
HOLLYS 22 7.8
PASCUCCI 16 5.7
Other 83 29.5
Very Low 10 3.6
Low 45 16.0
Concerns about Environment Normal 147 52.3
High 67 23.8
Very High 12 43
Total 281 100.0
2°(26.291%)= HHEAIL, 92125 SHAAE(23.399%)2- 821 AAZke] £4 oPFe R Yeht FE2H 821 Bdo
2, 89132 FA7FA(18.246%)2-2 HHEIATE ©] 371 grE AoE FAHEUOH AFE HF BT 6 oFoR
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<Table 2> Tests for Validity and Reliability of Environmental Marketing in Coffee Stores

Factor
Classification Environmental Environmental Environmental
Facilities Product Price
It has a good combination of the environment-friendly inside/outside. .829 187 214
The general environmental-friendly image of its interior makes yourself comfortable. 759 319 248
Tables and chairs using environmental-friendly materials make yourself comfortable. 744 .198 239
A sign/logo are well matched with the environmental-friendly image. .700 290 245
The recyclable goods of the environmental-friendly image make you feel good. .698 414 176
Coffee-related accessories emphasize the environmental-friendly image. .689 331 277
You can see the same image everywhere in many stores. .629 215 .046
The notice of products participating in environmental protection gives consumers a sense of
. 345 737 234
closeness and pride.
New menu emphasizes that it includes the function of sexual differentiation for the 3] 730 238
improvement of environment. ’ ’ ’
The products provide you with environment-related information. 311 .705 273
Its containers emphasize environmental-friendly products by using the word “environment”. 260 704 362
MY coffee store uses materials and containers of higher contribution to environment and
. . 280 702 347
society than coffee stores of other companies.
Its materials emphasize the image of environmental-friendly products. 372 .643 350
A rational price decision was made at the thought of participating in environmental issues
. . . 231 213 795
by purchasing environmental-friendly products.
The products of my store are more economically feasible environmental-friendly than them
248 247 748
of other stores.
The environmental products are provided for consumers at a reasonable price. 177 366 737
For goods besides coffee, environmental-friendly products are provided at a reasonable price. 218 Al5 .687
Eigenvalue 4.470 3.978 3.102
Dispersion Explanation 26.291 23.399 18.246
Accumulative Explanation 26.291 49.691 67.937
Cronbach’s o 904 910 .857

KMO=0.944, Bartlett’s test x*=3229.353 (df=136, Sig.=0.000)
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<Table 3> Tests for Validity and Reliability of Coffee Store Trust

e Factor
Classification

Trust

The PR of environmental-friendly marketing in my coffee store is trustworthy. .892
The supplies in my coffee store is trustworthy as environmental-friendly products. .881
My coffee store takes precedence of customer trust for the environment over other cofee stores. .828
The products in my coffee store is trustworthy. .824
Eigenvalue 2.938

Dispersion Explanation 73.444

Accumulative Explanation 73.444

Cronbach’s o 873

KMO=0.818, Bartlett’s test x*=591.724 (df=6, Sig.=0.000)
<Table 4> Tests for Validity and Reliability of Customer Loyalty
Factor
Classification
Customer Loyalty

I talk about my coffee store to the people around pleasantly. .852
I recommend my coffee store to the people around highly. .833
I will use this coffee store despite coffee stores of cheap prices. .826
I will use this coffee store despite the increase of its coffee prices. 814
I consider myself a loyal customer of this coffee store. 779
My coffee store will continue to provide additional environmental-friendly products. 771
Eigenvalue 3.965

Dispersion Explanation 66.081

Accumulative Explanation 66.081
Cronbach’s o .897

KMO=0.880, Bartlett’s test x*=945.434 (df=15, Sig.=0.000)

<Table 5> Evaluation of Relationship between Each Variables

Environmental Marketing

. . Customer
Classification M+SD Environmental Environmental Environmental Trust Loyalty
Price Product Facilities
Envi | Environmental Price 2.49+.855 1
“l\j[‘“’li“?;ma Environmental Product 241+.857 T3 1
arketing Environmental Facilities 2.68+.846 591k T28HHx 1
Trust 2.51+.868 T12%%* JTR5H** JTT3H** 1
Customer Loyalty 2.44+.852 665F** T24%%* T27HEE 788*** 1

*5%p< 001

WTHp<.001). T3k AR 2129} 1A FA w9} FA A oJgt Ao Z BAEQITH(F=249.752, p<.001). SPAFHZE=
o2 Fomg HHA FadATt e Aew yehkt 7M., BAIFE, A0l AR A=l SAH L
(p<.001). Z oI el 9T vAE Aoz el THp<.001).
=, @A) EoAd ARAEA A= 3979 A5l

2) 71l A4 e Aoz Uehta, $AlEe] oA AREs AlE]
() 71 19 34 E 3179 o), 87717 0] old ASAEH AlE
<Table 6> 7AW|HZF &npAgo] A=l mA= JF .2454 ol e Aew L}E}kkv} 2 i B R
£ A5 S8l tEslAEA S AAIR Aol #4944 2lo] ol o] AR rE e el el #73

3 SAmRe) AEE mmelw, IS BAG0R f A4, BAAE, B0l g a9Igle & 4 Aok
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<Table 6> Effects of Environmental Marketing on Trust in Coffee Stores

Non-standard Coefficient

Standard Coefficient

Classification t p F R?
B SE B
(constant) .025 .097 261 794
Environmental Price 249 .047 245 5.320%** .000 249 750 77
Environmental Product 321 .055 317 5.833%** .000 ’ ’
Environmental Facilities 407 .047 397 8.642%** .000

dependent variable: Coffee Store Trust

***p<.001
<Table 7> Effects of Environmental Marketing on Customer Loyalty in Coffee Stores
. Non-standard Coefficient Standard Coefficient
Classification t p F R?
B S.E B
(constant) .149 110 1.347 179
Environmental Price 241 .053 242 4.509%** .000
. 161.074%** 632
Environmental Product 259 .063 260 4.120%** .000
Environmental Facilities 397 054 394 7.394%** .000
dependent Variable: Customer Loyalty
**kp<.001
<Table 8> Effects of Trust on Customer Loyalty in Coffee Stores
o Non-standard Coefficient Standard Coefficient
Classification t p F R?
B SE B
(Constant) 495 .096 5.144 .000 456,813+ 619
Coffee Store Trust 774 .036 788 21.373%** .000 ’ ’
dependent Variable: Customer Loyalty
***p<.001
) 7V 29] 24 ARRAEY N2le 2AFHEe] BAROER @ Phel

<Table 7> AVAEH SAvAIGC] ALATA e P]X
= EFe AT Slsk] dsIARHS A Ao
o 242 ARG AR 63.2%C1%, AN T
AHOZ Folst Aoz BAEYTHF=161.074, p<.001). &
Yusdas 3471, SAAE, A 0] IAEA T
SAHCE FoRt A(+)e] TS MAE AoE et
(p<.001). =, AV ] oA AT e 3979]
éo} Ve Aom YEtaL, SEAIE] s A4S
= 2609] “35ol, 7] moAE AT s 242

o] 5ol = ALE YEtt wpebA] IAFAES] Y
o 9lo] AFAEH FAnAE 1980 FA7HA, 3
AAE, BN 0] F27 29E X 5 9

(3) 7]_/\4 394 7—l;<4

<Table 8> AR A=/t IAFT = v|x=

S AZs] S5l des] AEAS AAIS 5
I ARG APFHL 61.9%0]3L, 3H4
°l3k Ao g BAEQTHF=456.813, p<.001). SHHFEA

Sis
O W (p<.001), AT HEY A
7889] ol e AR YE
Sk webr] A Ee] el Qo] ATHEH Al
B 35 AlFe] o] Fadk a919S & < A

x

= ANAR 3

R LIPS R E
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T 2R AEE vle R 3 SrHI" e AR AR =
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= ot vt Ak
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