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Abstract

The coffee industry has grown very fast ever since international coffee brands were launched in the 1990's. Recently,
consumers have begun to focus on coffee produced ethically. This phenomenon is due to ethical-consumption
consciousness, which consists of three factors, emotional value, social value and function value. Most studies on this topic
have focused on consumers who purchase fair-trade coffee. Thus, this study is novel in its focus on baristas who sell fair-
trade coffee in their shops as well as differences from former studies. The three factors of ethical-consumption consciousness
of baristas affected the sale of fair-trade coffee, except for the function value. Therefore, the sale of fair-trade coffee could
be influenced by ethical-consumption consciousness of baristas. This study shows that education of baristas can promote the
sale of fair-trade coffee. However, there are limitations as it only researched coffee brands ranked in the top 5, so further

studies will be required in the future.
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9% 9%k Abd w718 B AYAESa, tiete] A

oy} Ayo] A EE FAoltHKim 2012).
uhE] ek} A AEA o] AAdehHA FZeoll F2E7] Al
Adoltt. FHFAL Al 3MA =7}

bt o] BT 2ol
BRSO 4G ke Agsiel ol2e AAH Ay
B3, A B4 s e A2e Felel

"1, s
& walth(Huh 2011). 3EFolgke &ol= 1985

>

N

A=)
QH

= e brou

*Corresponding author: Won-Young Cho, Department of Foodservice Management, Jeonju University, Jeonjusi, Jeonllabukdo 560-759, Korea

Tel: 82-63-220-3276 E-mail: youtal2@naver.com



29 AWM JHH =] = B2 ANA F7Fe] 23
o] 713k FH 3} 7]43] 9] oA Michael Barrat Brown®]
S ARE8l 3L (Power of Fair-trading 2010), $-2U=loll A=
2003 97E A7) AlRele] AT, 2F8 5 °F 2004 7}
Ao AEE HFsIL Ao, 2009 JEF S EFE =
UE 9] A w2, 3FFG AF SollMe= AYE
A7 YE SHAT) 682%F 7P Bk, 2o 2T
(42.5%), Z37°K139.5%), A& (30.1%) o= Vel

AT Avs AFAT A1 1%, JA ATAIZL]
0.1%5 AAshH itk AR 53] Aozt S7tst
T glo} AARAHe] = Roz veh}a k(Food
service economics 2010). AT|AEH ZEPH A= MA] FHo)
o] FAFA AT Ay FuiFA F =, 2011 ¢ 3
A Q5 eike] 8%ell sidshs oF 34309 HL=o] ¥
AE 15 AFE AL, HE S Ve fFAkE
A3z 1529 CAFE Practice §8] 7 Z2aoz A
Al A5 ] 86%ell sidshe oF 39 61 TRt vk
o] AFE Fuldl] gth(Ajnews 2012).

TS At FEIA E A7) SEldH] o4 v
dojgtal & 5= Sdrk. f71F ol = &EA AHE A
H|Z7} Aoyt ARIAE el o) S8 7HR] ]
g} o)A FQl AEls dh= A, e & 2ukE A
B8 k= Aolgtal Aesitt. &, FAFIL &4
o d-eha @ 4 QIth(Huh 2011). B2 A7AkEe] &
24 2l st FoE W=, Mintel(1994)y2 A4
A Aol FARE 2get G214 o), FEolas AE st
o] 438 3h= Zolgkal 8131, Barnett(2005) AH]A}
Aol thek SA°Z, Hong & Song(2010) “ZH|zke] 7
A, EyA Aol wet Aks]A AQls Ailske AnlEEe
olgfar Aot} SAHATFA(2009)= THUH )3 =94
Q1 ol AN Wele o4FQl Lnjdg oz vie
Al B2 ARAA] AAAR] o] 5] HA] QrlEts F7]F o]
3L ol-g b A7 Al B W
= T elgtar Agejstar, 2% Amle] hhEo] (Triple
Bottom Line)Z 717}(Health), 373 (Environment), A}3]
(Society)®] Al 7] 845 AAZTE 7S @73 W]
opd, A71Ho& Aple] AN A9 717kl o] 2 4]
£ oulahH, 33 AekAi AlE, U HeF AlE, e
I e 313 AlF AHE ofuleh, A
oldoly = BAE 1HI AME E
atod 7HQIAQL ofm]e] AS oA BRI AY, = 23}
Z2~(LOHAS: Lifestyle of Health and Sustainability)7}<] A3
z¥she AvlE sk T3 Cowe & Williams(2000)E
H218 AME 3, B &84 SAe a8sE AFelv
AMB|EE AdEsh= Zlol2kal Fth(Shin 2012).
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Hi2|AER] R2|AH| Ol4Alo] BHRN Hu| oo Dlxl= HEF 55
sl wizle) we-g zhs ZlolAHE AlZtk(Park & Kim
2011). ©]& wf, Fhgt Mgt e 5 e, vheF 2
S AR EAS vEA @3 07 g o)L AAF’
o Mejvke s, FE 7hdst ARFE, 283 30
7] FllE & F Aths otk (Park & Kim 2011). oH
o] % FFHZ WEAXE Yol =FF(MK Business
News 2013), @A 22FFolA] 455 kol AFsols &
2o gk Buf-5-S Hol 7 (Midas 2012), 212K 554
25 E9 71$Rsl g$slal FAHE el == A
5 TS Ao F Qe 9EE FE vldEAE gRlE
™ (Hankyoreh 2013), 32432 Wisle 4% HA o
vt Aol Al il (Herald Business News 2006) 5
o] 2 dojtt. 53], A9t 3857 AF F 7P =& <
AFES BT AT LH7ERof| AR 7EX] o]
YA A87F 53 ok A7 7919 F34 7
g A she Ao, AP A Esle 544 HE
I A7 AR, A A Blea 22 vlg A<l vl
=, 715 B A SEs 23 ATH(Snoj,
et al. 2004). FESF, 2nRFE0] A M-S slHA 714
BES W= 7IRE, Q19 AFel tigh AR A2 Fusy
soll sty x2A FFE A= Aol & 5
thBaek 5, 2000). Sweeney & Soutar(2001)= AH|7FAE
2 7} (Emotional value), AF&] & 7}](Social value),
7152 7} (Function value)Z - 3=, ol# gk &H]
7R AHAE FAFE AE Feshsdl 2l 584
?l HEE o= AR WA 184 7R oju gk A
FOoRNE W= Aoy 7Y AHIEZRE 790e 28-S
23tar, AR 7HA= ARSIA Afebid 3RS 7FsskAl st
= AFeEA 710s 882, 7154 7EXE AlEe] F4
olu} B &-AH Al 7]91% g8 Wit sTh
Sheth et al.(1991)2 7154, 744, AREA 7kx]ol] 144
71R19}F 233 717 ezl A7g BoFEd, IAE L
AT 371 T, RS, AXET IS 7Fse ste
AFoEHE A= §80= Anpt A AR 591 B
zo] Yobxl IME wfZe] thE BHE=R urAY, 5714
wFo] |29 AFoLt WIS o] gk AL DItk A3
A M, AR AHE ot 55 A% Ee 54 Hus
Ae AE A wet 27 gEA A HE AL Dehe
), ol& 7154 7HX9} ALSA 71RE EFHI)
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gk Am)R} el Ziol] Bsk AE(You 2012), 345 75
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A7 (Kim & Kim 2013), &H]2ke] 24 gFel gt g
= g ol A el ¥4 Ak AFH(Huh 2011) 5ol
Jom, o5 HPAT= Anzte] JE|AH|NS F4H0=
gt ATE, oPH7A] AT E HAufshs vl 2ERe] fE]4H]
o|4S FAoE T A HEE Aot} oo Ay
w291 vl ERe] fE]AH] 92 MERANE Bl got
B o]g e]2o] t@’%"% 7] Fafjol ow gt FF= m|
A oo} F5 AT Av AFe] o] TS
T AEE 3= A % AT EHoZ gt}
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= 0] FRivElE &2 &bl tigk AvAks
<l AO] a7 SRR TS AEE Fllshs &
NS0l HAF S7slaL flow HHA = S
=3 e, 385 AF T P =2 g Bl
= 71l Bk 7Aool e DA Ado] Sle
Zo= wEHTh You & Noh(2011y= &85 #Avel
g 2w} ool A0 AgE Al A, AR 3
o Al thsl A HE=E THESE ) e T
7RI S, wEb S AYel] et Fule =S
Fol7] lEliME SAA RIS =S oke =
o] Pazirha 31tk You & Park(2012) iH]X} =2
°of BIE et 24 AlEe] Zevid A=Ak 2 A
B8 Aol ARk AellA, ST Al thak 1A
%2‘33}1 Al TR 7Y 7t mYAo® bt
S}Eh AFE 3T v o B Zende
SPPE AL st 5, 7154, g H, ARl &
‘17} aure] o] S84 g VIR ol
o] 719)e] el F (o] FFE viFITL & 5
E}. olell & Aelre An7IA|e] FFe e X
2R} obd AL, = Hl2]AEER 8L, Sweene
Soutar(2001)2] All 7F#] AB|7IAE 70 R sl Ty
< 7HE AT
Hi: vl 2k e]an7H] § 7153 7He 34859
A3 ol A (+)e] JFFS v Aol
H2: vl2] o] fe]anl7 ] 5 284 s e85
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2. MEX| T4 3! {40

B Aol ol8d A AL AdYd dEA AR
o= wo N, SHAE AF ZIdshe AP17dME ol
g3199.2m, Min(2011)2 Kim(2012)2] A8 Aol ARg-H

4E3} o2 TAR W, B A7 BHo] RHES
Al 4, nekslel f12l AvSAS o B A
7R 287, 3 758 7R, 433 A, e 7

1) &2 2P[9AE 7|Hte g 3 4|7

Sweeney & Soutar(2001)= 2H|7FXE A A, A4,
7153 7HE 58113, Sheth et. al. (1991 =L A 7}11
7iRo XAA 7HR|9f A 747 Eajx] AT BolF
A=l ¥ Aol = Sweeney & Soutar®] 37FA] 4|7}
2]} Sheth et al.o] 5714 &vB|7kE &2ttt 13y
Sheth et al.2] &H]712] F ZAZ 71219} 2] 71R]= Al
Qslth. 2 ofE Ao iR AnRprt ofd, 79
= -‘_’JF‘JHEF‘: Hhg|2Elo| B8 whees] Sr]4loluh |2l T
SFFZ0F It FBFY A g FEgrt
712 off7] wiizelth. wEbA o] Al 7EA] M7 &

7153 717 212 &AL 93 853}, 1A 7};] =38
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3787 AT AlA B Azl vial =2 7Hg A
Y2 Yeel= Eetal A E 37| s 353 4
A4S Kol dEd|(Loureiro & Lotade, 2005), =L % 713
o] mjEolo] AR 7P wEL BRI F7ekaL
I TH(Becchetti & Rosati 2007). 22 Y You(2012)= +
2 Azl thet Ama; uf 7ol gk Ao, 3T
Aol tiste] 62.8%7F 7l )= Kl WA, Tl dE
222%RYo] ZEAAL QIthar Bre, Aol A Fruf ol of uf
s 7+ Aol7t Ues ‘é‘bﬂ”‘ﬂ} Tl s, o] B
A e 16%, PRI D AHAE 5 FARTe
e P[RR 46.8%00 Yok, Pl Ee] Y HIA|
012 &H|A} 91A], AH|R}F HlE, §37 A =|zto|y

13%el G vxE 290 2ula 2, Lulz
b 712 Azteliny. 53], el eel glo) amla
] AAzlel et QA =T BAY FHH9 BEE
Bl g, e AAA8Y AF FulAE el 27t sul, 1.6HH,
199} S7Heiths 2945 &, 2HIRb &2]3 U777
T el frolgh G mRivks S & 5 Aok wEk
A EEE AHPTERE FARNS 799 J&UHX}‘-L uhg] e}
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7t AAR 2] HiER S 2 3T Ay A
o YIS mA=A ol e A& 5EFS EEsIUTH

}:o

=]

o
ol J’ﬂ
N

=



2 AR A5 A9 $ Ay vle] gL, B AT bh
glzEte] AEE THAL Sl HY 2008 tEe R 2013
9 o9 1595H 9¢ 304 74 AAlEIReH, F 20055
HjEsle] 343k A 5 o] M|k 28 A|9% 18555
st 241 A5 2 83T

2) AR
FHE Azl B A= SPSS 18.0 H7A] =S
o8-S, 7 FEER Nt MEPES AES T, -
tests ©l-&ste] W 1+ oS ATtk A oA
=

9e Qohs] Shaf MERHS AN
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A=
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1. TAHHAAS| Bt S

ZAF UPIAES] QITEAIEHE 548 dotir] s Hl
SRS AAE AR, AA S8R 1857 F HAL 679
O F 362%, AT 118HOE 63.8% x}A|5le] Zalixjo)
2 A9 iAo AL FAHET A=} 27.6% T Bk
om, 7|27} 179, P&} 168, 2H2E 9.2%2 90.8%
2 uExpr Btk A#ES 20t vvk 89(4.3%), 20004
254 Ato] 11278(60.5%), 25914 304 Ale] 4478 (23.8%),
30004 3541 Akl 11%(5.9%), 3541 °]io] 107 (5.4%) =
2000141 254 Alel7t 7 B Ao YeRy, HEEEe
e = w9 129(6.5%), 294 the AshE=Yy 589
(31.4%), 43A et AsHEA 11178(60.0%), thekd o]
48 (22%)2 YElSTE A oA 9] A FL FEER|H 7L
1029 (55.1%)2-2 71 2%, AFA 187(9.7%), H+3]
4678 (24.9%), 87 9 (4.9%), AF 1078 (5.4%)°11eH, =)
7172 3709 wutke] 3178(16.8%), 3-670E 5878 (31.4%),
-1 487(25.9%), 1-2d 307 (16.2%), 213 %3} 1873
(9.7%)C. & Yehgton, ¥ AE52 1007k mvto] 857
(45.9%), 100-120%H)  34%(18.4%), 120-1409+ 3273
(17.3%), 140-16059F] 207 (10.8%), 1607+ o] 147
(7.6%)% VERSTE 274 dAdzv 27t 519(27.6%)0-2
7 Bk, FHEeYl 409 (21.6%), TEl2=AT] 379
(20.0%), oItlobAT] 359 (18.9%), ZEPHZ 227 (11.9%) <&
© 2 yEhit

2. ZRHSo| Bl o MRS 25
D) 9% 207100 g B 2 s 4%
<Table 2> vlelele] 217 4vlelae Polus] 9
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<Table 1> Demographical Characteristics of the Subject of

Investigation

Classification Frequency  Percent

S Male 67 36.2

x Female 118 638

10-20 years old 8 43

20-25 years old 112 60.5

Age 25-30 years old 44 23.8

30-35 years old 11 59

Over 35 years old 10 54

Under high school 12 6.5

Educational College 58 314

Background University 111 60.0

Over graduate school 4 22

Part-timer 102 55.1

Contract Worker 18 9.7

Occupation Official Worker 46 24.9

Manager 9 49

Owner 10 54

Ediya Coffee 35 18.9

Angelinus Coffee 51 27.6

Workplace Cafe Bene 40 21.6

Hollys Coftee 37 20.0

Starbucks Coffee 22 11.9

Marital Married 17 9.2

Status Single 168 90.8

-3 Month 31 16.8

N 3-6 Month 58 314

Vg‘;i.:;g 6-12 Month 48 259

! 1224 Month 30 162

24 Month- 18 9.7

Under 1 million won 85 459

i 1.00-1.20 million won 34 18.4

]}40‘“ Y 120-140 million won 32 173

fieome 1.40-1.60 million won 20 10.8

Over 1.60 million won 14 7.6

3 2020l Tt 2BAS] Asjelt). BT AFS 915
o B REAS ANHTL, RE WeE TR B4

[e]

H 2] 2 (Varimax) 35045 o] &ttt 4] A¥, Jf
Zh(eigen value)o] 1.0 oS 7|= R
EHA, 7F 29le] FAES)
Aslslen, o] 37k4 2%1¢]
u, vk =] &3 4H|e
dol uttal & = T Ag

RE 0.7 ool g AEE = Qirka B 4= ).
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2) 3AF Ad]vhle] g el 2
<Table 3>= ZATA 71 o] st 9ol
o}, 5%k (eigen value)©] 1.0 oS 7|02
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<Table 2> Validity and Reliability of Ethic-Consumption Consciousness 3. 7iMo| A=
Factor 1) 7 W 73 24
Classification Emotional Social Function <Table 4>= SHWHFR vlg|2Ele] H2]in]|ofd]a) &
factor factor factor ATl 3785 79 Al He] AAAAIE Dot S8k
Happiness 799 231 063 ANF ABBA EAe] Aolt). vlE|zEle] f2] 2H]o
Accomplishment .808 237 097 2] @ol(7 7 9l ABlE 29l 7153 Qeh)e ol
o . . p<0.011 B4 ol 7w Pule} BAHOR fold A (H)
Fondness 636 -138 127 o] A US & doH, 7 W I AR A
q ¥ Ealol] B 5 2=
Distribution of Wealth 126 851 092 nAbH AN FA & Aol AR #gE 2] 7
Justification of Society 140 842 150 A2 BAE AR & o
Overcome of Poverty .109 779 -.033
Wholesome consumption 263 670 275 2) 7o) A=
Good Quality 096 115 853 <Table 5>= W} 2] FEaH] o2 F 7|54 7HA,
iy m o A4 M), A AHR7E 3 A Bl HiA) e
Reliabili 222 304 .698 ’
Y o Qe Pohir) 93 UF BAEAE AN Aelt). B
1gen value . . . - - -
e e— TRETE v ——— X Az}, Hmae) AYee 328%E Rol T 3914
Xplanatory variaole . . . -
- P - hfy ’ e T o EAAOR folF RO LFERITHF=29.464, p<0.05).
rorbaens & : : : =g, 7} WSS9 X8| (Tolerance)’t 712} 0.845, 0.797,

KMO=0.826, Bartlett’s test of sphericity=1018.149

= =2 =338t ZI A= F
(df=66, Sig=0.000) 0.788%2 EF 0.15 2345l we} g3 24171

A2 YERER, Durbin-WatsonZto] 1.6182 0 = 4HT}
20 B 7Hg7] Wizl F2E 7ke] Al glo] B AT

o] =&HAL AHAgko] 2tz £0.7 ol E Yeht HHE o] slARYo] Hesiti B 4= 9t} nlE|2Ele] {2]4H]
fglow WEEfoH, AFHtE Aol 0.886= F A o2 F 71538 7HE el 1.902(p=0.059)2 vER} 7
=S Holil 9rh HI1-S 717} HQth 282 7HX& tghe] 6.424(p=0.000)

<Table 3> Validity and Reliability of Sale of Fair-Trading Coffee

Factor
Classification
Sale of Fair-Trading Coffee
Positively recommending fair-trading coffee to the guests. 988
Recommending fair-trading coffee to the guests continuedly. 909
Supposing to my colleagues promoting fair-trading coffee. .844
Promoting to sale fair-trading coffee even if there’s a few profit. 749
Eigen value 3.076
Explanatory variable (%) 76.895
Cronbach’s o .886
KMO=0.528, Bartlett’s test of sphericity=799.602 (df=6, Sig=0.000)
<Table 4> Analysis of Correlation between Each Variables
Classification Emotional factor Social factor Function factor Sale of Fair-Trading Coffee
Emotional factor 1
Social factor 0.405%* 1
Function factor 0.338** 0.323** 1
Sale of Fair-Trading Coffee 0.540%* 0.358%** 0.320** 1

**p<.01



Hi2|AERS] ®2|AH] SjA0] SHFH 7Ol Hojol blxl= & 59
<Table 5> The Effect of the Functional Value to the sale of Fair-Trading coffee
Independence variable B S.E Beta t p Tolerance
Functional value 0.136 0.071 0.126 1.902 0.059* 0.845
Social value 0.137 0.067 0.139 2.032 0.044* 0.797
Emotional value 0.484 0.075 0.441 6.424 0.000** 0.788

a. dependency variable: Sale of Fair-Trading coffee

R=0.573, R*>=0.328, F=29.464, P=0.000
Durbin-Watson=1.618

*p<.05, **p<.01

UepE® 7Hd H2e A Een, vieiEke] {24
o2 F A 7HRE 347 719 AE 0441 A
2tk s e S 9, ALslA 7}x t7kol 2.032(p=0.044)
= veht 7Hd H3S AEEeH, vEliEke] fjan] 9
2 F ARE 7 385 7434 FE 0.139 A1

UL & 5 3tk

10] o Az Fujjel] wlx]
IAgt ASAT 4945 B8l ok
4 AT A, vl ~Eke] G2

H| o)2] F 754 7He 3859 A Ao FE v
A ekttt Sweeney & Soutar(2001)7}F FLJst 7154 7}
A& Aol FZol} vgHd ARgollA 7|Q1s 8-S H
AL A, 3T AT F4 tigk A=,
g 7% 52 38T AT Wids e
S WA gethe A34E B E]'. =, vt
g 2Ele] Felan] o2 F A 7= 3T AT &
Wl A(+)e] Jake WA= Aoz vk, You(2012)4
HEA AlE ek AnRp ) o] FAgE Aol A A
2He] &EA &HZEA7E el el fofg dEs vkt
= A I, AHARE vE ozt ARl vhE X
AR 57, 9=, 718 o] A A ZHR7F MRt
YoM ] Fajelrnt ZHETE o x, AEXIgE 5
of 34 IS mzIth= /\% o T AUt AA, v
Efo] fE]AH] o2 F ASA THXE 38T AT v
of (el YIS PR AR YUERTH ALSA 7R,
AREA zZlopid 3RS 75 el sk AlEsEA 7191
gt 885 U=t (Sweeney & Soutar 2001), F2] EH[Z
i, AR O] Adolu TRt S B ¢ dvke
ARS|E Zfoid gl ARRES] FAFY AT Fule]
55 FI7IRC] vleiE B WY E e AiER

Zof| FAA e Tk 3 4 9k

%W AT E You & Noh(2011)¢] A ATl g mos
AAglol] tigh MR} Fjejx FA) #AgE A= 4H|AL
AT Aol tigt 32 Tt ) olx ST
A7 B2 3RS A gk P E =ol7] 23|
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