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Influences of Consumers Subjective Knowledge and
Brand Image on their Purchase of Environment-friendly
Agricultural Products
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This study aims to prepare a solution necessary for boosting the consumption of
environment-friendly agricultural products, positively reflecting consumers’ opinions
that expect supplies of safe agricultural products to secure the domestic farms
producing environment-friendly agricultural products and at the same time, to meet
consumers’ needs. As a result of the hypothesis testing, of the subjective know-
ledge in Hypothesis 1, product knowledge had an impact on attitude, while
purchase knowledge and use knowledge after purchase were not significant. Of the
subjective knowledge in Hypothesis 2, purchase knowledge and product knowledge
had significant impacts on purchase intention. Brand image in Hypothesis 3 had a
significant impact on attitude, while brand image in Hypothesis 4 had a significant
impact on purchase intention. As a result of the mediated regression analysis of
Hypothesis 5, all of the subjective knowledge, purchase knowledge, product
knowledge and use knowledge after purchase had an impact on purchase intention,
partially mediated by attitude, and brand image, too, had an impact on purchase
intention, partially mediated by attitude.
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Fig. 1. Research model.
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Survey period Mar. 15 ~ Apr. 24 (2015)

Specialty stores of environment-friendly agricultural products, department store,
Survey places . . . . .
discount store, fair of environment-friendly agricultural products

2 AT EMAA Ao T UREH B tid REEAY, 75 AEA, 4l
HAE8A, g8 g1EA 9 JMEASE 9l3te] SPSS 18.0 ver. & ©|83tH o, g1y
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Table 1. Operational definition and measurement variable

Conceptual factors Operational definition Measured variables

. The environment friendly agricultural products I
purchased are safer than ordinary agricultural
products.

. The environment friendly agricultural products I

Consumers’ subjective purchased have a quality better than ordinary
Product knowledge about agricultural products.
knowledge | environment friendly | 3. I am well-aware of the place of origin of the
agricultural products environment friendly agricultural products I
purchased.

. I am well-aware of the concept of environment
friendly agricultural products (pesticide-free,
organic).

. I am well-aware of the location of stores of
environment friendly agricultural products.

L. L. . I am well-aware of shopping information helpful
Subjective Consumers’ subjective . . . .
for purchasing environment friendly agricultural
knowledge knowledge about the .
Purchase products (new products, options).
purchase of .
knowledge . . . 1 am well-aware of the events (food tasting) and
environment friendly . . )
. exhibitions of the stores of environment friendly
agricultural products .
agricultural products.

. I am well-aware of the price information (sale) of
the environment friendly agricultural products.

. I am well-aware of maintenance and storage
method of the environment friendly agricultural

Consumers’ subjective products.
U knowledge about the | 2. I purchase environment friendly agricultural
se
use of environment products, thinking that they are hygienically clean.
knowledge . . . . .
friendly agricultural . I purchase environment friendly agricultural
products products, thinking that they have health benefits.

. I am well-aware of the methods of cooking

environment friendly agricultural products .
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Conceptual factors

Operational definition

Measured variables

Brand image

Preferredness,
uniqueness and
powerfulness of
environment friendly
agricultural products
brand

. I trust the brands of environment friendly

agricultural products.

. A friendly image comes to mind when i think of

the brands of environment friendly agricultural
products.

. The brands of environment friendly agricultural

products have strong environment-friendly

characteristics.

. A clean image comes to mind when i think of the

brands of environment friendly agricultural

products.

. I feel friendly toward the brands of environment

friendly agricultural products because they are
hygienic.

. The brands of environment friendly agricultural

products are of a higher class than ordinary
agricultural products.

Attitude

Consumer's friendly
attitude toward
environment friendly

agricultural products

. Environment friendly agricultural products have a

good quality.

. I prefer environment friendly agricultural products.
3. 1 trust environment friendly agricultural products

Purchase intention

Consumers’ purchase
intention about
environment friendly

agricultural products

. I would purchase environment friendly agricultural

products even if they are more expensive.

. I would continue to purchase environment friendly

agricultural products.

. I would recommend environment friendly

agricultural products to others.
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SR FHRIZIEHFA) 0] 4478(18.0%), ‘& 0l 4178(16.7%) =2 UERT A

= 7]1&0] 156 o2 AAo] oF 63.7%= Ao, AFAALSUNA)L 4,500~
6,0005H TR o] 647(26.1%), ‘1,5009H~3,0009H wRF o] 547H(22.0%)2] <o 2 YE}
Wt

Table 2. Demographic characteristics

Division N % Division N %
Seoul 87 35.5 Male 96 39.2
Gender
Incheon 17 6.9 Female 149 60.8
Gyeonggi-do(Suwon, 7 2.8 20 or less 5 2.0
Goyang, Seongnam etc)
Region Chungnam A 6 Twenties 43 17.6
(Including Daejeon) Age Thirties 106 | 433
Jeonbuk € 253
(Including Jeonju) ’ Forties 64 26.1
Jeonnam ) 0.8 .
(Including Gwangju) . Fifties or above 27 11.0
Married 156 63.7
High school or less 30 12.2 | Marriage
) Unmarried 89 36.3
Education
Level University 152 62.0 Office worker 83 33.9
Graduate school .
63 25.7 Public officer 41 16.7
or above
Less than 15 44 18.0 Freelancer 26 10.6
Average 15~30 54 22.0 Job Self-employed 16 6.5
annual -
. Agriculture/
income 30~45 46 18.8 . . 9 3.7
- Forestry/Fisheries
(Million
won) 45~60 64 26.1 Student 26 10.6
60 and over 37 15.1 Others 44 18.0
Total 245 100.0 Total 245 100.0
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Table 3. Reliability and exploratory factor analysis of consumer’s subjective knowledge

Factor % of

. Eigenvalue . « Mean
loading variance

Subjective knowledge variable

Factor 1: purchase knowledge 5.955 49.624 902 3.9412

1. I am well-aware of shopping information
helpful for purchasing environment friendly .899

agricultural products (new products, options).

2. 1 am well-aware of the events (food tasting)
and exhibitions of the stores of environment 870

friendly agricultural products.

3. I am well-aware of the price information
(sale) of the environment friendly agricultural .854

products.

4. 1 am well-aware of the location of stores of 753
environment friendly agricultural products. ’

5. 1 am well-aware of the concept of
environment friendly agricultural products .641

(pesticide-free, organic).

Factor 2: product knowledge 2.352 19.601 .896 5.2686

1. I purchase environment friendly agricultural
products, thinking that they have health .847
benefits.

2. The environment friendly agricultural products
I purchased are safer than ordinary .841

agricultural products.

3. I am well-aware of the place of origin of the
environment friendly agricultural products I 813

purchased.
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0,
Subjective knowledge variable Fac‘for Eigenvalue A) of « Mean
loading variance

4. The environment friendly agricultural products
I purchased have a quality better than 798

ordinary agricultural products.

5. 1 purchase environment friendly agricultural
products, thinking that they are hygienically 182

clean.

Factor 3: use knowledge after purchase .687 5.725 .841 4.0980

1. I am well-aware of the methods of cooking 800

environment friendly agricultural products.

2. 1 am well-aware of maintenance and storage
method of the environment friendly 730

agricultural products.

Cumulative % = 74.950%, KMO =.901
Bartlett test of sphericity x* =2049.202 (d.f=66, p=.000)

SRJAENo = FAE B4 Varimax A3 AWH S &8sd o, 7+ a1 IF#k
1 (l

2}
oldE ol &EHARE ZE AYATE EUlE g H 89 5 37

< drkARl 71#d ¢ 9
e FESAUT 24 dete] AAAAE Uehlle adAAES dutdo g 04 odol
A frolg R b5 shedl, £42 3 8 H A " (Factor loading)©] 0.6 ©]74?1 8310 =2

=4 A7 E AAAS) U3 BE AF=E JeRFE= KMOS| BEAHA

< 9012 23 AdAdol= A7 fle ASE Uehgth &7 a1EA S F3l, <A
’51’, AFA AP, ] & AREA AP F 37 Qo] EEHFA, T B4R AWEe
74.950%% UEFST A4 S X0 tigk A2 FI7HE 918l Cronbach’s aAlTE 54
stlon], 423 BF 08 oo £ WH dudE s AR YEyth

2) goly eolzs
A 2184 Al YRl ARINEL FES] AARLL o B A
[e=]

= <
=S 938 #&QlA 2 JAEA(Confirmatory Factor Analysis)= A AISFATE 207 Q184S
131 Amos 20.0 ver.= AH&SIR o™, a1 FANEY HAZFHE =517 HsiA
GFI, CFI, NFI, IFI, RMSEA 59 A EE AMESIATH 148 Q1A Ad *=141.196
(d.£=51, p=.000, x*/d.£=2.769), GFI=.905, CFI=.955, NFI=.932, IFI=.956, RMSEA=.085%] Z©
2 Yewth dA7HA FEREAEA 2R tig HEe 71Eo] AYEHA FUAR,
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Chi-Square 7t tl&o] 2 79 A= A5 FAl] & oF Sh(Hair, 2009). ©]ol o}

g 91z 9B AyZ KW GFI, CFI, NFI, IFI 52 238 H3x A7} 9 o)io|,

RMSEA7} 0852 # A9 B33 sttty et th(Hair, 2009; Ping, 2004).
TR mdo] A9 FANE Egdo] AFel wol AMgEnh FAaMNE e A

#Ae B35 A3}, 7l d A1 E] =(Construct Reliability: C.R)S] X7} 25 0.7 o] do]H, 3
T E4HkZ(Average Variance Extracted: AVE) #ko] 7|53 0.5 o] o2 yehd z+zhe] 4
pe

J7d el AFEFAUNRL B0 HuE Ao ehgok

Table 4. CFA of consumer’s subjective knowledge

Subjective knowledge variable Standardlz'ed Standard T-value | AVE CR
factor loading| error

Factor 1: Purchase knowledge

1. I am well-aware of shopping information
helpful for purchasing environment friendly .885 - -

agricultural products (new products, options).

2. 1 am well-aware of the events (food tasting)
and exhibitions of the stores of environment 928 .049 22.255™
friendly agricultural products.

3. I am well-aware of the price information 822 837

(sale) of the environment friendly agricultural 921 .049 21.899™
products.

4. 1 am well-aware of the location of stores of s
. . . .678 .066 12.529
environment friendly agricultural products.

5. 1 am well-aware of the concept of
environment friendly agricultural products .605 .061 10.673"

(pesticide-free, organic).

Factor 2: Product knowledge

1. I purchase environment friendly agricultural
products, thinking that they have health 797 - -
benefits.

2. The environment friendly agricultural products
I purchased are safer than ordinary .841 .067 14.402"™
agricultural products.

.634 .881

3. I am well-aware of the place of origin of the
environment friendly agricultural products I 97 .070 13.473™
purchased.
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Subjective knowledge variable StandardlZfad Standard T-value | AVE CR
factor loading| error

4. The environment friendly agricultural products
I purchased have a quality better than .809 .073 13.727°

ordinary agricultural products.

5. 1 purchase environment friendly agricultural
products, thinking that they are hygienically 734 .075 12.158™

clean.

Factor 3: Use knowledge after purchase

1. I am well-aware of the methods of cooking

environment friendly agricultural products.
728 751

2. 1 am well-aware of maintenance and storage
method of the environment friendly .885 .075 14.201™"

agricultural products.

C(dH=141.196(51); 12/d.£=2.769; P-Value=.000;
GFI=.905, CFI=.955, NFI=.932, IFI=.956, RMSEA=.085

**% 1 p<0.001

BHEElFA S ASsr] sl ZE 291e] AVERE 213te] FAAFE AFT HRY
o] zto]= Ml 3FYtHPing, 2004). Tzt @ AE9] Z+zbe] sidol thik AVEZRS %A 8}
I, Hg A 245 dig Jdzte] RS UERATE Ping(2004)0] wWE AVEZEO]

Al A FRHET IW F47E ko] et de] gRE ZoE B B AT R
o] FAMNETe] FBAFe AF #hEol s8NE ] AVE ghEtt Zo} IHEELGA o]
gryg oz B 4 9k

Table 5. Convergent validity, discriminant validity and inter-factor correlations among the
constructs of subjective knowledge

Dimension / Construct Purchase knowledge Product knowledge Use kg?l:zl}f:ie after
Purchase knowledge .822%
Product knowledge 121 .634*
Use knowledge after purchase .582 291 J728%*

*: AVE of the constructs
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Table 6. The effects of the subjective knowledge on the attitude

Subjective Knowledge Standard Estimate t-value p-value
Constant 567 2.769 006"

Purchase Knowledge .060 1.216 225
Product Knowledge 772 18.998 000"

Use Knowledge After Purchase .066 1.273 204

R?*=.694, F=182.071 (p=.000)
a. Dependent variable: Attitude
b. Independent variable: Subjective knowledge
(Purchase knowledge, Product knowledge, Use knowledge after purchase)

** 1 p<0.05
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Table 7. The effects of the subjective knowledge on the purchase intention

Subjective knowledge Standard estimate t-value p-value
Constant -.148 -.522 .602
Purchase knowledge .180 3.112 002"
Product knowledge 660 13.977 .000™
Use knowledge after purchase .029 486 .627

R?=.586, F=113.836 (p=.000)
a. Dependent variable: Purchase intention
b. Independent variable: Subjective knowledge
(Purchase knowledge, Product knowledge, Use knowledge after purchase)

** 1 p<0.05

8 A4 e 9o BRe] 7 29lo] Fujolse] WX G BEH AR
A3} Table 73 o] UePsth Fulo| o] glof F94 A2 F TulA 4, AFA o]
38 005 ol5he] o UEht % 9T mAL Ao vegeh

3) 2= 00X} EY=0) 0jxlE Hgt
Z517] 919 B AR S AN BAE onHo] WE Fxe] Tl
A

FVEFAAE A3 A, RS 4970824 T E4H9] 49.7%E Ametal Jlom, 372
ok Fa-2 24001122 p<0594 froldk FFAA7E Awol APEHIAT
Table 8. The effects of the brand image on the attitude
Independent variable Standard estimate t-value p-value
Constant 1.730 7.488 000
Brand image 705 15.492 .000"™

R?=.497, F=240.011 (p=.000)
a. Dependent variable: Attitude
b. Independent variable: Brand image

** 1 p<0.05

o] Qo] BAE o]mA7k fo8HE 0,05 olste] gro® e} fod FHe WA
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Table 9. The effects of the brand image on the purchase intention

Independent variable Standard estimate t-value p-value
Constant 1.050 3.629 .000™
Brand image 666 13.909 .000™

R?=.433, F=193.460 (p=.000)
a. Dependent variable: Purchase intention
b. Independent variable: Brand image

**: p<0.05

Toel o] glo] BAE olulA7} fo3HE 0.05 olate] FroE e} fold Jge
WAE Ao vehg,

5) TOHS|=ofl CHEH EH=2| OHIH= Xt

7Hd 55 AF3t7] 913l Baron Kenny(1986)7F Al A& Wi &7} Aol whet 1) =33
AA/BRHE o] R|, B &, ?LUH-/]E"H g I E o7, 2) FHE AH/BAE O]U]X]
Tl oo gk AH AN ARE Alstr] fsl] Zzte] Wapel s wizi A e 4
ABEATE B AFoA g Ee 3‘?_]'74] ]} 7] 3] 7 &4 (the three-step mediated regression
analysis)= 534 HEE + ok
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B35 Jepdga & S o (FEul 7| &3, partial mediating), 53] 3TA| ol A9 T4

FEFHol FolstA &e Afole vzt vl &K (com-

plete mediating)E HJAThIL
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JB3QHA) > =434G3TA), Tl T AR A(B=467QDA) > B=154GTA)N £ #*
o] 2eHAl R} AT &, AnAFe] FHE RS gEo] REu/) o] Fujo

o 9 AL o B 4 Yuk
o2 BHle oo tht B wprjads AT 23 vad 2o
19A A= B E o]n| A7} o) {F3 FaFE PIAH, 28A ol A= BRE o]r]A]
7F el =l Fofjt S A= A2 UEETh A 3 A clA = B E o]n]A]
o] g #ol 2eA A BTE ZASATH A=666Q2THA) > £=2963TA)). S, HHWE o]n|z|
7F Bxol B2 Hol Fajore) e A= Aor & 5 U
Table 10. Testing mediator effects of attitude
Step 3
Step 1 Step 2 Independent, Mediating
Path Independent Independent .
. mediator effect
-mediator -dependent
-dependent
Purchase Fnowl‘edge — Attitude — 404" 455" .189** Partial mediating
Purchase intention .657
Product k.nowle.dge—>Att1tude—> 7" 743" .434** Partial mediating
Purchase intention 375
Use knowledge after purchase — - ax 154 . .
Attitude — Purchase intention 474 467 660 Partial mediating
Brand image — Attitude — - - 296" . .
Purchase intention 705 .666 525" Partial mediating
** 1 p<0.05
Vi. Z =
B ATE ARA ARG TS AHAE PR AHAY FHA A3 B
olul A7} 2ulA = P FrllEe] MXE FFE sekstaA stk
AT Astsl BAse] SHEAZ B FAH AFRY AE aokE Tt
2ok AA, ZAGEE] e BAA 28N Axp, TulA, AFAN, Tl F AHEA
FARCY w, =4 ‘?i—’?—-cl] Cronbach’

o AT Fe BT 08 oo AgAe] &
=& KMO2| # =9} Bartletto] A5 AHE-3H3
o, AN BE QA5 KMOS4 aki 9012 YEFS O™, Bartletto] £2]&-E(p=.000)
o|B & W9} Case®] 7 8R1EAS AAE|o HAT Ao R Yeigth £
A, B34S A7) Al 1A Q1A (CFA)S AAIEIHoH, E4A7= (*=141.196
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(d.£=51, p=.000, x*/d.f=2.769)= YEFSTE A3 (Hair et al., 2006)°] WEH Chi-Square
He AFEE Uro] o] gho] 3(yY/df=2.769)% A Fow AT PO FE IHFIrh
GFI, CFI, NFI, IFI 59 2% A3t%= A|57F 9 o]do]il RMSEA7}F 0852 SR
EE Y53t Ao= yehgth =3 7l AIE] = (Construct Reliability: C.R)S] %
0.7 o]’¢olH, 3§ H4FakZE(Average Variance Extracted: AVE) gko] 7153] 0.5 o242
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