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Abstract

Purpose — As environmental issues, along with the growth of companies, are accelerating, social interests in eco-friendly
management that requires corporate social role and responsibility are increasing. The eco-friendly management activity
reflects the changes in environmental awareness of consumers. Therefore, the eco-friendly images of companies
influence consumers, and the establishing of eco-friendly management strategy has become a very important factor in
the greenmarket. In this regard, this study examined the impacts of green leadership and environmental attractiveness
on strategic environmental marketing, tactical environmental marketing, and environmental performance towards the
employees of franchisee headquarters.

Research design, data, and methodology — The survey was conducted towards the 800 headquarters among 2,600
brands that are registered with the Fair Trade Commission of Korea by mail. Among the total of 162 questionnaires
collected, 7 respondents were excluded for their incompletion, and thus 155 responses were used in this study. The
data were analyzed with SPSS 21.0 and SmartPLS 3.0. Frequency analysis was carried out to understand the general
characteristics of the subjects, and confirmatory factor analysis to measure the reliability and validity of the
measurement. Correlation analysis was conducted to identify the correlation between constructs, and structural equation
modeling to examine the structural relationships among the constructs.

Result and Conclusions - First, green leadership had a positive impact on strategic environmental marketing, tactical
environmental marketing, and environmental performance. Second, environmental attractiveness had a positive effect on
strategic environmental marketing, tactical environmental marketing, and environmental performance. Finally, strategic
environmental marketing and tactical environmental marketing had positive impacts on environmental performance. This
study can be recognized for proposing new perspectives on eco-friendly management strategy for firms to be able to
win competitive superiority and performance by embedding awareness of the importance of environmental market and
suggesting practical implications on understanding of environmental attractiveness, strategies and tactics of environmental
management, and environmental performance in the franchise industry.
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1. N2

—

=2 7|82 ol& IMtel 587 S 2lof iy
A CHEEAH|Ol ZAHFKMNE F=otH, i
(Liou & Namkung, 2012), S}X|2t =tA
AmZ|E 2 S CHYet 2td mh| 28 =2 Qs Q7
o MEO| gdst= 21710 o|211 UCHJi & Byun, 2011).
O|2 Ql&fj olMl= 7|YE2l Al=|d At MAZ RT5H=
SEZEY(Z2 24 Q)0 Ciot 24lo] SHE|D ASH(An
& Han, 2014), =t A Zztet etd ZH siZo tfgt &
T Bl & &2490| 7|gel st MM O|fF7t £l
QJICKStarik & Marcus, 2000). Stz o2t 7| A
Of ZXM o|owut ofLjat 2 HBH ABS Sbf ALY
M mole MBI 0|2 S8 7|0l JHKet BMES &
Ol= ZAE 7|82 l0{(Chon & Yoo, 2013), AFS|E Q)
BEOIN KTt MERN 2 Q012 1S SAXSN 2
252 ot= A2 20[SHHKIm, 2012).

4 s 48 252 AH|KEQ| Btk &7
tHSt= AR AH|XE2| 2hd o|Al0| ZOFK|HA =t
dME AH| AIFe 377 AX|D den, 7|YS2l &4
X=ztd  o|OjX[7} AH|RFEO|AH e OX|n ot
(Schwepker & Cornwell, 1991). O|= YO =2 7|¥E0| X|=
Hol M7 WES 57| YoiMe 2 Tty 29 s
S EXOf StH(Maxwell, Rothenberg, Briscoe, & Marcus,
1997), 7| XtHOIM JBIAHIXIES| FOIHE St
7|YO|0|X|E EeA|7| HEO| EQsICte A o|O|shot
(Choi, 1995). &, O|M|2H 7|g&=2 &4 2otA AH| EH
Cof o|FH AH|Xto| THE SHLIC| MER AYY|E|2 mHef
SHOjOF SO, O|2fot ERMEO| Hgtet otd O MEES
£=2ISjLI7I= Z40] =Q38ICHPujari & Wright, 1995).

ol 7|Y=2l &4 Xlztd 2 Lo A0l =HXto|=
719= oY 4 glen O|X ZRX0|= 7|YS= HEH
Hatz|n Q= 24 ZHE QA5 0| 2o 8 =
I Z™LYE flet 2t FetEol 4F HE 20| /7
EICHKiIm, Kim, Seo, & Lee, 2014). 0|& A= HY F
SHAN 49 252 fI HI3E EXRt %S FEohe
dgxte| Ozl 40| @4 &|=H|(Sharma & Vredenburg,
1998), JglZ|HAe| w2 7|ge Azlgag st dl
3 A3l =8O Z M(Choi & Bang, 2012), XI=tA A|XOA
o 7| it B A ZELee Hilz o|et €2 7[Ye|
gl A2F Z3tE fIpt =60 ofsf A-EN 7|¥el gt
4 OtA|8 X2l d32 ZAYTHHAmdt, 1983).

OlM Z7I¥=2 olz{st AE =tde| Hatol| 3o 5t
=ty AHXEE S5ta, =g 29HE 7|Y o|0X| &
2AIZ{ Lt7HoF  BHCHCronin,  Smith, Gleim, Ramirez, &
Martinez, 2011; Polonsky, 2011), 0|2} Zt0| &4 %S A
Hl A0l A&7t s %2 4EAte| JZZ|HAdE HIE
o BFXEN FY WYW BSS2 U0 HNE FeE
= Cte oM 0§ EQsiX|n QJUCHAmd, 1983; Orsato,
2006; Steger, 2000; Kim, 2012; Moon & Song, 2015), 1
2L} OFEIZEX] dzl2|HMut K=t Al 7|22t ¢/
Q12 mefst=n 583t thM7t = StAmjgEEe 22 2
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ols0| 7o SANH Y Mkt M 9 AN of
Eeh Qete OXEX|0f Cfet Ppe 7ol MRS AXo

MM 2 AToME ZaKjolx 7|Qo| 12ie|ciAm
SAf o} SADHE He ol Fa, SAMD ofms
Qgke OXl=X|of Cfs Lotwn, BTFOl XL HA
o CiZ20f 0|2 AZXo= SASIIA} SICh

2ol SEAHO i THY E7|R0] T 35
o Yot 2EES LAo}Y| Ao| TXASO| WS 25 o
o

AL G FEo| 230| g OiX|l= EE Q0= AL
EAM(Hemphill & Coons, 1957; Rauch & Behling, 1984),
Sharma and Vredenburg(1998)= LISt 2bd 2X|0f| CHst
7199 stamE =8 A QAIAEE IRl 2|Hy
of o8 Feke Br=C}n }F OO, Buysse and Verbeke
(2003)= 7|®go| ety TEkut OSHEAXIE 7te| HatdS
#Hol= AF0IM = HNEE =EE 2| A(environmental
leadership), 2 <0j|2(pollution prevention), Hh2Z(reactive)
FEfoz FESI0l etEX[Y Ozl2|EHudo| 2tEdE e
o] 59 QALY IGICt Choi and Bang(2012)2 1z2I2|H
t(green leadership)of| CHsH *l2td A|ZO|M FYRLYE
FESH7| flo 2tE XetA il ofsh £Xp & #2lE A
SECZ Wty J|&2H AHX|IE FSts FAHOl2t Folst
HA, D22|HdE 71N dEA FE2 ME AIES H2o
Ao MBS, BYHS HEHSH| Qs BSH FAE oH|
X gn, S &3 7|l o8 Fote fyol2t
O[stRLt.

D) Orsato(2006)= 7|® 2lH4e| d™MLRe 2=
8= 2|E4A(beyond compliance leadership)dt 24 H|
8 2| 4l(environmental cost leadership), &4 E&M(eco
efficiency), 24 EaHESHeco branding) ™EFO| SfEH=ICtT
SIHA =HEA HIE IS HE =% F7| HE2l A
of, CHMIRY 7HY, ©7|H|E HZ =3 52 205t X3
ZlEd2 M2 e g 3 A CHAo| k= RAXERY O
M, 7R Het 7ls 82 gaS 2|0[Bta ShQICt E
ol dEfm2de AR M, i aPgo| of{X A
HlZ2, MZH[=, H2HE Zda &2 g30|0, OiX[2te
E MEj| Efcsls A 3 o FEHE MBS, 28 7|
=9| J|e8 olO|stCtn MO|8}RICHOrsato, 2006).

OF23{, Kim(2012)2 12l2|H4o[gh Xty silZ
1 AWIE Fesi0 HIYoR Exjel P2IE 56
IS LHSIEE HE| IS 0K 5222 Iy Y
olof J2l2|EAL e R A 947t ECD S

E

S

B KIS Aol ZHNS 1S 837 Wl S
St 718 T WS LIEHHE o2 BAMEEE AIY
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o] & B MIEN} PtHL|=0O|(Jaworski & Kohli, 1993;
Narver & Slater, 1990), 7|0|2t A|& ZtA HF} Ol A&
T Kol met U MEN 452 24857 /8 =
ZH0|n CHyot MEE JHESHA ECt SHRICHDay &
Nedungadi, 1994; Jaworski & Kohli, 1993; Shrivastava,
1995). 2t S=tadof m2p 7|gel REAE2 Fas &
A E=Hl(Kim, 1996), Hst= AlY 40N 7|82 Bt
Ste n4E9| 510 mat MEQ MH|A HAIS HEIA|A
OFstH, CHHE AlE 2H8 SHoM2l 7|01 HIsH AEXIR
XA MHEES 7FM0f siCtn FQICHJaworski & Kohli, 1993).

Dess and Beard(1984)= =AM dzMdit M2 1O
OIZ0] &X| 0 IS oA dte= A= FHOISHHA,
HNE HE= MHA 7|=0| ofer HotE ofofgtctn Shict
(Milliken, 1987). Lee and Park(2005)2 ZIA|EO| OjEHE
= MEBAIFO Ofgt ojgcet 2 5= A0, 722 e
2 Holof oot X|&£H 4=AE88 Sof datt 2dErtn
SIRACE S 7|YPE2 12 AFel dFEO AlY FH
M K& 482 |ARICHH Ol 2S517| I3 Sttel
7|22 EASED, O E 230 A0 Xt =HS XE5H
o= EXISHA ECtn SHUCHDay & Nedungadi, 1994;
Kerin, Varadarajan, & Peterson, 1992; Szymanski, Troy, &
Bharadwaj, 1995).

stH, Maxwell et al.(1997)2 7|®0| AH&EXHoE MES
71 YehiMe AlE LW 24 20l Higtd 20210 ofst &
El M HIZEZ Slojof S, AR BES M
oHd O|70f CHot M=H o8 X Azl &0 ofet Mg
gHE SHOZ XAz, AU, FRY= i 22
O[siZtAIXRIZ2l HEE Q70| RtH0|1 HIHO=Z g
sop otCta SHQUCE S 2HA0| Chet 2He F& &
A", AD CHHIS &8 7t ddad g4 § 24
Zofo| Az Apdol ol FyES A ECt S
(Arndt, 1983; Hutt, Mokwa, & Shapiro, 1986).

Vandermerwe and OIiff(1990)= 2tAatEH ZX|0f| CHslf
ZSo| 97 I U0 Cist BN 7|Yo| HSS A
st Aol ChREol 7|YS0| AHXIRRE $E sy
HME0t MH[20| CHet @77 S7te|0 Aot SHBIS
o, olof & 7| Ot E &=&0| FRECH AL

= O

—_

1§

5 ok
TR oY

2.3. Makx S A0 E

171 = o

IX} 8t =3E o|0lste Zd2Z(Min, 2013), Lee, Hwang,
and Kim(2005)2 =tA0tA &l(environmental marketing)O| 2t
Stdg 45k O 8 7JHEe 2 Ol= “4EfOH El(ecological
marketing), X|&£7}53%t OFH El(sustainable marketing)at &
AFSICHD SO, Bae(1999)2 A0 02 7|¥o| o
A EEoR Qls) LMl SHEEQl A& EME XAl
HAM QIzte| atol HE =Y = Us =E =2 O E
g50[2t SHRACE EDH Kim(2004)= 7|EQ| OfAEat ot
O &2 Hluwst AF0|M 7|ES| OFA|E0] 22E ME=
To| S FHE FHF G IUSE sH AH[X}
DIE0F 7|l o] & YA Ztel X3l FRE Fe

SHEOAE(EE R0 )2 o SdE 27

olsf+E 2HASC ERY $52 Z4Y + U=
(Moon & Song, 2015), 2td0tAE TE0AME Y70
High 282 2HE ANt Qs 28 HsHH AH|XE

o HE HDIE FHS| Olsistn A2 I O|F S MER
4™ 2912 JIE £ QA EICKKotler, 2011; Polonsky, 1995).

o

¢HH Moon and Song(2015)2 2tA0AE T2z XNE
o Xl=tA CXIRl ME, ZF i, 7 HAl So|A 28
Ol OjXl= EME =0/, HHEE ATEL; CHMIHE AHE
st dE2 2 O g &s0|2h sHEAM 7ol A
AN dioto =M 57HX|E AMASHR =0l AW, A0 E
Hek2 Sof 71 W =2 PR TNl stFolAlar A
WSO d7|Mez HatAZA =Y FotE ZotE =HE oot
SIH EW, MEfXM ZY 3R(recycle, reuse, reduce) EQlS
SOl ™A MEL| HoiFT |t AU 52| B52 EY
2Rt Agtsto] =WstojoF st MRy, SHHTEE S/E ¢
FEEANAH ARS Soff 7Yl rdEEo| gt
2010| 7Hsdte S ofofof St Umy, SHAOAE M
Sl ZE HEo| HoHHIIE HASHO MEE S XY
, A CIRel, MEel ZBME U =HE EltH
£ SUAISHL OiX|Sfe 2 SHAZAME A2 A
EQYAZ|= 30| 2R35Ot St3ICt

EESH Peattie and Ratnayaka(1992)= ZHZ0OHA E MEH0|
ot O|REAM AH|XF 87, MEES AY T&E7|3] =%,
| AZe| dHee &=, ¥7|8 HE8HELEL), 2
of g 7|1y eEd M, 7|g =& ZE4
5 871X O|RE &l 7|Y¥el =0t

=

20z 2z urprokro
E1 oo mjo

M 0
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24. H&X 20

SHEOAE =2 7|Y8S0| S80S TEE A5t
ot AAFQ B wEe WSS 05 AR XA H
HRAS0| =Hd Xt 7|0t 4, AR HA S XpA
nE MteEE= A dSS =02t & = A2 0[et
42 Me2 d(action), S (purpose), L™ (schedule), 1
2|1 Aulresult)Q| 47tX|Q| QA= O|FOTICID YU
CHMoon & Song, 2015). M& T= ZEHUAM =d oA
AH[AFS2 XYl AH 2hgof f-E el ks OX[X| &
= dMEE M=E ed MES0| 0o =4 ZNME
ZAANZ Ao 2 J|CSH=0|(Lee, Kim, Kim, & Choi, 2014),
Ol AH|XES| EFE FZAMAFY| M= HMES 7|
2 3 AFINESl XRT|CHARY FHEQ Hetd™ HEL
Aol etEHo| x(AE SHAA, Az MFH 0|27

MR 2Hg E aHAHEC| By OlwE mefsior St |
O dUTHAE 2B W5, H7HIE7IS SO &8 7olif
20 ofeh TEHQl 2EFe Eot 59| AEls 2dY &
U= OHAE 2| Z=IHo| 280| LRSIt STt

(Moon & Song, 2015).
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EESH Cronin et al.(2011)2 2HAOMAE HE00| ANM =

=
=
=
—

—

I Fe2 1 E4d 332 A0 gt KX 2 7iM £
S0l Z=EES HFOF oot SR, FE =2 HME T
=1 G0 7| OE 288 + A= 7t Sast ot
AHERA Lt ZO| SILI0|CHPeattie, 1995; Prakash, 2002).
ET He2M ARYAOIY ES S LHIRSA 7]
2 A HBo MtFddS st PR, O[HIE, Sl EHoj
=T 52 SO &g MopH S TG o 5t gt
4opAE 2o J2ZnE SO 2HFof oiet AtelX A
YS Ciots 7|/0I2k= HE ABIR|A AHF/UAH 0[5t
g ME BHE, 7|¥S AXAH LHASO| 2o/H
BeE AEE St A2 22, FOUEIA O|HX=E 5=
0| &It ISCHKIM, Han, & An, 2014).

o3t 7|Qlo| ME O T BES NPMoz 7|elo|
31 22X ZA0| WS OIX|X| %OLt 2 FH 7|
olOjX|et Ze 9leA AU @olof e Ojx|A| Ect
(Fraj-Andrés, Martinez-Salinas, & Matute-Vallejo, 2009).

a

fot

2.5, stA4at

[eNe]

r

dofet MMM = 58, 2akdel QniE xS 1Y
O Z(Park, 2006), ztAdatet 7|9l X|&7+s4d(corporate
sustainability)2 7}s5tH ot A QA9| SILtE ZHEE
CHHong & Hwang, 2005). &tAMit= Moz 7| &
30| Xt 20| 0Kl 4™ IEHo=E Yolz|=0
(Klassen & Whybark, 1999; Shrivastava, 1995; Stanwick &
Stanwick, 1998), 7|19 =tA-dut HFE2 Mid A 29
AE TAA|7|H{(Porter & Van der Linde, 1995), &tz #i¢)
o] Zot 7|gYe4+E £2 MEHot LIEPACHD SHACHD S}
S LCHCairncross, 1992). EESH Lee(2004)= 2HEMHILE &9
A olojet HolM o|0|E FESto] Fo|X onjofM EM
ot =Zo difet SYst AeR & £ UCkn ey
ol oOjoM= SEAY A|ABSl ZHH Jtstt AMEE
EM ZE| SHAE, 28 A, Xt HENL L AH|
& 59| &4 2Ent HEEICHT SHRACE

otH, Wells, Hochman, Hochman, and O'Connell(1992)2

gopr| glet 71E22M 37HKIE MAlSIR=H AW, 2t
23 570 A FY Z=IAMS0| HX=Z OiE S

ot 71F EW, 3F Mo e fEE 2E KotA a2
O & 2YE|/UE710] ozt 7|F Mm, 2Hddar g4
Off CHot 028 QA Heof ot 7|FES MAISHRICE
M2tA etaMot= H7|E BiEZ0[L XX & Xz
Mg, ofux| HoF ol ", 2| ¥ o™ HH| 224 S
O SEEGAA-EZ =S| Map H|Wsto] oty 74
CREXE FEMED, ditr= NS0 MHA~ T M Z
JAOM MY = Qs BE SEQEEN, HZEEA, ¢t
Y 59 4T =4 EXNS0| SHEZGAAH- =z
Ot ZHMEREZHE "IHske Aol2t & = QUCHJeong,
1995).

[

o
H1
o
4
Il

3. Ay
3.1, g0y

%M M=
<Figure 1>1f S| :
ZE|Eant SHAEEYE FEE 2HEo| e My 2t
OEAE S 280l OjX|l= gat 2AE ZdBstaAt st

3.2, ARV

321, D22|CAD B0, BN 2o

[

]

Al

Han and Choi(2007)= Z@Ate| 2|HM2 LHE2IH A
g, dEAYEe R0l HMEA Ol B AIYZRT, Halae|
30| g3kg O/XICtn t¢=0|, Sharma and Vredenburg
(1998)= JFA7} CHefot 2td Qe 28 7[99 /S
RISt etATER| Ciot QAMEE &2 +=dsh=0 U
g2ifdaclo g gHertn SfQich £ Kim(2012)2
Jglg|Edol etEx[do| F(+)el gee D|EICte St%=
O, Lee(2013)= X |&H0| =25 240AHE X =
0| FOEICI S}ALCt. oHH, Ghobadian, Viney, Liu, and
James(1998)= 7|2l =t4HER0l F EHME LT &
dgrolez HY=H, Choi(2014)= 2d33all =4
dap Zto] AN LIE 2HEEY 29210 £5h= Hudd
el 542 etddato| folojst ks O|RICtn SHALCY.

mEte, & AToMeE 2o M aFESS HEe=E 1
ZI2|E o MEFM =tgn e deX stFotA e, 2tE
Aol Relst e OE Ae=z Hi COhgar #2 7td
= SdEsIUCt

<HI-1> J2lz|Cide HN BE0AE Mol Jue
o #olct

<H1-2> J2I2(H4e AN Yol IS 0|3
Z40|Ct.

<H13> JRIBICMS FEH S0P DY HH Yue
oj& Zolck

322 A Yo 2Z0HAHE, B0 7te| 2t

SHAAES| DfEEZE Aol dFEN 0| Us
(Jaworski & Kohli, 1993; Narver & Slater, 1990), 24 *I
X AZo| 4TE0| XSO QTCHH FHLIS 25
57| I8 7|YE2 ERdS L2510 OtAHE 23S0
2 At S FYSHA EICHD S 2M(Szymanski et
al., 1995), Kim(2008)2 slAOj2 = 7|0 SO E X|
2ol Ao O a5t 20210 EICHD K SHH, OZIA|
ROl BiEiEs J|sle % SolM BE gt X&N A
2x20| O|ROIX O, It EHE & UCD S|

n o =
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<Figure 1> Proposed Model

0=

(Lee & Park, 2005), Porter and Van der Linde(1995)= 2t
Zdat= 7IY¥S0| 2 ety FgesS flo Halet =
He SoiM EdE & UCtD StRA2H, Choi(2014)2] &
HMe 7122 f SEES 2 T 3= s
= AlE7[zl eou B #E7A 2 2F, 2HAE 27
=&, 8479 #4883 230 7ol F g0 Folgt
Y+l gk O[X|= A2= LIEFRCE

by, = A7oME SEoE=I oS 2HF0HE
1 HeX 2E0 e, SE3da0l fofe dgs 1" AL
2 BD g #2 7HEE 25t

<H2-1> BEONREE FEH BEOBIE H)
o o|ct

To
02

%
jo

<H2-2> BAOAEE BRI Yol P2 0" A
olc}.

<H2-3> BPUAEL WX BFOAY Hol ¥
S ojE Zolck

r
0

323, SAOA It SANT ZHo| B

Choi(1995)2 AH|Xfe| T12lojAlnf 112I3
=2 078 HEE MEY I 3
= ol

b 8 FlStH 7S 7 | Mg N
Aol O|OIX| Hi= =2 SE0HEE 8432 AE = U
Ct sl¥=0|, Wossen Kassaye(2001)1t Rivera-Camino

(2007)= AlZ 2o Ciet 22Xl WHoz stAnE|E
O] ™efo] & £ Uen 0| o ArYY0| =HaE =+
AUCHD SHACE EH ot stFddaE Ol 7|82 0|8
HIHo=z AF0| HRUAOIMSIY AR a4 X F
M Qoloz =&3t £~ QICKHassan, 2000; Todd & Marois,
2004).

HH, Rex and Baumann(2007)2 7|9 &l =Xzs
& Xztof oot AFE A R EES S A HE
g2 OXl= MtE CHE MtE OjASHA ez M

A% MHE BEMSE 252 STAZ|D, Feta® At

389 dilg Sl FUaAo| thA|, THALE Ee= MEEO

mE AXRe| HAS Soff MAES SIHA7 HIERLQ

dMHE JHX| A StH(Porter & Van der Linde, 1995), Xzt

4 dggscE Qb D FdAE LIEHHTD St

CH(Cairncross, 1992). Ot22{ Moon and Song(2015)2 2t4

OFAEat 7| gt 7ke] AFOIAM SHA0EA S Hefa He

O] 2gdato] Rolgt F(+)e F&s D|XICtd StgeH,

Kim(2012)2 ZRX0|= 7|¢E Tz of 45 AF0|M

SHAO| g g2 stadato golst F+)el s O%

Cta SR

lot 210

!

38

kM, 2 SAFoME H5N 2o gar dey &8
oA Eol 2Edu felot Fek= 012 Az 21 Li3ht

2 7tds 285t

<H3> FH sFOpEe sl
oj& zfo|ct.

of 8(+)2l =

<H4> HeH HFop g eddat
ojE Zo|ct.

of d(+)2l =

33. #iol Mo U

A
0l

2 oi70) 0|8% 2H #25e 25 2P 7Y Hea
7 = MY QK| YTPolN 7H = 09 QPR &Y
E

o o

=2 oot

=0
SIAC A, 2 A0 JzI2|EYol2 “HEtEo| AlY
oA Z|=let /s mtefstn etd Hils S 44

[

=
PRE Fots RE02t Folgn, Jz2|EYol A

7o Bass(1985)9] £ =55 = A7 J¥ XA A
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8510] 8o g=c2 HFYE|UCL E0Hz= &g A
S AlFel dsdat AH|RE2| et Q75 S SAHAl
& oo it 7|=2lE &= Zol2t Holm|ny, Kerin,
Varadarajan, and Peterson(1992), Jaworski and Kohli(1993)
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<Table 1>T} Z'C} BIX|, AIHS LIX|7} 90.3%(140H)2 Of
Xtofl HIBI O BUASH, ws$+F2 Cigtu ZYO|
58.7%91H)= Jt& BUCE AP 40-494 DO|TO| 797
BG1%E 7t B2 HES XX, 2z 2T
(RgE 0l 7HF)0| 59.4%(9R2F)= 71y ULCL AYZ2
QUMY 113(72.9%)22 71 =U2H, S == 208
0|57} 552(35.5%)2 7HE&t =9tk

<Table 1> Profiles of samples

Category Fzﬁ‘jﬁg‘)’y %
Male 140 90.3
Gender Female 1" 71
Missing 4 26
High school 8 5.2
College 21 129
Education University 91 58.7
Graduate 30 19.4
Missing 6 3.8
20-29 2 1.3
30-39 50 323
Age 40-49 79 51.0
Over 50 18 11.6
Missing 6 3.8
Foodservice 113 72.9
Distribution 19 12.3
Business Type Service 12 7.7
Etc 4 26
Missing 7 4.5
CEO 21 13.5
Age Director 92 59.4
Manager 42 271
Below 20 55 355
21-40 25 16.1
41-60 11 71
"é‘;’]‘;tl’fyre‘;f 61-80 9 58
81-100 5 3.2
Over 101 39 252
Missing 1" 71
42 ZHE20| BIEY U MaE AS

Cht=oz FdE AHFCHeel HHAXAEE2 SmartPls
3.02 0|23l EAME|QCHHair, Hult, Ringle, & Sarstedt
2013). HA, AMZE|Y EME Cronbach’s a2t ALY AME|
= (composite reliability: CR)E 0|23}0] 2AMEZ|QULCt <Table
2>0|Met Zo| Jzle|Hy, stHiEE, MEN ShAorA g,
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<Table 2> Confirmatory factor analysis
Average
ltem Factor Cronbach's Composite Variance
loadings Alpha Reliability Extracted
(AVE)
Green leadership .982 .984 .886
Our leader recommends promotion and reward for green performance. .934
Our leader especially acknowledges regarding green business innovation. .954
Our leader rewards for efforts and accomplishments related to green 045
performance. '
Our leader rewards for development of ideas related to green issues. .925
Our leader stimulates to be changes in business related to green 051
performance. '
Our leader instills challenging consciousness related to green performance .956
Our leader is very considerate of other people’s feelings. .920
Our leader emphasizes flexibility and prompt action related to green 044
performance. '
Environmental attractiveness .894 917 .613
Green product technique in regard to our company tends to be changed 851
quickly. '
It is difficult to predict trend of green market related to our company. -
Green market’'s circumstances in regard to our company tend to be 775
changed quickly. '
Change of Consumers’ demand for green market related to our company
- 723
tends to be changed quickly.
Green market related to our company is closed to maturity stage. .708
Green market related to our company is closed to introduction stage. -
A rate of green market growth related to our company is consistently 816
growing up. '
Green market related to our company has many business opportunities. .783
Our company’s green market scale provides sufficient benefits. .814
Strategic environmental marketing .807 .886 722
Use environmental considerations in product design. .850
Use ecological and clean materials in packaging. .874
Use of recycled or re-usable containers in logistics. -
Use of recycled or re-usable materials in our products. -
Use environmental considerations in distribution and reverse logistics 824
systems. '
Tactical environmental marketing .863 .906 .708
Provision of information about environmental management to consumers and 824
institutions. '
Provision of information about environmental management to consumers and 884
institutions. '
Use eco-labels or environmental certification. .816
Sponsorship or patronage of environmental groups or events. .840
Environmental performance 918 .960 .924
Enhanced environmental image. .961
Reduced overall environmental impact. .962
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<Table 3> Fornell-Larcker Criterion

Item 1 2 3 4 5
1. Green leadership .941
2. Strategic environmental marketing .526 .850
3. Tactical environmental marketing .624 .669 841
4. Environmental attractiveness .664 574 .607 .783
5. Environmental performance .643 .630 .651 .699 .961
“JA BAE RAF=AVE 42 HEDS LIER.
<Table 4> Heterotrait-Monotrait Ratio (HTMT)
Item 1 2 3 4 5
1. Green leadership
2. Strategic environmental marketing .584
3. Tactical environmental marketing .671 791
4. Environmental attractiveness .702 .671 .681
5. Environmental performance 677 729 727 .764

[

2|l THEEEE 2 X, AVES| X&X(square root) gf
FERAA GHECH AW THENEEO| e Aoz HHL|
Fornell-Larcker 7|&=S AHHE Z1}, <Table 3>0|AMQ} Z+
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0|2 AFEIE 7tol AatatA 2ol AH&S240| AVE 2t
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<Table 5> Measurement model

27

Hypothesis Paths Stzr;’ii:giéed t-value p-value Results
H1-1 Green leadership — Strategic environmental marketing .260 2.702 .007 Supported
H1-2 Green leadership — Environmental performance A9 2.058 .040 Supported
H1-3 Green leadership — Tactical environmental marketing .395 4.771 .000 Supported
H2-1 Environmental attractiveness — Strategic environmental marketing 401 3.383 .001 Supported
H2-2 Environmental attractiveness — Environmental performance .339 3.192 .001 Supported
H2-3 Environmental attractiveness — Tactical environmental marketing 345 3.784 .000 Supported

H3 Strategic environmental marketing — Environmental performance 212 2.525 .012 Supported
H4 Tactical environmental marketing — Environmental performance 185 2.251 .024 Supported
R’ Q2
Strategic environmental marketing .367
Tactical environmental marketing 456
Environmental performance .613

=401, t-value=3.383, p<.01)1t ZtAH1HKP=.339, t-value=
3.192, p<.01), ™=H™ =H0H (=345, t-value=3.784
p<.01)0f Rt FH(+)e F&E O|X|= ALE LIEHL} H2-1
1} H2-2, H2-32 & X|X|E|ULCt
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