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Effects of Consumer Innovativeness on Environment-friendly Product Satisfaction
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Abstract

Purpose - Environment-friendly behaviors are diverse and can be motivated by different factors. For example, magnitude of
factors affecting recycling behavior could be different from those affecting purchasing of environmentally-friendly products. In
this study, the focus is on usage satisfaction of consumers who have purchased environmentally-friendly products.

Research design, data, and methodology - For this purpose, data were collected from a total of 345 users of
environmentally-friendly products, consisting of 177 users of electric vehicles and 168 users of environmentally-friendly
detergents. The study analyzed the relationships among consumer’s innovation propensity, consumer’s environmental concern,
and usage satisfaction. In addition, the moderating effect of the product’s innovativeness was examined.

Results - The result shows that there is a relationship between consumer’'s innovation propensity and consumer's
environmental concern. In particular, it is shown that both consumer’s innovation propensity and consumer’s environmental
concern have positive effects on usage satisfaction. Further, there was a moderating effect of the product’s innovativeness.
Namely, products rated higher in innovativeness showed a greater effect of consumer’s innovation propensity on usage
satisfaction. The degree of the product’'s innovativeness also affected the directional paths of the relationships. In the electric
vehicle (i.e., high product innovativeness) case, consumer’s innovation propensity had a direct effect on usage satisfaction,
as well as an indirect effect through consumer’s environmental concern. In the environmentally-friendly detergent (i.e., low
product innovativeness) case, consumer’s innovation propensity only had an indirect effect on usage satisfaction, through
consumer’s environmental concern.

Conclusions - Theoretical contributions of this study are as follows. Foremost, this is the first study that suggests an
existence of a relationship between consumer’s innovation propensity and consumer’s environmental concern. Second, this
study showed the positive effect of consumer’s innovation propensity on usage satisfaction of environmentally-friendly
products. Third, this study expanded the scope of previous studies by showing the interaction between consumer’s innovation
propensity and consumer’s environmental concern. Lastly, this study showed that the effect of these variables on usage
satisfaction can differ by the degree of innovativeness of the environmentally-friendly product. The results of the study will
have implications for marketers and policy makers in formulating marketing activities and policies.

Keywords: Innovativeness, Environmental Concern, Environment-friendly Product Satisfaction, Environmentally friendly consumer,
Innovativeness of Product.
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T= 5) MBEFM XX, JHQIHQl  KletHEHE(private-
sphere behaviors) SO =2 JEEICHStern, 2000). 0] Z=0fA
E35| 01Xl XlztAM S(private-sphere behaviors)2 ZE
AtEFEQl Y&t #HO| K[EE, 7|E HF0|M EO| CHROK
2HCE

JheIEol rstAsEol= S/HR/MY| £0[7|, 27| 0|
7|, 22|, 5u&E 08, TZHME Fif ds5 S0 =
Sh=|ICHFujji, 2006; Gifford, 2014; Steg & Vlek, 2001). Zx7|
M# ATE2 ol ATl NAFBS RHES T

ISR S0 thek 1A 3 B0l Sutet w7 A

rat riot
riot oX

=21 I —OOoOo Tro=g=
0 10 ciet gt 22 2MS 427t R=0IRACE 3
2L} X 2o g7= HFAS KOl w2t Iy 2ods T

Bt e ®8E 7|20/ ULk QL FstAWSOo| g
Z42 7|0 ELsts A2 ofLD, XstddE o o2t
g ol A 20 HE dIE O0X|= F=It gatd =
7| WEO|Ct. Fujii (2006)0f 2|5HH, Hof Bz S/HE/TY|
Z0|7|0= a3t g2 JHX|X[Tt MY T|E FO|ALL A&
A AHEE d4dke dWSols FE2 O[X|X| AUACE HHH X
SHAEf = M7 A0l FEg2 FUXT CHE X=tAH
S0z G0 FOISHX| AURACH (Fujji, 2006). EEDH OfFH ArEf
2 22|=He ST, XS AFE E017|= S| e AL
2 L}EHHCHSteg & Viek, 2001).

2 GTE ABAUS Fo|M H
2ot HANel BEHOMN HOIH ASBAAE FoIME HSH
HE RO #S2 2|Wo|Z(recycling) =Lt 28 EXof o
2 gym o 2 #3F 0|92 ZCHGardner & Stem
2002; Mainieri, Barnett, Valdero, Unipan, & Oskamp, 1997).
XS7K| SEME 70 HSTHE Aoz 5o gk 29l
2 240 As WX YCh F2 XSSl M [l
CHSE CIF0lM XistAdEo 22 ETE[O ATRLO 27
[I§-&0|LCt.

otm, JHolol HilMTte MER M2, CHd, et
CHE  FHREED 2% £8%l= FEZO|CHMidgley &
Dowling, 1978). %[ SAHQl J|=g 7|HICE ot *ghd X
EE0| B76tn ot TF MY T| =H A|A-(automated
vacuum system for waste collection), S & ZHAIO| 20} X
Mg sts £Fo=z2 XM= A|AHl(green hotel project),
AF?| 8| =(showerheads), 2}&4 & Li2|l= HXIE 0|82 2 H
QF J|=(toilet flushes), H|-Z=ZtA|AHEl(rain-harvesting system),
KISHARISAL, =Xt EfFE SO| 1 0f|0[CHCarrillo-Hermosilla,
del Rio, & Konnola, 2010; Schwarz & Ernst, 2009). @S2
o 710 T|EeE FEd ME2  B7re Aolnt
(Carrillo-Hermosilla et al., 2010; Schwarz & Ernst, 2009). O
=0| %2 ‘0 2-0| = H|0|H(Eco-Innovation) of CHSt RHE T
7t5tn QUCE o 2-0[lHjjo[d0|2h Xt XtAS E f&A|7|H
M 22 2 Zd2A7|BME 2R3 JiYE StAL Qlzkel &
HE BFAZ = JAZE St= ZAO|CE 0 2-0|.Hj|o| M0 =
MMl 7|20 QFE|E ARIt HLCKCarrillo-Hermosilla et
al., 2010).
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P(NEP: New environmental paradigm)S S3df X9
T A @Y BEO| 248 UXSE WY 7
M5 UCHOzaki, 2011). O|F2| HTE EOiZ A=AAFI
S7(0f 2ot HFLS0| TR0 RiTh Fl=tAASO| 74219 O]
7|50l =7|(self-interest)Ofl Al HIZEICID 2 AZ#So|2
(TPB: Theory of planned behavior)O| Q!C}. O] O|20|M= 7i
QIS0| EtgdAFo| Zutvt 2|HLUX| OFHXIE HII5H0]
OINAFEE PChe O|EO|nt dZ|n EfE, ARIH JHA|
(social norm), X|Zt=l = EX|(perceived behavioral control)
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9| 7|7} O|EFH &7|(prosocial motive)d|
M HIRECD EE ¢FE Schwartz (1977)9] ‘it 23}
O|2(norm activation theory)0jjA ZESICE  Stern, Dietz,
Abel, Guagnano, and Kalof (1999)2 Schwartz (1977)2| O|2
£ EE JHX|AMEHY O|2(VBN: value-belief-norm model)
2 HMOHHCE 7HK= MA R, WSl - Zutof oigh X4,
O Aol CHet ZHeIE Mol 2t FekE O|X|l= 7t A
dd ne2lz, =24 tgt WES olnes M pEHE st
AlZICHHowell, 2013). SICHO| SHAUENRI7|E O{EHA HIZtE
A=X[0f Chst ZEKQE, ol2fst £|7]7F ojist ZUE Yo
0|0 =l AXY7F O{C|0| UA=X|0f &tk AlE, 2|2 O]
mat 7Helo] oA SsoF EX|of Chet i Z7to| A
Aot 0|8 Sl ddE 7HeIE el REHo| HstEds

| st=tl, eddSo= SEQ ARl 7HESt
Fo|, gHEADIAE, FH X|X|, ML &2 AtH
Z LIEt-CHGifford, 2014).
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1 FEE MR 2dsts 40| 228, 4=F X0}
8l AM(self-construal)0| =S4+, EX|Z(sense of control)0| =
242, XoRBSU0| F24E ASFUS oIt Of ELi=
H1=0| AL RUCKGifford & Nilsson, 2014).
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HeEHE 7o dS2 MES FoY o SETHIX|
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£ 1SEAM FOiSts dSS 2l0[3iot o|2fst AH|XIE2
‘stA 0IZb AH|XK(environmentally sensitive buyers), =2 ‘71
2l AH|XKgreen consumers) 2 &2{XICHOnel, 2014).

a0 so| g2 0Xls /9 § tLE =iy
Skenvironmental concern)O| QICt  %lzhZ M3k (environmental
concern)2 ‘AH|X-S0| CHot 2td O|f0f Chof =77|l= &2
(feelings that consumers have about many different green
issues, Zimmer, Stafford, & Stafford, 1994, p.64), ‘Xl=tZd Ef
L (environmental attitude)’, EESH ‘Xzt ZHAAF SARSH 704
O|CKBarr, 2007; Fujii, 2006). Onel (2014)2 ‘=2 AME{AX
ZHA o st AW, Z2 O[EtA JHKE K|H AH|XE
(consumers with high biospheric values, environmental
concern, low egoistic values)0| XIZIAMEZES FOisl= A
0| =2 HOE LIEIGSE EUCHOnel, 2014). Xlztd AH|
(green consumption)0f Fek2 O/X|= QQIo=E QFEH @
ol ZEX|(0f. TE=F=Q| FHX|OfM THRIFES| JHK|ECH O Xty
AH|E HOICH, 2|1 EjE(attitudes: importance of being
environmentally friendly, inconvenience of being
environmentally friendly) Q9IS AHA|gt X UCHLaroche

et al, 2001). EE3H ‘X|ZEl AH|X} Z2M(PCE: perceived
consumer effectiveness)dt *l=tAMEH0| XlztAS0f HS9|
=93t Oj7) H-QE BiRICHLaroche et al., 2001).

HeF™7|Ke| Fofe|=of ot AFOM=, Tetd 2t0|
T AEQ(e.g., Hidrue, Parsons, Kempton, & Gardner, 2011),
XIZtAE = (e.g., Carley, Krause, Lane, & Graham, 2013), &t
40| CHst 2trl(e.g., Jensen et al., 2013; Rezvani, Jansson,
& Bodin, 2015; Sang & Bekhet, 2015)0| M7|X} F0f 9|=0f
S80I Fakg O|MLCEL ®™7|XF &2/XHE0| Xed™ =S Tt
KO MH(e.g., Hardman, shiu, & Steinberger-Wilckens, 2016), %l
SHAXISXE ARAt7E LEHF ARXHED 240 CHet ot
7IXIE §© ZQ3tH 0ofZiCHe.g., Jansson, Nordlund, &
Westin, 2017). M7|X} Z=7|£=8X}S(early adopters)2 =A%
SiMo|m, M7|&0| o 23H0|S(e.g.,, Hardman et al.,
2016), XIStAZXOQl Atgto|l M™MI|X} FOfQ|=7t § &CHCarley
et al., 2013)= Zitx ULt

stH, EX™st AH|X} Al (specific consumer beliefs)0| *I=t
FHE TS0 FE2 O/X= AR LIERRX|D LR
ol Xlzh4ddsk(general environmental concern) 1EX| U2
Ao 2 LiEt H AAtE QJUCHMainieri et al.,, 1997). &5
AROME AH|XQ| FIZHAO| = (consumers’ green intent)7f
ghab AlY|| XIstA0) g¥=(green purchase behavior)Q2 AHZA
X Ye ZHOZ LIEGCHBarber, Kuo, Bishop, & Goodman
Jr., 2012; Berger & Corbin, 1992). 2t4X 0|0 2SS 24t
= AH|XPIE KA 7HS0f|H K| (green electricity)E  K{EHSI= K|
of st AFoME, SHE0 BAHE X0 AL AR|EO|
A5t YEEO UK UALE JHRIEQl BAMOl giALE, M
sisty|of ™ot 22, MEO| Cist 224y, 2Esst J2
B Qlolf xHEHSIK| Qe A7t LMSIRALHOzaki, 2011).

Ll=tA Mk environmental concern)2 XIstAWE QA
2t @2 OX7|= st "X YU7|= SCHFuji, 2006).
Fujii (2006)= 77| HY, G2 HY, Mef|7| =0|7|, XIHE
AHE Za2o| Y| 7HX| ERQ| XStEUSE 2 Xlstdd
gk, H™oF Efj(attitude toward frugality) 12|10 M= &0|M
(ease of behavior)0| Xlztd HE O|Eo| Z7|7} & £+ /US
2 HO|{ Ol 7o HAE HTEUCE 19| A7 Zut Hof
Blees 9E, H7) AHE Za S0 s FUX(T M2y
7Lt X7t AME HAMSO|l= FEE FX| LUCL HHH,
stadete My7] g d350=
o FgtAATO= 7ot FES
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S(frugal behavior)2 XetZAZO| YLZO|X|T, HF HF2
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o 4 QIrh S8 MBAT BELS 2HIS Fols AP WE
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2.3. X=ANZE oS0t SAMEEF (innovativeness)

SAMSS AOILt el Jjolo] MEE HAS KRl
Xlof CHst 7|2X0l M3k(“‘the degree to which an individual
is relatively earlier in adopting an innovation than other
members of his social system” Q=2 Ho|gt %= QICHRogers
& Shoemaker, 1971, p.2; Hirschman, 1980 X}j0I&). &AL
ARUAOIE xHEE Sl Atz2| FHRASA EHAHEICHOzaki
& Sevastyanova, 2011). X|Zt=l SHAO| EMHO| HAIQ| =i
g2 OX|=4l, o 71| SZHZs= AUA o, 7Lt
Tt Hgld(compatibility), O[Sl A2l 02{Z0| A=
Xol S&4E, A" A8 Zisd, MES= Ao| 2 JhsTh
X SOlct. o] Fo7t ¥ S xHESt= £E(MZh), = oLt
stz e dod|= X|o ZHEHE CHRL JYrta B4, F
O CiH(multi-dimensional)2] 7HES Z&Este SHAMEE
Chist ™o|7t S%&SHA EZ|ACE Midgley and Dowling(1978)2|
“Z§210| AHZ2 OfO|C|0]E OFSO0|1 CHE AMES| dilt=
EZ2™o=z SHAl A™E UZ|= ME(“the degree to which an
individual is receptive to new ideas and makes innovation
decisions independently of the communicated experience of
others”)"2l= MO|7} 1Z40|CHMidgley & Dowling, 1978,
p.236). 0|52 il 2OLEO0|H= 7HRIR A (personality)
Ol LYXH=l M2kinnate innovativeness)= ZRSHH, 0|2{%t LY
THE dekeh otLzt MM ZE A HES FU=X 2E
&AMl M(actualized  innovativeness) =9 CiASH  Z
(multidimensional)Of| Al &AlMHEFS EIOF SHCtO FESICE O
NES THOSH SAMES AH|XI} ChYSID FEE 7|
sit S48 71 M22 HES2 MESE = WHHOAHL =
ALt ggPo|gtn g %= QCHMorton et al., 2016, p.18).

Table 1: Consumer Innovativeness Appeared in Environment-
related Past Studies

Authors
Leong et al. (2014)

Key Findings
People who have a closer relation with
nature are more innovative-oriented.
Carrillo-Hermosilla et al. |Eco-innovation is an innovation that
(2010) enhances environmental achievement.
Ozaki and The environmental dimension is a strong
Sevastyanova (2011) |factor in the motivation of purchasing
Toyota Prius.
Heidenreich et al. AFV (Alternative fuel vehicles) adoption
(2017) is related with consumer innovativeness.
Morton et al. (2016) |Innovativeness related with the EVs
affect preferences for PHEVs and BEVs.

Silgat Tekgant e A= Table 113t ZTh Leong,
Fischer, and McClure (2014)0f 2|3t™, Xt} XIS DA =
ZE JMole HARXIZA QIX| "Alg JEICE o] A ZntE
S Bildeo| riztgdeat A7 g Aot =

otk ok ABHSAN0| B ATOIME £ B4 2t B

L - O L-0O —

Mg xokE + ICh EF HAHo NEYY £82 F
= il o0siy, 20l ojXl= L2 deks g7
E20| E& &4ilo| &I EFoO|CKCarrillo-Hermosilla et al.,
2010). & A7 Ol MY ATE HEo=Z J4019| il

b

H2: Sildgnt Hatgddet 7tols 3785 JaatA7t U2
Zo|ct.

Schwarz and Ernst (2009)0{ 2|3}, 7iQlo| HAMEkG| ot
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AH[ZHEO| FANES O FOiSHE A2 YN 21 Ut
(Hirschman, 1980). Ozaki and Sevastyanova= 1&£°2| 2007,
2008 ATO|M ERE} Z2|R2A(Toyota Prius) TFONXISO|A
T 7§ 22 21 & MEn JHK], 7|=0 st 3FH
EEE Fo 20102 EULCHOzaki & Sevastyanova, 2011).
Eot WAMEE0| =2 AH|XHO| Rigtd FI[Ktof CHet FtOjo
AZE E%CHE AFE0|  QCKHeidenreich, Spieth, &
Petschnig, 2017; Morton et al., 2016). 2 A= SAHTHO|
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HE dild 287 7182 AEO MEE Ex(new to the
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olgfst 7|&E 7KK MEE WE/M gl 5o 2Re +
QCH(Kleinschmidt & Cooper, 1991). otH M3 A0 2|5}
M, NE S-ut AHX EM ZF HgHd(fi)o] X2 I HHE
M I =OtFICHe.g., Aaker, 1999; Graeff, 1996). 12|11
NE E40| aH[Xte| EF X|ZE H JHYWSH|E THHe.g.,
Song & Im, 2017). 2 Si= O A3t Zujo| GHzo 7|4t
Sto] FIZHEREC| Hildol =2 M 7HRle HAlMero| Xt
FHE M8 UER0 O/X[= g0 o HE AHol2ts 7td
S C=ESILCL
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3. A7 HitH(Method)

3.1. AP ZEAHKpreliminary study)
=40l HetgAE T Hadgo| Y2 HeErE e

S
M P RAME HAISIRICE HA 10Fe| &IHX
£ &z oy x=td HEESS MAISID Bildol =2
X SAH0| FE2 RStAMES FESIEE St
[Algt MBS FETIK}, BN IiE, XSHEIENE

AEEEZ 2 ME|, 247t
0 Hih|, 2= 3 =F =F A
S O|RUCL EIIXER Ol H|
rstd MEe=z WAL, EfYd mid,
, dAgo] B2 Xt HES
HstANH, R7|sMES MESIRICE 0] ANE HIES
sto] ME =% 80|M, £ ME 7t Hild Xo|7t 2 X

£, J2|2 NE FtH22|7t dasez FHesh X| o7t
FItE nHE|QICEL O 21t AFHoE SHAM0| =2 FztE
MEcr ‘Fletd HMI|Xp7), sildo] @2 FstENEcR
TSAME 7 M™EEACE FI|SAMES HE 72| Fo
7t MIEC R HeGIX| 4n, Hetddeol =2 AH[X7E
Ofst7| = SEXISE RHAQl HZ2 {3t 0]7|FQl O|RE FOiL
= 42 U7 HEo X ez ALY

£ ME of Chst AHIXEEC| SAlM X|ZHS CHA| oHH
5t7| fIshM OIS ZAP|K(OIRRE AEe)S ol8%t
QIZALL HAEZIACE MED Aol aEmEsERHO|
Do ol 8x[UCt HY 3MF(ER AP 39.62M, EELQK
11.39), §d 35H(WE+HZY 39.06A|, E=2X} 10.86)0| &AM
O O|8xIACE WX FItAT7|Xtet F=tAMAof et 7Hd
o|7t EIKMEO|A MIA| =Y CHwithin subject design). A|A|
=Me| FE2 HiXMSH?| /s & ME 22| HMAl =M= HE
(random)StA| O|RO{RLCE AACIE T KNEQ &ild FEE
EHSIRALCE sl e HEE M8 7 (Andrews & Smith,
1996; Sethi et al., 2001)2 Q18350 XSl ‘AMot, MLHE,
SE, AMHQro| 471K gEE 7H E2|IHE HEE HFY
RULE EAMCHEA & MI|XHE 0|83H= AH|XH= gl A=
LIEFSt oM, XISHAMAE 0|85H= AH[At= 69Y & 21F2
2 LIERKLCE

e B2 A% 4, EIAES XStEH7|RIE HetdA|
MECH o ARl HFOol2tn XSt UAUCHMasazsix
=5.36 vs. Musizqn=4.76, (68)=5.17, p<0.001). &7tXtE9| ™
Z|Xtol| CHEE =R XA RISEAMAO CHBE FE K| Ao

)

opy 2 UM
rz
ot
0%
Pl

oz rfo ot
iy ™ ro

§=3.92, p=0.809).
3.2. DAL BK} S RAP CHA

A ZAL ZIE HIECER Mot I|Atet =AM 7t
7td 452 st ZAF A=(stimul)22 MFE|en, = K|
22 A FOiste AMBStL RUe AHXIEES HERE F
7He| Z=AHbetween subject design survey)’} O|RO{&LCL EIE
ot TSN E2e] HE oM Lt XtSKtet Lt M|
AH|XHE CHAEE ZARSIRICE

32.1. k& ®MI|kt AFRXF 15

e H7IME 2Rt el &Y 2ot A= AE

XHE CHA2E ZALZL O|ROJACE Bh=ol Xistd T™I|X AR
== 8 O/= AIZof Hlg§ OfE2 1 37|7} Of< ZOtA
4 ™I7|K AHIX} 228 2|7 oj3{2 Ao} o
M 2 AF0MeE 222 HeEA™7|K HRUEIE S50
ZAH X GIOJE =& SIQUCE HolH T=HATNI|Kt HRLIE|
(All about EV)E O|83IQICt. 0| HFL|E[= of 48t Ho| 3
#o| 7tElo QUCt 7Kz EE dtol=2|=7l, E2a¢l
stojlEg|E HMI7|AE, = HIIXS| M 7HK] Yoz F&0|
EIC} SIO|EE|EFt= 7|EQ| YAt F, L{H7|2KF CHH| o
AMol =0t 57| o{E7| WEo| HMelstch & F2{a¢!
SIO|EE|E HI7|Ktet == H™I|Xt A|KITHO| ZAN| FHojg
= UAA ZEH(fitering)0| O|FO{HICH

FHFLIEl AA[EO] FetE HI7|A ALBXIE HMCE S
HEZAZLE JUCHE A HRLUE| B2[XE Sl ZAF AIE} 2
FHo| SX[SIYCE SX[0ls 2 429 &It wY, 42 55,
HE ®IH| S0| AJHE|QICE O CfE dF2 0| £ CRA|
HEZAMZ} HAEICHe AE HFUE] AAITO| LRACE ZAL
£ 22fele=2 o|FojRel, 22t 48 TH FA(URL
address)7| H|A|Z| ALt

ZAZE AR H EVIRIER 2Rt e Xt ®I|R
O AHE HEj(EE, ZFAR|, LLALEAIZt S)0f st &
20| XY SE2 oigict CEe2 diMe Matdde &
g HE0| HOIACL OfX|gfo 2 F=td MI|Xt AHE PHEEQt
THrOfCIALY| CHEH ZE0| FOFCE BEE FE0= HoEE
FE WHO0| O|E|UACE AL EIIKSOAE 22t AL A
7|1xhet AZHH=E O|85t0| E7HH| 28 0| X|ZERUALCE Of
g 3MB(HAAY 40.294) 0t o 146 (WA AF 39.154))0]
2 TAto| EIISIRICE Ol & 1779H0| 7td AF 240f 0|
SE|UCH

>t rlo

ru

322 XSIAMK AR 12

HBBMA MSAE CHYOE o ZAts OIS TARIAL
(0222 A=RONES 08510 22491 TAP} OZOfFLY.
HEAMAIE SAAROf TS A7fet B, 23 Chg FBHY
MHIZ X% olgstm 9l X|, 3 = Oj4 HBAMHE 0l8
o 20| Q= X7t WR2EQICH B QK| pe FoE A
20| Fofz + Q== TEY CIxtelo] BAEUC CHoz
ASF NS BQED s s

74

o

20| ¢ H O O|RONCE TE HIINMHE {73t ULt
10 SET A2 = =AM FHoig = QIRICH
ZHIS ST HIAES g2z MBMHES AE
Ef S AR F=Of Cheh et EE0

FojMoh 1 Chg
7Kt O7EXIZ il tgtdde 8 53
=0| MAIZ[QIC. OpX[grez FetZMH el Mg RHEZot
MTOf2lAtof cheh 2E0| FO{RCE
HE FEO= g€ E23F YHO0| O|8&/RACh LIt
AH2 20CHOA 50CH oMol b AHYLE= HE= =X &
SEIRACE HFH2=2 oY 85F(FT AT 39.864), Hd 81
B(HT AT 40.43M))0] = AL HIISHILE. O|F & 168
of 7td A 240 O|8=IALt

0>t o2
o riot

3.2.3. YEt ME AR TAf
2t HE T LU ASKHLHSAT7 2Ry ‘LR MA 0]
NE E 16482 Cidez DiazE A=Y AOAE =AM
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2ol Slzloto] 22kl =AME ZAIBIIL). UF EES
HtBRZE 2HIXE AL CIYOIM KSR = Eg
JIRE RS TSBMME AMEStD U= HA:
220 o = =F SHACE AX AFSEL A= Kt
Mg B, MA AR =S FFoRAILE d2|1 iy
g dets 58sin dE(Hd 818, oy 833) A
Y(Ed " A 41.85M, BELX 869, O Br Y
37.63M, EERX 843)0| VYEH=FEYHS O0|83IACL
B0l ZF2 2 ZAM0IM ABE FY Ega S5t O
FO0{MEL

00 oM ijn o ofm

Wre B lorord &

=l

33. B0 =X

AH|KF SAMESE M (Hurt, Joseph, & Cook, 1977;
Kim et al., 2014; Morton et al., 2016)& ELC{Z CtSat &2
774 282 HESIUCHTHE 2HE HE, 10 MEIZX| %Lt
7: O JZCH. ‘W =2 AEE2 5 WA EEE &
HALL ZAS FIICP, ‘Lhs CHE AR H|s 2ol Zdt
CF, ‘L= W S5 T OiXl= o] 2 FHRJ0ICF,
‘Lle M2 OIOICINE Al=di Ee AS Fofsicl, ‘Lo
M2t HF2 CHE ARIECH HoXo|H =&EZFO|CY, ‘L=
MEZ Ao =™ 27|8 ZOofoiCt, ‘L= g G20t M
XN M2 sAH sto|H 3 HMES Foists Ho|ch B &
£ AM83IULCHCronbach’s Alpha=0.93).

AH|RE Kot gt 2 de HetddEE il =hyo)
Oigt 278 & 2, EBiE, 7HQIN S8 EEdsh= QOjE At
251Ct. M AH(Degirmenci & Breitner, 2017; Stern et al.,
1999)E QI8510], tl=tZold|, Xetdls, Fl=tZAH|QJAS]
Cirot ZIZO0M Xistddets £t 0|8 97 22
2 Ch31F ZCk '&d™ Olfres Lio|A &ER3i0t, ‘L= X+
220 2ol BT, ‘L= = EXTF 7HX| 2 0|29
THtoll CHSHo & 2 QUCF, ‘L= Mo X|IE Ar&slof ot
Cio A2ZSI0F, ‘L= 7Hstt o ME8 MEE DHE0X HE
2 AM7| o o33t ‘L= XstENES FOists| I8 bl
82 4 X2 A7} QUCF, ‘L= TZHEXOl 7| HojA Mt
ste ME2 O M=oy, ‘L= 22 =HE ®EXNY 0,
‘Le 37, 2 EY0 Rolzia SEE Hele A2 YEE
o WSS FloF sicte oFHE &AL ULk, 78 ZHE
Moz ZFESIQCKT: ™S 2K Qct, 7: 0 JHCH. &
o B=E ALE3IQLCHCronbach’'s Alpha=0.92).

HSENE AL DR, FISHETTIXG0| CHof MEE pr=
LE 58 2IHE HEE =S XSHENMNo)| CHel =2
o At RI=tAMK O CHalf MEHE QtRE’E 58 2[FE N
L2 ZESIRALE M2\ MEQ| Muts o=z FOfolAL B
FHOIA 7HlE =2 HEEATZE UARUCHPearson r=0.69,

p<0.001; Pearson r=0.53,p<0.001). XI=tAMKH MZEo| FMHIH
PEEQF MFOHRIAL B FHMOIAL ZH| = =2 AREA T A
QiC}(Pearson r=0.61, p<0.001; Pearson r=0.51, p<0.001).

4. A7 A7}
5 MetZNE HEE GOl 22 2o Zah £ OF 7t
A ~50|= Xto[7F UACHH: F=0.56, p=0.457, A=

F=1.497, p=0.222). ¥ HgH2 =JEL|UCL 252 &
MM EASE BYSIRUCEL dEoM= & T 2t |e9t X0
7b AQUCEL 2 AT MI|AL AMBX; BAZL Ho|mR2FEHH
o2 TAMEU=H 2 Zat 0| TRA7| WFOICHTZ[Xt
=82.5%, XI=tZAMH|=49.4%, Pearson Chi-square=42.26,
p<0.001). CiEt S T™I|X} AIFO|M dE H|E0| XIO| LiX|
QA O|R0 Tl =AKChu, Im, Song, & Park, 2019), =dH|&
=49%, O|4JH|E=51%)2t & 7o TI|Xt ALEXL 1&E9| &
Mdgg Hmst 21t |olst Xo|7b AAUCHMcnina=5.20 vs.
MKorea=5-10a Qﬂgég% %%-ﬂ _E'-?;'-EE ;XC;IEDI) [:l'Al Eél-a-H!
= G TI|XL AFEAE ZANO|M EY H|E0| ECh= Z0|
TI|Xp AFEXE B KHH|Q] SAlde HEet= Hato] SiRICH

41 B S AKX AN NP b
o g

AEXIE CiM22 ZAE A5t FEH ZH H|m7t O|R0A
Ct. Table 2= ANOVAR} LSD(Least Squre Difference, X|A&
O|XAF) L ES 0|83 Atz Zd 24 ZAWE EoFECL Y
Qlof HAldet HIWoA e XE FOHXIQF XetAXE FHof
Xl’% |7_|'O“ %glzﬂ' X|-0|7|- /OVIKQA-'EHMNOH-ECO=4-O4 vS. Meeo= 4.77,
F(1, 507)=48.58, p<0.001). 12|11 X=tATI|X} TICtO| 7%t
=2 YildEs BERol, CEo2 XIstANA T, ut
ME Mt =02 LIEtRCEL XStAMI|X; HEo| &AldEol
O =Ct= A2 odae = A/JE Aol FsHEMAN &
Tho| b XMZof H|s =HAld=Fo| = LiEfHt HE Of*
022 Zuf2tn SHLCE

Jfelel FetAMEo e Yt KE Fof TEnt AR
70 "Et 2ol Felgt X0|7H URCHMNoneco=4.69 vs.
Meo=5.17, F(1, 507)=30.34, p<0.001). XI=tAM7|X}S Xl=tH
MA EEH2 L8t XHE TRt EMHE0| FoltH =%
Cf. J2fLt M7|XF ZEth Mt MEHTEE 2tol= felet Ao
7t iRiCth

olot

Table 2: Mean Comparison of Consumer Innovativeness and Environmental Concern by Product Type

Consumer _Innovativeness Consumer Environmental Concemn
Mean Difference Sig. Mean Difference Sig.
Electric Vehicle 5.10 Eco-friendly Detergent 0.69 0.000 5.14 Eco-friendly Detergent -0.06 0.55
(1.21) Non-Eco Products 1.07 0.000 (1.10) Non-Eco Products 0.46 0.000
Eco-friendly Detergent 4.41 Electric Vehicle -0.69 0.000 5.20 Electric Vehicle 0.06 0.558
Y 9 (0.99) Non-Eco Products 0.37 | 0.002 | (0.76) Non-Eco Products 0.51 0.000
Non-Eco Products 4.04 Electric Vehicle -1.07 0.000 4.69 Electric Vehicle -0.46 0.000
(0.97) Eco-friendly Detergent -0.37 0.002 (0.88) Eco-friendly Detergent -0.51 0.000

Note: Parentheses are standard deviation.
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42, SAMS, NSENY, NSBHHE VI 2 4
B 24

Table 3= 7HQlo| SildEF o XetAdY, XetgHE ot
L 70| HEMAE =HOIFECE 24 A AH|XG JHRIo o
Ayt HetEdege e |olsh HEEATE AUCH
(Pearson’s r=0.409, p<0.001). M2tA 7Hd 27} X|X|Z|RACH

JHQlol HlstAdeknt XIgtAXE 2HE = (Pearson’s r=0.257,
p<0.001) X 7HQIo] Hildent MetAKE CHE = (Pearson’s
r=0.331, p<0.001) 7t Ol = HZH2tAH7F |F2ISHACH

Table 3: Correlation Analysis among Consumer Innovativeness,
Consumer Environmental Concern, and Satisfaction of Eco-friendly
Products

. Satisfaction of
Innovativeness Emg:f:‘;‘;mal Eco-friendly
product

Innovativeness 1

Environmental 0.409 1

Concern (0.000)
Satisfaction of 0.331 0.257 1
Eco-friendly product (0.000) (0.000)

Note: Parentheses are statistical significance level.

43, SAME U ABPLHO| NBFHE BFof
0jXj= g =4

AN MBEHE VFE 40| I TR 1)
o SAN0| ABANE BEL0| OKs IHH IS
2 HZe| AWM SFHEAS AL & NE M
HOIEtS $okpooling) 3 HAMSIL HBEMES SHHS
2 A8 HE HEEE FAUSZ 80 40| Oj20jHCt
(Table 4). 24 Z1}, SAIASKt=4.892, p<0.001) U FISHzAA

2H(t=2.632, p=0.009) 2+ ZXISAXNE UELZ0 37N I
2 OXlI UPUCKModel fit F(2, 342)=24.86, p<0.001;
R?=0.13). O|& E3df 714 29} 7t 30| X|X|Z|QICt.

Table 4: Influence of Consumer Innovativeness and Environmental
Concern on Satisfaction of Eco-friendly Products

Unstandardized |Standardized

Independent Variables | Coefficients | Coefficients | ¢ | sig.
Beta |Std. error| Beta
Constant 2.858| 0.205 13.949|0.000

Innovativeness 0.160| 0.033 0.271 4.892 |0.000

Environmental Concern|0.105| 0.040 0.146 2.632 |0.009

CHgoE MY 4(AHIRF HAMSO| HBANE SIS
OjRls FPOIN HBANE A =
ChE 2Zet7| Isto] AFEAS Mt
&, %E T C0jdummy), 2HIXF AL X FE T
O[(E W40 F) HW4E SYH4z Zusin, Ay
BEEE FauLE 2% dEln SN s
(stepwise method)2 AIAISIRICE SEIMA0] HAE, 2z

$Q A
il
=
ro
o
i
>
%

Of

MY, MBCO, NECOFEMNE WaE DE Dg
enter methodZ ZFHENS HUA[Z ZS EYWLS |
= CIESAY0| ZEXSHRULE. M2k stepwise methodE A
5tof 2|2 S HASIR2M 1 ZIE Table 40 215
Ct. Stepwise Regression Z1} XMZCG0O|, MEGEO*EAS
BTt ROl He2 ZoE(UC

=M Zi}, Table 5o Z0| g X ®F &t Hol(F
B0l &) Bidt RO IYE JHKl= ALE LIERHL
(t=5.356, p<0.001; Model fit F=76.796, R?>=0.310). C}A| Zdf),
ZHRlef Hildero| HSFME HFE0| OX= oM X
E gildg Mo ZEZHmoderation effect)Zt LIEFSICE Of
£ Sl 72 47F XX = AL

Table 5: Interaction Effect of Consumer’s Innovativeness Tendency
& Eco-friendly Product’s Innovativeness Degree

Unstandardized |Standardized
Independent coefficients | coefficients | ¢ | sig
Variables ’
Beta (Std. emor Beta
Step1
Constant 3.842| 0.046 - 83.379(0.000
Product Dummy |0.692 | 0.064 0.502 10.750(0.000
Step 2
Constant 3.842| 0.044 86.679(0.000
Product Dummy | 0.627| 0.063 0.455 9.942 | 0.000
Product Dummy * | 0.222 | 0.041 0.245 5.356 | 0.000
Innovativeness

Note: Dependent variable=Eco-friendly product satisfaction.
Step 1: Model fit F=115571, R?=0.252, Step 2: Model fit
F=76.796, R*=0.310.

4.5. HLlde0| tetEME EE0| OlXl= oM
Hetdgeto| o=t W =2 j7iza 24

74 58 ASSH7| L8l Hayes Process macro2| model 8
£ O0|8%t Bootstrapping analysisE MA|SIQICE 24 Zu}
HA Jilel &AlMdEo| XISAXEFZ0| O/X|l= I
AN THHE A FEo| ZER NI 4)7F CRA| =
Olz| I CHinteraction between product group & consumer's
innovativeness: t=1.934, p=0.05).

CHE o= Table 62t 20| &4IM0| =2 Xl=td H7|Kto|M
= Jielel Hildeo| otExo| &Y I¥E OX|7|= st
(direct effect=0.0847, 95% confidence interval=[0.0070,
0.1623]), Xt de2 O7HE oo 7ZHEEcE 2 O/X|
7|2 = ZHO=Z  LtEfLtCHindirect effect=0.0704, 95%
confidence interval=[0.0326, 0.1166]). B, SAIM0| e X
SHEMAE Sildeo] RstaddeE oj7i2 oto] I 0|
K= ZHOo=Z L}EtGCHindirect effect=0.0440, 95%confidence
interval=[0.0172, 0.0826]). CIA| Zdf, XIstd MM = Klist
ddekol 2 O§7§ = IK(full mediation)Zt, XIZHATZ|XHO| M=
gtz dekol #& Oi7izat7t LIEFRCE = HE TS T
2 3t XEE Oj7j & IH(moderated mediation)= EAXMOE &
O|S}K| UULCHKindex of moderated mediator indirect effect=

0.0264, 95% confidence interval=[-0.0710, 0.0032]). 12{L}
0] 248 ol XtdMZ HLH0| S5 Hilgeol o

ZL0f| OXj= 0| ACts FHE B =g = ALK
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Table 6: Mediation Effect of Environmental Concern & Moderated Mediation Effect : Bootstrap Analysis Using Hayes Process Macro Model 8

Environmental Concern Satisfaction
coeff se t p coeff se t p
Constant 1.809 0.632 2.863 0.005 3.572 0.435 8.217 0.000
Innovativeness 0.605 0.125 4.829 0.000 0.137 0.088 1.554 0.121
Product Grou 1.090 0.410 2.659 0.008 -0.353 0.282 -1.255 0.210
Interaction P 0.085 -1.934 0.054 -0.052 0.058 -0.89%4 0.3720.000
. -0.165 0.160 0.037 4.351
Environmental Concern
Direct Effect of Innovativeness on Satisfaction
Product Group Effect SE t p LLCI ULCI
EV 0.0847 0.0395 2.1453 0.0326 0.0070 0.1623
Eco-Detergent 0.0326 0.0465 0.7007 0.4840 -0.0589 0.1241
Indirect Effect of Innovativeness on Satisfaction
Mediator Product Group Effect SE(Boot) Boot LLCI Boot ULCI
Environmental Concern EV 0.0704 0.0209 0.0326 0.1166
Eco-Detergent 0.0440 0.0160 0.0172 0.0826
Index of Moderated Mediation
Mediator Effect SE(Boot) Boot LLCI Boot ULCI
Environmental Concern -0.0264 0.0179 -0.0710 0.0032
Note: Interaction=product group*innovativeness. Dependent Var. : Environmental Concern, Satisfaction
5. 42 B o 2, ol HAMsm HeAMe zols Ay
Hol Folot F(+)| HutetAZE SHRlx|/UCt Hetddeo| =
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2006).
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