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Abstract

Purpose: The online market is growing the most in history due to the expansion of non-face-to-face commerce. In addition, as consumers' interest in
health, food safety, and environment increases, interest in and consumption of eco-friendly agricultural products is also increasing. Therefore, in the
case of a specialty store that sells eco-friendly organic agricultural products, a marketing strategy that can increase customer loyalty by reflecting these
consumer needs is necessary. In this study, the store attributes of eco-friendly food stores are classified into location, assortment, price, quality, and
employee service, and the effect of each store attribute on utilitarian and hedonic value is investigated. Research design, data, and methodology: The
subjects of this study were customers who visited an eco-friendly food store. Of the 511 survey responses, 311 were used for statistical verification,
excluding 200 who had not visited within the last 3 months. For statistical analysis, Smart PLS 3.0 was used, and after checking the validity and
reliability of the items, hypothesis testing was performed. Result: As a result of the study, it was found that assortment, quality, and employee service
among store attributes had a positive (+) effect on utilitarian and hedonic value. Second, location had no significant effect on utilitarian and hedonic
value. Third, price did not appear to have a positive (+) effect on the utilitarian value, and it was found to have a positive (+) effect on the hedonic
value. Fourth, It was investigated whether the presence or absence of delivery service had an effect on store attributes between utilitarian and hedonic
value, and it was found that there was a significant effect between employee service and hedonic value. Conclusions: Among eco-friendly food store
environment management will be required in order to provide food that meets the tastes and needs of consumers by diversifying the taste, standard, and
quality grade of food, and to maintain or improve the quality. In order to unlike other stores, eco-friendly food stores have high price resistance from
the point of view of consumers, so it is necessary to diversify promotional media such as YouTube and SNS to raise awareness of eco-friendly organic
food.
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Effect of Eco-Friendly Food Store Attributes on Perceived Value and Loyalty: Moderating Effect of Delivery Service

=L} 19 o Sz HIUE g7 =HE ot

QUCh £3] 222 AF
O SAE ZAL 23 HH|
9Z& #,2019 & 27 = ¥,
20l 0]0f 2021 Hofl= 58 = RTHE 7|5 siRACt
53| 2021 dol= THCOH| 353% S7tohe

SEHE ERACL AH[XEO| 815%7F & 5 3| 0|4 22101z
Tofstn Qen, ARE F0f ME=2e FE,
22|, O|OtEE, HO|H4H, G OHl 59| =22 0|&E0|

22els St MF TOF 280l =SS
2E sHEs Uisls Y = 2018 9
9 12% S7ke 5762 A2 ZAFEIOLY,
FUstn Qs 2ZFE NOIEL 4¥S
HFol e D=2t ZAEUCE Ols
Fgoz 22tQ fE0| I StHEol e,
g 54 8 220 ANYs ZettHe /88
Y 2= AUCE
StAl SEat HiEn MEYEfo| WE FHO|
A7] WEO B[Rt 2Z2tel oiFolN AHY
okl Fofoks HIFOl &2 XME= & ofitolct
O ZHPOM AEel SRS HY =Qlstn
IS0l goi¥e=z #tf. J2iut 2249 HEe
=2 AY =" =+ 2, HiES YItkels 1HEOl
ot YUF TOHY = SICh WEtM AAAZ0|
Hetg, 77ls sitEs Tofsks T2 o1l
AH|XtO] LZE ghEEt aA SH=S £0/7|
Hefo| Lastt
Liztol Tetd 43 REUUNM HE HRHEe
dobd AF Fetel 7t ZHo| ofgr| W0
of Setelof 25 Qo Hety AF2 A
25 RSB0 SHBEO LA, OFE
HEY WIRSYUM, tHYwHOREY, 2212 S
22 Sl woirn [tk My sits
fsof A9 2 mX|et Y 7SOY| Hetd
St SOl met 3 HekstAn, AH|XS| U,
2HE0] et 20l SIKSHEM Hetd sik=E0f

Parasuraman, 1994; Grosso, Castaldo, & Grewal, 2018; Picot-Coupey,

Krey, Huré, & Ackermann, 2021). A& Oi&2 nEZOl MM
sttE2 HSdhke AwDt ofLz 4™ U= 7tHat 43t
MHIAE HSE22M XY ArRlof A et 0|9g
M&st UCH (Yao, Hilier, Wal, & DiSantis, 2019). $HH

A2} 19 9| OjItR JFEAl B|F0| EOK|BIN St FpZECH

420 st 7go| AE HEe] =2 29210| ERUL} (Cerroni,

Nayga, Pappalardo, & Yang, 2022). [t2tA] Al MEHL Ched|
MetdsiEs st 378 90 Chdet 4t XHEtE

MHlAZ 17 £MEE £0[7] 93t 20| T3

AR MEFS FEO| £4o| 1 ZHE FHo| Fast
[olo] & £ Art L AFMe HZLHHO| AE &YW
50| OXl= Fs ATU2D (Nar, 2018), HELHFO
THEzet AE FOf W30 A FES O|XICHs AME
AL (Das, 2014; Ali & Amin, 2014). ME&MH2 70| Mz
MEHo| =@ F7|7t EFEE, 17 UEER Z4E S F
olzo| ¥g2 OXl& OHAE T2 +Est=d o8 =+

QICt (Baker, Parasuraman, Grewal, & Voss, 2002; Grewal,
Baker, Levy, & Voss, 2003; Sinha & Banerjee, 2004; Nair, 2018).
delstar AH[RE S0 e AFoM SOR 0|20 UL
A8ET =0, S22 Noble (1966)2 A= (Stimulus) -
27|84 (Organism) - ©hS (Response) O|20f 7|X3}0] SOR

SES HAIZICE Roy and Tai (20032 O] 22 7|8to= OfF
ggol 7 HAFo| DXz Fo| s oE olEe=
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, Jacoby (2002)= A=t B ARO[ R7INI2l RAE
SEYCt o] BE2 2t X=0| ofsf Fee e
A HMH HEIE =
TEHIUCH (Ming, Jiangiu, Bilal, Akram, & Fan, 2021
Y= 25E0| Xt HI=L A 2HE0M X|&7Hs ot
SA5t=0 oie S350,
oM SHE0 HEe dEes OX|a A7 Mo
(Haque, Chowdhury, Uzir, & Shamsuddoha, 2022), A& HEH
40| SORO|20| HEE =+ ATt
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HEAMe FEI MHAZ TOfstn MAS7| Qo

e =
70| g Fe HE gdez Hog =+ °'°Dl o4
CIPXIEO| o8l Chust gtfHoz AL 2T (Daultani,
Goyal, & Pratap 2020). E3F HELHE2 AH|XIC| BIE o= ot
43 OEEE 0| O YHo|n, 1 At AHXHES0| F2
£40|| orESt, o 22 HEM, M=o ist Y5 =QlCt

(Amin, Ryu, Cobanoglu, Rezaei, & Wulan, 2020).

Kelly and Stephenson (1967)2 BZ&ME 87 XH2lQl LutH
£4 228 £4 FE K|, ¢F, 714 A MH|&, 3,

FHoZ Rt O o M= AHXtel FoOf
OIANEE0 FEE 0K A2 7ty 4F T, 0% =41t
271 W 07 Mu|ARtT SFQICH (Carpenter & Moore, 2006).
ot Nilsson, Garing, Marell, and Nordval (2015)& ZH[X}7¢

HZOM odots FE OlFZ CHIS 8F T4, X3S 7t

h-‘

Helst K|, HZ, MEQ EF, THED Y MHAR

TESIUCE IO Ol AH|X7E EItste 4 Crdst

AR M oz HEo| MAN d2|1 EME O|H (Martinez-
4

Ruiz, Blazquez-Resino, & Pino, 2017), BZEXE2 7t4, EF, 2,
OiE O[o|X|, oiE &7, 7H4-S21e| #HAZ HolsHArt
(Pizzinatto, da Cunha, Sarquis, Pizzinatto, & Lopes, 2020). M54 2
2HR] FOf Aol 3¥H, 28E 22 OXH (Granot,
Greene, & Brashear, 2010), 2H|Xh= F O|0|X|7} = o|H QU5
Of&to| Bh21}F 710f 7Hs5A 0] & OFEICH (Nair & Shams, 2020).

2 dAF0Me AHZE ey AE HRFEE 0|85t

g0t
TN AN, WA Fp7H 2 SYE0 OxE Y
uMEIR S0, NEY AE HRFO BmaES X

CHE, 714,

2.1.1. €%

AX|= MOl QX|SH= KIS O|O|BHCE (Han, Kim, & Kim,
2020). MIEO| UK Thadt S2|X 72|7b Ofd AH|RRS
HEXZEE D HIsH H2g 5 s 7H%'9§ Holg
%= QICH (Nam, 2020). HZO| HZAHS

O
2|, =Rt X Aldn 22 oE %—Er'EI %‘# Qaekn

HOISIRALCH (Amin et al, 2020). X|¥3t FMWEZHO| Hisl=
2zielnt emriol MELMo| gYES OjXmM, 3] 42
O ME QXlE emetol ofEo| WEstes 1 HMEo| 2

AeS O|XICt (Dholakia & Zhao, 2010). O|2{¢+ MZO| Q[X|Qt

2H[RRS| AFXZRES ZHEls 280 ST 7|=0| =X,
SHRZE A H2E + Ae HEs 2HAOIA A

Do[Xo = HIHE JHs540| =Lt (Shafiee & Es-Haghi, 2017).

2.1.2. 1k

HEQ LYE2 ME YA HSsl= Chyet 2HE ,9¢
37|, 2|1 EHE 203t Bauer, Kotoue, & Rudolph, 2

S
AH|Xbe HE0| YR X9 970 e 4ES §¢
75430| =O0FX|H (Kobayashi & Matsubayashi, 2019), &=

S&EA M7t B2+5E AH[RL| BRE XS] M0 1
MHIA =F2 =Y = US =0 otLzt FZEO| ME=
57f5||:|- Chang, 2011). iH|X|~— uHXF A-|EH 717:40" olo-|
JHAECH HE MO o PIZSHH (Nilsson et al, 2015), OH& LH
dFo| Cidet FF, EME 2|0 FH2 AH[RS| Foj
Z=C} (Grandi, Burt, & Cardinali, 2021). Z~H| A=
H2 9| 422 M3t MEELD Be 482 H3dhe
j&o=z 7|7H0| o E2| 0|535}7| = $HC} (Briesch, Chintagunta,
& Fox, 2009). O|2{5t AH|X[Q| CHATH && AME4O| O] 2 OHY
UEZ FEYEE =0l= O 7[0S HEF L0
371t A0E OE HI8E 37167 =0l OFE

Eo| Chgdat HEH ¥& TEs Sl 2HIAte
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= OX|= sy RiOIXh “x'9| Xlﬁi*‘l I:‘I
A4S X2dte 2HXE O &2 FEHY o852
TONACED QIAISH= ZBk0| QUCH (Ham, Lee, Koo, Kim, Moon, &
Han, 2021). 2H[X| FOf AZ0 AN XM 7tH0| FH=
MEd AFO| A2 DX|0, HE[S X CIF22 RS0t
(Briesch et al, 2009). 2H|X[7t =7|0f MZE MEiS

g MEst Jhol IHY sﬂof'ﬁ ‘:‘J% M K=

Freymann, 2002). 7tz OiEEE iHRPf =ty MEES
Tofst=n @2 0Xl= 72|t jge| 2 sut & sig
2

o
Hzo| W22 sil=H = 01Tt (lee & Joo,
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214. 83

EHE 2H[XOIA sEE E = U= HE S0l Chst
2H|XFO| HIIZ HO|Z 4= ULt Sipakoly, 2022). A= ZE2
HE2| ArZO| AH[X2| 7|CHo| HOHt & Re5t=7t2 Folg
= A2H (Yu & Fang, 2009), 2H|AP7t &2 2EE X245,
HBXHOR FOi SJAHE A¥ESh=0l U0 F2TH ALt (Park,

—
2000, BE J1He &2 BIE w2 Fe we Bu=

[

Aot = AH|Xte| deS UEILZ|E= St (Dixit & Maurya,

0

2021), A BW2 AH|RIO| 4% MeEymt Top 2ol Yy
OjXls F9% 240K, 1% Ez0l 3YHY FHS

O|XICt (Ali & Naushad, 2021).
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et al, 2010, 3L MH[AE T

FXo| YUE HMets © Fed ozg
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t (Prentice,

r

216. HEL'40| HEH JX|of| O|X|= BE

S H JHKIE Oi7lz st a2 SHEof
Aek2 O|XICH (Nikhashemi, Tarofder, Gaur, & Haque, 2016; Sari &
Ardiansari, 2019; Seo, Choi, & Lee, 2011). ZAH|X} SHS0f 2t
AHTOAM SOR 0|22 FZESHO| AT AH|X A0 O/X|=
Fet2 ZTARH| Q8| oHAIE Aol 22| HEBEAUCH (Saricam,
2022). 20 gHFab 2SI A=2 ESZH0IH, |7IM=
JHQloll CHet oF A=db JHRIS| AF dE A HE ALO[Of
HWYdt= W Z2MAE 2J0|EHt (Sun, Chen, Ren, Shih, Ma,
Wang, & Ha, 2021). Kesari and Atulkar (2016)= 2H|Xt= HZO|
AREZY), FRAE R FRSZHEG)0 mEh HE8H
7HKIE QXIS SYRACH D CHFS &E A0t 3
Q= 7t (Grandi & Cardinali 2021), 12| AZ0| ZZ (Lamidi
& Rahadhinj 20182 AH|IXE B0EY += Us HEH
=

=
Sgo|ot Fzo| HRO| AH|IKA HMESdts =ga &

MH|2= ZHE £ 7HXQ] Y 4a0|0, OiF H&9
FE4E =Y = UL Mzoughi & Garrouch 2022).

ol2fst MAATE HIYHCE 2 AFoMe d=d AE
MEFe| HuESMu 48K JHA| 7ol BAE 24817 {8
Chaat 22 7HEE0| 48Ut

H1-1: X4 AF MEF9 HZLY § UXle H8%H
ZEXI0fl E(+)2| F&ks 0" Zo|ct

H1-2: 3igtd AE M2 Mz 5 Od2 483
ZEXI0fl E(+)2| F&ks 0" Zo|ct

H1-3: XIgtd AF MEF9 HZLY F 742 48X
ZEXI0fl H(+)2| F&s OjE" Zo|ct

H14: X4 AF MEF9 HzZLY § S22 48X
ZEXI0f H(+)2l F&e O|" Zo|ch

H1-5: Figtd AE TEFo HuELd 5 T Mujae

HEH T H(+)2 S OIE Ao|Ct

217 BEH/o| 3=t JX|of 0jX|= G
HELde #HH JHXIE Oi7H2 Sto] a2 FEEo|
|XIC} (Makgopa, 2018, Mohammed & Al-Swidi, 2019;
Wang, Lee, & Kim, 2018). EE8t AH|Xfo| MEd HIt JOf, AR G
4l ZYE A JHK|et BEo| Fge 0|XICH (Muhammad,
Musa, & Ali, 2014). O|M 3 H=OojA AH|XtO| ™Al HEe
FH2tof CHer AH|XES| elAlo] Hgks D|E = AT (Shukla &
Babin, 2013), MELHE2 AH|ARO| L HEiQt AES HIAF,
Zitdo =z EtA THK[of Fk2 O|EICH (Ladeira, Nique, Pinto,
& Borges, 2016).

Yuniarinto et al. (2017)2 HIEO| QX|, A|M, Q%, =

A-IHlﬁE __I.LA‘IE| X-Ii_/.\_klol }I_H%I-X‘I 7|-x|0" :LX‘I |_T|_ ‘IC')I'

o= a

0
J

¥z2

]

40
N

:l_o
o

rlo mjo o

dets OXl= 222 UEMGICH Eot MEO| E 7
7HK, 2218 B NN dz ZHE2 H{E2HF JHK|0f
OjXIctn AFSHALCEH Wang & Yu, 2016). Zl@lo| FHoj
2H|IXF |OIZL 4 UHEZo dEE 7K,

=
2 2HRe] HEX THK|ECE Y JHXof o 2

o o o2 o

M2 oQ *
lo

TOHE2 2t
kS O|XICH (Kim & Shin, 2019). O|2{$t MRS HIEOZ
2 AN Tigtd AE MEFS x4 A T
o] HAE M| QP3| CHEar 22 7HES0| 2R ATt

H2-1: Xgtd ME H
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H2-3: gty AE HE2Eol HZESHY T 7142 A=A
7Hxlo F(+)el dg O|E AolTt

H2-4: ety AE MEFQ Fxsd 5 T2 HHH
7HK(of F(+)ef S O/E Aolt.

H2-5: Xty AlE HE2Ho HESY T S MHl2=
N JHof H(+)2l Ygs 0/E Ao|ct

22. 28 7HX|et A THK|

TtXlE HIRRl AlZ, fﬂf = H8 FHs Edds
o

ZbRl= X|ZHE Sldar 2HEo] e, X|2tHE
slde thed| aTEQl Fdo| ofLzt ¥ES Fofsh=dl

2l O AO|Ct (Asti Handayani, &
Azzahro, 2021). K= S 7|0 MENDF $ol8 A™SHY,
ZY 22[0| |HO| =Tt (Lee Kim, Chung, Ahn, & Lee, 2016).
2H|Xbs JHKIE ZEY £ Us MHIAL HES F0fste
AE0| Q7| W0l 7|42 AHXIL JHKIE QAME £ e
MH|A%F HES F3SioF BCH (Yang & Ahn, 2020). AlE
OfEoAM el AHIXte| X|ZHEl JHAl= OjFQ| EYE FHof
AKX 0| AdsE2 |:||x||j1 O|— 7HO| 7|‘—X-I 7}-X| §I_H§||-7£-I| 7}-X|
AL2|H I, THEE 7HKIE @57 |2 BTt (Kim, Ham, Moon,
Chua, & Han, 2019). &&E1t MHAE HIL2 At AH|Xt=
Xpplo| dEs oo s OXl= I JHKet ME8F
7ZFKE X|Zet=0l, Ol AH[RIl AHtg F45H= K210|
ZICH (Ha & Bae, 2020; Picot-Coupey et al, 2021). 2t HEE=
2H|ZPE 2HE FYsle S HEFW FHEH IHKIE
X|53t0{0f SHCt (Belk, 1975; Fischer & Amold, 1990; Shery, 1990;
Grandi & Cardinali, 2021).

HEX 7Kz dEN MH|29 J|sE o|dut AXNH
SEfO|H, FEH  IHKl=
Hotatn HO|StRALE (Lee, Lee, Lee, & Ahmad, 2021; Overvy & Lee,
2006). Holbrook and Hirschman (19822 AM&X 7= 7|1sH
2o ofgt HF0[2t1 FolSIAL, AH|XEI} BTt 4E9|
E4, o/F 2|1 78X JHX|et BEE mool2t o £ ULt
(Yang & Ahn, 2020). &% JH|= && T7M, 42 23, Hoy,

— - —_
712 So| gEN Sun B 7|5

[

srg0 O ZEN ol

1
ofn
N
Hu
x
nx
o)}
n
_IT|_
=
=

Bruning, & Swarna, 2018).
B, EE JHK= AHXPE TS SOl dEsts EME

SEfo|n, HAMA ZHX|=Ch FH, Jjely, Ao, EAFL

C} (Ha & Bae, 2020).

ZHX|7t X|ZtEl= A2 2 O|=IC} (Holbrook & Hirschman, 1982;
Madlnnis & Price, 1987). & 7HK|= 4Wst= &2 EAHS,
e, shekE FPske AHIXIR| QAlZ TN (To, Liao, & Lin
2007), MH| AL} HE0| aH|XFOIA| 7|0l Ee= Zya =22
H3ste HMA 422 FHolg 4= ULt (Choo, Moon, Kim, &

Yoon, 2012).

22.1. A8H JX|e} ZH | HA

H8H TH|= iH|Xf9| e 388 3 & 1A
Mo Idgg 0/XCt Ozdemir-Gizel & Dincer, 2018;
PURWANTO, 2015; Sari & Ardiansari, 2019; Sukatmadiredja &
Atmajawati, 2018). A-&F|H AH|Xt= XpLl0| FA 7|sH
OIFo|l CHoll =Y AIRISOIA 2|HE TSIEE X|ZHE HE8H
7= YaE0 FE2 OJEICH (Viera, Santini, & Araujo, 2018).
HE8H Mz 1

1% Wsm BIEE 5T 4 o,

2HRZE H8F JHX|o| Ot =2 QAlE ZHX|a UACHHA
S nZHo| & £ UL} (Purwanto, 2015).
olgfst MAATE HELZ & dAFoM= gl ME
HZHOIM X|Zot= AH[XRS| HEH 7HK|t 1A SHE 79
C

12T 22 FHee AL

N
N
N
1]
——
Ju
A
\J
N
2
_|‘2

FEE0| A

2= 7f*|" 2H[ZPZE OiEoM  FEsks &4,
2l &% Z¥S USH (Mehmood & Hanaysha, 2015)
M S0 HekS O|XICt (Albayrak, Karasakal, Kocabulut, &
Dursun, 2020; El-Adly, 2019; Jones, Reynolds, & Amold, 2006). 5,
A JHK|= AH|XRQ| FOf Z2AM|A0 MMEX ATg BiC
(Sanchez-Feméandez & Iniesta-Bonillo, 2007). 2HX 74X|7} =2
2H[AH= 3EAE JHX7F @2 AH[XHO| HS) DEEETE =
(Kusmarini, Sumarwan, & Simanjuntak, 2020). =5t iH%”S"| oSy

£2 AH[AHe 52 I ZMHEZE JHRIC Kuikka & Laukkanen,

_—

2012; Lee & Kim, 2018).
Ot MWATE HIEOR B olME MY AE
HEHOIA XI2HoHs AbIxte] 2 7

i N |
BAE =HoH7| 2l Chaat 22 7Hdes SEotnt

rh

H4: ti2td ME TEFM XZsts 2HIRRS] A
7Hle 12 SYE0| Y(+)2 dg¥= 0[E Ao\t
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g 480 MH2AE CHE JEEC

ol m}
=21
T SMEE FH MTSOA ojEo| s Yot
ZesiH =Y HAAXO| Cfe AsH|xtel  EH2o|Ct

(Clottey, Collier, & Stodnick, 2008). Ing, Lin, Xu, and
Thurasamy (2020) 1% SHEE &5 Y= HE
SHE2 FLESIQULCH

2 FFS0AM I SHEs AHXS HYE =2t
CHE ARHOIA S EAQ FHoet Z0] d3H H2
Eht= EIEH HZ WAooz
El-Adly, 2019; Kandampully & Suhartanto, 2000; Tanford,
Raab, & Kim, 2012). ¥& Sde& 2HAZE &0 oot
Tof 282 Wals o A FIIHO|L XEHe=R
e L= 0| @&SO|Ck (Lu, Jia, Lev, Zhang, Gao, Zhao, &
He, 2021). Bi= 4= §3d &30 ost 2HXS
388 HEZ FH AMESOA 3

A FHES st
(Jenneboer, Herrando, & Constantinides, 2022). 124
sEE9 JtY Y FH= LAHAIN £EF Hsd
MHIAE dzstn, FH O AMNZSNAH FHS= AHo|Tt

(Evanschitzky, Ramaseshan, Woisetschldger, Richelsen, Blut,
& Backhaus, 2012; Lee, Park, Park, Lee, & Kwon, 2005). [}2}A]
174 Y= 7IYga DA Zte| MH|A Oy AkeE
TAHSD, wAPMOl HELA He 9 4 zolct

[ —
(Heskett, 2002).

24. % MH|A 950 xHH I}

HiE AMH|AE AHXPZE AES FOSHY 2/ Z2FQI0)A]
AES £ESlE A o0 Shin & Lee, 2018). =249
OjEtCZ A|ZSH 7|PEL omalQl OjAHe M8t AH|X}
D=L ZAHEOE OfLlEt AH|A S HiS 28 T2 8%
gl HI=L|AE st QUL (Shen, Cai, & Guo, 2016).
HiE AMH|A B2 DATFY 2 G2 0[X|H (Sun, 2018),
78 HiE 282 Stt 4F HoM2 AZo| Fo FI|7t
EIC} (Singh & Rosengren, 2020). £5| A& Filstr| &1,

n

AMMEES |X|SHOF &t7| IZ0| ZA|0f HYEZ[OOF STt (Jung
& Shin, 2020). O3 Hi& MH|AQ| HE[E2 HiZE HE2|
8% QA0[X}, MYZ0| FeS O|XICt (Hand, Riley, Harris,

o L

o o
&SO|Ct (Cui, He, Deng, & Wang, 2022).

ZHEICH (Clottey et al., 2008;

Singh, & Rettie, 2009). IF2tA] = AF0ME CHEa 22 7t S
25t

H5: HiS AH|A QB Fsty AZ M2Fo| Hu&An)
Mg e Jhxiete] BAOIM Qo8 HM(+)e| FERAS
xHg Zo|c}
3. Hur
3.1. Hao| £H

HMm&Me QX CIM, 714, =X, I Mulaz

TR, Kelly and Stephenson (1967)2] HTLOIA A2 El 25 7H
=EE0| 2 AT ol WA +FE0 ABEUACL HEX

7kK|Qt A JHK|= Sarkar 2011)2] HTFOIM ALEEl AHEH

0

Jeln RN FNE W 3 2 AR WA +Hstol
1 740 $Ro2 BMEYCL EF, 1Y FHES Hyun
Q010)2] HTOIN ABE BHES B @70 WA 2ol

47) gt2oz2 =EHE|QACE

ExyEes MIHE HEZ ZHEAUC  (see

2 7ol MHEo ofEt EE2 e AEHEFY
BEcto] 0|8% ZWOo| Us IS YR ZAMZ|RJACH
HEZA= 2022 H 3 E 17 L2H 3 & 26 7K 10 Lt
ZAE[UCE B 511 £7F HERCL, 22 374 Lo distE
AR MEFE 2R ™ol glE 200 £5 AMelsto 311 Bt
EM0f| 0|2%|UCH, Smart PLS 339 T2 3o 2 HMg|ict

2 d7o] EXE Q¢ vk EME o BEo 42
LotEQtom, EfEdut MEY AZTS s =HoH ol
2M0| EQUCE EDE oA Zut AVE S Hlmso
THEEIEHE0] B E(RACE AFIHE 2 FRUHA 2 2M S
0|85t HBEIRALE
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HA, M2 0]A40| 203 H (653%) 22 A 108 F (347%)0ll
His 2 He=Z LEHHen, ™= 50 oi7b 129 9
@15%2 2 7% Bo| LIEtGtom, C2oz 60 Cf O|Ao|
110 Y (354%), 40 Th7t 47 Y (151%)2] =22 LIEtSCE
Q8= 71=0| 285 H 916%)22 O|= 26 H 84%) £Ct
AOZ LIEHGCE 7tF =5 40| 107 Y (344%) 22 Tt
LIEFOH, CHSO 2 2 HO| 87 B (280%), 12|11 3 HO| 7
(254%)° «=o=Z  LtEIGCE  XF
O|&(XHEhO| 101 (325%) 2= 7H&h Bt
ISstm ZEQ0| 86 H (277%) Higtm ZRisho| 82
(264%), T 2OE E2L(RNEHO0| 42 F (135%)2] =22 LIE}KLCE
252 500 2F @ O|AO0| 140 ¥ @50%2 =2 7HE BO|

0oy
rlo riot

o

EIEI—
°

stge sy

79
52| 5
20| LEtgton, Cge

E
of
=
=
E

LIEFSOH, CHSO 2 300 ~ 399 TF 0| 69 B (222%), 12|11
400 ~ 499 2t 20| 50 B (161%)°| =2 Z LIELGCE A
TEZ0| 86 H (27.7%)0| 7t& HO| LIEIHCH, CHZo 2 #e|

U AFRZ[0] 64 F (206%), 7|EL/FE0] 51 Y (164%), EHOf X
MHIAZIO| 47 F (151%), 2|2 MAFEIL 37 & (119%2)
w2 LIEHGCE 7t WE 3= 53] 0|40 74 H (23.8%)0|
7bE Q0| LIERGton, CH2O2 3 3|7F 73 ¥ (235%), d2|1
23074 718 (228%)2] == LIEtHICE 13| WHE2A| 7O SHS
50t 2l O|&0| 144 Y 463%)0| 7HEH O] LIE}OO, CIEo 2
~58F 2 0joto| 57% (183%), 12|10 3 ~48t ¢ O|8t0] 56H
(180%)°| #9=Z LIEILICE OX|2toZ, OjF 92 A
WESCH2 X7H20| 252 F (810%)0| 7F BO| LIEfGtoH,
CleoR THI 419 (1 3.2%)9| =02 LIEFGCE

N

R EEEE

ox
p !

M= F

ol

>
[N)

Chtmo 2 PdE Aol chUXYEE SmartPls 339 &
0|83t0] 2AL|QUCt TA, M2l 242 Cronbach's a 2t
HACE?|  AMZ|E  (Composite Reliability: CRYS 0|83}
C|QUCE Appendix 2 OlMQF 20| RX|, CHAM, 7H4, 23,
MU, HE8F JRX|, #EEH JEK 2zl aA

Qo] AHEEQIO| CHEF Cronbach's o & 717 — 925, CR
839 - 947 2 YUMoz QALK 7|FQ 708 He

off ol M T
Mo ox m@ %

z\

b
A

Zoz  LIECL  CHEe®z,  Efgde SHEMEMDt
HHEEIGdez TR0 ASE QA
QOIXIY Zt0] 70 O|AO|H, AVE ZtO| 50 O|Ao=2 LIEIL} 2t
ATAEIR 2| +=HEIEH0| LBEIRALE

Jde|o BHHEREE S BIR, AVE O ME2 (square root) %40|
AEEA ECH AW THEEEY0] e AR MEE:
Fornell - Larcker 7|&2 Am& Z1} Appendix 3 0l A{ 2t Z0], AVE
el MaEd A0l SEEA A= RO I, 4E ol
ATCHRIE Zto| oEEA gfe| AH5atol AVE ot EEr e

—— H.
AOR LE} 2t GITEISIS Zho| TEkTo| YE QI
ot oA el olEd-tHEd £ HI%% '—fEfLHE
HTMT (the heterotrait — monotrait) 242 AH&2 Z1 373- 811 (p

r|r g

< 0NE LEHL THEELAO| Qs 22 LEHRICH (Appendix 4

ExX).
43. H7EHE| It

2 AF0M s ATFRHEE IR 5t SmartPls 339 7t
O|8EIACE PLS = LMo HHE Z|Tig} & SAEEHE 9
|}t e FRQAL ZADIE T AT Hotoh 24 Y
(Chin, 1998)2 2 C+Zo| tHoZ HILL|QUL (Chin, 1998; Hulland,
1999). TN, AN oSHY=It HIERJACEL HW, CH=
SAEE FITHSET| 25ty 2AHMEQ Q1 (variance inflation factor:
VIFO| 5 ECt %Otof ot=d|, = ATOAME 1387 - 1962 2
LIEILF CHSSA1d =7t Sl AR2E LIEFHTE

=W, L= dHHS LiEt = 28452 R20f| 2IshAM
OlEetedt HEE 0, 2 dT0Me 483 M7t 580
(58.0%), =X JHKX|7t 540 (540%) 2|0 02 ZMHETL 640
(64.0%)2 .10 (10%)2CF = A LIEHSCH (Lopez, Alonso, Morales, &
Ledn, 2015). Chin (1998)2 &2Y&o| 37| 7|ES 67 (&) 33
() 19 (%h= HAISE7|= St

ARy, LdHeol S5YE UELE ITER LXE

A m
>| Ju zo ot on
Hoox

mo 22 rir

254 (construct cross-validated redundancy; Q%) %£0| 0%
=2 At8E|=C, O] 20| 0 2Ot 3H OFHTE7
AOE HLIGIDE 2 AF0Me= HEF 7|7t 423,
JtX|7F 382, d2|3

[T

H
0 ZHEIF 518 2 LIt 0] J|F
EEM7|= A2 LIEFRECE 12|12 SRMR(the root mean square
residual)O| 070 22 7|EX|Ql 1 £ 08 ELC &2 Aoz
LIEHLE 2Ol O 530| £2 A2= LIEHCE
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4.4. AF7HEel HF

[¢]
i

| M=HG0] 2EH 7Hx|et FHEH THK|

X
J2(d 17 ZY=0 oXls 7Y BAE =M% Zaes

| — O O |
O0Xl= ggS M7 o Aolct. &M A, ChYd
(B = 363,t-value = 6.931,p < .01), LA MH[A (B =.260,

S
t-value = 4327, p < .01), 22|11 & (B = .233, t-value =
3795 p < 012 HE8H ZtX|of F

IS 0|X|= A= LtEtReLt, Xl (B = .048, t-value
=1.090, p > .05)2t 7} (B = .025, t-value = 428, p > .05)2
Foot FEE DIX|X| @f= A2 UERRCH M2t H1-2,

[ LS o

H1-4, H1-5 & X|X|E/QOL}, H1-1 3 H1-3 2 7|ZHE|Qict
H2 & &ty METEHS =540 ;=H 7o

K,
OXl= de2 24357 Qe Aolct. 24 2%, 23 @
= 369, t-value = 5567, p < .01), Y& AMHA (B = 260,
t-value = 3.871, p < .01), 7t& (B = .139, t-value = 2.108, p
< 05), J2|1 g (B = 122, t-value = 2.163, p < .05)
MeE IEXol F+)el wE¥ez |ot d¥E 0OXe=
2AXl (B = .010, t-value = .196, p
> 05 [oF IYE OIXX| Y= HSE LIERRCH
h2tA H2-2, H2-3, H2-4, H2-5 & X|X|EJ2L}, H2-1 &
7| 2| ALt
H3 It H4 = HEF JHNet }=d JHX|7t oA
ZE=0| OX|= S 24517 I Aot &4 Ant
AME2X JtX| (B = 370, t-value = 7.168, p < 012t F2tH
7HX|l (B = 507, t-value = 9975, p < 01) BF BH=
H+)o WEe2 Ropt AY¥S OXls H2E LIERICH
2t H3 1 H4 = X|X|=| ALt

Hetd ME MEdo HEH4a 284, Y 7K 2t

HoR LEou, ¢

HiE MH|A9] {F7F ZEZWE X=X LotE7|
A= Appendix 6 1F 20| LIERGCH 241 A, T
Mot FH2tA JHA| ZHO| XHOITF R_AE AO|Eh= H
10 & |23 &2 0K HL2 LbELE XIX[Z U (p
< 05). LFHX| H5-1, H5-2, H5-3, H5-4, H5-5, H5-6, H5-7,
H5-8, H5-9, H5-11 12|11 H5-12 = 7|ZE[UCt

RE-S

2334 ~ o
L Hedonic
) a Value
260 260

Employee
Service

(00

*P<05, ** P<0.1

Figure 1: The estimated structural model
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Appendix 1: Demographic Profiles (n = 311)
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Index Category N %
Gender Male 203 65.3%
Female 108 34.7%
20~ 29 5 1.6%
30~ 39 20 6.4%
Age 40 ~ 49 47 15.1%
50 ~ 59 129 41.5%
over 60 110 35.4%
) Single 26 8.4%
Marital status Married 285 91.6%
1 person 15 4.8%
2 people 87 28.0%
Number of family members 3 people 79 25.4%
4 people 107 34.4%
5 or more 23 7.4%
Graduate high school 86 27.7%
) Junior college graduate 42 13.5%
Educational level Graduate university 82 26.4%
Graduate school 101 32.5%
Less than 2 million won 15 4.8%
2 ~ Less than 3 million won 25 8.0%
Monthly income 3 ~ Less than 4 million won 69 22.2%
4 ~ Less than 5 million won 50 16.1%
More than 5 million won 140 45.0%
Administrative/office worker 64 20.6%
Technology/production job 25 8.0%
Sales/Service Jobs 47 15.1%
Job Profession 86 27.7%
Housewife 37 11.9%
Other/Unemployed 51 16.4%
Student 1 0.3%
1 time 45 14.5%
2 times 71 22.8%
Number of visits per month 3 times 73 23.5%
4 times 48 15.4%
more than 5 times 74 23.8%
Less than 10,000 won 2 0.6%
10,000 ~ Less than 20,000 won 15 4.8%
Amount to pay per visit 20,000 ~ Less than 30,000 won 37 11.9%
30,000 ~ Less than 40,000 won 56 18.0%
40,000 ~ Less than 50,000 won 57 18.3%
More than 50,000 won 144 46.3%
Own car 252 81.0%
Bus 5 1.6%
Transportation Taxi 4 1.3%
On foot 41 13.2%
Etc 9 2.9%
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Appendix 2: Confirmatory factor analysis(Continued)

Factor
ltems loadings a CR AVE
Location .798 871 634
This eco-friendly food store is easy to find. 712
This eco-friendly food store can park safely. .909
This eco-friendly food store is convenient to park. .903
Parking is free at this eco-friendly food store. .622
Assortment .780 .859 605
This eco-friendly food store offers a variety of foods. .799
This eco-friendly food store serves a variety of flavors. .861
This eco-friendly food store is packaged in various specifications. 746
(e.g. 1 serving, 2 serving, 3 serving, etc.) '
This eco-friendly food store offers foods of various quality. 695
(e.g. Grade 1, Grade 2, Grade 3, etc.) ’
Price 717 .839 636
This eco-friendly food store is cheaper than other stores. 727
This eco-friendly food store is better quality than the price paid. .786
This eco-friendly food store gives me economic benéefits. .873
Quality .825 877 .589
The food display at this eco-friendly food store is attractive. a77
This eco-friendly food store helps me find the food | want. .794
The food at this eco-friendly food store is delicious. .800
The food at this eco-friendly food store smells good. .784
The food on display at eco-friendly food store is at the right temperature. 676
(e.g. refrigeration, freezing, high temperature) '
Employee service .907 .928 .684
The staff at this eco-friendly food store are polite. .860
The staff at this eco-friendly food store are friendly. .858
The staff at this eco-friendly food store helps with food purchases(food choice). .800
The number of employees in this eco-friendly food store is reasonable. 767
The staff at this eco-friendly food store provide prompt service. .856
The staff at this eco-friendly food store are reliable. .816
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Appendix 2: Confirmatory factor analysis(Continued)
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Utilitarian value 911 934 .738
This eco-friendly food store can buy the food | want. .859
| can buy what | need at this eco-friendly food store. .889
| bought the food | wanted at this eco-friendly food store. .848
Food purchases at this eco-friendly food store were successful. .873
Food purchases at this eco-friendly food store was wise. .824

Hedonic value .921 .938 .716
The visit to this eco-friendly food store was interesting to me. .854
Buying food at this eco-friendly food store was fun. .852
Purchasing food at this eco-friendly food store is like a daily escape. .798
Itis interesting to see the new products of this eco-friendly food store. .835
Buying food at this eco-friendly food store made me forget my worries. .853
Buying food in this eco-friendly food store was more enjoyable than other stores. .882

Customer loyalty .925 947 817
| will tell others about this eco-friendly food store positively. .889
I will recommend this eco-friendly food store to others. 919
| will encourage my friends/family to buy from this eco-friendly food store. 922
I will consider this eco-friendly food store first when choosing a eco-friendly food store. .894

Appendix 3: Fomell-Larcker Criterion
ltem 1 2 3 4 5 6 7 8
1 Location .796
2 Assortment 479 778
3 Price 403 484 .798
4 Quality 415 .584 .532 .768
5 Employee service 322 .559 447 .581 .827
6 Utilitarian value 412 .679 460 .629 .625 .859
7 Hedonic value .361 .555 514 .669 .608 663 .846

8 Customer loyalty 409 571 .546 .686 .631 .706 752 .904

Mean 3.463 3.543 3.139 3.531 3.575 3.615 3.193 3.417

SD 757 .616 .619 .504 .590 573 .687 .662

**p <.01, Bold numbers indicate the square root of AVE.
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Appendix 4: Heterotrait-Monotrait Ratio (HTMT)
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Item 1 2 3 4 5 6 7 8
1 Location -
2 Assortment 593
3 Price 543 .643
4 Quality 511 725 .653
5 Employee service 373 .667 .534 672
6 Utilitarian value 473 .800 .558 722 .682
7 Hedonic value 422 .655 .618 763 .661 716
8 Customer loyalty 471 .669 .652 .785 .687 .765 .811 -
Appendix 5: Structural model
Paths Stand-ardized T-value P-value Results
Estimate
H1-1 Location — Utilitarian value .048 1.090 276 Not supported
H1-2 Assortment — Utilitarian value .363 6.931 .000 Supported
H1-3 Price — Utilitarian value .025 428 .669 Not supported
H1-4 Quality — Utilitarian value .233 3.795 .000 Supported
H1-5 Employee service — Utilitarian value .260 4.327 .000 Supported
H2-1 Location — Hedonic value .010 .196 .844 Not supported
H2-2 Assortment — Hedonic value 122 2.163 .031 Supported
H2-3 Price — Hedonic value 1139 2.108 .036 Supported
H2-4 Quality — Hedonic value .369 5.567 .000 Supported
H2-5 Employee service — Hedonic value .260 3.871 .000 Supported
H3 Utilitarian value — Customer loyalty 370 7.168 .000 Supported
H4 Hedonic value — Customer loyalty .507 9.975 .000 Supported
R2 Q2
Utilitarian value .586 423
Hedonic value 547 .382
Customer loyalty .643 518
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Appendix 6: Moderating effect

51

Delivery

Hypotheses service t-Value p-Value p-Value (1 vs 2) Result

1 283 a77

H5-1 ocation -> Utilitarian value 402 Not supported
2 1.269 .205
1 894 372

H5-2 Location -> Hedonic value .508 Not supported
2 159 .874
1 4.899 .000

H5-3 Assortment -> Utilitarian value .756 Not supported
2 4.812 .000
1 1.876 .061

H5-4 Assortment -> Hedonic value .814 Not supported
2 1.148 252
1 1.246 213

H5-5 Price -> Utilitarian value .205 Not supported
2 538 591
1 2.430 .015

H5-6 Price -> Hedonic value 274 Not supported
2 .748 455
1 2423 .016

H5-7 Quality -> Utilitarian value .848 Not supported
2 2.635 .009
1 5.019 .000

H5-8 Quality -> Hedonic value A71 Not supported
2 3.311 .001
1 2.549 .01

H5-9 Employee service -> Utilitarian value .396 Not supported
2 3.623 .000
1 1.305 192

H5-10 Employee service -> Hedonic value .021 Supported
2 5.246 .000
1 4.369 .000

H5-11 Utilitarian value -> Customer loyalty .092 Not supported
2 5.931 .000
1 9.952 .000

H5-12 Hedonic value -> Customer loyalty .051 Not supported
2 4.767 .000




