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Impact of Choice Motives on Consumer Attitudes and Purchase Intentions
regarding Organic Coffee
- Study Performed at Organic Coffee Shops in and around Seoul -

Soojeong Han, Keum-Jumg Kim and Kyung-Hee Lee'

Dept. of Food Service Management, Kyunghee University, Seoul 130-701, Korea

ABSTRACT

This study aimed to examine the choice motives for organic coffee and investigate how these motives influence consumer
attitudes and purchase intentions regarding organic coffee. A survey was administered to people visiting organic coffee shops
in Seoul. Analyses of frequency, descriptive statistics, factor and reliability, ANOVA, correlation, and regression were
conducted using SPSS 20.0. Six factors were demonstrated as motives for choosing organic coffee: health, price, reliability,
familiarity, sensory appeal, and environment friendliness. Among six factors, “reliability” and “environment friendliness” were
positively associated with consumer attitudes, which had a significant impact on purchase intentions. This study is one of the
first to examine the relationship between consumer attitudes and purchase intentions focusing on organic coffee. Although the
organic coffee market has high potential, its theoretical background has been under developed. By revealing choice motives
for organic coffee, this study could provide basic information on how to satisfy consumer needs and promote purchasing. In
addition, by understanding needs of diverse and specific coffee consumer groups, effective marketing strategies can be
developed with a focus on organic coffee. Especially, environment-friendly and reliable organic coffee can satisfy consumers,

maximize profits, and improve brand value.
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< PR 7P FE AR dolsadz| 1 ok ABRls F
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A Al FtKOliver RL 1980). Fishbein M & Ajzen 1(1975)2]
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A7y 23 T84 7sd o2 ZFold o vk stk +
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Fig. 1. A proposed model of choice motives, consumer
attitude and purchase intention toward organic coffee.
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ZAL A IFEAIEA EAS gtetalr] flete] A
4, A9, A€ 77 A9, 15 Ax, &5TF 7o 5 o
sto] WA AAletgom, 1 A= Table 13 2%k

A2 I o] 907H(25.9%), o1l o] 2587 (74.1%) 0.2 oﬂ
Jo] FAETE Al F& wekom, gEAte] A EEE 20
7} 229%(65.8%), 30TH7}F 9478(27%), 40tH7} 19%H(5.5%),
500l ©17ge] 6%(1.7%) 2 200l 30t 7k Th-H(92.8%)°1 1 3L,
AE F5FE 1E 2989 (85.6%), 71 509 (14.4%) 0.2 n|&

I EA
—|ﬁo

o] tjF-Eo|Utt W FEe= uE olskr} 539(15.2%), W
Table 1. Profiles of sample (N=348)
Characteristics N %
Male 90 259
Gender
Female 258 74.1
20~29 229 65.8
30~39 94 27.0
Age
40~49 19 5.5
50~ 6 1.7
Marital Single 298 85.6
Stats  Married 50 144
High school graduate 53 15.2
Junior college 50 14.4
Education
University 215 61.8
Graduate school 30 8.6
Clerical 78 224
Service/sales person 33 9.4
Occupation  Professional person 72 20.7
Student 128 36.8
Housewife 37 10.7
Less than ¥1,000,000 137 394
1,000,000~ 1,999,000 70 20.1
Monthl
MY $812,000,000~2,999,000 86 247
income
3,000,000 ~3,999,000 32 9.2
More than ¥4,000,000 23 6.6
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E 507 (14.4%), tE 215H(61.8%), TIEHUZE o]/Fo] 307 Table 2. Exploratory factor analysis of choice motives, con-
(8.6%) 2.2 JEIY, 70% ©]do] tighe &1t gt AEo] sumer attitude and purchase intention toward organic coffee
ATk A4 AP 787(22.4%), AH] 2yl 2] 337(9.4%), Variance
A2 7278(20.7%), Y 1287H(36.8%), T5- 3778(10.7%) 2 Factor Loading explained Eigen  Cronbach’s
2 Ueh} sle] 1Y Bskor, A5Ee 1008 Ha o e
°] 137%(39.4%), 1005F € ©]7F~200%+ m]gto] 707 (20.1 HI  0.860
%), 2005+ 1 ©]/F~3007H w]vko] 86(22.9%), 3003+ Y Health ~ H2 0867  4.420 1.238 0.855
o]’ ~40017H IRF 327(9.2%), 4007t € o] o] 237 (6.6%) B 0767
oz yeht, ZARRAARS] 50% o]/de] 2005k mlvke] A
PR Pl 0.888
Price P2 0651  3.605 1.009 0.776
2. BEHMA QOIFAMD} AZ|N 24 P3 0.868
Ao Sl e g4 214 (Exploratory Tl 0.748
Factor Analysis: EFA)¥} 4212|724 ZA3}:= Table 29} 2k ™ 0809
th S7)% A" Ad =7 6709 2913 €71 A o Trust 3 079 7.067 1.979 0.865
g ZH] Rt HJE 2 el E XEFete] F 87He] LRle]
EEEgon, 7 F A2 80306%E AE 2952 ™ 078
2 Al 9,,\{— Aoz Jehdr) zh 3ol KMO7} 0.864 F1 0.853
BXS 98 Wmo] MAo] AAsl-eS el gl Familiarity F2 0917  5.945 1.665 0.932
], Bartlett 734 %X EgF 7317.200, 2] 2HE 0.000°= F3  0.895
[o1EA o] At QI3 801 1& “Hd7d] =& 7 S 0.787
9, S| 2 o] & A9, 7d7P~ weiste] AYaker A9 S 9 0846
Z 2H|AE0] §7)%S AuE u) Fesb Aztete A7 ensorly 15652 4383 0912
3} BARD ARGE 32 TG Ao HHel, WP S5 08s6
291 2& “7H4e] A A, 7] 77 22 A9, 84 0837
HAA] o Ao 370 o R FAdte] «rpg o m o El  0.798
etk 891 3& AT Ao e 21, Ao F4 Envionment--p) g e31 sis2 1451 0921
3} g Aol N Ve, A5 AZAES] Ul B, 73 W s
A B et Regro g AlREE e sk :
“qla WHegen, 891 45 <G B4 st A3, oA
g%t A, QYT L AP ARG A Y Comumer CAZ 083
slo] “ALAo w20l 5 “uk g AXNE uhr] 7ok attitude  CA3  0.801
HEds Wel =) ARE e FAst] “de A CA4 0.776
S o R, a9l 62 &7 s o Arkd 79, &4 PIl 0878
stHog ¥4E A9, Ade #FE /A Lx Ak A P 0.890
o] 37 gEow AW <Aoo W) Purchase 29223 8182 0925
= 71 A Dokl £480) A A pemon P 08%
FAHsle] 891 7L “H7% AL Fdait), 47 AFE PI4 0.778
[}

ANAT HT}E Fdo] F, f7]F A9 Tl 7] e o Total variance explained 80.306%.

It} 971% 719 i @9 Yorpue] 47) AlRag= o KMO: 0.864, Bartlett’s test: 7317.200(P<0.000).

2 P f71s Al tigh «Ana B R ”éﬂéoPM

. f71%E A9E Flete AHRbEe] AEE Pl AlE FEld omt sl f71E A9E A FelE
7 #AE 89 82 “f7lE ADE 7bed el el o i Zlolube] AlREE A7) ' FdE o] “Fufel
F71% ADE 2 Al 14 ot §71% A9E = WHsisith A8% ¥4 Z3= Cronbach's alpha Fko]

[

<

o)
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7} 0.855, 7F4 0.776, A1) 0.865, F44 0.932, TsA B4
0.912, X18H4 0.921, F71%F 7ol tigh &H|#ke] E = 0.880,
71 A7) Fule]= 09250001, BF (0.7 o]do® =
FFEE] A Ee EE FSEo R UEth

C 7 - 0173 Hotrlob G aers
2 A7) 249 §715 A5 49§17 Nﬂzu o
= 9 Fule o] VA TS B DA 2A%
Q1 #7)% AS A9 B85t 1% Ao e Aam
o W 9 Pulelse BiEs EEARE Setstag /s

57 B4 A3= Table 3] YERAATE

71 79 Y E7) e e A 248, S8

Table 3. Descriptive statistics for organic coffee choice motives, consumer attitude and purchase intention toward organic coffee

Factors Items M4+S.D. (n=348)
Coffee helps to enhance health. 4.01+1.38
Health Coffee has the least harmful ingredients. 4.48+1.51
Coffee produced considering human health. 4.06+1.41
The coffee is cheap. 4.26+1.68
Price It offers a good value for the money. 4.87+1.60
The coffee is not expensive. 4.51£1.52
Trust in the organic coffee market. 4.65+1.41
Credible coffee in stability & quality. 4.67+1.44
frust Trust in the official coffee certification system. 4.24+1.46
Credible production & distribution process. 4.26+1.50
The coffee I usually drink. 4.67£1.68
Familiarity The coffee which is familiar for me. 4.72+1.68
The coffee 1 have drunk for a long time. 4.63£1.76
It tastes good. 5.36+1.48
It smells nice. 5.17+1.55
Sensory appeal
It is fresh. 5.10£1.47
It has good body. 4.80+1.53
Environmentally friendly production. 4.25+1.41
Environment-friendly Environmentally friendly packing procedure. 4.13+x1.42
Produced without breaking the balance of nature. 4.11£1.43
Purchasing organic coffee is useful. 4.51x1.22
Organic coffee offers better quality. 4.58+1.26
Consumer attitude
Purchasing organic coffee is valuable. 4.51+£1.25
Buying organic coffee is good thing to do. 4.36+1.23
I definitely intend to buy organic coffee. 3.65+1.20
I recommend that others buy organic coffee. 3.70+1.24
Purchase intention
I will try to purchase organic coffee continuously. 3.67+1.28
I will buy organic coffee if I could find it easily. 4.17+1.44

Not at all important=1, extremely important=7.
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22070, 291 67] BT H(M=4.00) o]} 2 et &
A F WeA 5o AuHer e FaEe Uehien,
F1g1e] Bb(M=5.36)°] 71 w2 BHgke B F=ol
1, A M= 5.17), ‘AT AAE(M=5.10) =2

FRE7F A vebsth 1742 b2 a9l Hlg) zdvkE o
2 S FEgs vehllen, a7l F2 A9 (M=4.01)
7F 7V B2 Bagke et ole &H|Abse] A 7
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k7] w2l AM7} f71Ee 2 AAEolE At £
719 2 7A@ AR Bt f7]%E 719 gt
2] B YT 45T 57F BEM=4.00) °]7F
oR veton], Bk 35 $ /M w2 Huws 1
< f7lE Avs du P R F4o] FrP(M=4.58)% 1L,
71E A9 Frle AW doltb(M=4.36)= A ow
S Bage etk f71% 7199 ojelee frlE
795 A g = dvkd FejE Aolvb (M= 4.17)=

ﬂ L=

o

ol

Al = FEolAM HE(M=4.00) olet= YO,
7% AFE 7 e ReltbM=3.65)& 7 2
TaE elllo], f71s ASE Follstaz) ke =& o}
2] 2 PAEo] e Aoz Hlth

ol &

TANIELS B (multi-item) &2 ZHEPen g Al
sto] A dio] grE S FEES 3
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A= Table 494 2t} WAHSQ A7), 714, 218, 2

A, Hed B, 13 59 1% A9 A8 7<) A
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Table 4. Correlations, means, and standard deviations

F71% 719 A9 F71 o17

%4, A3 BE D olelE, %547 197, BE Y
Fulele] BAS A e QoA FAFI}
#e)g ke Rolm glonz, B Ao A/l by
o] P Aow st 4 girk

# Aol §71% A3 A8 B7129e] 71% A5 o
@ dvlapel Bme] vAE GgS B ste] E3
HAEA S 213 A3K(Table 5), F=16.218, Sig=0.000°]%] 2.
W, R 02242 e D, 549 27 Al (adjusted R?) 74
0.210°]Ut}. f7ls A9 A9 F718%0 F “A=]"(p<0.001)
2} “R237(p<0.000)°] 715 A3l thek ez Folek %
W) AFE MR Zew veske, A, S, %
A, e BA0E K71 ATl i@ 2] e
G TIAA gsiek B AT F71a9] “Aes <3
Aol §7)% Aslel] ek 2u14 BEel] freld oz
A AThe 7% AF oo B A7 vk U
= Z3}e]ti(Suh BW 2010; Laroche M et al 2001). f71%
AN E {715 AFAS g REolt f71%F A7
T, kel ek B, Pl A=l e R
ol #71%F 7195 Ml stedl 43S FI= Aew A
zhem, 218782 H welA] 2ok stee S5 Aet
o f71F AFS Fuiske &aRlAkEe] ey e A
2ol AdelM e FHFA A9} f7]E 7197F 83 A
AL, avlztel] gk A28 ke = ti e 3 Qo] foljt
FgFS veplltta A4k ey f71%F AEe] A o
FEe] Aol F7189 T Aol BiEy el e
f$- S JeS nxE 29lo® W% a1(Ekelund
L 1989; Tregear A et al 1994; Wandel M & Bugge A 1997,
Schifferstein HNJ & Oude Ophusi, PAM 1998; Magnusson
MK et al 2001), Lee KH 5(2015)] f#71% A9 &g A

o

oo

3

1 2 3 4 5 6 7 8

1. Health 1

2. Price 0.129" 1

3. Trust 0.325" 0.265" 1

4. Familiarity —0.100 0316~ 0.203" 1

5. Sensory appeal 0.176™ 0.239™ 0.388" 0.473" 1

6. Environment-friendly 0.456" 0.111° 0.505"  —0.026 0.372" 1

7. Consumer attitude 0.278" 0.047 0.370™ 0.085 0.241" 0.421" 1

8. Purchase intention 0.293™ 0.031 0.271" 0.022 0.145” 0.426” 0.523" 1
M:S.D. 420£1.26  4.55£1.33  4.47£123  4.66£1.60 510134  4.18+£1.33  4.50+1.07  3.811.18

* p<0.05, © p<0.01.
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Table 5. The results of regression analysis between organic coffee choice motives, consumer attitude and purchase intention

Consumer attitude

Purchase intention

Factors

Standarflized ; pvalue Standarflized ; p-value
coefficients coefficients
Health 0.099 1.791 0.074
Price —0.072 —1.384 0.167
Trust 0.192 3.238 0.001"
Familiarity 0.070 1.186 0.236
Sensory appeal 0.028 0.463 0.644
Environment-friendly 0.278 4.444 0.000""
Adjusted R*=0.210, F=16.218, Sig=0.000
Consumer attitude 0.523 11.426 0.000™"

Adjusted R=0.272, F=130.551, Sig=0.000

' p<0.001.

TN 737 2Qlo] 2mAe] Bt ool we] fel
Ao 9L nA Ao nudgon), ¥ dpel 471%
75 48] B M “a 2ol folg ABE ep)
7 ghgie). ol A%} thadl A4S, 4715 Hel o
o v Roleta steehs A AAsE A%l e 5
Siths AWAQ) Q14 R F71299) A% 2Rl
= Aole] #AG AuE BGS

Tolatan sk 2 ol
7 ghe Aow Azt 57189 HHANe §71% A5}
Auk 77w} okgk we o)) wEel, oigte] S} A%

o] lo] Aelel] Jaks T4 F& AR AlREH, “Fs
A dRel vsl 71 AdE TS 5 e A2V A
HAER, B Av| Al Ao E F Bl solurle A
g, oFA7EA] ARt ATntE EFA ) ARE FlE
slom, ofg] Ak wfiTel Mg T2 Ae=]A] ekokrta
) “FeH 5479 A= duk A} {71 AT A
ool ut, &, AME, ult|zt FollA AnjAlEe] g Ao
S 7|7 Eate] Ao 93 T4 & A= et

F71% A tiek Avxte] Bt Fujelze] nx]=
G aol| tate] D] ARA S AAIRE 23, F=130.551, Sig
=0.000°102™, R*= 02742, 4 E ZA A< (adjusted R?)
02722 Ui, fi7lE Al tigh AHRte] B (p<
0.000)= F71E A" Faje]zol| Folg H(+)o] = v
A& Ao & VEPSTHTable 5). ©] 23+ Engel JF & Black-
well RD(1982)°] ¢} Y| =)= Z¥}o|H, Chen MF(2007)
7} You SY 5(2008)°] f7lE 2% Fvljol] #et A5 A
o= dX|Hch

oo R firlEw A9 A9 F717F 2njAe] HE 9

\

o tof] mx|= Gl vigk 7MaHS 23S 2o Table

63} 2t}

[e]
=
B3 STk §7154F A9 B719903 A AR 2

=
A Aol AEsy 29 F sl AANE 895
Agalel 4715 A% A8 $rlalow 20 £ES TAe
I, 7% A e e BE 9 ool 7} 48
Mg A 77 AER Sgae] g 2B 4l

g )
=4S ANSG £ sEae dud 54 2 A
avlze Q1 ge sl

o

Ex
=0 =
623 ZY3th ATAE Aa) 5 7749l 7}

of
A3 A

2 Yelgtt #71% #A9 A9 57171 5715 79 gk
2 Fujo) o) n|X|E= J3FS Al ¢t
o] 3|AEAE A3 A, F7]1891 F “41F](p<0.001)"<}
“ZA(p<0.000)7°] 13 F+H)2l G Jehion, <4
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Table 6. The results of hypothesis

Hypothesis

Results

Hypothesis 1-1

The motive of health is a significant contributor to consumer attitude pertaining to organic coffee.

Not supported

Hypothesis 1-2

The motive of price is a significant contributor to consumer attitude pertaining to organic coffee.

Not supported

Hypothesis 1-3

The motive of trust is a significant contributor to consumer attitude pertaining to organic coffee.

Supported

Hypothesis 1-4
ypothesis coffee.

The motive of familiarity is a significant contributor to consumer attitude pertaining to organic

Not supported

Hypothesis 1-
ypothesis 1-5 coffee.

The motive of sensory appeal is a significant contributor to consumer attitude pertaining to organic

Not supported

Hypothesis 1-
ypothesis 1-6 organic coffee.

The motive of environment-friendly is a significant contributor to consumer attitude pertaining to

Supported

Hypothesis 2
Ypothests coffee.

Consumer attitude to organic coffee is significantly related to purchase intention regarding organic

Supported

3, VA, “RAGA7, B E BAE 715 A aw
Znjzte] Hie] dFge 2
of thet &njate] Hee
He 9T e AR UrE‘rkM.

o] A AEA Al = 4
o] & AEAFem T3t Ut} olv] FHow I3l
Aol f71% Adehs Abdstd F

>.

F71% 730l et A8 §7] 8013} 2} B, ews)
ool Aole] BAE AFA0R A7F B AT A
L 571 AN &S A9gle] B 7 A%
AGE ATT R ok A¥ 2MAE WIoE f1%
Aol i AFA v AR AAG 5 Y B

AL F & Aoz Alsdnt
T old 714 1 7ok, 2 dAye R 7 9
A ety glong o Hedlel bt Lol g
we A7} OlTOWOk se)et gzt A, & AT
BATE N AN f71% 73] AR S
SEAE WMo §3 Yol A7l AnE WA AY 58
ARl dwbstsiAY, feluet dnke] #7179 A
& F7ol et Atz Aslrlelle v of 2ol A& A
o7 Holpg ARS FROR e AFr}t Agulojof g
Ao A7ETh B4, §71% 719 e )0 h A3
A7k RE3le] A7 ) Mo] Aol on], A7ETE
sl o] elelgol ATk A, f71% Aol B

av|zke] o] S7HE AL glou, ofA Al XU 271

2 f71% A TR mfe] REOR AYE AN R

3 Qe 204 AR SRE b D
Aog AR YA, #71% A3 £873%0] 9l
A9 FohAEE Wi FEdte] ¥ 2 AEL F71%F A
AUAR §Y P SIS NI ol folor § Aoich o
R, 5715 As Bl FPTAA, FelH 2wl
AR QT B B B ol FelAok @ Aol
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