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Abstract

Purpose — The number of consumers adopting a lifestyle of
health and sustainability has recently increased with the rise of
trends in healthy living. The size of the organic agricultural
product market has also increased given that these consumers
prefer consuming environmentally friendly products that promote
family health. However, awareness of organic agricultural prod-
ucts remains insufficient because of the characteristics of the
Korean organic agriculture system, which only focuses on food
safety inspection. The object of this research is to suggest a
policy approach to increase understanding and to expand the
purchasing of organic agricultural products by analyzing the in-
fluence of customer recognition of such products on their willing-
ness to repurchase.

Research design, data, and methodology — This study used
binomial logistic regression analysis with the aim of explaining
the effects of consumers’ socio-demographic characteristics, their
awareness of the equivalence arrangement for organic food and
of the abolishment of low-pesticide agricultural product certifi-
cation, and their viewing of negative broadcasts about organic
agricultural products on their repurchase intention of such
products. A questionnaire survey was conducted with 655 re-
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spondents who were in their 20s, lived either in Seoul or in its
metropolitan area, and had purchased organic agricultural
products.

Result — From the results of the analysis, the majority of the
respondents recognized organic agricultural products, but they
found their prices to be expensive. The majority of the re-
spondents were also aware of the certification system and the
reliability of organic agricultural products. However, the results
indicate that efforts need to be made to recover consumer trust
as many respondents stated that their trust levels in these prod-
ucts were low. In general, those purchasing organic agricultural
products were satisfied, but those answering "very satisfied"
were not in the majority.

Binomial logistic regression analysis results revealed that re-
purchase intention decreased as consumers viewed a greater
number of negative broadcasts about these products. On the
other hand, repurchase intention increased as they became
more aware of the abolishment of low-pesticide certification.
Repurchase intention also increased as income increased, as
the number of family members decreased, and when a consum-
er was a member of a consumer organization. In addition, the
older the consumers were who watched the TV programs, the
smaller the number of family members that were aware of the
abolishment of low-pesticide agricultural product certification and,
the higher the income of the consumers aware of organic equiv-
alence arrangement, the greater their repurchase intention.

Conclusion — External stimuli, such as negative TV programs
on organic agricultural products and the abolishment of the
low-pesticide agricultural product certification, relevant social is-
sues and systems, influence consumer repurchase intention. To
that end, positive environmental and ecological broadcasting
about organic agricultural products would contribute to an in-
crease in purchasing. Additionally, this could be used for promo-
tion and marketing plans as the results indicate that trust in or-
ganic agricultural products would cause a positive repurchasing
effect.
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<Table 1> Variable Measurement

Variable Name Description

Awareness of organic
agricultural product

Awareness of certification
system

Awareness of the abolishment Unaware 0, Aware 1

of low-pesticide agricultural
product certification

Awareness of organic
equivalence arrangement

Very expensive 1, Expensive 2,
Neither expensive nor inexpensive
3, Inexpensive 4, Very inexpensive

Awareness of the price of
organic agricultural product

Whether to watch TV program Didn't watch 0, Watched 1

Trust in organic agricultural

product Never trust 1, Don't trust 2,

Somewhat trust 3, Trust 4,
Very trust 5

Trust in organic agricultural
product certification system

Never satisfied 1, Dissatisfied 2,
Neither satisfied nor dissatisfied 3,
Satisfied 4, Very satisfied 5

Purchase satisfaction

77ISHE0| Y QME, SAFAR, MEE, UREs fl
= AI8OIReH, R7IsttE M Oi2lAt
of OXl= g2 24t7| 23 R7IsttE FO2AME S&H
2 510] O ZX|AF 3|7 E4(Jeong, 2012)2 HAISIALE.
ol gr30|2t Z JHM|2| BtE0| & 7HX[2, R7|sia a=
MO M= THFOHAZE QUCFRE TYFLOfIAZE GIEF 2
585 A2z Ol Atz HFY AROM SO = 5 A=
YEIZ Chaa 22 Ol ZX|AE Yo Heig + AUt
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4. 257D}
4. SERte| ATASBIN £

F7|lsLtE FO{EEHO| e SEAL 655H| Ql-Ats|EtN £
e AmeH JdEH2 GXt7t 15.9%, OfAt7h 84.9%0|0, 20CHE=
17.3%, 30CH 24.0%, 40CH 25.0%, 50CH 25.2%, 60C] O|Ab 8.5%
£ XK|gtn A= HeE LIEWRCE ussFE2 1E0[SH 21. 8%,
CHE 66.9%, CHEHR Ol 11.3%2 =2 LIERICE 77 ME ==
3~4018 FdEl THOF 891%E Tt =A LIEtRCH, 20171
7 20.3%, 591 O|AF 7}7t 14.0%, 191 7}7<= 6.6%= LIEFLCE.
ItEQ| HUASE 4WTHRA~6HTHY O0|TH0| 27.2%, 2MTHR~4H
Gr O|3t0| 23.72 LtEIGIOM, 6MBHA~8MOtel D|Zh2 19.7%
E LIEIGCH, SHAZoILL My & AH|THN | 2|2l SEA=
14.4%0| 11, H|3| YL 85.6%Z LIEFLILICT

<Table 2> Socio-demographic characteristics of respondents

Graduated from high school and lower | 143 21.8

Education Graduated from university 438 66.9

Graduate school and more 74 11.3

Membership Membership 94 14.4
of consumer

group Non-membership 561 85.6

1 43 6.6

T*:; f”a‘::?ﬁ’/er 2 133 | 203

members 3~4 387 59.1

Over 5 92 14.0

Below 20 million won 84 12.8

Between 20 million and 40 million won | 155 23.7

Annual Between 40 million and 60 million won | 178 27.2

(N=655)
L Freque | Ratio(
Division ncy(N) %)
Sex Male 104 15.9
Female 551 84.1
20 something 113 17.3
30 something 157 24.0
Age 40 something 164 25.0
50 something 165 25.2
60 something and older 56 8.5

family
income Between 60 million and 80 million won | 129 19.7
Between 80 million and 100 million won| 70 10.7
Over 100 million won 39 6.0
42. QJ|sA2 TOHEE AH|X} OIAl BA ZHD}
<Table 3>0f LIE}:H HiQb 20| |/7|s4tE0] i) 20 U=
SEHAE 64.4%0[1, R7|sMS0] Cis 220 FOigt A=
35.6%2 LIEMRLLCY. JEM #/lsttE ASHZo| ofsf 2 U
Cte A= 83.7%E /7|s4=0 ofsf ¥ U= SEHEAEL
M2 AeR LERen, ASHZo sl Z2Es A=

16.3%Z LtEFRLCE

<Table 3> Awareness of organic agricultural product and certification

system
(N=655)
Division Frequency(N) Ratio(%)
Awareness of organic Aware 422 64.4
agricultural product Unaware 233 35.6
Awareness of organic Aware 548 83.7
agricultural product
certification Unaware 107 16.3

<Table 4>0f A= YHHsALZT} H| DS Q7|5AM2O| 74242 H
WCH= o|740| 954%=2 LIEIGD, 1 & 0§ HIW Ho|zt= of
740 20.0%2 LIEFCE 1 O|Q0| CHSHAS “Q7|sAtS AdAtEt
#0| 0|21 M7} 40.5%, ‘Q7|SAHS A EX H|EO| &ORAT
34.7%, ‘QI|sME JHH0| 2AUX |5 HIRO| ZEBIE/O{A
16.5% 59| =02 LIEtLt o2 HOp AH|XISL Q7|5AH29)
AMAO| UAHHSAMSHCE O 07| IR0 {7&AH29| 7+2{0| H|
MCED QIAISLE Z{o2 metelCt
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<Table 4> Awareness of the price of organic agricultural product

(N=655)
A Frequency | Ratio
Division (N) (%)
Very expensive 131 20.0
A
of":ﬂ;er;fise Expensive 494 | 754
of organic Neither expensive nor inexpensive 27 41
agricultural Inexpensive 2 0.3
product
Very inexpensive 1 0.2
Because organic agricultural
production method is difficult 265 405
Becausg it cqsts high to make 297 347
organic agricultural product
Because the price of organic
Th
wh§ g?g:ﬁir; agricultural product includes the cost 108 16.5
agricultural of public function
product is Because of simple prejudice 12 1.8
expensive Because it is difficult to distribute
16 24
and secure sales path
Because organic agricultural product
e ] 19 29
certification mark is taken
Others 5 0.8

O[0(A| <Table 5>0ME R7|5A2S MRI=S ZARE 21,
MZ|SICHE 9|740| 62.4%, EE 33.9%, AZ|OH5H0| 3.7%=E AMZ|
SICHS ofZ40| MEA WA LIEOLE 0fS M2[sicts ofze
47%2 f9 WA LEETL S7IISHS) et NRl=S A
HEH, MZ[SICHE 9|740| 60.9%, ES 34.7%, AE|CHe0| 42%2
QISR OFE7IRI2 09 MRIBICHS OjH0| 3.8%2 LiE
CF W2t AHIRSOH R715M2 U 9IEHz0l Mzls M
2 9P MY M U B, D% Sof Cle =2o| T
Ho=Z HOICH

<Table 5> Trust in organic agricultural product and certification

system
(N=655)
Division Frequency Ratio(%)
(N)

Very trust 31 4.7
Trust in organic Trust 378 5771
agricultural Somewhat trust 222 33.9
product Don't trust 24 3.7

Never trust - -

Very trust 25 3.8
Trust in organic Trust 378 57.1
agricultural Somewhat trust 230 34.7

product

certification Don't trust 25 3.8
Never trust 4 0.6

R7IsA2 FOHZERC| LOTUFEE QHEEO| 60.9%, HE
37.1%2 LIEtStD, DHESIR| QHECHE O|740| 2.2%2 LIEGLCE
JeiL} OjR DHESICHE O|AS 7.2%2 LIEIL} 0f BEEEE &=
0|7| ¢+ 20| Wt 7oz Eo ZICI<Table 6>.

<Table 6> Satisfaction with purchase of organic agricultural product

(N=655)
Division Frequency(N) Ratio(%)
Very satisfied 47 7.2
Satisfied 352 53.7
Neither satisfied nor dissatisfied 243 37.1
Dissatisfied 12 1.8
Never satisfied 1 0.2

<Table 7>2| Z1tE M, 20148 LEE R7|SLHEQ AS?
gt Al S| gF 8Nl AR ThE CHE KBSIh=2top Fletd
778l Te's = o Atts SEAE 13.3%=2 LIEMHCE &
& MEORe RrlsttE oY, RIlsttE MR USRS
kMot 2o BE 1% RoleE0|M feleh A2 LIEFSCE
77lSAE0l CHel L AS+E, ASHE0| Chs S AS+
E RlstEs MRgeE YSAEE o A= LIEfKCE o
2N R7lsA=0 ool IMESR, RY|sitas MElESS, F
OE=0t 225 f7IstE 2 48 S0 st 20| =0t
10|

<Table 7> Whether to watch negative TV program about organic
agricultural product

Whether to watch

Divisi idn" Total 2(P
ivision Watched Didn't ota x2(P)
watch
Al 87(13.3) | 568(86.7) | 655(100.0)
Awareness | Aware | 75(17.8) | 347(82.2) | 422(100.0)
of organic 20.764***
agricultural |y avare | 12(5.2) | 221(94.8) | 233(100.0)
product
| Very trust [11(35.5) | 20(64.5) | 31(100.0)
Trust in Trust | 45(11.9) | 333(88.1) | 378(100.0)
organC s mewhat 15.552***
agricultural 26(11.7) | 196(88.3) | 222(100.0) |
product trust
Don't trust | 5(20.8) | 19(79.2) | 24(100.0)
Very
saticfeq | 17(36:2)| 30(638) | 47(100.0)
Satisfaction| Satisfied |43(12.2) | 309(87.8) | 352(100.0)
with Neither
purchase | satisfied | . g o) | 219(00.1) | 243(100.0) | 25754+
of organic nor
agricultural | dissatisfied
product [ Dissatisfied | 3(25.0) | 9(75.0) | 12(100.0)
Never
satiafing - 1(100.0) | 1(100.0)

Note: *** p<.01, ** p<.05, * p<.1
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<Table 8>0i|M= XNasYzitz ASHZ7t 2015EHE E2= <Table 9> Awareness of organic equivalence arrangement
HX|ECHE Ae €20 As SHAE 331%, Z22 U= SHE
L 66.9%2 LIEHGTL MsohsAle QISHE M| olAoiset Organio equivalence
QIISAZ Q4| RUsAS M2, PORUSES DAL At Diviion amangement | Total | x2(P)
QIISAZ QNI ORI} 5%, RIISAS M2 1% 8 Aware | Unaware
O|FFOIN RO[gt {22 LIEPRICE Al 125(19.1) | 530(80.9) (655(100.0)
Awareness|  Aware | 105(24.9) | 317(75.1) |422(100.0)
<Table 8> Awareness of the abolishment of low-pesticide agricultural of organic 25 800+
product certification agricultural Unaware 20(8:6) | 213(91.4) |233(100.0)
product
The abolishment of
low: pesticide ‘ Very trust | 13(41.9) | 18(58.1) | 31(100.0)
Division agricultural product Total x2(P) Trust in Trust 80(21.2) | 298(78.8) |378(100.0)
certification organic Somewhat 18.478**
agricultural 27(12.2) | 195(87.8) [222(100.0)
Aware Unaware product trust
Al 217(33.1) | 438(66.9) | 655(100.0) Dont' trust | 5(20.8) | 19(79.2) | 24(100.0)
of organic - . . iofi
agricgltural 0.952 Satisfactio | Satisfied | 71(202) | 281(79.8) |352(100.0)
product Unaware | 59(25.3) | 174(74.7) | 422(100.0) n with Neither
purchase | satisfied nor | 29(11.9) | 214(88.1) |243(100.0) 40 575+
Very trust| 16(51.6) | 15(48.4) | 31(100.0) of organic | dissatisfied :
Trust in Trust | 142(37.6) | 236(62.4) | 378(100.0) a%:g‘é':‘;a' Dissatisfied | 1(8.3) | 11(91.7) | 12(100.0)
organic | Somewha 17.439* Never
agricultural | t rust | 03(239) | 169(76.1) | 222(100.0) * satisfied - 1(100.0) | 1(100.0)
prOdUCt D 't . kkk *k *
ot 1 625.0) | 18(75.0) | 24(100.0) Note: *** p<.01, ™ p<.05, * p<.1
trust
Very | o5532) | 22(46.8) | 47(100.0) N
satisfied 43. Q7|5AE HTOHRIA] OXE Qg 24
Satisfied | 123(34.9) | 229(65.1) | 352(100.0)
with satisfied 7] QSHM FOHEERL TS| AH|XFRIMOI MzotHX| 14, &
purchase of nor 66(27.2) | 177(72.8) | 243(100.0) | 1o 4oeue SAE O, 4554 QAN OIFALS|EHY EME SEHER
organic | dissatisfe ' o{0 EABIQICI<Table 11>, MSOFHEIO] CHA Q4I5HD U=
agricultural | d FUZER, WSAES 3t TOIZBX, HSESH| Cfef o1As
Product Ipissatisfie] 1671 | 10@3.3) | 12(100.0) D ols FOIZEX Q2 fYo= QATAREY Sde =gd
d ’ ’ ’ Ao B &t AEl 3|AEMS AlA|SIT ZIZHS ~
=& 50| 0|g EX|AE 3| HEME HAGHD 2{2}E2 Model 1~3
sl B
Never ' 4100.0) - 1(100.0) E T-EOH0 ZASIACI<Table 10>.
satisfied

Note: *** p<.01, ** p<.05, * p<.1

<Table 9>0f =M, 2014E 2717t S8 AHNZE 29F
S @37} ORRiso] 2014 O/, 2015H EUQ S54 H%
HZsts S0l 45 SSHFZ0| tief S0 Ho| ck= SE
AP 194%2 LIERCE Ol M5 AISHE HX|O| CefME
Ch 23 9l HIB0| WAl LEHTH 42 5S4 AT ool
o QIS O, QIISAE ME, FOPIEEE DALA
ZI D 2RO 1% RASFOIN [OIBH HOE LIEKTE

Mo HsopsAte AISRE HX| Q14 <Table 851t 4T 5
SHR|E 914 <Table 92 RIISABS QALHLE, 7|42
S NEEAE, IUVFEI 5242 [UISAEN BRE Y
of =22 H540| 30, 0|28t RISMNE B H=ES 87
sS4 Mz U Rofol IH YS F 4 YEE HIHoz
chotg oRfsfof & Ao EHEHEICE

mjo ok

i
My

<Table 10> The models to analyze the effects on repurchase

intention
Divisions Analyzed subjects Indep_endent
variable
Study subjects who watched TV
Model 1 program and purchased organic

agricultural product

Study subjects who are aware of the
abolishment of low-pesticide agricultural | Socio-demographic

Model 2 product certification and purchased characteristics
organic agricultural product
Study subjects who are aware of
Model 3 equivalence arrangement and

purchased organic agricultural product

HA, R7lstt= FOIEHAS] AFOHIAO] O[X= S =4
oM ol ZXIAE 24 20| Melohk| dHEH, PHEH
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(-2 Log Likelihood, -2LL)OJAM] 212 E Zf0| 274.7542 LIEFGE
O, ¢ ZtS ZiZH 100812 LIEILE B30| Hereicte A2 &
AL
o

7

HA
ol
PIS

=

g
#7lsttE FOiZERS| MFOHSfAL| CHst 2A4E
O MSAHHX| oY, HEAIE OF, AUELS,
=, 2H[EHH| 2|R0REIE Rolgt &S DXl A= LtE
MsofmX| 24, LEAHOREE 5% FoAFTEA Folp
2 UERten, SEXAS ARty £ § AT B34S, 7t
ZTYY oF AH|EA 2R0R = 10% |OF=FOM RSt A
O2 LIEtHLE Ol MESAHRIE Me+T, AELS0| 55
=5, oHEN S|dEsF WAL =2 A2 LED,
7ZlstE0] et 28N &S AlEe SEANEFE, IHETY
7t BErE MFLAE A 24 5T

77lsE0l oot 28 dExE2 Foige0l
2REtE R7lstE MFOHQA FEHC dds
2 LIE A2 F8Y ZEels MH[A 2242 2F 77|
20| oS M2[7F BOofA IFofelAto| ks O Hez o
Tzl TCh &, <7bEt1>2 =20 o3 X|X|E[e &
HIRISO|A A2H0|0 F=tot YHE FCHH F7ISHE0 Chet
=o/40l POfEREE HEY & AS AOIC

MsofmX|of Chef QlAstn Qe FUFHREFT 7S
=0 CHo DM AHRIZA MFOHIAZE =H LIEHE Ade=z &2
QIC}. Ol <7hg2>7} X|X|E ALE, MEAHX|7t |7|sLE0

=88 BitE & A2 WHEOTICL

ro o oA
rlo

i
0x
0o &l

AN E

> b
_¥I_
_L|HJ|HJ

O}

C

N

O| =
Py -

H2FSSH=0 tiet Q40| Moo Seks OjE 20|
2= <7tE3>2 2 AFZMOME XIXIEX| HAUALE Ol 42S

Sd ©F0| HZZ|OTIX| A0t EX| A2, FI|7ISAZ
PO R AHXIOA 827t FHBH0] O FEEHO| R2l5H|
B2 A2 LIEH Aoz Holth

ot QlqhAtRetY S4uF FOHSIALS] RS AH|XIO|EL
2 f4EHEH, 2HRE2 FOT 2510 HFQ 7H0M X(Tel
2E&S ¥s & UEF FUEFS 5P| GEo| A2 S50 =
=75 HIMEH QA5 Qe R7IsM=0] MFOHIAZE =2
LIEFGCE Mt 257E2 Ro|sitEs 7182 = Us E
20| OpAL[O{OF SiC}. 7t/ ER-SIF HEa+F MAUAAMI =

=T
A 2MEOT A2 RrlsttEel M 7tE 20 7IEdR0|

<Table 12> The effects on repurchase intention by model

aro o
e e

HIg2| FEHoZ Q3 MFOHAE HA LEL= A

Zioz HoFICE

o2 EOZICE AH[EH 2@ Y+E 77ISMHE0] tiet Z=olLt
M2|=7t 9|/0| Oftl FREL) =7| WE0 MFOHeIAPE =2

<Table 11> The effects on organic agricultural product repurcahse
intention
S.E| Exp
B
(B)
Whether to watch TV program -1.096** .523 | .334
Awareness.of the abolishment of onv—pestlade 1.080*| 484 |2 945
agricultural product certification
Awareness of organic equivalence arrangement | 1.016 |.675 (2.761
Age group .016 |.014|1.016
Total annul income .229* |.137|1.258
Socio-demographil.n " e of family members| -.276* | 145|759
¢ characteristics
Education .268 |.321|5.725
Membership of consumer group| 1.745* [1.032/1.308
Constant term 1.573
-2 Log Likelihood 274.754
x> 10.081

Note: *** p<.01, ** p<.05, * p<.1

=
EEERCE

B, RL&H|

Ol Of& ERXIAE EA @Eo| Herex
E£247%(-2 Log Likelihood, -2LL)0JIA 20 E Zr0| 2t
2t 47.475, 32.726, 18.1102 LIEILtOO,
4128, 6.1322 LIEIL} BE0| HBteiCte g ol o

<Model 1>ZC}7} 10% Lol+ZolA Qolst Ho

o
e 2%
210 3t %=
=3

1, <Model 2>0|M= 7IEFERFEIE 5% F2IFE0IM

Ao 2 LIEFLCE <Model 3>0f|Al=

oA Rolgt A= LIEHRCY.

o7t =

L O

250] 10% {o=

Model 1 Model 2 Model 3
B S.E. Exp(B) B S.E. Exp(B) B S.E. Exp(B)
Age group 077* .042 1.080 .052 .038 1.053 .089 .072 1.093
Total annul income 732 473 2.079 407 .348 1.502 1.895* 1.093 6.650
The number of family members -416 405 .660 -.698** .341 497 -.534 .620 .586
Education 314 .949 1.368 377 .769 1.459 .337 1.545 1.401
Membership of consumer group 18.904 7303.130 | 1.622E8 .342 .1.291 1.408 16.597 5684.128 | 1.614E7
Constant term -1.726 2.507 -1.999
-2 Log Likelihood 32.726 47.475 18.110
X 4.128 7.352 6.132

Note : *** p<.01, ** p<.05, * p<.1
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w/lsit=0] Oiet 8N 452 2 F0EA <Model 1>=

3L7 =25 MO s A2 EMERAEM,

Ol L7} RE+F R AELZ0 VE}A R7Istt=
Of CHEH RIXIZ0l HN ®7IsttE MFOHAMZE LA LiEHH
Nez HOlth MSHHX|E 45t = FOIEHA <Model

2>2 NNEFEY 7t BETE MNP0 RA 24E A2

IEFGETI HEaFE NSAHR7L 77lst=0 sl =8H
ol F2 T ALE 7|Uist Aoz WEHe|of L.

23558 M=o ool 245t U= FOiZEX <Model 3>
Azt LSO 225 MFHIAZL =2 Olfs 50| =
F frlsttz Y7t U8z o Y| LR 77ls
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