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Behaviors: Moderating and Mediating Effects of Perceived Market Influence
Myungeun Park - Yoan Ryu - Soye You'

Dept. of Business Administration, Chonbuk National University, Jeonju, Korea

ABSTRACT

The purpose of this study was to analyze the role of perceived market influence, which is
an important psychological factor influencing consumer behavior in the market, and explain how
consumer beliefs related to the market can affect sustainable consumer behavior. First, this study
found that gaps in perceived market influence were statistically significant for age and job. Second,
environmental concern, organic food consumption (vegetables and meats), and purchase behavior
of organic foods were found to be significantly different by degree of perceived market influence
of consumers. The mean values were found to be high for the group having strong perceived
market influence. This tendency suggests an association between higher perceived market influence
consumers and more environmentally friendly consumer behavior. Lastly, this study used Structural
Equation Modeling to analyze the effect of perceived market influence as a moderating variable
and mediating variable on the relationship between environmental concerns and consumer behavior
toward organic foods. The results show a mediating effect on perceived market influence, but
a moderating effect could not be found. This result implies that perceived market influence might
indirectly affect consumer behavior when transferring environmental concerns to consumer behavior
toward organic foods.
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Table 1. Characteristics of the samples

Antonetti & Maklan 2014; Leary et al, 2014;

Kabaday i a et al, 2015; Segev 2015),

M. |79

1. MEay

J

3 2 AF
7] olzish

(N=274)
Variables Frequency(%) Variables Frequency(%)

Male 135(49.3) Less than 100 6(2.2)

Gender
Female 139(50.7) 100-199 23( 8.4)
205 47172 200-299 56(20.4)
30’s 50(18.2)  Income level

Age 40's 54(19.7) 300-399 56(20.4)
Over age 60 61(22.3) More than 500 83(30.3)
Professions 29(10.6) 1 18( 6.6)
Self—employed 27( 9.9) 2 43(15.7)
Homemaker 52(19.0)  Number of 3 90(32.8)

Job Trade job 14( 5.2)  family .
Officer 107(39.0) ~ members 103G7.6
Sales person 12( 4.4) 3 18( 6.6)
Others 33(12.0) More than 6 2(0.7)
Seoul 3( 1.1 Driven entirely by shopping ~ 129(47.1)
Gyeonggi/Incheon 96(35.1) Partner’s helper 62(23.0)

Frequency of
1l 23( 8.4) quency

Residence Jeolla shopping E\f)lii?e as the partner 55(20.1)
Chungcheong 14( 5.2) participation '
Gyeongsang 52(18.9) Rarely involved 24( 8.8
Gangwon 3( 1.1 Do not attend 3( 1.1

' Less than high school 105(38.3)
Education College graduate 135(49.3)
level

More than graduate school 34(12.4)
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2. ZAIHARC Ed

AR QIFEAIRH Eds A% A=
Table 1] A= ATt AE-L FAdo] 49,3%, of/do]
50.7%= UERom, 152 20t)] 17.2%, 30t 18.2%,
40t 19.2%, SOTH 22.6%, 6OTH ©)F 22.3%°] 1=
XS Hola gk e 4dA] thEol 49.3% %
o, 22 WAL 38 7%, AUFH- 19.0%, 7]
Bl 12.0% 22 YERTh 9 F9 7SS 600
2H o] 30.3%, 200~300%H HREE 300~4007F
nRke] 20, 4%= 27 Vet ow, AF Ade A7)/
o1= 35.1%, A1 31.4%, ANE 18.9% =02 urgr
Wk 71 AL e 49] 7K 37.6%, 3% 71
32.8% o2, 3~4%] 71Ee] Hlgo] A YERGS
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Table 2. Measurement of variables

Q2 FAel FUEA Fe] 20.1% o7 V=
TALES] el lgo] A vkl

Leary et al.(2014)2] -ollA *}%H %0(57%47“4

2)& Wodste] ARGt AR, V1%
vl f7lEdfast S7e A3 vlwet TF7H'3: 215
of FuHlEE Al f71s Aok SR=
FsAME e AT a7 AES AFEH
‘477}?'?'/]~ 3ol thske] sl gAY, 2~3Yell
FHAQ), ‘Aol @3, T ol T, 07N

Variables Measurements References
] When deciding what to buy, consumers should balance what is cheapest with
v . . . .
what is in the best interest of the environment and society.
) Those who consume more bear the greatest responsibility when it comes to
. v . .
Environmental protecting the environment.
concern 3 Consumers should consider the environment as one of their stakeholders when
v . ..
making decisions.
To be environmentally responsible, consumers need to make purchases that Leary
v4 , . T
account for the earth's physical and social limits. et al.(2014)
5 I believe my individual efforts to be environmentally friendly will persuade
v . . . .
. others in my community to purchase environmentally friendly products.
Perceived . . . .
The choices I make can influence what companies make and sell in the
market v6
i marketplace.
influence i . . -
7 If I buy environmentally friendly products, companies will introduce more of
v
them.
Consumer v8  Organic vegetable consumption How often do you eat organic vegetables?

behavior of ~ v9  Organic meat consumption
organic food v10 Organic food purchase

How often do you eat organic meats?

I always buy organic foods.

" Ttems were removed from the final analysis as a result of reliability and validity.
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ol FAG), A3 WA L6/ 0 A7t 54
B, ol S B B 77
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¥ AP 2P} AZsie 376 dhat Bl
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W8 2137} AN WA 5 gl Aeld 291el
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tATE T s ATEA 28
18,07 AMOS 18.02 ]85k %w;

skl

L
H3}7] SS

A QAT Bkl 21X (CFA)S
& 5 #dst7| 43l Cronbach's @ gh& 2F&
o~

g 2008 AR e e )
3 thet gl ATRES AHsharkFig 1),

=Consumer behawos
ol ceganic Toods>

(" Cuganic vegelable

COrBLmplon
Ermarommsninl o Peroeracd v i Oirgasnic mesat
CHMMEET) ! kel el _ COPSUATRN
Orgarse food

punchase

Mediating effect

Percenved
st inlhasracs

e Cafrimamiind Bastumacsl

ol cegane:: Toodse

Chegane: vagatabls
CONSLATHRON

Emaronmeninl ] - o Chganec el
GONCET CorsRaTphon

Organic food

ruchans

Moderating effect

Fig. 1. Research model.

5. /MY Etgdat L=ld AS

A et *7534 A
SPSS 18.0& /\F%o}oﬂ Hlgx e s FY%

J%@]—% ANEE A3t Re] SRS 29l

‘%’

Table 3. Result of exploratory factor analysis and
Cronbach’s a of constructs

(N=274)
Variables Factorl Factor2
v3 0.849  0.096
Environmental concern vl 0.741  0.136
v2 0.665  0.208
v6 0.207  0.781
Perceived market influence v5 0.170  0.762
v7 0.082  0.754
Eigen value 1.135 2484
Cumulative % 29.831 30.485
Cronbach® « 0.684  0.682
KMO(Kaiser—Meyer—Olkin) 0.716
Bartlette 2 304.766"""

™ p<0.001
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NEAE ISR Ao vert
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Shiek. Wk Table 30041 B3z i} o] T4 S
o ik 915 7re] R AES ek 23l

A A (factor loading) = EF =2 HIdAHS =2
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Table 4. Correlation analysis

H

ot

o)A
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M= AHIXIO| X|ZHE AEgEo] ZEF e} UG 321

S2IEA(CFAE NS A%, 470d 1F Ja#d
ARG Agw A4 y?=17.219(df=12, p=000),
GFI=0,983, CFI=0,984, TLI=0,973, IFI=0.985, RMR=

0.022, RMSEA=0.040%2 YER} zWkzo=m 3l
SARP o2 FEdr), T=gt 7t 54 gEEo| 3

A el tiske] gEAS Z=xE Frlsh]
A3l HAEEANFZFHAVE)S AlALEIIEE. Table 49]

(N=274)
Environmental Perceived market Organic vegetable Organic meat Organic food
Factors AVE . . .
concern influence consumption consumption purchase
Environmental 0.512 1,00
concern
Perceived market 0.477
influence 0622 (0.262) 100
Organic vegetable B 0.465 0.339 1,00
consumption (0.230) 0.114) ’
Organic meat _ 0.346 0.219 0.779 100
consumption 0.119) 0.047) (0.606) ’
Organic food B 0.629 0.408 0.478 0.585 1.00
purchase (0.395) 0.166) (0.228) (0.342) ’
(" ): Square value of correlation coefficient(p* )
Table 5. Factor loading value of the constructs
(N=274)
Factors Estimate S.E. CR P
v3 1.000
Environmental concern v2 0.668 0.099 6.735 0.000
vl 0.613 0.085 7.195 0.000
v5 1.000
Perceived market influence v6 1.204 0.166 7.259 0.000
v7 0.732 0.112 6.518 0.000
Organic vegetable consumption v8 1.000
Organic meat consumption v9 1.000
Organic food purchase v10 1.000

FRE

p<0.001
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Table 6. Differences between groups according to perceived market influence

(N=274)
. Frequency(%) 5
Variables low(n=177) high(n=97) total(n=274)
Male 86(31.4) 49(17.9) 135(49.3)
Gender Female 91(33.2) 48(17.5) 139(50.7) 0.09
20’s 31(11.3) 16( 5.8) 47(17.2)
Age 30-40’s 75(27.4) 29(10.6) 104(38.0) 5.150°
Over age 50 71(25.9) 52(19.0) 123(44.9)
. Less than high school 68(24.8) 37(13.5) 105(38.3)
Bducation level 1 e than college 109(39.8) 60(21.9) 169(61.7) 0.002
Professions/officer 92(33.6) 44(16.1) 136(49.6)
Homemaker 28(10.2) 24( 8.8) 52(19.0) o
Job 8.732
Self-employed/sales 31(11.3) 8( 2.9 39(14.2)
Trade job/others 26( 9.5) 21C 7.7 47(17.2)
Less than 200 17( 6.2) 12( 4.4) 29(10.6)
Income level 200-399 70(25.5) 42(15.3) 112(40.9) 1.217
More than 400 90(32.8) 43(15.7) 133(48.5)
Number of family 1 14( 5.1 4( 1.5 18( 6.6)
2-4 152(55.5) 84(30.7) 236(86.1) 2177
members
More than 5 11 4.0) 9( 3.3) 20( 7.3)
Frequency of Driven entirely by shopping 82(29.9) 47(17.2) 129(47.1)
shopping The same as the partner involved 76(27.7) 42(41.8) 118(43.1) 0.455
participation Rarely of do not involved 19 6.9) 8( 2.9) 2709.9)
. Mean(standard error)
Variables - t—value
low(n=177) high(n=97)
Environmental concern 3.27(0.039) 3.65(0.055) -5.712""
Organic vegetable consumption 3.34(0.098) 3.65(0.123) -2.108""
Organic meat consumption 2.44(0.095) 2.78(0.127) -1.740"
Organic food purchase 2.72(0.059) 3.05(0.092) -3.175"

o

" p<0.1, T pc0.05, " p<0.001
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Table 7. The result of testing research hypotheses
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A 5E 10 7S HARY N THths A
e A7IES A83isith. Arrde] A2 3t

p=000)2.& 712}, ARt x* 9] pvalue: &
o] grof R I W7 S 7RA 3
210, TLIL} RMSEAS} 28 BE A7 W7sA] o
2 AFES W nEste] 8-S wds e
7F ek ywRA] H3w= A4= CFI=0.928, TLI=
0.935, TF1=0.927, RMR=0.044 RMSEA=0,079% }E}
Wom, CRE-2 7 izt 1.968 =7 veht
TR Ae Jrpledt vlugk Ay ot 2
do] Ak o2 vERTE

B AT Table 7, Fig, 2), A, ‘SAANe )7t
| APEREEs ST Aoldr Y] ARe, A
A7} 0.266, CR.ZO] 49212 AA=HIJ}E A4,
AZtE ARTEe f71sAF Aadng S
Z Aot o] A==, AFFAATY 3,479, C.R.Ax]
0183082 AR, AR, ‘A7 APFFFE

(N=274)

Paths

Estimates  S.E CR P Accept/Reject

Environmental concern — Perceived market influence

Perceived market influence — Organic vegetable consumption

Perceived market influence — Organic meat consumption

Perceived market influence — Organic food purchase

0.266 0.054 4.921 0.000 Accept
3.479 0.563 6.183 0.000 Accept
2.967 0.489  6.066 0.000 Accept
1.470 0.270  5.449  0.000 Accept

2%=189.066(df=26, p=000), CFI=0.928, TLI=0.935, IFI=0.927, RMR=0.044 RMSEA=0.079
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Fig. 2. The result of testing the research model.
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Table 8. Mediating effects of perceived market influence

Paths

Total effect P Accept/Reject

Environmental concern — Perceived market influence — Organic vegetable

consumption

Environmental concern — Perceived market influence — Organic meat

consumption

0.590 0.003 Accept

0.484 0.002 Accept

Environmental concern — Perceived market influence — Organic food purchase  0.621 0.029 Accept

The total effect is a standardized value
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Table 9. Moderating effects of perceived market influence

Free model X?=132.091(p=0.000), df=26 Az?=0.706
X?=132.797(p=000), df=29 (p=0.872)
Constrained model Low(n=177) High(n=97) .
Estimate t—value Estimate t—value Accept/Reject
Environmental concern — Organic vegetable consumption — 0.528 5.845 0.528 4.105 Reject
Environmental concern — Organic meat consumption 0.425 5.744 0.453 3.953 Reject
Environmental concern — Organic food purchase 0.215 4.569 0.272 3.181 Reject
177802 TR 2EF3} £ A=A olastal, FF A&7bedt avdEel A A
FYs AMOSE ol-8tlal, 2@l theh & | 5ol ol A 28 A7 EAsH T A
e Aol I WHS B e o ISl B APl AL 5 i
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U Al tisl Aloks 7hskA &2 AR (free AR R fFolsH Ueht 4R gllnte] JFE
model)& F7gskaL, FHHF} FEHHF Afolo] o nAE dyks HofFal gl
A7E Az AP el el SLdehes Ak A, 2HRke] Azbe AR Aol wet
718 7R (equality constrained model) €] BH4A B g fUEAEY LbgE(RTlEAE
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