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The Effect of Consumers’ Knowledge and Attitude on Purchase Intention

Toward Local Foods: Focus on Mediating Effect of Attitude
Ji-Hyun Oh - Eun-Sil Hong

Dept. of Family Environment & Welfare, Chonnam National University, Gwangju, Korea

ABSTRACT

This study evaluated the effect of consumers’ knowledge and attitude toward to local foods
on purchase intention. The study data were collected through a three—week online survey of
500 household food purchasers who had bought local foods within the previous year. The results
are as follows. First, examining the difference in the knowledge of local foods according to
socio—demographic variables revealed that married people had more knowledge of local foods
than singles according to marital status, and college graduates and higher had more knowledge
than high school graduates and lower according to education level. Second, as a result of examining
the difference in attitudes towards local foods according to socio—demographic variables, married
people more than single people according to marital status, people in their 30s more than those
in their 20s according to age and college graduates and higher more than high school graduates
and lower according to education level had more positive attitudes towards local foods. Third,
as a result of examining the difference in consumers’ purchase intention towards local foods according
to socio—demographic variables, according to age, and housewives had the lowest purchase intention
towards local foods according to occupation. (Ed— I cannot understand: the section ‘according
to socio—demographic variables, according to age, and housewives had’ is confused) People engaged
in office/specialized/managerial jobs and those engaged in production/sales/service had the highest
purchase intention. In regard to monthly average income, households that made less than KRW
4 million had the lowest purchase intention, and those that made KRW 4-8 million had the
highest purchase intention. Fourth, the knowledge of local foods affected attitudes towards local
foods. Fifth, attitudes towards local foods affected consumers’ purchase intention. In other words,
people with positive attitudes towards local foods had higher purchase intention.
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L A&

AIA] AEAIARE SR frs, ARIR Qlske] A
AEAtel At Atele] Aelg HolAA sheek 92
vzt AAES 913k AdFAle] BAPgH R <ls)
Y LA TG FA ol ofate] RIS o
28-S A3 SIthKim 2009a). A#Hak $45AE<]
T fes7ks Fuial FiHEe] 7Hsk R ofolx]
o, ool we} ANET] F7PE F7IskAL Arksa
2011). Hong et al.(2009) o]2fgt EAE 343k
o] tiehd] 21ZANAle] SA4lell A o= o) vz =4
Feghal shelon, dng FHCE 3 FEd vw
= ARFeE B, v, A 5 XA o R A%
7Fsgt A e Ao 713 whomA 24F o] 7}
27} oS FEkaL lvkar sholeh. s7ke] A5S
AT 2EIAT AGBAE ST =
0] He 2AFs gk #ile SrkekaL Slok

2AF=(local food)ye= A9 W ArkeTls & 4
AL, A el fregomH e 55 A
A e He7Evh AYdd ArlkElE HeElE
2 A HellA] Anjehs A Aiktel Aurte] Al
g vgo R 3t TFHoRE WA S
BHE S QUUHKim 2009b). BAFE= APl
B ZHP7EAoA dofu= #AIES sk tikke
2 e =3 gJojA(Back & Kim 2013), iAo}l 4
H|7Z} ALl o] AlEa, ARTS, A W #A19] 3=
o Bt itk =5k 2AFTo] aAE A &
Holx] e 2| 9aks] o] et FRle] A58
o] 7Fs3laL, 7% ZHelME oAkl tigt <
&5 A F A& B ofy2H(Yoon 2009), FEwE
A(food mile), F 2% olFAe7} Fol 4ldahH o]
2Rk HiESE So] B YE e 5 ok

2AF= A5k AF7IA O] ATt iR 2EF
=o) o3k <l24ZAKJung et al, 2012; Jang et al,
2013; Lee et al, 2013)9} 2ZFT Jlde] FAst AT
(Hong et al, 2009), 2HFE s} A7} o
Folu], Fu|ne o= 3 2ZFT Fufo|wo

g

Yoon et al.(2011)2 FF-FHNAEES o]83h= Am#t
£ U wie et APdAdate] NS Totste]
et AR AARA AFETIAge] 54L dTet
ATt Jang et al.(2013)2 AH|A}E o R 245
o] i3k lale ARSI RS ARle] H4l
< 931, o]BE0] oftelx a1, o GA LU=
7ol thste] 2 #S 7HA|AL glom, A9 ZAo|
=go] Ha, AFeR <Igk H|E-S Folax}) &

FAFEE Addehks 2anapt FkekaL lrkal st
ek oMY 2AF=d tigk A STk e
U 2AF | gk Are} 2|2jo] =51 Holrt, o]
o whe} AR 2HF = gl JRE A FS}
of 2AFC gk AAFES Eole AL Fa%
oje}. vt AnfrpEoe] 2AFE el drpt
UL glom, ofH Blg 2kl QlEAlel wet el
7t oE AR Az, ofF ko] dAlE WA &

opE= Ao BAFE AR @73} Bl At o]

T AR 3 ATARERA 7 2 wale] o
- JidolzlaL Sk

by B dTe 2T g ke A2
I =7t 2= tigk Fofelmel ofmet S
MAREA] doRroBM B2AFE AE 245 A
3 BAFE 2SR Z]ofehzd] o]
5, & A7 2AF=0 g A2 eiwrt ol
Lol mlale FFE LokEar, A Tl Ale]
ox ei=e] A vipads tgstaat it ol
T Avks 2AFE aE et ohet 2AFE

Aol &%k ARE ATT Ao T|thght



II. APA+ 1%

1. B4R

2AFES A7 55 AAA $ar 4 A9
A At 7 EE Aog FFAIe] dEed AA
S 8l 2 AT fEeEE wikE 2
2ES oufsitt, EEFeE AR TP USRS &
A AE B3l 2 Aol LR HAEE A
Wi ZnjabellA] fraskaL, Arkakel 2ultele] A=
AL sste] ‘Bl S, Aol 4, Ao g
ZF81aL tHYoon 2009). Hong et al,(2009)2
2AFE= NEE et 2ol Al 7R vro] A9
ok AR, Agld SH0M e 2EFEE FH=S
Fe freAeEE 7L o] ALt} At Aol €]
27 B= AL 7elE Haslete] 5A oS
T JEE dljof gtk EA, BAA SHx =
AFT= AGAES] ol A S 7EA 2ok shaL
Aol st mFollA] o]efo] & 4= glofof gt
AR, 8742 SHoMe] HFTE WEA] 3K
2 frofgh Adeellx] AitElolok b Fe e A=
late] A7+ A 787k arefsl= Aolofof gt
Kim(20092)& 2AF=0] 2148 ofn|= 2] HollA] A
AHe HARE O A LHjRkEo] AHlske] BLkAk
oF ZnaRRE ALS|A A, EelA A, w2Fe] AR
A Aels SR0okaL eigict. 2AF s 72 34
RIS AXA| ¢47] wiiEoll Bhtte} AnApt tiEskAl
2 7 glo] 9] Akl Ak 22t AE
o] obd FFA=H F=E 4 A 3FTHHong et
al. 2009). ZAFEE Fal AL} ks 25 o
ARRES & S 718E e 7 Yon ARt
Asshs 21e ArAtelA ddste] ol2gh JREe
Akl REgEE T ARl TEAR gt
(Lucas & Jones 2003), B3} 2| AAAPEAA] Halj7]
3l Algste] s F5 Aol A978A tellA] &=
Sh=lo] Az o 2= A AA| whdel =go] 2 4= Q)
o} 384 SHeX Erhd 2AFEE g2 ols e

2 Q8| olrksleti viES A SEHS F
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2HIEo| AHIKF XA} EIEZ} OIS0 DJXl= &1} 583

Z3A ¢ Qlom, Wt A2 Eo = ey wiE
Fe FHaslict wnk ofye} woF 9 HIBAME S}
2 <l spwh= AujAle] otdde A 22
Fov 1, Y, AF A SHdM Eobd fE
A7}t 27 whEel] AVdgte] §A1=aL, g 7t
SAHEE A R it w3 e it
2AFE 52 WA PHE grstaat sk
Ao 2lollA S 3FAAIRE #| <o) AA9} Q17ke] Al
AL FUAEA S E7 AL e A HeEA
EA3 SAldl AKElE AlTEstehs WRke
7= QITHKim 2010a).

AR = 2AFE 252 o] ¥R A
e glon, FRIEH, BEF =, Fen] Ak,
St Fol vk AAAGAE SR 24T
E 250] MPEE A9 P, i+, 45 FolH
ARTEA7E kol ARG 2deshs AR
B2 el AFe] iAotk (Park 2013). o]AH
ekt FHE g Qe 2AFE 250 {F
O3] TFAH ez ARy v At 3, S
Bl& AxlEo] a0 Akt AES AHRfEC]
AAGE 2HA] o] 54 AR 7HAAL Upeba] 4aH]
A3 A3 ties Fske] dlishs AAH Feo
APFo A BhAtet 2HRte] 2R AQ) HES Fo)
oM M2Ze] AEEE Fola ARuAlelds F¢
g=wo] 7ksst FelolthKim 2007). B4, A
U EERSe] dFor AR ddd s
o] gt FAEI AEFE & TFAE TI-Jsh
ZHAtelA] FFshs Fejolct. fEjuet ALsx
Y 252 19801t FHF ARRERAT 30 F1E Al
ARl WS AF $ekKim 2014), A, 2|
AR FrEE 2 AHRbelA] wiEslTe Al2E]
o BE ¥ IdAR P, I 2~43] v H),
HiE FS FEHOE Fths Aol 7&E si=
AN} 7P Z Apoldolet & 4 Qlrk U, Sl
T2 HT ST Ao ARRARl & ofE

A [¢]
ERFE A 9 snjst)e] 24,

Ao e @

:

Zh Ao
dherlel St aEe) 225 A, B e 7]
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ZARA] e]olA] SEA R GAE ol tgt mus
FAS Aol AEEITHNa 2011). o]l wet 2
THOZ FFA|Gelx] ArbEE F S St
o] AAmE Fwshs Aol SiEar ik
HI U d7e 2EF=o digh M) FE-E
AFste] W WkkE ARFehR= A3E Holal it
Ul 2AFE A e HS B 224 T
7] AR o 2t il 20 gk Ao
Z34 th=r}, Hong et al, (2009)8] 2ZAF=2] 7
o3 TS AR Z, Kim(20092)S ZAFT 9
HRE B0 R FRIAE ebE-s A A s A (CSA)
IS 24951491, Yoon et al (2011)2 955
NAPEe] AR S Fake] LS - e A - 2] oA

ulelge] St AP atel Bale slelsle] A

lo gL ffF
N )

d

o] 22ds} wetell tigt 75 WFsler, AT 2

H\H
e ARBSGT, $H GRS ZAFES ol g
A% e 8 A9l ABago] ojold & 9]
=5 wejajo} & lolul, el A oo
Abe] ol7hg AT gkl mAFEe] AT HEL
Ao B 98 ARA - AR A9 o
oot Pk BRI NaCoIDE A s st
o A% o) A FAOE she] 2AT

Ol

zd A 5 A=Al AR Fasitkar skl
Yoon et al,(2011)2 AF-ETA g o]8she= &n)at
=5 o R TiksE S9iek APdddte] s
Aate] A FHIAPES ol8ehs Anlhs EAEFE
o tigt A=, wSTE, BATE T APl o
e AR wo] W glrkar Skeirt. Jang et
al.(2013)& FEEE A 2HAE Yo sl =
Az o s 2uA7} QlAEkE Q= x|elHel Az

o} A7} Flfale 2AFEe] o4 9 Fo4, 1

ACH

1 Ao s 2AFEd AEshe TIEAE 9t
Fak et 1 A nAae Alkle) 2t
ko] A=A} 7P Fasital 3HIem, A%
Al gL 7AARE frEAIAlel glof ==t A=
thetogxie] 3l AL sie 5 JlrkaL 7|
o2 & ATk Lee & Ryu(2012)9] 17
T UEH T 7be & 22FE 250 A4
A skl AgdeEAe] g % A3 mns
FHIL B3Ik Jang et al. 2013)2 2AFE0] A
& olgshs arAlEe] 7S AR sk
ko] ilolut 2] g ST Ak AR
2 Z8sfoF frkar sieirt.
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2. 2ZRC0 Ot X|A, Bk, FOH2E

1) 2EAFT0] gk 24

Zem|zL Aol gk A ATE B ARt 2]
< vl AojEar ik, AR A2oled A
3l A EA 2HEALE A T e T
olpsEe TS A4 gelon ZANE
A 2l BEHOE ofabg ) SIa) olah
a7} = AR(facts), 71d (concepts) 2 #4d(idea)
oftt, HESH &M} A2 AR} AlE HEE A
oA skl 22jsk, HFH R o™ A
Toet, 1 AlES ol 9A AR8skEAl
nAs 83 Jidoletal & 4 SlrkAlba &
Hutchinson 1987). A2 AH|A} 8o 84 F
AAA Gl sFE= AR (Jung 1985), LM
of kARl Fpol] JEF2 m]FITk(Seo & Jang 2008).
SRR ol2gk LML AAE npEo g she] A
ol thet Tl AbAA S AV Tl - AlFel o
7= A HH(Ok et al, 2014), Yoon(2014)2]
T ZHRRE AR AJAE o]8ske] Tk
7kt 5 AES Fulshy] wiell ARt aE Al
Foll thall o= 2] A2E Zhal Slevke 4HE
55 oalsh=tl v F23k gclojelar sigich A

BHog 2Pt AlE ARE F53L A2fslr]
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e AlFoll tigh Anjak #2o] Hgsirklee &
Ahn 2010), Brucks(1985)°ll <51 28|} 2|2 =
71] _7,\_4,]-%4 ;q/k] J} 714_,4.7@ x])do = :[L_,_E]u:] 71443_.;51
A ZHREe] 79 el o] A Xﬂlﬁfﬁl
olg Aelnl, F9 AAe Al e gl

AZVsF= AAo g z7] Frlol 23k Ao)7] ujiol
A ARG AR e S o Sk
Cheon & Bul(2011)2 AH]|Rke] 841 A2l 4]
A7 AFel Beste] G QI ek AwE
Sjulgicin sheick. ol A AATES Ew
2 Aelides 2 = gk SR AAe 22F
o) gelds] A8 Sls) 2AFEo v 2}
ofsfietaL = AHY, 7id Bdo® Aefeirt.

2) 2AFCo O "He
b AR 204 BE ArAEel) 71
#ale] dpgol HY o7 dow 2via B
oﬂ oJgkS mixe= 7FE FH WHo|tHlee et al
2006). 2l W QL vk 7V Fad A
214 g2lo] Bjo]7] wiell AHxh= /3 el
ofste] gl ek WAl Eeh, FHolel o5l
ARES AR2lo] Z7HA1AL Sl Bioh AEE Ttel o

Wde Ao Al Pde =717] wizol H

5 53A B5S o= AR & 5 e Aot
(Lee et al, 2006). = A3YATEnic} tioFsi A

oJ=aL Ik, Kim(1998)9] $elie B dutbA]
ARe] Al ool ) Aol ek M mae
Q= Holgkal 3}9e™, Fishbein & Ajzen(1975)2
Hme ofl el ol Bold e vEsHow
e S kg she s Ao el
R AT, AF) o) Hlmsh Wi ol
AREEZ|E BH(Lee et al, 2006). F=3F Bl TS
Be) HEAEe Bahel Qe 49 2 5 ook
(Kim 2010b). o}de] 8-S Fdste] gl <+ 9
Hlee] 714 BAe chesh 2 A, e
)\]— A-]Eﬂ?(—] 1‘] ] ]_]/] ]_1_7(—] [eR= 6]-!_‘.5]0-1 ‘65]}\6]

ot =4, &3l 73 FRE AEHL FEEHeE F7

O

o

F 4
Ir

r
T

s

T

2HIEo| AHIKF XA} EIE7} OIS0 DJXl= &1} 585

ojg groea PES ofslw ke ARk B8
o Zu}h AR, 1 28-S vehils 19 g9l
ZHAAL QItHKwak & Ha 2000). 3-8 24F= e
o 3l MPATES Aur 3 2t} Jang et
al. (2013)9] ATelMs 2AF=o] frofdel thgh &
HIAkES] =7t s A LeE Tl B Aes
ERstth A9 FAbEe| vjs) 245 =7} 7L s
R el thet S Bl = é—*? = 7Yk
Ul o w2 Hl8S AEd Ae & Jlek ol 2
B AYATES BEUR & drelke E%—%Eoﬂ o
3 s 2AFE dis] duEA 3004 e |
sojHor whgshs Aoz Aofsioirth.

Fl

¢

3) 2EFE0] figh o=

TofelEgt kel AlgE B ol vidE
< ofjshs Ao Al Byt Al TR &
AR 7FsAdolzl & 4= UthBlackwell & Engel 2001).
Lee et al.(2012)2 Fofojee AlE-S Frlstel= 2v]
Ae] oS Sstal, nke] ol E-S ofsfsh=t]
oA Tofelesl FrfsE 7ke] idxdoletar Aeofst
S}, Wee(2009)= 7ol 2mlate] FolidsS
SAsh=t vhe- F-8sk, Tl oot =
JEhd olF 22 EAPE E = Slvkar sioi 2|
A= dEEE 7RIl A TIdNEE ofF e
FES TE AR oJ=gitHlee & Ryu 2012).

2F=d g Fofjelee tie Ag AT
HEH g3} 2} Kim(2013)S 2AF=] tjgh ¢

mz

F

o] ol vl FFS 2012 NF v
S sjo] 4FRY Shln 1 An 2T Ui

NHE v PulES st Aow et
2HFE | A7t 7}%]7} ol

TRt Al ejatell WA= gFgE EAESIC
2 2AFE A2 74R)e) 717 }x]7} ) %
1 gl Al ofatel] B A JFgS wAE e
veRort, ARl e F el oprad
ZV7HA7} Al ejatel] of
J&S m|X]A] ¢kt Jang et al.(2013)9] -

Lee & Song(2013)=

= H‘E 401'

fu

Fe MAA B3k,
O;

d o&

=
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M AREIQITEHY B4 5 o] A% = Tuf]
ol FFE vixe Zow ek, u34e] 3
ol o g 2aFe pEFel gle Ao Vet
Wt} o= Won et al,(2015)2] ATtolM= SABH
vebtt, AR Ak AR RAFE Tzt
APF=E A5 2, 2AF=9 ;Laﬂ@gt o3

i..

o] #&5E Bo Zlog ehton, 2AFE AY
A 0] olge] 200st e Ao vk

Zepeda & 1i(2000)8] rellxle= o, g}, a8}
2z}, aasAte] A 2AFE FuiE] H w2

Ao g V) Nie & Zepeda(2011)9] dFtorde=

o]r. ;\}_—Q]op,@rxq QANEWE, 4, o8, w85

), &5, B9 AF] H2A 5 e 2AF
=9 iﬂl%ﬁétﬁ_ﬁ}t HRAATY Sl AR ekt
o} ol AR AdYdTes BEllE # dvelks
2AFE gk Frjeln=E vl 2AF=E )
shefe eletar Heofekit.

3. X|Aut {7 FOHQIE0]| O|X|= Het

Kim & Jang(2013)] SIr-olld= amjke] 2]
A2 F AR el frolgh JRE WXt

I sklom, niake] X2 Hes uyEsR o
of ko] Ffell AR IS PIRE AR
UERTE Cheon & Bul(2011) % AFAAA] 4250]
Teje} o]l JES Frkal akerh Alba &

Hutchinson(1987)i= AFAR|2] 4520 &8 AH|A}e]
9 ANE A RS T, AR ol e &
ol i) A art Ae JuE Aekt

Jrka F4381e}. Kim & Choi(2011)¢]] whEm 2]
F71%E AFe] ez
, o7k FH A
A QP el g 1A B8l folE AE T
vfeEel IPdA o R S mzItkaL Skgict. Biest
Yoo gl A7 = thEF Q] <IF-EE Fishbein
& Ajzen(1975)2] 32l PFol27} Ajzen(1983)2] 7|
FPFoles 5 7 Uk A FFolE(Reasoned
action theory)-2 Fishbein & Ajzen(1975)2] Ao]| u}

u] 2 ;q okojo

20 Fsrde] Bleeh FEHR1 el o3l 63591
b AR, O gFofed et 54 F5S 8t
7 AoaL shsick. TEy QiR ARSA EE%OW T
220] eARE FABHA Fohs dEe] HAs]
o geld Eolge] Aol dehAl =k
Ajzen(1988)°] ofato] gej Yol et mul
24 A2 gF5A(perceived behavioral control)
HEE Frlsle] AlEls50]&(The theory of planned
behavion)o] AAEL), o= el dFo|gHT} &
|HA7 WAL 2 F-848 HoETHAjzen 1983).
Seo(2010)= 43 AgPFolE BFS AMgste]
F7IEAE Frlelesl HaE Toidde
Sle Bophm, Fopd AR ol Ajole]
Stk 1 A HEadle A71sNE
Folelzol] gae mlAl Ao Uehdeh 715
Fol o Bt Toldgo) sl AulAse] Fule)
491 J3g vlake Aoz Ueptor}, 7
wAEe] gl RS Frjelmole

= Ao= el Cho(2014)9] el
© BEAFES Tllshe aviRkE tdes 2AYE
o Uik Bimel] mx)E APHFR Awxle] 7lx]9}
AR gl tigh a7HA9] APASrE wESfaL =
e ek Bi=s v, Frleles S5
2 sfo] ASE ARk 1 Ay 2y gk

T Tl SRl S viAlE Aes
ERdTh Hur2011)9] Aol Algd Polg e
(Ajzen 1988)7 4% Al g P 5 R :‘74’5‘}04 ]
24 B mhESR siA HlRke] &l
moleE EAEIT T A felA e :rLUlH
ol 7P 2 S T Hae Helw, Rk
TiEES O]no% W71 Slaixe el sl 52014
sh= o] Fesital skeith
Kim(2010c)%= Xl?&%‘ ARF Tejelel XIeEAIE T
|8 E Afololla] Awxle] 17l HiE Azl T13in}
ARl Tt efz=e] vizRastel] el Araeklh. 1
A} 2urte] adeiEE XEEAE Tl 2
Al FFe vAA Fatont JeFAIE Flel

HT W

XAz o] of
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1. 954y

1. A7EH|
[ATEA] 1] ZAR AL 2AE=0] 2] i,
TFulje)ze] UrkAl Aeke ojudir)y

([APEA 2 ABIQ1T8t] gle] whe ZAF =
A, B, Tl froldt Aol gl

[QFPEA] 3] ZAFEe] A4} Bt 2aFee)
Tujelzol] nlA gre ofwRz

[ATEA 4 2AZ=o] 2237 2AZ= o] Tujo)
wolo] Ao 2AFC o] uEd= ojwals)

2. ZAHY & AEed

B A7 2= gig Ao] BeE mviE
ato] Frafjelel wAE FRS ASskaAlshs B
B ATelng ZARIIAE AR 71 19 o]
Well 2AF=5 790gk Ho] gle 7 T8 2%
TR eIt S AR s 2E = o)
3 2oL gla el Re] e ARldngeltt, Al
e 20149 129 229~20159 1€ 94714 2%
ZAFAAI(Now & Future)E &3l A= 20~50t) 7Sl
S A S uelgk 94 78 et &
2Rl RS AAIEIIE. HE 5000] AR &
Mol ARgEI oM, ZAR IR ARBIQITEA 543
< Table 13} 2t}

2HIEO| AHIKF XA} EIE2} OIS0 OjXls &1} 587

Table 1. General characteristics of subjects

Variables N(%)
Mal 255(51.0
Gender ae GLO
Female 245(49.0)
Married Unmarried 151(30.2)
status Married 349(69.8)
20~29 104(20.8)
30~39 128(25.6)
Age
40~49 141(28.2)
50 or more 127(25.4)
Educational Under high school 210(42.0)
level University or above 290(58.0)
Clerical employee 222(44.4)
. Professional 71(14.2)
Occupation .
Service, self-employed 74(14.8)
Homemaker 126(25.2)
Seoul, Gyeonggi, Incheon 287(57.4)
Residential 5 metropolitan cities 119(23.8)
area Small and medium-sized cities 84(16.8)
County 10( 2.0)
) Less than 199 56(11.2)
Family 200~399 185(37.0)
WIEOTE  400~599 171(34.2)
(monthly
e 600~799 59(11.8)
million won)
More than 800 29( 5.8)

2AFC| jgt AXe 2AFso s olsishn
S A1, A, o ® 2HFE vg ANe =
317 & AP AF(Jung et al. 2012; Jang et al,
2013; Kim & Jang 2013; Lee & Song 2013)E #1138}
of 7ERe TSI AES 13, ZEglvel o
< 03E ol Bk, Ha7t =255 2EF
ol thgk Aol was orishth. 2=
v Bet 2aFse] sl Qs Sold e
Moo weshe Ao HATMN 2012
Cho 2014)0l] AT 348 dste] ‘maFee
Folich, vl B0), FAA o A2kt o %
slepel sgate e FARISIT 5 LikenHEE A
sglon, W4t wars 2aFsd de et

AL gt A1E]% Al (Chronbach’ @)=
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0.780190c}. ZAF=o] tigh Tufjel=e
g A Biert PR SAE FE=A vl
2AF=g Posteks 912 Lekvl, ol Za]
Aarste] tha Bt
=3 }S o]88k Ao

AT

HH
i)
L
ﬂ
i
-
=)
ek
A
1ﬂ1 3o
1r

=
Hfg Aolek, 4147

s Andow 248 o] kel 483
o= P 59 LikenHES AMgalelon], 4

7} E&5E 2AFE Ugk Pt =S o

)&k}, ﬁag AlZ=(Chronbach’ @)= 0.859]3]T}.

4. XeEMuE

Aze] B SPSS 18,0 for WindowsE AR&3}
o Azl JITE A=A Sl aBvls gt
(Cronbach’ @)gk& F3FaL, ZA dAte] 245
gk A2, B, Felelwe] Urbd AFeke shek(dT
A D3] $l8l W 25uaks 2SS A
I8 wHRlel| W A2, B, o] Apol(d
Al 25 A3 sl iR (e P Ak
(one-way ANOVA), AFZAA © & Duncan?] 73748 4l
ABHet. |RIE Fhe] 1 EIATEA| I HF
317] $Iske] YAIF ST AR (multiple regression)

)

Factor)®} Pearson®] HEHAFE A&31900, =3t
Sake] AP = (scatter plo)E B3l 2akse] At

Iv. 23 9 3%

1. RZEEO| X, B, ORI UsHy 23
SATES PYT Aol g 7F) T8 2E)
) A Ae) 2AFC] thek A, B, Fole)
THSE Table 29} 2t} A2le] HFAHSFE 52240
=2 O~7;<4,] ;G/“l:ﬂ_&glr Z01—71-0] 3. 5%4.% 7]{:2; 3].
e wl e Wz Uehdeh, A A4 #3
A Table 39} A}, AR AP} 22720 el
om] &t a1 FulEde] S THAET Rl B R
2T g Aol B Aow S

ZAFC| 3 B e 3,969 02 e

Wt SUEE 3 7102 SIS vl ZAlEAte] =
AF o 3t g= 1:}/\ IR AL o S5

it 2AFE el A e 383301900,
o] | TIH 32 VIEeR shd A =
FE AT PP vl wrhs s o S Qi

Table 2. General tendency of major variables

& Apaiglen, Tl freld TR 4 T e TRTr
2 9130 Sobel testE MBI SR A SRR Knowledge 52 138 07
= 1l B8 d(multicollinearity) o] EA|o47-5 2} Attitude 3.96 0.52 1~5
ofslr] {3l EAFIAAISA(VIF, Variance Inflation Purchase intention 3.83 0.61 1~5
Table 3. General tendency of knowledge items
(N=500)

Knowledge Mean  SD
Local foods are foods which are grown or farmed relatively close places. 0.87 0.33
Local foods are foods which have long food mileage.” 0.59 0.49
As local foods use a portion amount of wrappers, trash amount from local foods is very little. 0.76  0.43
Local foods can’t be purchased through on-line order.” 0.60  0.49
Locally processed agricultural produces also belongs to local foods. 0.65 0.48

Local food movements aim to improve the region where food producers and food consumers in the 0.89  0.32

same area and to generate mutual community between farmers and consumers.

Local foods pollutes the environment as they increase the amount of CO2 generation.” 0.86 0.35

That was a false question.
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tteste} YLEAHEA(ANOVA)S AALEHSIE &3k 3
o 7o) ApolE FAF o8 doliy] ffete] AT
S Duncan®| U5H9ATE Al 1 2
+ Table 49} 2t}
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ek 31 o] ASEAE Adujnd Zldwio} gl

20| AHIKF XA EYE7} QIR0 OjXl= &3} 589
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(M=5.01, SD=1,47) 2t} 2ZAF o] gt #|2o] e
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Table 4. Differences in consumer knowledge according to socio—demographic variables

N(%) M(SD) F(t)-value
Male 255 4.62(0.93)
Gender -0.47
Female 245 4.66(0.88)
Married Unmarried 151 5.01(1.47) 000"
status Married 349 5.31(1.34) '
20~29 104 4.93(1.45)
30~39 128 5.25(1.48)
Age 2.53
40~49 141 5.21(1.29)
50 or more 127 5.43(1.31)
) Under high school 210 4.94(1.44) .
Educational level o -3.86
University or above 290 5.42(1.31)
Clerical employee 222 5.23(0.90)
) Professional 71 5.31(0.16)
Occupation . 0.25
Service, self-employed 74 5.19(0.18)
Homemaker 126 5.21(0.12)
Seoul, Gyeonggi, Incheon 287 5.16(1.41)
o 5 metropolitan cities 119 5.35(1.3D)
Residential area . ) . 0.55
Small and medium-—sized cities 84 5.24(1.38)
County 10 5.10(1.52)
Less than 199 56 4.91(1.23)
N 200~399 185 5.20(0.85)
Y meore 400~599 171 5.42(0.82) 1.84
(monthly million won)
600~799 59 5.03(0.69)
More than 800 29 5.17(1.19)

Hk

"p<0.05, """p<0.001
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Table 5. Differences in consumer attitude accordin

g to socio—demographic variables

N(%) MP(SD) F(®)-value
Male 255 3.94 (0.56)
Gender -0.74
Female 245 3.98(0.48)
Married Unmarried 151 3.38 (0.56) 526"
status Married 349 4.01 (0.50) '
20~29 104 3.82%(0.57)
30~39 128 4.01°(0.50) .
Age b 3.35
40~49 141 3.96°(0.49)
50 or more 127 4.02°(0.52)
Educational Under high school 210 3.89 (0.56) 535"
level University or above 290 4.01 (0.49) '
Clerical employee 222 3.99 (0.49)
) Professional 71 4.03(0.57)
Occupation . 2.46
Service, self-employed 74 3.98 (0.61)
Homemaker 126 3.86 (0.48)
Seoul, Gyeonggi, Incheon 287 4.00 (0.51)
o 5 metropolitan cities 119 3.92(0.52)
Residential area ) . . 1.77
Small and medium-—sized cities 84 3.89(0.55)
County 10 3.80(0.52)
Less than 199 56 3.90 (0.62)
. 200~399 185 3.90 (0.49)
Family income 400~599 171 4,00 (0.50) 177
(monthly million won)
600~799 59 4.03(0.51)
More than 800 29 4.07 (0.61)

"p<0.05

Y Different superscript letters mean significant difference among groups by Duncan’s multiple range test at @ =0.05"

e SRV, <1, steo] 2AF = gl |
o frefgh Apols Bk

A Elddlel wEh 2AFT] gt "=
(t=2.26, p<0.05)] fF2Jm|gt xfol7} A= 71E
THM=4.01, SD=0.50)¢] H]-& Feh(M=3.83, SD=0,56)
Ho} 24530 ik By} 349 Ao et
o} AR weMm 2HF T g Hlx=(F=3.35,
PC0.05)ell Frefdk ztol7t b= A o= vhebstth. 200
At 30t o Hek 7he] o)t xholr} U]
1k 20~204] Feh(M=3.82, SD=0,57)2] H= "7} 7}
7 g¥okon wk 30~304] FHeHM=4,01, SD=0.50), W

40~494] ZTH(M=4.00, SD=0.49), W+ 50~594] et
(M=4.01, SD=0.52)°] B 47} =7 e}, 5
20chjol] vl 30t olde] RHFE=o tigt BTt
AR 2o UeRsdth S| uba e 270
thek Bl (=-2.35, p<0.05)°l F2lldk 2jo7} U
=] o HM=4.01, SD=0.49)0] th&n|THM=3.89,
SD=0.50)1t} 2AFCd| thet =7} 578421 A2
2 JERT

3) ABQTeE Mol whE 2aRce] oo
ZARgAe) AT olelrt 4, Eol),
o1%g, shel, 219, Ao, YPALS ] wel 2e
2 frofgk Aok gh=A] Pohis] gI5to] restsh <
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Ao vehga 300 o3 A, & 50~39/‘1](M=
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3.89, SD=0.63), WH0~494|(M=3.84, SD=0.56), %t
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Aoz vepdtt 5 20te] H]s] 30uh
=of digh Fullelmrt =8 Ao et ZYd
2 2ZAF = gk el X (F=4.50, p<0.01)ol|=
ol 2ol7} YRt AhFE(M=3.66, SD=0.61)
7} 2AFE gk Fue] ot 7P whgkar, AR
(M=3.85, SD=0.60), & - #&]#(M=3.92, SD=0.61),
A2k - o] - AH| 222 (M=3,92, SD=0.580)0] 2ZF
Zof gt FulelErt 7 2 Zlo® et 2
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Table 6. Differences in the purchase intention according to socio—demographic variables

N(%) MY(SD) F(t)-value
Male 255 3.83 (0.65)
Gender -0.47
Female 245 3.83 (0.57)
Married Unmarried 151 3.63 (0.63) 48
status Married 349 391 (0.58) ’
20~29 104 3.60° (0.64)
30~39 128 3.89° (0.63)
Age b 7.02
40~49 141 3.84°(0.56)
50 or more 127 3.94°(0.57)
. Under high school 210 3.73 (0.61)
Educational level o -0.29
University or above 290 4.01 (0.49)
Clerical employee 222 3.85" (0.60)
) Professional 71 3.92°(0.61) s
Occupation . ' 4.50
Service, self-employed 74 3.92° (0.58)
Homemaker 126 3.66" (0.61)
Seoul, Gyeonggi, Incheon 287 3.85 (0.61)
o 5 metropolitan cities 119 3.84 (0.57)
Residential area i . . 0.94
Small and medium-—sized cities 84 3.74 (0.65)
County 10 3.68 (0.64)
Less than 199 56 3.73*(73.0)
. 200~399 185 374 (0.58)
Family income 400~599 171 3.93"(0.59) 2.79°
(monthly million won)
600~799 59 3.91°(0.52)
More than 800 29 3.83(0.74)
*p<0.05, ""p<0.01, “"p<0.001

Y Different superscript letters mean significant difference among groups by Duncan’s multiple range test at a=0.05
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o gk T =(F=2.79, p<0.05)l= f-olgk &}
o7} vEbsth €T HAIAS 200%kdolEt T
(M=3.73, SD=0.73), 200-400%7F] HH(M=3.74, SD=
0.58)3} 400-6007+ FeHM=3.93, SD=0.59), 600-800

7k FHeH(M=3.91, SD=0.52), 400-800%+] Fcho]
oJgk atol& Hrk =, 4008+ ]k Fcke] 24
ol i3k Fufojr) vre Ao 2 Yelskar, 400-800
el Hete] 2AFCd tigk i) 2 Ao
2 et} Ao (Zepeda & Li 2006; Nie &
Zepeda 2011; Jang et al. 2013)9l| M= FAIRELT} oA
o], A@F e, 50 EEFE BAFE FE
U Bo] k= Ao HuEglo o] dtox=

Wt 250 frelg Aolzh walsgich
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1) 2AFE9 4] ik, Fujoro] A
2AFEO] A3} =t Fufelse] nlxE JEF
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o] Fufe]s=rt 2AFEL] A2 foldtk A Afeto]
AEH(1=0.24, p<0.01), 2AF=o] Yol fofgh
AzAFo] = Aoz JERFTHr=0.80, p0.001),
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Table 7. Correlation of knowledge, attitude,
and purchase intention on local food

Purchase intention Knowledge Attitude

P

! urch'ase 1,00

ntention

Knowledge 0.24" 1.00

Attitude 0.80""" 0.23" 1.00

“p<0.01, “""p<0.001
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Srh ke AoR yedal, RAFsd] gigh Aol

E2TE T EE JloR YR
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2 2] vdh e 891E FUdt 3 EHE
B, EIFE(8=0.07, p(0.05)= od3] =2aF=
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Table 8. A hierarchical regression analysis of purchase intention on local food

Dependent Purchase intention on local food
Independent variables Step 1 Step 2 Step 3
variables b B b B b B
Age 0.00  0.06 0.00 0.04 0.00 0.04
Gender(Female) 0.03 0.02 0.03 0.03 -0.02 -0.02
Married status(married) 021 016 0.20 0.15° 0.10 0.07"
Education 0.03  0.08 0.01 0.04 0.01 0.03
Socio— Residential area(metropolitan) -0.00 -0.00 -0.02 -0.02 0.06 0.04
demographic Residential area(small cities) -0.08 -0.05 -0.09 -0.05 0.00 0.00
variables  Regidential area(county) -0.06 -0.01 -0.07 -0.02 0.04 0.01
Occupation(professional) 0.04  0.02 0.04 0.02 0.01 0.01
Occupation(service,self-employed) ~ 0.13 0.07 0.13 0.07 0.08 0.05
Occupation(home-maker) -0.14 -0.10 -0.14 -0.10° -0.04 -0.03
Family income 0.00 0.07 0.00 0.08 0.00 0.01
Knowledge on local food 0.09 02177 0.01 0.03
Attitude on local food 0.90 0.77""
Intercept 3.03 2.63 -0.17
F-value 381" 538" 66.39""
R 0.09 0.13 0.66
AR® 0.04 0.53
"p<0.05, """p<0.001

Values in brackets of dummy variables such as gender, married status, residential area, occupation were 1 point.

STkl 6one] RE diEE 2 H3leT ole 5. RERLO| X[AD FO{o|= 7t E{E=O] TH7H
24Fs oig st el AT TS gt
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Table 9. Mediating effect of attitude between
knowledge and purchase intention

Step Standardized— 8

Step 1 Knowledge — Purchase intention 0.21°""

Step 2 Knowledge — Attitude 0.23""

Knowledge — Purchase intention ~ N.S.
Attitude — Purchase intention 0.77""

""p<0.001

Step

_ paeiom
Knowledae L) Purchase
9 — Intention

€ = 0101

Fig. 1. Perfect mediating effect of attitude between
knowledge and purchase intention.
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