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The Impact of Environmental Concern, Environmental Knowledge, and Consumer
Value on Purchase Intention and Behavior of Up-cycled Products

Chan Ho Jeon* - Sang Hyeok Park™ - Seung Hee Oh*™*

Abstract

With the increase in online shopping and delivery food consumption since the pandemic, solving environmental
problems caused by single-use packaging has become an important issue. ‘Upcycling’ is a combination of Upgrade
and ‘Recycle’, and it is the rebirth of obsolete or discarded objects by adding new value to them, and there
are currently various upcycled products on the market. In order to activate upcycling, consumers’ awareness of
the environment and their values for consumption are very important. This study aims to investigate the influence
of students’ environmental concern, environmental experience, and consumption value on their purchase intention
of upcycled products. Based on the results of previous studies on environmental concern, environmental experience,
and consumption value, hypotheses were set, and a survey was conducted among university students nationwide
to test the hypotheses. The results of this study are as follows First, environmental concern has a significant
positive effect on purchase intention of upcycled products. It can be seen that the more environmental concerns
such as global warming and waste disposal problems increase, the more positive attitudes toward upcycled products
increase. Second, the research hypothesis that environmental knowledge will have a positive effect on the purchase
intention of upcycled products is rejected. It was found that environmental knowledge is acquired through environmental
education and many SNS, but it does not have a direct effect on the purchase intention of upcycled products.
Third, it was found that the consumption value of college students has a positive effect on the purchase intention
of upcycled products by increasing their positive perception of upcycled products. Fourth, college students’ purchase
intention of upcycled products has a positive effect on their behavioral intention to purchase upcycled products.
The results of the study provide implications for relevant organizations such as universities and companies to
effectively design upcycling-related education. It is also expected to have a positive impact on the use of upcycled
products by providing basic information on the characteristics of consumers who purchase upcycled products.

Keywords : Environmental Interest, Environmental Knowledge, Consumption Value, Up-cycled Product,
Intention to Purchase Upcycled Products, Behavior to Purchase Upcycled Products

Received : 2024. 02. 14. Revised : 2024. 02. 20. Final Acceptance : 2024. 02. 27.

% This paper has been revised and restructured from the first author's master’s thesis.
* First Author, CEO, 80-16, Golden root-ro, Juchon-myeon, Gimhae-si, Gyeongsangnam-do, 50969, Korea, e-mail : chanho0380@naver.com
** Corresponding Author, Professor, Graduate School of Entrepreneurship, Gyeongsang National University, 8, Naedong-ro 139, Jinju,
Gyeongnam, 52849, Korea, e-mail: spark@gnu.ac.kr
*** Co-Author, Research Professor, Graduate School of Entrepreneurship, Gyeongsang National University, 8 Naedong-ro 139, Jinju,
Gyeongnam, 52849 Korea, e-mail: angelaoch@gnu.ac.kr



124 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

]
3] Z7}ska 9t Ahn et al., 2021).
LA} AFS] o] R HAERA MERl Feka
5

ol =& 7H2E Foste gAtel 2 Al

R
N
il

& o] AEH T Qieh Weld Aol ciAls

F44L Hele] 7 E Folt Aol 2 AE AL

FRok A%A oz AL glon, Al E AF
o‘l.

AAEE Slel A o] oA AlEe) Al Aol
Q

FA4A B52 S7HA71=w (Ahn et al., 2021, ©]

ACH
~
>
o
iy
oft,
=
@
(@]
<
o,
=
w©
rlo
ol
o
lo

o] A& wER FAGEFE A A F
3 BAE APE aEH 0T o] &l Aot} A}
01282 t}-Ate]Z (Down-cycling) 3 gAlo] &
g (Up-cycling) &2 F&#=c} chAbo] S8 A
ggo] 75e 2AE T2 e AFE syshe
AL watal, Jate]FE2 dee] $x9 23 &
FHE A 2F 7HA 5 o3k Aolt). o9} Fro] A}
Auze] FA9 34 r350 Hao] dhFEwA o
Atol 2ol F oo diFEa 9leH, A& 7hsd
Jrrel Z= & 9k AAIHQ] o] g AF ot}
(Key and Pan, 2017).

AAEA AL dsto 2 Fr]|ES AAY3E =

Wk Tl Slele] 1 RO QIxje] 2 A Fel
S o AEE wAse HeEe A 5

A EAska A AL siate]F AlEel g
o]
H

1 o
Frle| ot Pl ES Ao EN ISl
[e]
=

Aol AEE Frlakidl vIAE d8 Ak
240] gtk

2.1 &3 BA(Environmental Concern)

=

7 FALE I QA AFedatede] AH
S 2 A oqrel gk /Rl UdubE]l i
ekt Ryu et al., 2017). Schultz(2001])+= &
Aol thall 271l gk 4l (egoistic concerns),
elelel] that B4l (altruistic concerns), 223 AJEH

o, A

o

olX
o
2
e
ol
0 r_\a
2
)
=]
2.
-~
o
=]
)
D
=]
—+
=
o
3
=]
o
@
-
=]
2
ol d
2

o], eale] ok e 12 Aol
A)d AJ)e) szt s 273 FAlo] ol Blelw)

2 &3t Jldo|tt(Jeong and Lee, 2014). 3+
AIALE A7lel wigk A= e FA4A A
T 7R R R A7l gk I ARledA
7ol dskE vA o AL Hesty, AdA vE
o] Wo] &= AL AH T ulfsl= AS vt
o}, A FAA AL Nl AL3| Rk A
Aol o B FAE Fa 9ler Apy] Al e o

n
n
rik
(i
Pal
=

SR P BRI

ot rlel
o o
N
Mg X
i 1>,
i
o
o,
i)
o

:ﬂﬁ)‘%—‘lﬁ“
w o
S
jab)
5

e ko 4
rn‘.

Lo e EO=
z N
@.
)

<) i I'ﬂ

g
(o3

0%

ol
o

ek

ot

b

lots ¢

=

=

Ny

fr

ol

o

K

ok



A3l Als S, SR, 27T}

Ato|2 HZ9 Fojo=

o PojsSof ojxE A 125

=
BANET DA el oz AE] gt
Aoz wolt A% QAT A AFE Hol
@ *}il 424

2]

2z F oA A=A A0] A tFk MY o}\‘—

852 314 gc}(Schahn and Holzer, 1990).

A AT B N e Y 6357}.4 A= 2A
[}

= o AN 8
e A Ze] Fuf s Eo
Ry KRR 2 e EHDommlque
and Ghislaine, 2004; Yoo et al., 2003]). 37
A xlo] g8 oll Al 41 dgFH ol ut, &
AR Aol 37 oAA Tl riAE dF¥H A=E
aEglef grh= #AM % gldleH (Barkmann and
Bogehloz, 1999; Choi and Kim, 2007]), &}
<+ AFHAAR g AFollA = A A 7 24
2 an|apFolle W Bt IS FelshA] 13k
tHKim, 2002).

i
N
;‘g
)
(o
Hu (-
T
T
T
N
>
I

g2 oy
r:[lo I'FT FlO oX, FU1

o
A

r‘O
)
b9t
=
o o
<

c

D

@

&

)

(e

—

-3

— o

32

2.3 AH|7Ix|

Zn)7pA] R 2| E Eel A F ekt she A el
SF3dos B4 andEE Audts AR el
9] A&A el Aoz F3FH Kwon, 2000). =}
A 2R ZMRE SR 2|k e ARA R
olaatar ol & = glom, SAH Lu|7tA= vl
g &5 AAgAoRE &48 5 9l

ZH)7Hx]+= 71554 71HA (functional value), 43
7 714 (social value), A 7} (emotional
value), A3 &= 223 714 (epistemic value),
Arakz] 73] (conditional value)Z F-E¥ o},

7= SAT A4S ol wigkAg gl gk
Algelu #EA 2l AE 2fvlsle (Schwartz and
Bilsky, 1987), JEel} Arape] Alele] vhgt 47}

A7) Elek, 719 BAL 2 8Ee WA 7]

w0} 53l glo] AIEAA T (Rokeach, 1973)
T B8 anAEY] AEA AEE oldlsta, &
vz 5s oE5E 4 Qlrt

WA= 2AE 7HA AL ole 3 el et e
P& AHse F83 4R AHE3t=d (Dunlap
et al., 1983: Neuman, 1986), 4w A 7tx&

733} ek Bes) ol FHA A nlAE
Ao el w429 el 4e el
A Al A W25 BeE s} g

Al 43S wHA
Yeo, 2014).
elA AnEk 4nlap el e Alde 7k

e

Ao 2 el Lee and

l"

o7 AN wistel AE AAe] A7e Aztehe
Aol Shin, 2012). & 414 2ne 7129 4

v & BHIEHAl st =% Al FeAS e
WA AAE ok (Park and Kim, 2010). =223}
o 25 ARkE AlES AR 7]Ee] 4 JJr
716l A FElA 7 E TR fElA AaRRlE
A vl = FAel ¢ltHOh and Yoon, 2014].

2.4 HA0IZ(Up-cycle)

siAtel E-2 ‘Upgrade + recycle’®] o= A
4o AsiAs & mebshr] f3 SR e
HExl E7dot ﬂ%‘% Ae-gste] o 7H] Sl AlEL
2 ”}E—t— AEEE ol fapel EE e Xﬂ%"ﬂ
Fojahe Zlolehar 1994+ =] 4
(Pll )7} el el A A5 AH-E ek S ‘ﬂﬁxm
‘Jr iE%Aﬂ] ol ]?"]‘4 A A2 S 71A
o 712] 9l v £ 4] AES ARHEA7E Held
glatol st °d"}°] & 2ol & AAndst, Aol 7L
ol 548 2R A AR AEs vE

2Jafel ol 7]e] HAlel TR} S $71A17)

= 70]



126 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

2wy AFed o =2 7 E o3t o] bl S
9u)g} Hong and Kim, 2014]).

S dAAEe] Frle] viHwA FefaE 7]
ALeje} 228 B EA 7} o] rstE L olek. 2487
Al & A ge] ke A7) ohzh A A|AIA Q] o]
= FE gler, A 2S48 e s o
Ate] S5 o] AA= L glet.

W dAbelZ ‘”‘HE% 3‘4% Z]?—X—ii solvta
gom thekstA AF
AFor F&e= gle %ZVH“ HWV] 794 1}-4
WA, WAl 253 A9, HEAs S92,
ZHJ—E HE A= Al HE A= 310 A E Fol 9l
2w, o] FHrjEFo] A Al olelr]e]s} ZH 3o
7}i A AFoE A Qe sixte]F Ak

+ ZAstE] Hsix= 719SA ALAA v, A
A S A A 238, A 5L aeg 53
At $A4 54 Ae] $AALE aFE Iy 9lvk
(Lee and Jeong, 2018).

M o

2.5 HAOIZ HIFQ| F0f 2= ¥ FIH S

Tol9 % (purchasing intention)3 AmH]xl7}
712 vl el gk sHle] oA ' Am|Ape
A5} Bt FoldEe e o @¥ichEngel et al.,
1999). & AF= T3] A% v Jgoez
A EA AF A3 o] 7FA AL ol Felel gt
A et Fula) 53 TP Tk R o]
sEle] T 5S oS3l v T8 WeleZ =
S3kcHAssael, 1995). Wb 2m|zle] Frjol =g
SAFeRHA 2nlze] | TS 5T 5 gl
(Kim et al., 2018), 48|} FZ Aol A Au]=}
9| ?“HEE%% 719 Aae F8 AxR aeEd
(Kim and Lee, 2017].

Fishbein and Ajzen(1975)¢] ‘Behavioral
Intention Model'e] AAE o]Fol Fujo|=r} &
238 oxAA wHeE R2E9r}. Engel et
al.(1999) 9] °dﬁlﬂ]‘%b TS oJH AFS
wfah=dl sle] A 5 AT wme Ay ‘:4157}
A53tE = A psAelzta Aesta gl
Tl et FelE 913 AFE v P5s e}
Zew 2uAke] Alg) Blert el E A3 7

o Jl

2 3¢t (Chae et al., 2018].
g e A Adefel oo e 3
T T AF-F e o HE 9} Tl &
wfhske, Zmjke] AAAQ FejsE 1 AlFel
gk 2n A5 B2} ofuz} Fuf S}JJ} = AlE
o] Fojel el oJaf A F v AGSIA o &F 4 glet
I 2PAE dfAES @l (Lee and Yeo,
2014).

Tl Eoldt vt ARl S5 FEAT
2)5ke] ApAle] =gt A Fol} AR FulElr] 7t
o] d&e] A& wekrl(Kwak, 2004). F#3%
o Ak ?”ﬂ«]+°ﬂ‘i AZbE = o] A AlES
THE7] 1% A =E ofvigic), AnlAbe AlE T
of gle] thefst ﬂia ggata Hdg FeHad

& Z&3tus} g, ol gk Ful ) ol A S

3o ZH%%°] 7}*5‘} 318k A
o]t} (Noh, 2003).

37 23t AF e 2AA gle AET
o, 3 7bsgh AL AlFT, AZEE T 5ol
=" (Koo, 2000), o]+ AZgo] 7}58 AZE

oAl A &G AFE FlEA Y AR o] Tl = A
Z-go] 7bsd AlEFS Tt WFow A6 IA

A9l e vlAE AFE Fhahs 2E ovig.

1w o

r&
&
rr
ek
o,
o
ni
i
o2 o
X
1>
B
=
N
)
N
)
2
~
>
o

2
Al = Jake
7] $l8ke] (Figure 1)3 2 A7ngs A

o,



A3l Als S, SAXA, AH7FA T} o

Ato|2 HZ9 Fojo=

o PojsSof ojxE A 127

Environmental
Concern
- Purchase Purchase Behavior
Ei |
K:\;l;;:;ne:ta * Intention of of Upcycled
9 Upcycled Products Products

<Fugure 1) Research Model

3.2 EHT I} HAOIZ MF TOH=te| 2t

)
ol
4,
>,
o,
Hir
lo
>
o
it
e
+r
fu
o
ol
Y
b,
2L
o

THiE Fgo] FolAH (Bamberg, 2003] 3t

et Ilo] HS4E AFe 34 A= SA6l s
= o 2 7EAE Fske A2 dehdrh
(Park and Kim, 1994). &, &7l dg 3=
7t F& AGATE A F gt ﬂL‘?—Q} T
o o] & 43 X %‘r
ZH| A= Al

o}a o
2 o

it

ok

o
o
ol

.L

ﬂ-llcl o!

flo rr

o 2
1

2 o

Gyl

o 5

SO

o

o

—.E M

;i ru

=

[

3

]

aq

Q

]

[oN

—

3

A= AR veldth(Kim et al., 2018).

2 QT AdAdTES A3 Mo R YA
o] iAol F AFL] Frhelme] JF 1A Aolehe
a1e &)

HI: #7338 sdateld Alge] Foiolze] 4
(+)9] 3g& 14 Aelet.

3.3 EAX|A0t HAIOIZ MF TOH=te] 24|

Al 5204:|L°1]/‘1L E3te A3s Kﬂ%‘]—
et al., 2012). Mostafa(2007)=
A 225 A3 M= A ‘X—icd 37324 e]

A ()9 FFS vA = oz vepton 37 A
2 24 F(0)9 9GS vHE Ao ey}
(Jeon et al., 2012].

& AFolx= A A o] T o] el A= <33k
of gt Ao A= tha vh2A vehtar gl
ot -] AFAATE A (+)9] TS A=
APAT5e] AHE F43](Maichum et al.,
2016, Lee and Yeo, 2014), &7=]2]o] gix}o]Z
AFe] Frjelze] ks viA Zlolghs 7MH2E &
=3kt

(<)
EEEN

DY AF 29 JFEE oIAE Hoz v
2eHLee, 2015). ZwlAke] Aol dig el
5 g

A3 AFel gt 2nAbe] HlTe} o=
FHH o7 Ag3te](Magnusson et al., 20017,
23219 2B o] B3kt XA ES sl
o an]E-& A&k Ao® el

wgh, 2nAke] Q2 E A4 a3 24w A
23 gqlew amate] rix|gete g o Ae 4 glt
(Lee and Yeo, 2014]). & 41391+ Fishbein
and Ajzen(1975)-4 EBE"]E |4 5ol A3k

Ev anAke] HAAQ F2F ukd ] &n|At
5ol e °§ Fe A S 4 5 ol
(Engel et al., 1999].

ZR7EA7F 213 Ao dskE m Atk V)E
AT-E 7HEeE B AF= AtelF AlFel et
v|zZLe] &nlrhx| el Fujel x| AgFTAE Fels)

A 3% EEesc,

1~Nr

K

AR

B v

=

H3: 2m7B1E qisol2 AFS Folelme] 4
(+)8] & 14 Aoleh.



128 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

3.5 HAI0IZ MF T0H2[=2t HAIOIZ MIF T OHY
Sao| A

T =t AnlAke]
M eta, sk v 4
< 25t AdATE T3l A 2y &
oA o] SHdA e T e} FrjslFe 3t
A7} FLA3HA veh=Ald dalAs F7HA e AT
7} B 2slth(Carrington et al., 2010).

Wee et al.(2014)& f7]5 AE U3t an|#k
o] A zt3} el o = o} AR Fuf s Ale] o] A
2 A3 Eo]RS nElo oﬂq-s],oﬂr/} A7 A
I f7E 41 Fo| AA| ol o5 AlF2] Tl o] Alel

o}i O}n
o
=
_o|1_1‘
kel
2

/%
ok,
kel

ﬁ
i
HN
o,
2
2,
>
o
iy
=
]
o,
-
=
lo
_&

A8 B A2 eldel. 10 AR Tl A 2 ARAE B43tel 49 32E B A
ARl8l B, Az FegAl, welE, ARA| el Z S ez eekel AERALE AA s
Tl el vAe s bt FAlel el B oATE ASd 21 984 AEAES A
7} Tl sl Eel vAe ddE e B4t B4 A2 3t 53 Likert &= o}l (Table 1)3} #o] =
3t el et FEp S FojalEel S A= A Asdh, 428k A% go]el= SPSS 27.0% o] &
° 2 vepgri(Jin et al., 2016). 22 313474 A sto] AR, QQliA, HeE, Al el oW
&) Telel st ol Atele] Aol w3t A= F AR AR 24T B A
A3 ¥Ealc) weba & AP E AAATEY zagn
(Table 1) Measurement of Variables
Factor Measuring Items Reference
I am very interested in the environment.
Environmental Humans must live in harmony with nature. Kang and
Concern I am always interested in eco-friendly products. Song
I want to participate in activities to protect the environment. (2019)
Purchasing eco-friendly products contributes to environmental preservation.
I have more knowledge about recycling than the average person.
. I know where to find environmentally friendly products. .
Environmental Ik how t d ! b Kim et al.
Knowledge now how to produce less waste. ' (2018)
I know most of the meaning of eco-friendly labeling.
[ am well aware of environmental issues.
The use of upcycled products increases the value of consumption.
Purchasing upcycled products increases my value. Jung ot al
Consumer Value |Upcycled products provide pleasure. [2g013] ’
Upcycled products always offer something new.
Using upcycled products makes me feel happy.
I am willing to buy upcycled products when I purchase a product. Kang and
Purchase Intention [I would recommend an upcycled product to someone I know. Song
of Up-cycled I will purchase environmentally friendly upcycled products whenever possible. (2019]
Products Buying upcycled products is important to me. Kim et al.
I will be using upcycled products more aggressively in the future. (2018)
I make a special effort to buy upcycled products.
Purchase Behavior|I consider upcycled products important when purchasing products. Kim et al
of Up-cycled I buy upcycled products, even if the price is a little higher. (2018) :

Products I buy upcycled products over regular products whenever possible.
I buy reusable products whenever possible.
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Ratio
5.1 EEo| Yty £4 Frequency| )
Male 7 37.7
H o o ksl sFANEDQ] o EAlsld E 4 Gender
Aol SEd S| <At S4E Female 127 62.3
A9 HA (Table 2)¢F Zvh, 209 cHshAs} skl 0 times 20 24.5
o] olstelom AW TAL oA 62.3%. WA Purchasing ;:g 2222 Z? 4112613
o] Ao LIr) ; .
37.7%81 Ao e, CEPEREREE 776710 times 15 74
11 or more times 7 3.4
5.2 Q0IEMI} ME|T 24 19~20 years old | 23 11.3
Ace 21~22 years old 58 28.4
Sad Qo Rl SRl SAXA w7 8¢ [23~24 vears old| 50 245
JAJo)Z AE Fujol. o) S A= Fojs)Ee] 570 25 years or older 73 35.8
Qalo]] el &= 257 A EIFo 7 HAo] o]FoF
| el 3 250 SRR Bl SR e e sl
5%k (Eigen value)o] 1 o]kl A& 715202 3l e 1 8teq §
9919 2zslalou] qal AAA 040 oAkl FaHo. Cronbach’s alphagts 4-43t5ic}. (Table 3)3} 2

(Table 3) Exploratory Factor Analysis Results

Factor Measuring Items Fac.tor commo=
loadings nality
EC1 |I am very interested in the environment. 0.664 0.621
Environ- | EC2 |Humans must live in harmony with nature. 0.827 0.740
mental | EC3 |I am always interested in eco-friendly products. 0.479 0.648
Concern | EC4 |I want to participate in activities to protect the environment. 0.588 0.589
EC5 |Purchasing eco-friendly products contributes to environmental preservation.| 0.617 0.468
EK1 |I have more knowledge about recycling than the average person. 0.680 0.524
Environ- | EK2 |I know where to find environmentally friendly products. 0.678 0.613
mental | EK3 |I know how to produce less waste. 0.708 0.373
Knowledge | EK4 |I know most of the meaning of eco-friendly labeling. 0.654 0.473
EK5 |I am well aware of environmental issues. 0.642 0.520
CV1 |The use of upcycled products increases the value of consumption. 0.496 0.481
) CV2 |Purchasing upcycled products increases my value. 0.558 0.486
CO&:&TGI CV3 |Upcycled products provide pleasure. 0.776 0.670
CV4 |Upcycled products always offer something new. 0.791 0.658
CV5 |Using upcycled products makes me feel happy. 0.690 0.647
Purchase | PI1 |I am willing to buy upcycled products when [ purchase a product. 0.744 0.646
Intention | PI2 |I would recommend an upcycled product to someone I know. 0.738 0.651
of PI3 |I will purchase environmentally friendly upcycled products whenever possible.| 0.685 0.564
Up-cycled | PI4 |Buying upcycled products is important to me. 0.248 * 0.603
Products | P15 |1 will be using upcycled products more aggressively in the future. 0.417 * 0.650
PB1 |I make a special effort to buy upcycled products. 0.758 0.556
Purcl}ase PB2 |I consider upcycled products important when purchasing products. 0.727 0.624
B[Jeﬁivylé’fegf PB3 |1 buy upcycled products, even if the price is a little higher. 0.771 | 0.698
Products PB4 |1 buy upcycled products over regular products whenever possible. 0.641 0.544
PB5 |I buy reusable products whenever possible. 0.263 * 0.405

KMO=.901 : Bartlett sphericity test=2139.763 : P-value=.000 ; sample size:204
* Factor loading value falls below standard
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(Table 4) Multiple Regression Analysis of the Impact on Purchase Intention of Upcycled Products

Nonstandardized Standar.di.zati Collinearity statistics
Variable coefficients on coefficient t p
B SE B Tolerance VIF
(a constant) 0.799 0.245 3.254 0.001
Environmental Concern 0.330 0.067 0.309 4.900 0.000 0.734 1.363
Environmental Knowledge 0.015 0.075 0.013 0.202 0.840 0.712 1.404
Consumer Value 0.483 0.072 0.426 6.747 0.000 0.734 1.363
F 70.630
R 0.642
Revised R’ 0.407
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(Table 5> The Impact of Intention to Purchase Upcycled Products on Purchasing Behavior of Up-cycle Products

" _ Standardization
Variable Nonstandardized coefficients cosfficient () Flp) R
B E B
(a constant) 0.962 0.218 44117
Purchase
: 0.581 0.059 0.572 9.917 98.345 0.324
Intention

"p<0.05, “p<0.01, "p<0.001

(Table 6 Statistical Hypothesis Testing

Hypothesized path B t p Validation results
H1 finvironmental Concern 0.330 4,900 0.000 Accepted
— Purchase Intention
H2 fnvironmental Knowledge 0.015 0.202 0.840 Rejected
— Purchase Intention
Consumer Value
H3 — Purchase Intention 0.483 6.747 0.000 Accepted
H4 Purchase Intention 0.581 9.917 0.000 Accepted
— Purchase Behavior
 AFY TR Tl Soksh kel F AEe e 3RS 7R (Figure 2)9F 7o) AAskgict
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<Table 7) Analysis of the Moderating Effect of Residential Area
Model Model 1 Model 2 Model 3
Variable B t B t B t
Environmental Concern 0.312 | 4.572™* | 0.309 | 4.537*** | 0.348 | 3.382"**
Iniz‘r’fﬁgm Environmental Knowledge 0.022 | 0.343 0.012 | 0.194 0.094 | 0.989
Consumer Value 0.409 | 6.285"** | 0.416 | 6.410*** 0.331 | 3.652***
Residence Metropolitan government 0.046 | 0.847 0.932 | 2.345*
Moderator : - -
Variable Residence metropolitan city -0.102 |-1.897 -0.133 |-0.369
Residence general city 0.034 | 0.640 0.032 | 0.600
EnVlronrpen‘Lal Concernx 0.020 | 0.297
Metropolitan government
Environmental Co.ncernXmetropohtan 20118 |-1.345
city
. Consumer ValuexMetropolitan
Inter.actlon government 0.113 1.421
variable - -
Consumer Valuexmetropolitan city 0.075 | 0.889
Environmental *
KnowledgexMetropolitan government 0.896 |-2.243
Environmental
Knowledgexmetropolitan city 0.029 | 0.079
R’ 0.415 0.429 0.454
Revised R? 0.406 0.411 0.420
Summary Change in R? 0.415 0.014 0.025
Change in F-value 475517 1.573 1.460
F 475517 24.766 13.285 "

*p<0.05, **p<0.01, ***p<0.001
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