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2 =0 T=ollA -rrﬂx* axrlo] thgk o] F7kskal Qlrh 2|2 axHlgh AH|REr}
% Aeishr|Hek= AR B SE4 &
Holl A 7Ex7F = Xﬂ% E= /\ﬂ‘d]i\—% Tufsks Weo® Fodt 4= Uk(Nicholls,
2010). 71ollA e AlEoll gt At 41, AlE A T84 e 48
d R =sE 2, daAs, Boke AlE K " 9 Y EAPE dE H SNSE=
ol GA =EEol el AHAES &4 AH[E FE 7199 e sl ot
SHE xYstal, RIS AL FHSHDe Pelsmacker, Driesen & Rayp, 2005;
De Pelsmacker & Jansens, 2007). ©]2i¢t Y52 AH[RE0| AA A 113to]
Al ARjaE Adttezn Awdt EAlS0] =AY sidd 4 sdvks Azl 71
sh, ARRA Ee o
2hA fEA aHE 4
oAl & 4= ek
olggt &4 &H| FoAE TP & S WAl e olfr F shE 38Tt
(De Pelsmacker et al,, 2005; Shaw & Clarke, 1999), ZAFEoL F iAo AYAL
Aot HAYGA FEASANA slEe AlEst] 91t F9e24(Bird & Hughes, 1997;
James, 2000; Strong, 1997), $2& An|zte] MEe Ei) AASIcHAdams &
Raisborough, 2010; Nicholls & Opal, 2005; Rice, 2001). ¥3FH9 HL Z=2A=E
O] UutA 7HAHTE 2 ZYu|U7AS AEsfjof gl E‘?‘é}‘i ST AEe] 4|
= E3] Z7) Yth(Wright & Heaton 2006; Strong, 1997). <A 345 #u]7]
F(Fairtrade Labelling Organizations International: FLO)o|| w2 20154 7|+ Al
A FAFS wE&e oF 9% 4™ JYA(7.3 billion USD)S.& AAdH] 16% FAATHFLO,
2016). g=1e] A9, 20169 FHF ATAEY] whES 29794°J0?n Al 579z}

{

A 7S et AEE 7195 22 713E A o
lo] olafats A ARBlY 7|9l AER A4S 918 ule Fast

© =2 SRS B B, 5R, 253§ O AT ASAE Sl
Aue 7V wol &H|Ee F5olthRaynolds, 2002). ?H=9] 7 1980%@ >RF 34
79 ASAEEl Aol SA1E o= A 7MY 2 e P% HAow, aHRS

9] QA =% =TtHFLO Korea, 2017).
S Augslarolel 5 e G453 A S Bolil Ut e sARE
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SEAY] THEAE AIRAEER HaA(2016)0] wEH, S ARARY SfEE 20164
718 62 4,04199¢02 2014EHE AR 9.3%% S7FelaL L, A9l 191 H7F AT
aH|Efo] 2016W 377He® YEh= & AU digelrt w5k deiEa Qlek o
& HuAo] m=w 2016W Ad{F s 16WelEe= A tiv] 10.7% 575k
ARY ZY ERe 71E9cE 2AA T 7| F(ICO: International Coffee Organization)
o] FAARC waw, = AUAY i FEAY vl & AL Aut
olo] 2l |E0R A 6915 AXH T AT WE AAE e
sio] BARe ANAES F AUk WAA TR FAAGE] sl W A
F3 AlsleR 2Hel JUES Tl k5ol ok o] o8] 2uAFEe] o]
o} ojgto] Zasiu(Strong, 1997) ol50] AdHoR BHRE ANES Wo| Tojshes
wrS7] 918 vl Ak o) Wasi,

AR AT AL I Y AE s Slale aed suaE
Zlo] olsier Wast Slck et oW AulArt FATel] vhEk 2L QA At
A HEEA] o we ge]F] AH|E St AL Qick(Carrigan & Attalla, 2001)
olgzE YR AEe] o AF, YA B PYUo] B 2H wE 5S 5
QJtHDe Pelsmaker & Janssens, 2007; Uusitalo & Oksanen, 2004; Tanner &
Wolfing Kast, 2003). ¥Hd 7HAze|u|elE AESPAA7ZIA] 24 4vlE olele 4|
A=E EA5HHTaylor & Boasson, 2014; Yang et al., 2012; Loueiro et al.,
2002; De Pelsmaker et al., 2005; Rotaris & Danielis, 2011).
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I. o234 873

1. 37359
FAREAL 1950d] A|RME olgl&=7|Ael H|ZYA  REl(ideological business

model) 2A4](Dragusanu et al., 2014), A7/d=9o] BAAAES A HstaL, 7hdolA Bl
o AT 4 s AW M AAsHE ARIEY FAUE nfith(De
Pelsmacker & Janssens, 2007). o= 7N UEARLS] MARISA A v|mZE Fo]Z el 7}
Az AFS skl AXls aAlEoAs 3459 AlEel &84l 7Ha =z
e AEstes THAEROEHN, qti iREoA AEAQ] olole AlEstEe Al
Lo]tiBird & Hughes, 1997).

2016 & @A AAIACIA ST A e A T3 141170 Al
getth oF tiEk 379 27F 'R oL, exith, oEleujo} 5 ofxert 9 FHm] =7t
of waEo] et FHFY A 9 FEAES AIARZE(World bank)o] AeE A
S50l aiFetHFLO, 2015). oo 38FHE F7Hsk= TransFair USADo|| w2
ST Al AFE FeAeR sk 7t JERE SAF 9 AR Thef

|EQIaz AR = AAAAE 2-5(Global movement)o]™ AH|Z}F 7jQlo] 574

B

nc /)
o

Al Aoz A 8-S FiElshs Flo] ohlet, Ao = A, JEd 1
2L ARSI 7RIS FABHs oy AHIYEHE Holil QIth(Wright & Heaton,
2006; Strong, 1997). °ol52 ¥AFH AFS FYsk=dl olAl Md=Ad=te] a4
Eo] ofugt oA ERsh=A]o tigh #S 7FA W (Loureiro & Lotade, 2005), L
Sl s dF Ag 2 2EEEE nE ¢ JEE F7) S8 7z

2 7|70] AEeh= EESE FufjujES HoJEtHWhite et al,, 2012),

1) Fair Trade USA°|A TransFair USAZ ¥H7 w|a 7Hke] ZARA o= 7|3
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)
4o

2g ]

2|2 A&7/l it ARRlA Aol wobgloll whet &efA au|Zh FEEka Qlok, &
2]z AnjEk 347} AFEo] gk el L= AvjAte] 358 ou|sltt (Freestone &
McGoldrick, 2008; Adams & Raisborough, 2010). Doane(2001)2 &&|& Av|E &
At G294 olr(QlH, s 21, T8 5, 4 5)¢ wHste] el ARt Hol=
PR M, Starr(2009) £2H 42 wEHeA 2e vz el A

Fatnl, AB|Zel s FPeks AnpaoR Yojgit

AAE 7S F-3102 A3 ofof dis) Aejzuo}l 4m|#}
Ith= JJALE UE
WrhKassarjian, 1971). 99 Z9ole 2101 & FAshs &84 AFE
of diste] o] AuAES o W H[E-S AET 9|7t 9lem(Nimon & Beghin,
1999; Klein et al,, 2000), %gHd zpo] & AlFe] disl Zeju|els AES A7t
lo& Holqltk(Loureiro et al., 2002). o] Hioll= &% &HlE= ok mE, FEA
, e S AdYdkes A Sl Bishe gEjdoli =Yl BHAle R AlES Akt
i §8ohs AE $3ske 5 HIRUAE B3 ABIE 7H]

Oksanen, 2004).

AlFo] Alsdls a8 7k gk ozt =Y oujox] Folo] gul 24 F2
Folo] ARE QAL WA o weh Al 9 ARdE ARSSRL Afjsls S ok &%
Z:H](Starr, 2009)= 59 ARSI QlolA] AHA1e] JHRIA Ald et 71z, A
FHsk= Wo] Har glow oy oA gho]ZAEY 89l F SRR & 4 it
(Uusitalo & Oksanen, 2004).

HH 3T AlES Fisks A JA &2 Ao sttt De Pelsmacker et
al.(2005) vl= W fHo] 3T Aol gk 224 2= Gy s HEAY]
AEES At 159 4o A S flell AEE liske Aolgkal AAF o
Shaw and Clarke(1999)= &= &H[AEoAE FAFA0] 7P Faskal 53 o4
AZE Bl REA olretal ekt

B QoA sLeEdg ABUAT BYRY AnE Mepts gely 4

785 2ol tigt Bzl wokl AdRelA A'iH= @ UiKStandard Oil Company)
J i

bt

o
AN
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=
=
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ojaFaRel qlolH oldl felSe] JEFE FiA] Lohus] g5 A WFol2e =gt

of A8 B} g,

3. &A% Ad3Z 3PFo|E(Extended Theory of Planned Behavior)

A% P5olE(Theory of Planned Behavior: ©Js} TPB)2 Q17Fe] AMSH 35S
/dtﬂs}jl oq]_%_s]_}:_r;“ 0101 /\-1 7].;(]— oﬂ—akaﬂ O]J:_ /\].Q/klg]?‘sl- Etﬂ = 5]_L}oll:}(de Leeuw,
Valois, Morin & Schmidt, 2014). TPB w21 Hr} 392l ik, Hr} 52 =3
o =4 i, Bk 52 59 dsEAlel tet QA H w2 PEYER ofofit
(O'Connor et al,, 2017). TPB:= &84 AH|ES EZ3slo] ABv|R}sEo] tlofst ZHS
Atz Y8 EZWA ARREe] gk(Shaw & Clark, 1999; Shaw et al., 2000;
Chatzidakis et al., 2016; O'Connor et al., 2017). €3] TPB= A& 4 27 4AH|o|
et s Asty] flsl wol AREEIeH, o AuHdE Aul 2HPE 5=
Hmﬁ}%ﬂ] L8390 cHVan der Merwe & Maree, 2016). £3] Chatzidakis et al.(2016)

< TPB7} &BAHY] &213 YAMEAS Ask=T] lolA f-8shcta 43, o] w
gt TPB= 3459 AlF Fwieb 22 &el3] ks 230che aHAREY] 24 9 A
o &&= o] Ith(Robinson & Smith, 2002; Andorfer & Liebe, 2012),

b Agd PFolE(TPB) RHle] e wo|7] flal & /i &2 11 o|ie HE
F7Fke Aleso] HIHsHA| o]Folx|aL Qltt, o) &2 oJFH(Shaw et al., 2000;
Ozcaglar—Toulouse et al., 2006; Chatzidakis et al., 2007), =924 J+H(de Leew
et al., 2014), Ao} AAA(Sparks & Shepherd, 1992; Shaw et al., 2000;
Ozcaglar—Toulouse et al., 2006; Chatzidakis et al., 2007), A2/(O'Connor et al.,
2017) 59 M2e H4S x3sto] TPB 2alo] AHes A7 1AL AlEsh= S

AE A gP=o]Z(Extended Theory of Planned Behavior)o] AA=E]o] ¥t L Lee
et al. (2018) 7Hglo] A AMAIE &gk wxlo] ¥4 Au] Fufolieo] ojugt FFF
= A AFshaar A2 (Cosmopolitanism) 45 AMEA F71ske] A%t
27, AAARFE 3857 A FioeE arpFoew oSSkt oA f-88s
Heloh webs 2 Aqtolsds olgfdt AYdE dAR 385 Ay 7HE=Zgu|Y A
EE avpEler A9shy] 98l AAARITSE iR SHE AlEE dEolE
(Extended Theory of Planned Behavior) @& &-835}31%} 3t}
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7h 85 Ay S it =

o] g ARl dlEEtelA QIS AHsh] flsl wol AMEE ATt Ajzen and
Fishbein(1977, p.889)L =5 “Alslof wigwl A Elele] = AES 1|1l gl
= R Aol Zhe Aol ok vHAE AR Al HEES 2HA] dE
= Ask=tl SlojAd Sadt s s ok ofd dEol tigh 2Rk Bi=s 5
T s TS ek &HAF 7i1e] ARkl @rtoln Ao it T4 E
= dHzoAHel AAA HrE ou|gtch(Petty & Cacioppo, 1986). Honkanen et
al.(2006) AFZ aHlek=s FEol gt B fFAES ol8starAt sk AHARY]
Aels dystal dSsket] SlojA 7P Fastt Aaseinl 3 Shin and
Hancer(2016)= 695939 ]2t &H|A2 o s Agls 50|28 7tes x|oaE
of thet Fujeles ERIgh A} ofz] WeE FollA 't 7 2 F3¢FS vxe ¥y
A ERIglom, X] Aol digt 3842 Bims ¥ g 28R Fujol=E AL
3L ArgRict E3F Voon et al. (2011)2 f71%F AlES FYsLAL ke 2BAES o
Ao AFe| it 714 ZEu|Y AEAE S8 AT f7lE AlE &H|Ese] oigt
B=rF fofmlet faFee 7R A sk

Hes &84 2REies dgtshetl Slojd= WIEsH] ARSEItHLee et al.,
2018; De Pelsmacker et al., 2005; Andorfer & Liebe, 2012)., Tanner and
Wolfing Kast(2003) 4:8|A7} 345l digh 374421 Bi=g 7HAaL b 34+

o AF Fizsdel Erkal R 5128201 &9 A el FEE

DA 8918 Al A et polelEe] doln AH FRT Naele wanc, T
# Toureiro et al. (2002} A7 o] B Alzjo] s ulare] Aolxjo] 33
< = 8aE BAT A3 o) tigk "ot Zau|d ZEQAbe)] sl f-olgt was
2 e,

> O

.

4

S

S TP T lele] Lt WEL Tl Qlof AEA Aol i dF mE )
Qo] Sast Aol ojs) TS of @A QMEA T Ale] LAl "R A
g 4 qlom], B4 WES SASHAG 3L Shd 29k u Ul 2ast Aol UE of

¢}
A AzrdAef| sl A4ske A& BrtHAjzen & Fishbein, 1980, p.57). E3t 3
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A GRS OE AEC] ofH Ae a5 o7]aL ofd WHAow JYFSAE HHA
ApA1e] gl gt S = Aer AYE/7|E gtk (Courneya et al., 2000).
4 G o anApt B4 AlES Ad"sks A5, olHe Adle] weba e
U AEA "o ZAIF o LA o FT| FR3F oS Zh=tH(Starr, 2009).

Starr(2009)= AFEECl &84 &H] 52 A8 22 &4 F5E sk olF
stz =9 ARE Vﬂ T2 AN o= Qb 4 T3
R S
ALE]A olm|A] Bkt A /\PQ
< A=A &214 AE =
th(Pedersen, 2000). 3HH Taylor and Boasson(2014):= 345
dE AESH= ol F T VR eFe] g2 oESY
Andreoni(1990)2] ‘Warm glow’, = ERIEZHE Azk
AP o= FHA o] Q1o &Hlof FRFe wAA H
Aoz & 4 Qi

THA P aniRie] S ejeete] BAE BHs|aAl sk AT 5 Vermeir and
Verbeke(2006)2 AH|RJQ] A1Z AH|E BEAshdA] Z23A FHI Fujow Alo]o] A
29l AAZHAo] 9Le-S HOIFUL, Chen(200)L §71% AES Tulstels oyt 2wz}
o] 715 RASHHA aH|Rpe] Fufoleel kA o Thof foet 34 wAE I
It Ham et al.(2015)= 578 &HA tide] Aed7s vlges 5423 (Green
Food) Fufjojze] QlojA Fa o] Q48 HolFQlth Ozcaglar—Toulouse et
al.(2006) T 2HAE e s FHFY AEE Fulstds 48R oEE A
stk o5 3T AlEs FRACeR sk AHAF ok A9 SufshA] ok

3 S AR, T RS 3 ] A aHREe] 9

Ol E Argst=tl Fo3t Mol ERI= e

T P W] Y Avxe 23 dYaEe wet oE=A ved 5l
(Armitage & Conner, 2001; Krueger, 2017). Ham et al.(2015)& Ao
(Collectivism) ZA&o] =2 =7 &419] 7i1d4E 9 ARFE oA s A3 &
o] 27 Hug FHA ol JeFHo] wobd 4 vkl AT ol FEAR] oA
dubo g Uehtes Heheste] 54& e & o 28r50] YAMEA Tk S
o] T3t &S T 4 S Ul Voon et al.(2011)2 406782] Ho]Aof 4
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WA R B/l Aol ot TS BA A3 U ol Fag W
B2t} Lee et al. (2018)2 3 AHRAE tjitoe g FARY Ax

o
[u wo

1

S ) ol i B o Ue AR WAL SR8 HAYR
ek, ol Fo ALBISH ol Rk SAASH Bhole] ool GeEE W) 48 B
7 Sel Faa P W 9ol 2 4 98 HolEt

o

o
2
:“é

2

A2t P5FA

Ajzen(1985)> #Eol tigt Bl A om MR F5S AEAY 7]EY
Fishbein and Ajzen(1975)9] §2]% 3=o]|=(Theory of Reasoned Action) HdEo] 'A]
=] 3% EA|(perceived behavioral control)Zl= A|39] H4E F7lste] 4n|R} 3%
s oo ushl BHs Pk A2k BEEAG] 5ol Ajzen(1991)S “Zjelo] of
H P5S Skt oA o] WS 4= Q= AARY] FEof thgt Q1A olZkal F)
oAt Al of® dso] AH4le] A Hiell Slvkarl ¢14ld ¢ 1 dEol digt &
AR AZte 7HAAL H e Este e oAE 7HAI7] offA Hal, wEbA O e
SJugt TR0l oIt 2, S4FEe] g g A Qo] AARle] Ll 7
A Ee AEIE)olY FHIES WRH(FHA ) EoE Y B At fial

et 244 B vEAY eaX7E A5dA)7E o & 9FES 7 5 dv= A
oJtHAjzen, 2002).

A2 FEsAl= JHele] sl 3 e AT ¢ vk Aldel A asd
(Self—efficacy) @ JFstel= ol 7Hlo]l EAFT = = AEE 9u lo} Exﬂﬂ—**

(controllability)& Z@etcHAjzen, 1991). UubHoz 27tH YPe5A7 o £
Heole] HEowrt o oA Uebdthde Leeuw et al., 2014). wehA] iH]Z}Q IR

SIME ofE WBES SHalr] ol Bagt 713, 52 @ AL S| aaSd) ey A4l
o] duht FAIHS 7HAAL QlAlel tigh qlAlo] Fujojatel] a3t FFFHS mXA H
th(Ajzen, 1991).

Azke YEEAS A 4n] Pl Aol 2ulA BES AusRot] ejg A
=2 L]—EPA{(E]-(Robinson & Smith, 2002; Vermeir & Verbeke, 2008). Van der and
Maree(2016) doliel7lols] 2o de] Anje aujshe 32739 AulEe] Fujols
TPBE 7oz selsli Azt AzhE YEFAVE Fohelmel 1Y A AL vl
W9l FIFIL), Ozcaglar—Toulouse et al, (2006) ST AlE Fuljulzof u}

e
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o $Ua vl YA B ol BAT An A% YFFAL TATY AR
FALoR Fujste s 2ulREelA dolH folR WS SRk Giampietri
et al. (2018)2 26079] olgelo} AHAEE] TR AE L] HFES

=
Azkel WEEAL Aulxo] T olme] Zbg 2 Qg i WS ek

2k AlAA RS

Hannerz(1990, p. 239)= AANRFAE /121 Aeld 12 2ake] BE7 chopy
of ek TASS FTshe] TR AN chRd BebRe W gAY mlaeln
XWO] WG olZtal Holstilom Riefler et al.(2012)= AAARFO7} & ARE2
S o2 Bae SSsked] glolA] AAEY B ohat thp Bl 2 Holof

1‘41811 WA 7l RS meltka g,
73K Globalization) @] Aol wle} ¥ E8le Awshi Wi} sl ASe] T
o] AutAlog =olx|al glem(Cleveland et al,, 2009) 1 A} A|AAWFO= H|=Y
2 elollA] kA ATET QltHCleveland et al., 2011). AlAAIRIZESR =3] u}
AY  wopolld  aBAYES  dishetdl #8% W42 RuHchRiefler &
Diamantopoulos, 2009; Holt, 1997; Hannerz, 1990; Cannon & Yaprak, 2002).
AIAARIF=S] Sfdjo] w2 Avrh= 28kl -84 fside F5hs &vlE A%t
™(Thompson & Tambyah, 1999), olof wa} 7|&o] al&st A& L Au|ARTE= A2
& 3] AE L Au|2of diste] FAA YRS HOlth(Riefler et al., 2012; Nijssen
& Douglas, 2008). o]52 3] A&olut 93} 5& Ea) 531y topyde &7

H
=
£ Zoklal(Hannerz, 1990) =2 AAAIRIFOE 7Fd AHAdE Z45F

T
B

o Al
tisto] FAHZAR] FSJALE 7HxIcHLee et al., 2018). wEka] AIAARIFClE 17 AlE-
slofl lolA #-83t HrolH(Riefler et al., 2012) 53] S22 APEA] QlojA] &8

7WA7F =oAL & 4 Stk (Cleveland et al,, 2010),

AAARIO = el 2d7st B ALSE|gtollA wgE Zigolrt. Cleveland et al.
(2009)2 AAATIF=OlE BRIE FolA HARHEA, 2= TofA Alobdd, FHY
< B oo T 4 7RI ddude TRtk ARtk & AlAARIFSE
Holl gt T3] =A wiFFo] ZFEYH AdA(global governance)e} TEE|o] A
Holal A|=AQl s 7Y, ofof whe) AAATIF= BleEE] 7|l Hdske B
o] #-&olut M=ol Mt S5 Bl A&7 s F5ke 3ol Hitt 85
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(Seyfang, 2005)9F 7o &2|& 4H] AHlezw yepdthMolz, 2016), whA AlA|
ARIFo)e AR 7u] 4anjrke] oAAA o= FFS 77 7RsAo] ETHLee et al.
2018).

4. 74 = A=At

[e]

T

b
|o
U
N
N
[H
o
=)
o2
rlo
B~

HIZPZF 24890 AlEs sadhe saAklAl 7o
A HuBo olm|3ltHKlein & Leffler, 1981). WhH ZAF2<]
< AlEe FHo] w4 duete s Al ARt FRAE
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V. d5+43
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Parameter Estimate SE Wald P—value Odd Ratio

Intercept O —-1.893 0.187 102.319 0.000 0.151
Intercept 1 —0.090 0.148 0.368 0.544 0914
Intercept 2 1.898 0.181 110.181 0.000 6.675
Intercept 3 2.663 0.211 168593 0.000 14.333
Intercept 4 3.381 0.256 174,029 0.000 29.394
Intercept 5 4.202 0.339 153.688 0.000 66.837
Intercept 6 5014 0.472 112.843 0.000 150,553
Bl 0.431 0.255 2.861 0.091* 1.539

e 0.600 0.208 8.339 0.004*** 1.822
e dsSH| —0.075 0.260 0.084 0773 0.928
MAN IS 0.564 0.207 7.443 0.006™* 1.758
EHE=xM AN R IF=2 0.436 0.367 1.409 0.235 1.546
T EETEMAINRIFL] —0.330 0.274 1.456 0.228 0.719
XS SMhAMAIARIZ=O) 0.137 0.352 0.151 0.694 1147
a4 —-0.366 0.187 3.855 0.049"* 0.693

s —-0.143 0.091 2.471 0.116 0.867
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A Study on the Willingness—to—Pay the Price
Premiums for Fair Trade Coffee in Korean Market

Jeong, Sun Mi*/Shin, Hyun Sang**

In spite of price premium, fair trade, a form of ethical consumption, shows
steady growth these days. This study adopts an Extended Theory of Planned
Behavior with a new variable, cosmopolitanism, in order to explore Korean
consumers  willingness—to—pay the price premium for fair trade coffee and
identify the key consumer characteristics that impact on consumers  decision
making.

In an online survey of 400 respondents in Seoul, consumers willingness to
pay price premium is measured, In addition, this study uses an ordered logit
regression method. Findings suggest that 1) attitude, subjective norm and
cosmopolitanism predict consumers  willingness to pay price premium for fair
trade coffee; 2) the effect of perceived behavioral control was not significant;
3) cosmopolitan as a moderator variable does not show any interaction effect
on the relationship between consumer characteristic factors and
willingness—to—pay the price premiums; 4) consumers with higher income or
higher coffee consumption indicate higher willingness—to—pay the price
premium for fair trade coffee; 5) surprisingly, male consumers are more likely
to pay the price premium for fair trade coffee than female consumers in Korea,
Based on the results of this paper, one can develop a better marketing strategy

in terms of customer segmentation and pricing.
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