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A study of Kaohsiung consumers of willingness to pay for

organic coffee
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Abstract
Coffee has become the product that public consume everyday under the influence of

foreign countries annually, imports of coffee has increase. In recent years, the healthy diet and
environmental protection have been advocated continuously by public, both under the double

impact of organic products gradually implanted in people's lives. In this study, focus on
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Kaohsiung consumers of willingness to pay for organic coffee, according to the consumer's
lifestyle which divides into three clusters, named for “less participation”, “pursuit of
convenience” and “care about health”, besides, investigate the level of understanding of these
segments of awareness of organic and understanding of environmental attitudes, then analyze
whether the impact of willingness to pay organic coffee.

The result of research show that care about health” cluster concerns about issues of
environmental protection daily, pursues safe and healthy diet, therefore, they buy coffee
products with organic label, and willing to pay more 44.9 % on the expense. “Pursuit of
convenience” cluster’s characteristics of this segment is unhealthy diet, focus on convenience
when they buy any products, and they don’t care about the severely changes of environment,
besides, they willing to pay more 30.7 % on the organic coffee than “care about health”. “Less
participation” cluster is one of three clusters which purchase intention lowest on the organic
coffee, without vigilance when the natural environment is destroyed, their usual diet focus on
the body’s health, and willing to pay extra 36.8 % on the organic coffee. The result of this
research can be given to the implementation different marketing strategies one the industry for
the different characteristics of customers and sales prices of coffee drinks. In addition to build
a common consensus with consumers through a platform of communication by coffee operators
and government agencies take place exhibition of explanation in different period, and

strengthen awareness and understanding about organic coffee.
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function) i A Jy> Wi 88 TR = TR - R 8 40T oy BE01F 7T 49 22 2R A BB 1+ {2 % (Hanemann,
1984) :

Pi= (14 e (@pad)™

V&

Pi © RO BB E R R S (T e e s U EAS —E H oot A EE A e - Al
STEE L HerRIGTRIEO -

A HE B R ST LR ke = B o PR E A A% k(10 ~ 20~ 30~ 40 ~ 50

60 - 70 ~ 80 ~ 90 ~ 100 ~ 110 ~ 120 F1 130 %L/ ) -
FRAFERS(WTP)RTHA(EETE T
EWTP) = ["(1 +e~(@*h40)~1q4 = ‘Tj‘
TR TR R AR MR
log (lf;i) = a+ A
HPL B A - g BUE s B B = T S A R R S R P E B BE K
if - (RFFHEE R E AR ERS SRR - BEE RS - SRS RH




* 5.6.1 HUn > Rh pEKAE - REREAEIGHIERKS > HEEHEEENE
BEGERAES - o (AN B R - B (R 230 SR - p BV BUEROR - BRI IIEE
Rl > JHE BB E AR R U (R > RN H SR AR I
B - T 0SB B R-0.027 s ML B EBER]N - BB TR E RS A -
HEA RS E A Ry R A R HON B s AR RAYRURE > 40"
WIERE ) 1Y B {E /5-0.021 -

FRAHERE T > DIFEEEREURG T /D28~ IESR{EA] ) BT AR ) =5k
BEZ AR B ERARENER > MR ES " EGRE  ERAIFRE
e > B2 (T 44.9 %ryEISEEAKIIYE - T &/ 028 | ERAFRE % (] 36.8
% > TIESR{EA] ) SRR R = 2 TR R ST 30.7 % « FIFA EHYAETEAIRE AT DL

TREE > BRE SRS AR B ek B HE HI& - Arvanitoyannis F1 Krystallis(2006) /7280
AEAETERREH NS - RERATEREARARE - s8R EtaRrER > #RATEEE
EAFRf ERS AR T8 DA Bl ST PR Se R -

% 5.6.1 JHEE R EATINYE Z FAL (B

B

528 ek X [
HH a2 Ny ! HESRAER] EECRiE ISR
@y, L B WTP B WTIP « B WTP
kg " 1.162% -0.027F 36.8% 0.849* -0.024* 30.7 % 1.037* -0.021% 44.9 %

TRFEFFEGHIS B 0.05 /KK AR TEGEE ) B T /DS R EERHEEEA ER AR S
F(p<0.05) ; Bk " EGER  TIEKRERM ) RIESHEE R ESAEE R (p <0.05) -

6. &EmiER
AR YRS AR 4.2 BRI AT » 40(% 6.0) - SeAlBiFE s —F el

FHECEr BT B WA R A LAY A B M B A E e RAVH B
AR E ERABEENER - ItEREUR A FEDHE R - i S I
NI RE MR - NG — BB R R = A F A S RIRR A B A A 1
IR E R A R MR R VU R A BRI AR R B A TR R BR (B A8 S
BEE MR (A R ARG A & A PR R B Y R B B M B BN
A EAETERREH N E B HIRRRR AR AR ISR A R4 SRR
FEME SR - FRATER - AREREIRR R A R (R 6.1) -

% 6.1 It T eas R



W5

“ ot SR SENE

vy AR REHREEARBERSERARE 1 g 0111

o TPHLEETRHRESARASSRE AR o g0 05117

o TP EEBEARERARIFIRRERAR o gy #sns

o RS E S A R L sy
Fien

o FPEERRTARENARBELOERARE 5 5y gosi

H6  ARZTERRRHHE A RS ARSI ER  H6plar K551

A ERIRE ] AR — (B ARV S B S BT Ry VR IRIE o] DRI A AT P AR I e
B Z RSN ARSI BB AR RIRR Sy T R/ D2 B | TIER(ER]
O TEEARIERE 0 0t 3 (BT FIRTMER] ~ Rl ISR 1 e B R B
EF O ATER - BRERRE - AUS AR S Rt RIRE MR R NILFI & &
FEA [FIE B LR S A& R T 5 T [RHYEAL -

AR R = (B RSB ST - DL T BRI iR ST 2 A%
FECEURAE 30 BRLL NHUARIE R - EXR BRI e 2 N2 R i SRR IF - (NILIREE
HY ARt 2 Ay & > A TR E AR R M= > BRE S A PR ik
i 44.9 % > ERREBRVE SRR > NS EE N R E A IYEEE T LUEH
PERFRERE NI > MR RAAEBACA L G P8 TR BB BORRASAT » bR T ATk
AEESL RO A TS &RE L > I EAVES & I DISRIIGERYSEERE - Fh i /AT
Ay E N TSR R L2

55 &S EL ) 0 VERERN  WESERE o gl SRR E 2 R T A
[REHATEAFE SR ERER  BEHE 5B @B EZN: » ARy
fEE _ERATE 2 M % 36.8 %HYEEH - T ERE AL AYIIGESEE ] DALAL B HAR T 5 > 281 8
EE IR RS BB E AR ER - S R Rt S RE NRE A
o BRI N RAVATS SR > FIE BN AR 4 - REFTEEAESL D EEL
FEFOR B L - BCERVAFEZEOREYE - FOatsiika s = SRt (R > SRR irEry 2
FEHEE T E/DIESK ) AREVE - EEBUTE NS DR B B (Rag - AL AT
AYEEENE: - AWTFTEiEE E S e - SRE AR AR - IREREE - ARE
e H I R REEARE (S (B8 > BRI N R - SR T & i K RE ] 2 R S



10.

11.

12.

13.

14.

15.

16.

17.

& DL T R EE R B A S IRR 5, - RE L T (A PRI RS i X 1T 9 SR i

BT RERISHIEE -

SR
TS 2006 - SEUIYEL /148 o SR BB R ok - 67 0 13-16 -
Alford, B. L., & Biswas, A. (2002). The effects of discount level, price consciousness and sale
proneness on consumers’ price perception and behavioral intention. Journal of Business
Research, 55, 775-783. Retrieved from ScienceDirect, Elservier.
Arvanitoyannis, ., & Krystallis, A. (2006). An empirical examination of the determinants of
honey consumption in Romania. International Journal of Food Science and Technology, 41,
1164-1176. doi:10.1111/j.1365-2621.2006.01174.x
Batte, M. T., Hooker, N. H., Haab, T. C., & Beaverson, J. (2007). Putting their money where
their mouths are: Consumer willingness to pay for multi-ingredient, processed organic food
products. Food Policy, 32, 145-159. doi:10.1016/j.foodpol.2006.05.003
Bellows, A. C., Alcaraz, V. G., & Hallman, W. K. (2010). Gender and food, a study of attitudes
in the USA towards organic, local, U.S. grown, and GM-free foods. Appetite, 55, 540-550.
doi:10.1016/j.appet.2010.09.002
Boccaletti, S., & Nardella, M. (2000). Consumer willingness to pay for pesticide-free fresh
fruit and vegetables in Italy. International Food and Agribusiness Management Review, 3,
297-310. Retrieved from ScienceDirect, Elservier.
Bradley, J. C., Waliczek, T. M., & Zajicek, J. M. (1999). Relationship between environmental
knowledge and environmental attitude of high school students. The Journal of Environmental
Education, 30, 17-21. doi:10.1080/00958969909601873
Briz, T., & Ward, R. W. (2009). Consumer awareness of organic products in Spain: An
application  of  multinominal  logit models. Food Policy, 34, 295-304.
doi:10.1016/j.foodpol.2008.11.004
Buckley, M., Cowan, C., & McCarthy, M. (2007). The convenience food market in Great
Britain:  Convenience food lifestyle (CFL) segments. Appetite, 49, 600-617.
doi:10.1016/j.appet.2007.03.226
Chang, C. C., & Chin, Y. C. (2010). The Impact of Recommendation Sources on Online
Purchase Intentions: The Moderating Effects of Gender and Perceived Risk. World Academy
of Science, Engineering and Technology, 42, 111-114. Retrieved from EBSCOhost.
Chen, M. (2007). Consumer attitudes and purchase intentions in relation to organic foods in
Taiwan: Moderating effects of food-related personality traits. Food Quality and Preference,
18, 1008-1021. doi:10.1016/j.foodqual.2007.04.004
Cohen, M. R. (1973). Environmental information versus environmental attitudes. The Journal
of Environmental Education, 5, 5-8. Retrieved from GreenFILE-EBSCOhost.
Demby, E. (1974). Psychographics and from where it came. Life style and psychographics
(pp. 9-30). Chicago, IL: American Marketing Association.
De Magistris, T., & Gracia, A. (2008). The decision to buy organic food products in Southern
Italy. British Food Journal, 110, 929-947. doi:10.1108/00070700810900620
Dodds, W. B., & Monroe, K. B. (1991). Effects of price, brand, and store information on
buyers' product evaluations. Journal of Marketing Research, 28, 307-3109.
d0i:10.2307/3172866
Durham, C. A., & Andrade, D. (2005). Health vs. environmental motivation in organic
preferences and purchases. American Agricultural Economics Association annual meeting,
Providence, Rhode Island.
Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Fort Worth, TX: Harcourt
Brace Jovanovich.


http://ac.els-cdn.com/S0148296300002149/1-s2.0-S0148296300002149-main.pdf?_tid=0818e224-5a4e-11e3-af94-00000aab0f02&acdnat=1385877874_4feec75d4afb7cbc42605a1da8c40659
http://erm.lib.kuas.edu.tw:2103/science?_ob=ArticleListURL&_method=list&_ArticleListID=-475883627&_sort=r&_st=13&view=c&_acct=C000058824&_version=1&_urlVersion=0&_userid=2795410&md5=ec3348051b3570028f8e49350e004d33&searchtype=a
http://connection.ebscohost.com/c/articles/60708132/impact-recommendation-sources-online-purchase-intentions-moderating-effects-gender-perceived-risk
http://erm.lib.kuas.edu.tw:2120/ehost/detail?vid=3&sid=907830ca-9659-4609-8377-a4cc8f432165%40sessionmgr198&hid=122&bdata=Jmxhbmc9emgtdHcmc2l0ZT1laG9zdC1saXZl#db=8gh&AN=8294289
http://www.jstor.org/discover/10.2307/3172866?uid=3739216&uid=2&uid=4&sid=21103163106713

18.

19.

20.

21.

22,

23.

24,

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

Engel, J. F,, Blackwell, R. D., & Miniard, P. W. (2006). Consumer behavior (10th ed.). Mason,
Oh: Thomson/South Western.

Gil, J. M, Gracia, A., & Sanchez, M. (2000). Market segmentation and willingness to pay for
organic products in Spain. International Food and Agribusiness Management Review, 3, 207-
226. Retrieved from ScienceDirect, Elservier.

Gilg, A., Barr, S., & Ford, N. (2005). Green consumption or sustainable lifestyles? Identifying
the sustainable consumer. Futures, 37, 481-504. doi:10.1016/j.futures.2004.10.016

Gracia, A., & de Magistris, T. (2007). Organic food product purchase behaviour: A pilot study
for urban consumers in the South of Italy. Spanish Journal of Agricultural Research, 5, 439-
451. Retrieved from  http://www.docstoc.com/docs/44724769/Organic-food-product-
purchase-behaviour-a-pilot-study-for

Gracia, A., & de Magistris, T. (2008). The demand for organic foods in the South of Italy: A
discrete choice model. Food Policy, 33, 386-396. doi:10.1016/j.foodpol.2007.12.002
Granzin, K. L., Olsen, J. E., & Painter, J. J. (1998). Marketing to consumer segments using
health-promoting lifestyles. Journal of Retailing and Consumer Services, 5, 131-
141.doi:10.1108/16605371011061615

Grunert, S. C., & Juhl, H. J. (1995). Values, environmental attitudes, and buying of organic
foods. Journal of Economic Psychology, 16, 39-62. Retrieved from ScienceDirect, Elservier.
Hanemann, W. (1984). Welfare evaluations in contingent valuation experiments with discrete
responses. American Journal of Agricultural Economics, 66, 332-341. Retrieved from
http://www.jstor.org/discover/10.2307/1240800?uid=3739216&uid=2&uid=4&sid=2110316
2391153

Himmelfarb, S. (1993). The measurement of attitudes. In A. H. Eagly, & S. Chaiken (Eds.),
The psychology of attitudes (pp. 23-87). Orland, FL: Harcourt Brace Javanovich.

He, X., Hong, T., Liu, L., & Tiefenbacher, J. (2011). A comparative study of environmental
knowledge, attitudes and behaviors among university students in China. International
Research in  Geographical and  Environmental  Education, 20, 91-104.
d0i:10.1080/10382046.2011.564783

Hoek, A. C., Luning, P. A., Stafleu, A., & Graaf, C. D. (2004). Food-related lifestyle and
health attitudes of Dutch vegetarians, non-vegetarian consumers of meat substitutes, and meat
consumers. Appetite, 42, 265-272. doi:10.1016/j.appet.2003.12.003

Horst, K. V. D., & Siegrist, M. (2011). Vitamin and mineral supplement users. Do they have
healthy or unhealthy dietary behaviours? Appetite, 57, 758-764.
doi:10.1016/j.appet.2011.08.020

Hyllegard, K. H., Yan, R., Ogle, J. P., & Attmann, J. (2011). The influence of gender, social
cause, charitable support, and message appeal on Gen Y’s responses to cause-related
marketing. Journal of Marketing Management, 27, 100-123.
d0i:10.1080/02672571003683755

Idda, L., Madau, F. A., & Pulina, P. (2008). The motivational profile of organic food
consumers: A survey of specialized stores customers in Italy. 121" Congress of the European
Association of  Agricultural Economists-EAAE 2008. Retrieved from
http://www.academia.edu/4451908/The_Motivational Profile_of Organic_Food_Consumer
s_a_Survey of Specialized_Stores_Customers_in_Italy

International Coffee Organization. (2014). Coffee consumption in East and Southeast Asia:
1990-2012. International Coffee Council 112" Session. London.

Jang, Y. J., Kim, W. G., & Bonn, M. A. (2011a). Generation Y consumers’ selection attributes
and behavioral intentions concerning green restaurants. International Journal of Hospitality
Management, 30, 803-811. doi:10.1016/j.ijhm.2010.12.012

Jang, Y. J., Kim, W. G., & Yang, I. (2011b). Mature consumers’ patronage motives and the
importance of attributes regarding HMR based on the food-related lifestyles of the upper


http://ageconsearch.umn.edu/bitstream/34279/1/03020207.pdf
http://www.docstoc.com/docs/44724769/Organic-food-product-purchase-behaviour-a-pilot-study-for
http://www.docstoc.com/docs/44724769/Organic-food-product-purchase-behaviour-a-pilot-study-for
http://dx.doi.org/10.1108/16605371011061615
http://www.jstor.org/discover/10.2307/1240800?uid=3739216&uid=2134&uid=2&uid=70&uid=4&sid=21103094825143
http://www.jstor.org/discover/10.2307/1240800?uid=3739216&uid=2&uid=4&sid=211031
http://ac.els-cdn.com/S0195666311005642/1-s2.0-S0195666311005642-main.pdf?_tid=3a6f2fa2-7a16-11e3-928c-00000aacb361&acdnat=1389372344_b2eb268b6497786c48eb5a7a76165676
http://www.academia.edu/4451908/The_Motivational_Profile_of_Organic_Food_Consumers_a_Survey_of_Specialized_Stores_Customers_in_Italy
http://www.academia.edu/4451908/The_Motivational_Profile_of_Organic_Food_Consumers_a_Survey_of_Specialized_Stores_Customers_in_Italy
http://www.ico.org/news/icc-112-4e-consumption-asia.pdf

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

middle class. International Journal of Hospitality Management, 30, 55-63.
d0i:10.1016/j.ijhm.2010.06.001

Jin, H. J., & Han, D. H. (2014). Interaction between message framing and consumers’ prior
subjective knowledge regarding food safety issues. Food Policy, 44, 95-102.
doi:10.1016/j.foodpol.2013.10.007

Johnson, E. J., & Russo, J. E. (1984). Product familiarity and learning new information.
Journal of Consumer Research, 11(1), 542-550. Retrieved from Academic Search Premier
(ASP)-EBSCOhost.

Kasteridis, P., & Yen, S. T. (2012). U.S. demand for organic and conventional vegetables: A
Bayesian censored system approach. The Australian Journal of Agricultural and Resource
Economics, 56, 405-425. doi:10.1111/j.1467-8489.2012.00589.x

Kaiser, F. G., Oerke, B., & Bogner, F. X. (2007). Behavior-based environmental attitude:
Development of an instrument for adolescents. Journal of Environmental Psychology, 27,
242-251. doi:10.1016/j.jenvp.2007.06.004

Kagitcibasi, C. (1988). Insan ve insanlar: Sosyal psikolojiye giris. Istanbul, Turkey: Evrim
Basim Yayim Dagitim

Kotler, P., & Keller, K. L. (2006). Marketing management (12th ed.). Upper Saddle River, NJ:
Prentice Hall.

Kumar, S., & Ali, J. (2011). Analyzing the factors affecting consumer awareness on organic
foods in India. 21% Annual IFAMA World Forum and Symposium. Retrieved from
https://www.ifama.org/events/conferences/2011/cmsdocs/2011SymposiumDocs/282_Sympo
sium%20Paper.pdf

Li, G., Li, G., & Kambele, Z. (2012). Luxury fashion brand consumers in China: Perceived
value, fashion lifestyle, and willingness to pay. Journal of Business Research, 65, 1516-1522.
doi:10.1016/j.jbusres.2011.10.019

Liang, A. R., & Lim, W. M. (2011). Exploring the online buying behavior of specialty food
shoppers. International Journal of Hospitality Management, 30, 855-865.
d0i:10.1016/j.ijhm.2011.01.006

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price perceptions and
consumer shopping behaviour: A field study. Journal of Marketing Research, 30, 234-245.
Retrieved from Academic Search Premier (ASP)-EBSCOhost.

Lin, L. Y., & Chen, C. S. (2006). The influence of the country-of-origin image, product
knowledge and product involvement on consumer purchase decisions: An empirical study of
insurance and catering services in Taiwan. Journal of Consumer Marketing, 23, 248-265.
doi:10.1108/07363760610681655

Loo, E. J. V., Caputo, V., Jr., R. M. N., Meullenet, J., & Ricke, S. C. (2011). Consumers’
willingness to pay for organic chicken breast: Evidence from choice experiment. Food Quality
and Preference, 22, 603-613. doi:10.1016/j.foodqual.2011.02.003

Manuela, V., Manuel, P., Eva, M. M., & Francisco José, T. (2013). The influence of the term
‘Organic' on organic food purchasing behavior. Procedia-Social and Behavioral Sciences, 81,
660-671. doi:10.1016/j.sbspro.2013.06.493

Maurache, C., Tempesta, T., & Vecchiato, D. (2013). Consumer preferences regarding the
introduction of new organic products. The case of the Mediterranean sea bass (Dicentrarchus
labrax) in Italy. Appetite, 63, 84-91. doi:10.1016/j.appet.2012.12.009

McEachern, M. G., & Willock, J. (2004). Producers and consumers of organic meat: A focus
on attitudes and  motivations.  British Food Journal, 106, 534-552.
d0i:10.1108/00070700410545737

Michaelidou, N., & Hassan, L. M. (2008). The role of health consciousness, food safety
concern and ethical identity on attitudes and intentions towards organic food. International
Journal of Consumer Studies, 32, 163-170. doi:10.1111/j.1470-6431.2007.00619.x


http://www.jstor.org/discover/10.2307/2489141?uid=3739216&uid=2134&uid=2&uid=70&uid=4&sid=21103094825143
https://www.ifama.org/events/conferences/2011/cmsdocs/2011SymposiumDocs/282_Symposium%20Paper.pdf
https://www.ifama.org/events/conferences/2011/cmsdocs/2011SymposiumDocs/282_Symposium%20Paper.pdf
http://www.jstor.org/discover/10.2307/3172830?uid=3739216&uid=2134&uid=2&uid=70&uid=4&sid=21103094825143

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

Michaelidou, N., & Hassan, L. M. (2010). Modeling the factors affecting rural consumers’
purchase of organic and free-range produce: A case study of consumers’ from the Island of
Arran in Scotland, UK. Food Policy, 35, 130-139. doi:10.1016/j.foodpol.2009.10.001
Milfont, T. L. (2007). Psychology of environmental attitudes: A cross-cultural study of their
content and structure (doctoral dissertation). Retrieved from University of Auckland PhD
Theses.

Moon, J., Chadee, D., & Tikoo, S. (2008). Culture, product type, and price influences on
consumer purchase intention to buy personalized products online. Journal of Business
Research, 61, 31-39. doi:10.1016/j.jbusres.2006.05.012

Morwitz, V. G., & Schmittlein, D. (1992).Using segmentation to improve sales forecasts based
on purchase intent: Which "intenders" actually buy? Journal of Marketing Research, 29, 391-
405. Retrieved from Academic Search Premier (ASP)-EBSCOhost.

Nguyen, T. D., Nguyen, T. T. M., & Barrett, N. J. (2008). Consumer ethnocentrism, cultural
sensitivity, and intention to purchase local products—evidence from Vietnam. Journal of
Consumer Behaviour, 7, 88-100. doi:10.1002/ch.238

Nie, C., & Zepeda, L. (2011). Lifestyle segmentation of US food shoppers to examine organic
and local food consumption. Appetite, 57, 28-37. doi:10.1016/j.appet.2011.03.012

Nirmala, R. P., & Dewi, I. J. (2011). The effects of shopping orientations, consumer
innovativeness, purchase experience, and gender on intention to shop for fashion products
online. Gadjah Mada International Journal of Business, 13(1), 65-83. Retrieved from
Academic Search Premier (ASP)-EBSCOhost.

Nitzke, S., & Freeland-Graves, J. (2007), Position of the American dietetic association: Total
diet approach to communicating food and nutrition information. Journal of the American
Dietetic Association, 107, 100-108. doi:10.1016/j.jada.2007.05.025

Pienaar, E. F., Lew, D. K., & Wallmo, K. (2013). Are environmental attitudes influenced by
survey context? An investigation of the context dependency of the New Ecological Paradigm
(NEP) Scale. Social Science Research, 42, 1542-1554. doi:10.1016/j.ssresearch.2013.07.001
Quester, P. G., & Smart, J. (1998). The influence of consumption situation and product
involvement over consumers’ use of product attribute. Journal of Consumer Marketing, 15,
220-238. d0i:10.1108/07363769810219107

Ramayah, T., Lee, J. W. C., & Mohamad, O. (2010). Green product purchase intention: Some
insights from a developing country. Resources, Conservation and Recycling, 54, 1419-1427.
doi:10.1016/j.resconrec.2010.06.007

Reimer, A. P., & Prokopy, L. S. (2012). Environmental attitudes and drift reduction behavior
among commercial pesticide applicators in a U.S. agricultural landscape. Journal of
Environmental Management, 113, 361-369. doi:10.1016/j.jenvman.2012.09.009

Rodriguez, E., Lacaze, V., & Lupin, B. (2007). Willingness to pay for organic food in
Argentina: Evidence from a consumer survey. Retrieved from
http://nulan.mdp.edu.ar/1020/#.UgFUUNIW3_A

Rowlands, I. H., Scott, D., & Parker, P. (2003). Consumers and green electricity: profile
potential purchasers. Business Strategy and the Environment, 12(1), 36-48.
doi:10.1002/bse.346

Santucci, F. M., Marino, D., Schifani, G., & Zanoli, R. (1999). The marketing of organic food
in Italy. Medit, 4, 8-14. Retrieved from
http://www.iamb.it/share/img_new_medit_articoli/688_08santucci.pdf

Schiffman, L. G., Kanuk, L. L., & Akili, S. (2004). Consumer behavior (8th ed.). Upper
Saddle River, NJ: Prentice Hall.

Soler, F.,, Gil, J. M., & Sénchez, M. (2002). Consumers’ acceptability of organic food in Spain:
Results from an experimental auction market. British Food Journal, 104, 670-687.
doi:10.1108/00070700210425921


https://researchspace.auckland.ac.nz/handle/2292/1712
https://researchspace.auckland.ac.nz/handle/2292/1712
http://www.jstor.org/discover/10.2307/3172706?uid=3739216&uid=2&uid=4&sid=21103095148323
http://escholarship.umassmed.edu/cgi/viewcontent.cgi?article=1159&context=prevbeh_pp&sei-redir=1&referer=http%3A%2F%2Fscholar.google.com.tw%2Fscholar_url%3Fhl%3Dzh-TW%26q%3Dhttp%3A%2F%2Fescholarship.umassmed.edu%2Fcgi%2Fviewcontent.cgi%253Farticle%253D1159%2526context%253Dprevbeh_pp%26sa%3DX%26scisig%3DAAGBfm1hlUDlOARTBoETXrxOxIdqEo4xsA%26oi%3Dscholarr%26ei%3DdX9PU_64LtH_8QW47YHoCQ%26ved%3D0CC8QgAMoATAA#search=%22http%3A%2F%2Fescholarship.umassmed.edu%2Fcgi%2Fviewcontent.cgi%3Farticle%3D1159%26context%3Dprevbeh_pp%22
http://nulan.mdp.edu.ar/1020/#.UqFuUNIW3_A
http://www.iamb.it/share/img_new_medit_articoli/688_08santucci.pdf
http://www.emeraldinsight.com/journals.htm?articleid=870660

68.

69.

70.

71.

72,

73.

74,

75.

76.

77,

78.

Sorenson, D., Henchion, M., Marcos, B., Ward, P., Mullen, A. M., & Allen, P. (2011).
Consumer acceptance of high pressure processed beef-based chilled ready meals: The
mediating role of food-related lifestyle factors. Meat Science, 87, 81-87.
d0i:10.1016/j.meatsci.2010.09.006

Sultan, F. (1999). Consumer preferences for forthcoming innovations: The case of high
definition  television.  Journal of  Consumer  Marketing, 16(1), 24-41.
doi:10.1108/07363769910250723

Tarkiainen, A., & Sundqvist, S. (2005). Subjective norms, attitudes and intentions of Finnish
consumers in buying organic food. British Food Journal, 107, 808-822.
doi:10.1108/00070700510629760

Urefia, F., Bernabéu, R., & Olmeda, M. (2008). Women, men and organic food: differences in
their attitudes and willingness to pay. A Spanish case study. International Journal of
Consumer Studies, 32, 18-26. do0i:10.1111/j.1470-6431.2007.00637.x

Visschers, V. H. M., Hartmann, C., Leins-Hess, R., Dohle, S., & Siegrist, M. (2013). A
consumer segmentation of nutrition information use and its relation to food consumption
behavior. Food Policy, 42, 71-80. doi:10.1016/j.foodpol.2013.07.003

Wells, W. D. (1975). Psychographics: A critical review. Journal of Marketing, 12, 196-213.
Retrieved from
http://www.jstor.org/discover/10.2307/3150443?uid=3739216&uid=2&uid=4&sid=2110316
1350863

Wertenbroch, K., & Skiera, B. (2002). Measuring consumers’ willingness to pay at the point
of purchase. Journal of Marketing Research, 39, 228-241. Retrieved from
http://www.jstor.org/discover/10.2307/1558488?uid=3739216&uid=2&uid=4&sid=2110316
3407653

Wycherley, A., McCarthy, M., & Cowan, C. (2008). Speciality food orientation of food related
lifestyle (FRL) segments in Great Britain. Food Quality and Preference, 19, 498-510.
doi:10.1016/j.foodqual.2008.02.006

Xu, P, Zeng, Y., Fong, Q., Lone, T., & Liu, Y. (2012). Chinese consumers’ willingness to pay
for green and eco-labeled seafood. Food Control, 28, 74-82.
doi:10.1016/j.foodcont.2012.04.008

Zander, K., & Hamm, U. (2010). Consumer preferences for additional ethical attributes of
organic food. Food Quality and Preference, 21, 495-503. doi:10.1016/j.foodqual.2010.01.006
Zhang, L., & Wu, Y. (2012). Market segmentation and willingness to pay for green electricity
among urban residents in China: The case of Jiangsu Province. Energy Policy, 51, 514-523.
doi:10.1016/j.enpol.2012.08.053


http://ac.els-cdn.com/S0309174010003372/1-s2.0-S0309174010003372-main.pdf?_tid=e001eeba-72f9-11e3-969f-00000aacb360&acdnat=1388590508_6958f3c134d611a484a84699a4fc7a1f
http://ac.els-cdn.com/S0306919213001000/1-s2.0-S0306919213001000-main.pdf?_tid=df0a17c4-7927-11e3-9478-00000aacb362&acdnat=1389269970_d63ac7d07068389b8c5c0dc768617702
http://www.jstor.org/discover/10.2307/3150443?uid=3739216&uid=2&uid=4&sid=21103161350863
http://www.jstor.org/discover/10.2307/3150443?uid=3739216&uid=2&uid=4&sid=21103161350863
http://www.jstor.org/discover/10.2307/1558488?uid=3739216&uid=2&uid=4&sid=21103163407653
http://www.jstor.org/discover/10.2307/1558488?uid=3739216&uid=2&uid=4&sid=211031

