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Abstract

Coffee has became the product that public consume everyday under the influence of
foreign countries annually, imports of coffee has increased. 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. This
study, focus on 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.

Keywords: food culture, organic coffee, green marketing
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B2 45 (Introduction)

1.1 Pz AT BB (Background and Motives of Study)
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B RAE L T T A AE R A Y > mT A T R Y B EE oot M E V5 3 E BRI
BHZ I EZ SRS AR - RHHVPERSE » NRAVATS/KCPE GBS -
TEECE A I ERIR RIS - T84 ) E(ELHET PRI AL - SERIERHVAR
B G H e BRGNS aYIIA S B2 F5AA S
AYEESE -

B\ EE AR R S Hi ek - PRI B AR - Blta R eIy Ze &t - 28
Misisia Rt R HELERYIVHE B R RBIZE - RYAS&H KRR ATE
EREIIHTREREERY - A EFRBIZEZ LIMLU A REER B AR S E AN
ERTE A IR - (E(EAE E S (R PR CRaERTRTTE T AR A VB Sl
FEIRERPSC R BEE - AR EmERA AR AT EEN RS E LI LR
o AEAR SRR - SRR SR BEN I - A BGEEA S HHE B - N
FENOFE ARG - B a8 gy R (EESL - 2005) -

AREENFHRELEHATRRFTERE £ 888 R AL - 1924
FIEBESRLUR T L Steiner E & L2 B AT SER S A (Daniel, 2006; Mansvelt,
Stobbelaar, & Hendriks, 1998; Rigby, Céceres, 2001; \Vereijken, Gelder, & Baars, 1997) >
BB SR R SRS IR e e E R F YRR SR B TR Ry T Iem&EE
MAZFEFHER - ARESERIE AR T 85 AR REREMNAERT - A st
EHERAEEYE - s/ K L& IROR S AR R PR E H 280 - WS4 5 AL
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Coffee Organization, ICO, 2010) » 2012 1[5 ~ fRZE T 5 B Ay ks & &[5
L3411 10 %(ICO, 2013) - {4 2014 4F 1CO AYSIEAYE( L A& Hmk (G B r
MR ZR A BT EGHRAY —TRER SR » 2R BRI IIESY A CUREZET ] - 41 2012 A5
BB AN E R - DIBUNBIZONE % » 7l R 25 [ 1201 7 ~ B
] 908 AT ~ R 869 AT~ FHEE 858 AT~ £ 788 AT LAK HA 732 AfT
M &EEE 2012 FHEE I 0.7 A7 IREARZ 732 A frAHEL » 224 1000 fZHY
72pE - BURIMYETSE G BN #E HEARARHINIRZER -

PR OraE B R RSV TEEE - AR A (organic farming) B8R B fraE B ZRERET
AR — - B AR AR EYH A R R T A - DR BB R
{BEE— AR EYIHYE AL = (3T 2 - DU (R e 2R | A A
A F SRR - AR AR IR RIS 215 b IR SR AR YRS
I Y S B — AN s 5 (EAE AR XS S R S AR ke B
A2 PRI AR DA AORSCICAR T s e o M 2 A TR Ry AT E ~ A TR
HERENRE - BEERBEELIZ/VEIEE 2 » BAHTE E I -

1.2 B#5E HH#Y(Purpose of Research)
IKIALA BT R st Ei - tHSE H VAR ¢
afRaT =TS EE Y T AR R MR R -
b.ERETE A BB A T REEER , AURRRE -
CAX T MmN E Y BRI AVRRAIEE -
d.BREt iR E T AERRE | HHEE IR 2 AR E B A
e AR T e R E T ADEIURE | BRI < B A TRy T FRAHE R
EMAAERE



FTTE RS (Literature Review)

2.1 R &3 {ERYEEE (Development of Cultural Diet)

e T A H VAR A Ry At dpt i B B SR S » PR (O3 e » B R 508
FEZHVE TR - SRR ELTAEEES Ak E PEIKENEE » DS
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TEAHE ~ B an R AE AU fe 2014 e BN B ERE T
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2.1.1 AT T E
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2.1.2 FH Lmjrf
2.2 B B3 (Awareness of Organic Food)

o HERG N R E LA b - K08 B 4E M T &SRB — (&0
HUERE - ATHSIAE T Bk BRI 2 B A R A N B B 1T R BLRE T
1Y REHE R 2= (Soler, Gil, & Sanchez, 2002; Freeland-Graves & Nitzke, 2002) - A=



s Ry MBS ARG - BUNMBE REINE & - ZiEEAHRIIRIS  BHEEE
SARERIE T IRAREmIRE - MG BMET Ry o 2 on R ey B M ]
PAREZE snfE 85 BT A RAFTER © A E B IR IE s A
Y B AR P B I B A M 7E Sa(Gracia & Magistris, 2007; Santucci, Marino,
Schifani, & Zanoli, 1999) - 3ifi HOMEH IS LA Ra RS B B By
EE K Z (Idda, Madau, & Pulina, 2008; Gracia & Magistris, 2007; Santucci, 1999) -

Kumar F1 Ali(2011) 7347 BN R M E B A TR E an B BN R - S REURH
HE BN ARESE A e R EHEE AR BT A DA E SR 20
ol 25 2 35 BRIV EARESIHE RIS - EWEINEZRENEENE
FETfss BA A T AR > VEREL AP A RSV B2 A K - AR A T
E o E RN C G Ch a2 fniE 22K HY 2% (Mondelaers, Verbeke, & van
Huylenbroeck, 2009; Padel & Foster, 2005; Zanoli & Naspetti, 2002) - Briz #1 Ward(2009)
PRETPH LA H B A TRk (awareness of organic products) - &t T EREUR S
IEMEARIBLSHZa Ll 25 3 44 sy NOJ&% - HEERE - KEWABEE
HHA FEIRA RS SRR MR - IEREFE e —(HL) © AEfH AR 5=
HEEHAREEDIERAEEEER -

AAMHEBIAE RSSO S EE HATEE T A EEEAEERERE
AVIIIRE ~ R OREE - DUR RN T E B 7 NI I A TR 08
e lon 822 (] N\ (8 (H B 1 (5 2y 42 JE U BE (ethical lifestyle) (Schifferstein & Oude
Ophuis, 1998) » EEHYIZ AL ECREEE » Chen(2009)hH 5T 45 5 i R Y AL T AURE ¥
AP LHIREE A EREHREMEAYRZZE - Michaelidou 71 Hassan(2010)#5E A ~
R A &~ TRHIERDHEEREE - SR RZRAMHBIMEBI A R E E ml Vi E R
7] > SRRGS RN B AR TS A AR B A R S R YRR A BEE VAR - 2 = B
HAEWELERE T AREEDNRE - NMETTEIEEEHAREE LR
SEEER - W B R R EANEL TS AR -

FH LA ERYSORREEEE - R BT FEEE . (HD) - JHE A A E S L e S A4



SERIER AR E AR -
2.3 BEE = Fa(Purchase Intention)

R AT N — (2 2 FHEF A E R OB N R PR - R AR E
JR AT AR E T By - Lin F1 Chen(2006)37 Ry i S BH il 7F A TR R 17 Ry EEEE
EIE - Engel (2006):% /it H R (Purchase Intention)/& H & & Al E 2 o
Schiffman ~ Kanuk F1 AKili(2004)3 /58 B S R 208 & s B R IH A iy vl A
M - R T88 A B 80 Al E B A TRDH & Z BT RS 220 THHITE H (Morwitz
& Schmittlein, 1992) - &R Bl —fg R A anfE Ti53H & b - E DUEREEARE
MHEE TS - MR HENRR A —EBEHTEEE - Fishbein f1 Ajzen(1975)%
/] DUE HIETEETT RyEiEm(Theory of Reasoned Action, TRA) » PRa i B AT E & in
AVENTATIERR TR Z [ RYRR % - TR RURIBRELEERIIN R - WA TRE
2 v 1Y i E R FE A M E RE Y 81 M (Arvola, Vassallo, Dean, Lampila, Saba,
Lahteenmaki, & Shepherd, 2008) - 528 R & 1% E BN R AN(EISHY(IE5H (Alford
& Biswas, 2002; Lichtenstein, Ridgway, & Netemeyer, 1993) - 7 51y 2h% & (Johnson
& Russo, 1984) ~ L& ERD HE & A B Bz Ll F (Quester & Smart, 1998; Sultan,
1999) - [ & & & A iR HIEOR - IRV ERIH B L & 25 (Dodds & Monroe,
1991) -

IEE A % 3R 7 1 2 T OB B A B RR TS A] DUYH IS B 7 |1 (Chen, 2007; De
Magistris & Gracia, 2008; Dean, Raats, & Shepherd, 2008; Honkanen, Verplanken, &
Olsen, 2006; Michaelidou & Hassan, 2008, 2010; Saba & Messina, 2003; Tarkiainen &

Sundaqvist, 2005) - %A AR HIEREE R RIERR A2 28 ~ (LERADHR - AEEmie
PRI EEREER TR SR > A R DR R A B 2R EE » ot Zesa ~ ) 10T
Bl IR L - HEGRE  BYet e R LR TR E B W AR E
FE LA FFELHEE) - (2 SRS A F BT FEss s - RAUME & (E B E
ARV A - SRR TR A A T L HYJEUR (Aschemann, Hamm,
Naspetti, & Zanoli, 2007) - ELEA [E] o BRI R B2 A PR e M S R o 3



B EmNZ 2 MBS E ARSI RN E S - LLERERIVSEEEE B
M E HET 2 (Bl > 1999) -

IR R SR B H 2inhy - BE RIS S RS - RS E— Pk - =] DARE
1 7 %FE EFEFRIRAYE S (Huxley, Lee, Barzi, Timmermeister, Czernichow, Perkovic,
Grobbee, Batty, & Woodward, 2009) - f&iFd Utrecht AELEZEE thy 313} 40,011 Fy 2Bl
F o i 10 FRVEEIR T B2 - SRS 3 PRLA_ERYIIGEER - W BB 42 %
SR AU FRORHIIRE - DTFTaS RSN B S R AR E AR T g1
(B M IR I RE I s B Y% 2[R 2% (De Magistris & Gracia, 2008) - AhHZTHEE]
NEATERIREHHE S H AR E B e G A= > Hr Gleim
Smith ~ Andrews A1 Cronin(2013)f/152 5 & & E sk i inUIE E R A - R M B & &
b R4l e~ At~ S RISk L VU(ERHAG - 45ERBR A A AR TR AR B 2 4k e
G E B A B 2R - Liang #1 Lim(2010)IA90 & E T B & [E4R LS
H B (buying intention) » & 5 BE R {F 478 0% ¢ & (traditionalist) B 5 fz (& B = 5
(adventurous and health-conscious) fiE#A [E] 4 /S RIREH R B - $HaEES B E R
IEE SA R E =R -

SRIMAE Tsourgiannis ~ Karasavvoglou F1 Florou(2011)#Yaf5e a8 )5 & 11 4%
BRI [E T E SRR (W Y S B E (E ~ E N B YIER) ~ TR (AES
R an B ~ SRR AT R R R B ) YA [ T R R A B M R -
FE% Gleim ~ Smith ~ Andrews #1 Cronin(2013)1 Liang {1 Lim(2011)f9F4e HEEZ
PRI ~ FEEE - BOE TR ERIE AU A Z 48w S A B B B R A B MR - 47
el EEEsE AT A RIS R B B THEm B AR -
TRIRLEE SR B A E A QBN R S W0E A E AT AR DR E Ry
B EEEHAETEEIITHRE - HILARAIEEEE —(H2) - AEFVH 5
HHEREE AR R BERE =(H3) : AR IIRRH N &
ARG E B AR ER -



2.4 FEATER&(Willingness to Pay)
FfTERERL  HMEEHELE —EEL LEERZ ERNEE
(Wertenbroch & Skiera, 2002) » Zy 7 2 dmfi 45 Bl A\ —({E S EHVEUE - fEE07E

S AR B IR S B L FEE o AERRET N B A T R (- (AR AR
BRI (KOT Y ~ 22 R0 T A IR Bl s SURRE R 2 - AT ER
EEES BRI R T A A~ A E AR R BUR M E s e 2 o 1 (BB S (e
e AR E > BIENIEA T T R Ei(Zander & Hamm, 2010) - Fi 1 #ER5E0R
BA SRS HE A - BLE AT A b AR R B (E (AR S & AR R A
HHES  HEYAGNmETESE L — MRENEERYIEREN > fmiy
EREAFUIRIMHRBE - 3 HOHE SR E AR A Ui R AR EEANER
(Schifferstein & Oude Ophuis, 1998; Steptoe, Pollard, & Wardle, 1995) -

THEHEEHAREENEE T A - IR ERUEN B RS S ERE
Y25 - BEHERSA H AT A IR e o (H 2 A B MRS 1O B A rBIR A 1
R Y (B E R A P 2 Y E 22 R RE(Sanchez, Gil, & Gracia, 1998) » [N {H L&
FUE SRR T % (Govindasamy & Italia, 1999)  BIZ A ML A i B H AT R A i &
TS EAR > HETE AR RN AR A « 2RI il 5mR
& 2IAEHEEIIR T B — 2R AR RSB B A RE - BE R A tRAR
HHREEE o BEHE R4S IIRRIE & N &R R B SR & AR
& o AR TE B REHY AN [ 1 52 B0 B T Rysg BRVAR i i 11 & 400K 25 52 (Gil, Gracia,
& Sanchez, 2000) -

FEE S BB 2 B B A R E 0y A D145 - RRFENItE &k
Rl BRI - MR £ 21T Ry L8R BE 1 #Y M 2 7 (Rowlands, Scott, &
Parker, 2003) - Jang ~ Kim Al Bonn(2011)Fa 5 # Erige itk Vg BRAVRFIE - LM S
Fr oy VU AR TR BRI REH IR » &SRS ERE oy e VU BEAG B A (EAS A EE h  5
ST E A 25 LU R R i (health-conscious consumen) i % - (K7 Ry Bl AUHE &
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(adventurous consumer) ~ {57 7 ) £ 3 (convenience consumer) 1K 4 A K & &
(uninvolved consumer) - FRIERT(2008)FRET B & B AT EERIVERM B - KNS &
WA TERIRE DAIERE AT » 0 B T VBEREE |~ T BRL O ) R T BRLOMERE , =BF
SRR [FlREE Z TR A EAS B R M R - W H 38 T B R | M E S
HAEMREOHRRERR =3 2 T RirE - RFE (2008) 5 A e S S IRl ik ilE
ARRHERS > (OFBEBRVATEMRRITE T S E R T TR R TR
WEEER  oITERNBE R ARENAER - L EXRESG SRR N
FHH AR BN E AR E AT Ry o s BT (B - R s E
PO E AR R CHERS 2 P85S IR b Feiiaeru(He) « R EDHEEHY
A RIRE A E A TRy R T (B8 A IE AT

Batte ~ Hooker ~ Haab {1 Beaverson(2007) t g £I|; F & & & (¢ 15 A 1 7 Sl T A
BRI Wifem ST E » A1E7H 100 WE KA 7> > B HE SRR 2 7 (1 0.45
=70 M H S A R R PR A e 22 IR AR N SOS A 1 AR ) T s S (5 s (3
AR/ N 70 YR G LLESTIE M L % 5 0.16 27T - & 100 %A R
st 13 AYii(H - Rodriguez ~ Lacaze (1 Lupin(2007)EYbH5E H1frl fRAE B AL EE A
HyTia & > BEEE Y 2002 £ 2005 5 2 M EE A A T e e o B (AR R e Y
& Z EIHYZEEE > 4 2005 S T 2 B = 240 (E R AH 2= 6.15 % ~ ZEN(E
{iriH7 25.15 % H A A GRS -0 & (5 7% 13.66 % -

% 2.4.1.1 B{CAHE S PRk E T e A e o H BB

Ay
EREE BE O poTe WEA
(SRII) AREX 2kg  $240  $120/kg 100 %
(BF) FEIREEER(CNS —%2K) 3kg  $179  $60/kg
(BHE4TE) AT 550g $175  $0.31/g ' 949%
(HEAREE ) &84 600g $105  $0.16/g
B REER i E ik 2279 $450  $1.98/g
( FAH] Lavazza caffee creme ) B EEI 2500 $360  $1.44/g 138 %

e

BRAR © BT

11



EACORREE R - AU M B S i B HUAE LR AR A A ERS RS
AP 2 1% INAE MGG THVER 7 TS = S A R A AL A FR T E RS R
Iy llEseat 0~130 %Ll LRy (8 DA AZ 5 b 2t
2.5 IRIBEREE (Environmental Attitude)

FERG HmAR R - REFE W] 73 Ky R (affect) ~ 77 Rs(behavior) MIEE A1 (cognition) —fi
2 HURREE ABC f5((ABC model) - 158k (affect) 2222 Ry F e ¥ RE AP
JBEE > A EERRE - 17 Ky (behavior) 52 2 iy A — (AR e AR P AR S pR AU T D
AV R - EAGAE (A SRR S S A RIS I - SR (cognition) B2 22 RILE R &
{EFR PRI (E SRS - A SHE R FROVRUIL - i sER - RS BHIVEAEN > £
B AT R ~ SamERIFACHKREE -

OEE P E AR EFEEL(E N B PETT R R 7 B L — (8 A\ HYREE (Eagly
& Chaiken, 1993) - Bradley ~ Waliczek F1 Zajicek(1999)s2Z: ([ A\ 1T Fy i BEE LN 2%
ERERE AR RN R B I BIE A S B 4 - BIEANIREEI4E & (Kagiteibas,
1998) - —{E A\AYRESE o] ARG A S HITT R 2kliZg - (EAAESIT— (20 - mI 200
(ERS S IEAE I T IR B R AYRB QIR o BIANIR S B e B A oty - (BBl E
FEnn Z IR - BB R EN B AN IRRRREE 1 REE T A TR A i 5 G
- EVHIRE - AE S ERVEEEE - BINE 2 FET R RIEREE
AT DAHETE H B AR AT Ry S ST B IR R EHVREE - IO B i BT
Ty R HE A S YRR R fol - REFE 2 — (BB ERVREAE > A B REEIEE - NILRETE
NREE WS TR - A BB AT By 2] FE #% #E &7 (Himmelfarb, 1993) -
Cohen(1973)58 R B AE S T (EHG I BRI R IRAVIR . - BRI E e % S— O BRE
[ o HE B AR S R A T At (Milfont, 2007) o JREE ERIHVER 17
Bt e EEE AR AR WRMERE SR EE A AR 4 > SBh
HIARE AN F R % - (REEAFRBE/ VTR > DMEEBENAESE
(Grunert & Juhl, 1995) -

Fo AR RR i U B A R A B M8 N AR - B (2006) bt

12



FEAN T A (5 P O BR B RE RN AV AU RE R & 2 TRV B (3 > &SRB A [F AR TS
TEREH Y & R RR FE R =) th & A R 6] - Ray(2000)— 35 ol KBRS R
BrHVEER 2 HEHRBZ  BEERE - I H S REUK @Y A el - Mt
BNy T AME £ R E o WERRRERIA R IIR 4 o BRORERAY SR - BRINA
RREZ IR - E2FGEUHEENER - WEmEEEBEET S NLIERE -
Shrum ~ Mccarty F1 Lowrey(1995)F1| i A= ERIRE DS EEILAE Ty - 1514k EUHE
FHYLERREN - TR ERRE AR A - WA EAS ESREL UEEE - Kim F
Weiler(2013)PRET PR ERA LT T RAVEEE RESE - PREEEF RPN E B & IRARIEE » 77
A By = B B2 B8 & (high environmental attitude) £ {5 2% 5% 5 /& (low environmental
attitude) > B FEEERBURRI(E A R BEAG HRITRRE A S A R R - SR
REFELLRIR I RE A B R AR AT A -

FHEA ESORREEE - SR FE e /N (H6) - REIATERIRSHHE IR > EATE
RN EE HEBR R R ARSI (4 o

2.6 4= EAURE(Lifestyle)

AERIRE Rt g b B e —(E A A E T B A TE A BRI ~ SRS
{BHYA [E] 1T 23R A E (E 58 RV SR - AR R (R aV R B B EER R
IV REE F(Kotler & Keller, 2006) - [fj 4= G RIREAYVIH SRR Kelly(1955)Friz iy
A T RR T AF R A IR G 21 (Theory of Personal Construct) » 52 Ry {ERGE S &Y
HOAA O S » BEEI/MERIEIEE > D EEBMA LR -

IR T —EELR B HEB IR ANEE e &SI EEE
B MFFE - MRS DHEEINERE T e EEES - FlroAEmimkzE - 25
RSB R ERr S R H I - P EE DT T A B IR
BHEEE  QIRRA L - EEEY SR E SRR RR - £/ERRE ] IR
FEEZIHEHEIENE - DRI SEE T EE SRR (Wells, 1975) - A /HERYREIE R EL
1A BAHE 2 T S {EE RS > T S BR B O IRN  A(EE R ARG R - A
I — 2R o] DU 5 B = i 2 L Y T s Bl (Demby, 1974) -

13



EIEAREE I EEMENRR A A FRg23 555 HE A
FURIHESS - SEE A T S IR IR Y 25 e - FLAAA SR e (R At 3 20 8U8E - AIERIR R
s BIYIEAITIA 5 5 8 B A T e i 25 211 7 (R 22 (Chen, 2007; Durham
& Andrade, 2005; McEachern & Willock, 2004; Michaelidou & Hassan, 2008, 2010;
Tarkiainen & Sundqvist, 2005) - Ei—f%(HLE M EEME 2 T » AREERTHEED
FFOA R S R DR L aa A - R E RIR A R (RET % - AEE
FEAYIEE H OIS B E N - AN e T IRAR BRI AE FEYE - At
YRR BEYIEAED T - OHEEIEUEREE Bl SR o B AR iy /R
>K(Bruhn, 2002; Chen, 2007; Durham & Andrade, 2005; Gracia & de Magistris, 2008;
Haghiri, Hobbs, & McNamara, 2009; Magnusson, Arvola, Hursti, Aberg, & Sjoden, 2003;
Wier, O’Doherty Jensen, Andersen, & Millock, 2008) - 55— 51h @ {@EERDE - =&
BanZ e BYIRYCRIR E B EERE - B2 DS B B8R S 2 g B A e
JEE Y JE Rl (Chen, 2009; Haghiri et al., 2009; Magnusson et al., 2003; Makatouni, 2002;
McEachern & McClean, 2002; Mondelaers, Verbeke, & van Huylenbroeck, 2009; Padel
& Foster, 2005; Zanoli & Naspetti, 2002) - ft7efs HIEEE A% HE EEE E2A0
HULERNZR @ BU#ERE - S8 e iy 88 A Rk (Buder, Hamm, Bickel, Bien,
& Michels, 2010) -

AR A [F AR TS AL R O B A R B R S R S AR -
Jang ~ Kim #1 Bonn(2010)#%5T Y AV E B EREGR E g8 BEIVRE - ROHE & 7
R PO RS » A DL B i R A2 VS AU R (food-related lifestyle) A& e o » Mt fig 25 (a0 R
JEREF AT B Ak (0 B BRI Y BEE RS 1 BT R B 1) 2 AT 2= 321 » Liang #1 Lim(2011)
PR S EEEHR EEET Ry R4S IR B B iR > 3
WA EMEHHFEEH e mEE 5 CIEERRY - TERE - e - g
e (MR ~ Bl Pg AU A)BYERITT Aandg EREET Mg RS =R -
Gilg ~ Barr #(1 Ford(2005)# /A= MR (lifestyle)R R 2 & o7 R VURE » ((IEHHEREES
BN AR Sy » WS SR (% 3 25 (Committed Environmentalists, Group 1)&—

14



{EZMBAYEERS - I G E S YR DL AT A S ps 5 TR G R
I% £ F # (Mainstream Environmentalists, Group 2) - {# i = {& F # (Occasional
Environmentalists, Group 3)F13EEE & I F(Non-Environmentalists, Group 4) - [fjzEPu
TUMERRE 2 IRVt L e &R B SRl ~ MRl REEA L WA LR BRI HE
BBV - SR DL ESUR QORI HE RS TE AR dalky - AR A s > R AVS
RIRE R T el & o B T B Ay H AR A

2.7 {5t 7£A(Contingent Valuation Method, CVM)

AIEFATERBA 2 s E RS E TS 0T et E SRS Y
<%HA(Hanemann, 1984) - £ 5 2 Ciriacy-Wantrup(1947)FfeH > FHAWTSE 5 A
PREEEE AERAE L FERHERENM S - i EEAKE - ERER 2
SRR %/ s AR AR BRI AR Y IS (Carson, 1997) - [t ARIEEET—1(H
e tEmis > MIAEEGHEEZNE R EBE LI E - FEE ST ERE
(Willingness to Pay, WTP)Eid Jif = #7< F(E kS (Willingness to accept, WTA) » 2 1& Rl
MR TS SRS & B B E S (LB R EREE R - PIANMmEEETT
SR(Boccaletti & Nardella, 2000)f15 2 2 i (Gil, Gracia, & Sanchez, 2000) -

frfFar At ARy A E T 2000 R B )% (open-ended method) ~ 55 {E7 72 (bidding
game) ~ Z{--K7£(payment card format)Eid — 473545 £ (dichotomous choice method)Pd
T - AWTFEPRE N E A ARy B (HERS - SRAIEIPAZEI A © 1 Bishop A
Heberlein(1979)fx R A2 ! - (At ¥ i TS HVaHEYISG T 2o H (iR E &40 -
&z ed T2 BT IR LS o It R LS > R (single-bounded
dichotomous choice)  jfij#& Carson ~ Hanemann and Mitchell(1986)f¢ H &£ 5L — 43545
(double-bounded dichotomous choice) - 1] & T FFFEARGH M - AR EE R — 9 A iR
BA L EERE NS S » e Zai a2 G RE S B2 Z8i#E
(O TP TS S B e s B Ry ] (SR B AR R 2 - 2001) © ASBH TR L T7 A MR IR E %
H BRSNS RS > B8 O T TR R A AR 2 S AR S &
AILL 0 %I -
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2.8 B3R ZERE Y SRk 2% (Literature of Framework of Study)

R Putting their money where their mouths are: Consumer willingness to pay for multi-
#krd |ingredient, processed organic food products. Food Policy(Batte, Hooker, Haab, &
(—) (Beaverson, 2007)
- 2003 7 10 HEL 11 A AR EREZ BN EHmm - 2 —F 287
i 13:00~18:00 H i LHIMZFEENE ~ W AL AL AR R AL/ N TP A RS 5 I HY
—) SHERE TR R - PLAMNGELEMESAEESE » 1Y 2004 £ 3 HAEEHmAm AL EHY
FIR RS (R ) BT EHE -
FEAT LB a B Y

e RERE \

7u (eI}
e HEHTL BB
=) AN T s /

IR

Zo
ggﬁ Eating green consumers’ willingness to adopt ecological food consumption
=) behaviors(Tobler, Visschers, & Siegrist, 2011)
ISR It 2010 25 BB AR AT AHE » AT RIS b
(=) RIES T EAG -

31l > BB S BRI A
w5e
ZrE [aRAS=ps R & HZ R
(=) c
BRI

w5e Chi -
sprm inese consumers willingness to pay for green and eco-labeled seafood(Xu, Zeng, Fong,
=) Lone, & Liu, 2012).
b A B B A LA KRS - ST IREAB A
B
(=)
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BisE
AfE
(=)

[SRASSE B (ERS

LR

LA YSY

el

SETEE

e
|
()

Willingness to pay for organic products: Differences between virtue and vice foods.( Doorn
& Verhoef, 2011)

il 3
Dapes
(1)

Gy PO{ERE E

(D)L R R =4 B A B AR E s A ENE -

(2)1%¢ GfK Panel Services Benelux {48 _F 44 B i M & & T AR 2 -
(3)233 firfar B A EEAYER AL A T 2x2 2 B E B ([ BDM JES [HFR{HEK) -
(A){e1ar Rl GFK SR i I H DA B 6 1 ol 2R e Fo B AN

w5E
8
()

= HENY B

A

E (B
(ERIECS

(i
nTug=| v

ETE JLNEEN SRR SRR

Hfi B
N
SE?\

w5
|
(f)

Eating clean and green? Investigating consumer motivations towards the purchase off
organic food(Smith & Paladino, 2010).

Lz
Valry
(#)

(EFIEfER - 28 RFE & 18~30 g REHTRES: » Dite A e i
BHETSINIE -
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FE=E H5EJ57A(Methodology)

3.1 B5EZERE (Framework of Study)

HcEEA ST H AV EL Bl BERE sl - AW ZE 4 E 3.1.1 ARPRET A E 1148 %
SHAWESEAREE R OAZRME - W AR EEIVAERIRR %
EEESE - HAKEEER - A - BRIRRE T B ER A Z R -

&R R —H1—~ AR E R

i

e

H2 T
: R | | R

| <
N

3.1.1 HHe A AElE

A BRI R R <H3-

3.2 IH5ERE% (Hypotheses of Study)

H1 : FAEMH&EHRIVHE S S AREELNERAEEEER
H2 : REH & RIVHE S HA R EE SRR 2R
H3 : REIAEJERIREH HE & A RIS S SRR A B 2 R
H4 : REAERIREHHE & S A RIS R ES A B 2 R
H5 : RE4EHEH HE S H AR E I E A E =R
H6 : A4 ERIREH B IR S AR A R
3.3 WHZE %5 (Sample)
AW Ll e B R 2T HELE - ST FERe 18 BRLA B YR T E

URAY R & -

3.4 #1117 7% (Data Collection)

LLoy I RE IR - G HTREEE E St E 2w - ZI0 2 - iR
SEOMEEE T - BRI A Ry S T YR L R A B SR A R Rl S A B & - SR
AR ~ ACE - ANCVERE ~ SOmEim B AR R Z - RS T
BATHE A A LB R -
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% 3.4.1 G B TR SRR

&

DERE A AR R T

E(EL N

ADB

EE

AR BT IIECR B JE)
SF ek
ZEEnYERE Daughter Café

5

25,904

LI

Starbucks(751-&)
Starbucks(FA @)
Starbucks(ZE &R )
B2 (i HEEEZER T )

AT T = IR (Rl R ) 5)
FHEZUMYE (P LLARER)E)
FIEEOE(S HEA R E T )
EEYECRmETT)
D R (e I S

24

135,022

EEE

Starbucks(=# /= 2F9)
Starbucks(KJEE BT )
Starbucks(752 =)
Starbucks(/S %)
Starbucks(EFHE 2 7)
Starbucks (5259 )
Starbucks (#239)
28 (S E P
28z (S 2P I)
B2 (=B R )
A7 BE A IR (BH k)
FIERUIYEGHT Y =2 & S E)
FHRMYEGEBREE)E)
EHEIYEHR R T)
SIEIYECEHE ETT)
HOLA

34

195,373

PR

85 [ C(ffe itmI5)
85 [ C(mkfEA BS)
Z0Z (R EFEET )
20 Z (S e R T )
EREIMYEEETH)

31

177,477

—y [=]
=RE

Starbucks(7&%E S f#7)
Starbucks(-4=[9)
Starbucks(XJEFT )
Starbucks(FHz )

61

348,595
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&

DERE A AR R T

EUEL N

ADB

85 [& C(=ilfiHEE)

85 [& C(=ilfEREJE)

A (E R BT )
EHEYE(HEE )
EHEImYE(E IR )
EHEIYECH L)
EHEMYECR &)

IR IYE DUTTY COFFEE
FHRE

36 R IEERE

5 m%)%( B2E)

i B (S R T AT E)

L

Starbucks(t-&)
Starbucks (/= H IEF9 1)
85 [T C(=lft/\fE]5)

85 [& C(=lE{E I 5)
EHEMYEGEFFTH)
EREIIECE L)

<= Fl[njngk

HEFEFFIE

ninEARIE

51,158

A&

Starbucks (Z9 )

85 ¥ C(mEtEE)
8z (AP
8z (SR EIFT )
EHEIYECREFTH)
EHERIIYE(E SR

i E B (EHEARILEE)
Always a+ café

A A IEE In Lane

Aroma cafe live « FREIRLE

28,050

Starbucks(VU4fE EA# 1)
Starbucks(F 49 h)
Starbucks(= iz H P )
Starbucks(=2%F9)
Starbucks (Z[E )
Starbucks (EHLFIT)
85 & C(=iffH 1E)E)

31

177,796
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&

DERE A AR R T

EUEL N

ADB

I 2 (S HESABFT )
202 (S =R )
AR AT e CLALE)
AR IR (RI~F)5)
AR IE(HR LLE)
FHZYECRGAI)E)
HEIIYE(LU4ERT )
Qubit Cafe #ir{tzE A
Ik &k P 5%

a5 e (= R4 5)
s (EHEEH)E)

RiISHE

Starbucks(HH . —Fq)
Starbucks(EEHF )
85 [T C(=fE=1E k)
85 [& C(=lfEk SE)
8 (ElfE— L)
FHEZUYEEERFE)
EHEIIE(— 0 )
EIEMIYECEEERTT)
EE ATk

HomE (R EE)

34

194,866

BEE

29,061

/INEE

ZHLZ (Sl NEFT )

156,101

RULLIE

85 [ C(RlLLILLE)
85 [ C(RlLLIZHE)
85 [ C(RLLLISTEE)
ZHZ (BULLFFT)
ZHIZ (BULLAZRSZAE)
2l Z (BULLE =T )
A = IR COE )
FHENYECOE S BRLLIE)
ERIMYECTER )
SV CaERRil)
HOLA

62

352,430

MEE

85 [& C(f= HEMREE)
ZHZ (SR E )

13

70,375

REE

110,392

REE

Starbucks({fFEER)

43,417
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I sk aE A R EF i TR | AOE
Starbucks(F Ak )
PIHEMYE(SEERRAE)
A& (A2 (SERARTT) 6 34,031
e 85 & C(= - HE)
FRE o5 1 (-t is) 1 79,230
EME |Starbucks(S#EEFEFITH) 8 43,782
|85 & C(S MR LLIE)
PO | st ) 1 97,838
& 0 36,997
E A 0 30,562
HEE 0 7,747
(S pEA 0 29,801
BRI |85 B C(EIT/EZE)E) 10 53,004
N & 0 29,195
il 0 30,890
KT 0 14,134
SRPEE 0 19,937
HEE 0 36,372
HELIIE |85 & C(SMELLE) 7 38,597
EEE 0 41,700
INEEE 0 13,937
BRI 0 6,452
& 0 12,591
A& 0 15,364
M 0 1,818
BRI 0 4,423
ABEE 0 3,144

ZRACH © FUE BT 2R EaAE A\ LIfaT

3.5 & Exat(Design of Questionnaire)

G & P o0 I H B Y 114655 i (social demographic) ~ JF#: 2 B A T ZE fnfY
= &% (awareness of organic food) - /% & = JfH (purchase intention) - IE 5% FE &
(environmental attitudes) ~ 2= JERIFE (lifestyle) FIFE{T{E 4% (willingness to pay) AV E X
ELUETHARRITT I -
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3.5.1 #+ &L &R &= (Social Demographic)

e ge G i e &£ s 88 15 2% Bellows ~ Alcaraz {1 Hallman(2010) ~
Chang #11 Chin(2010)~Hyllegard - Yan~Ogle A1 Attmann(2011) -Horst #{1 Siegrist(2011)
Jin A1 Han(2014) - Kasteridis #1 Yen(2012) -~ Loo ~ Caputo -~ Caputo #1 Ricke(2011) ~
Maurache ~ Tempesta #1 Vecchiato(2013) - Michaelidou #1 Hassan(2010) ~ Nie A
Zepeda(2011) ~ Nguyen ~ Nguyen A1 Barrett(2008) ~ Nirmala #/1 Dewi(2011) - Ramayah -
Lee 1 Mohamad(2010) -~ Visschers ~ Hartmann ~ Leins-Hess ~ Dohle #[1 Siegrist(2013) ~
Xu ~ Zeng ~ Fong ~ Lone #1 Liu(2012) - Zander #1 Hamm(2010)b,_F YTk » I
s PUTNHYEE (7% 3.5.1.1) -

MGG TS I SN E A E IR A ~ BEE - B - SR ~ 55
A~ R R AR E DR P SRR RSP R B
BRI > S59NHEE IR  BOE T2 EEE A H AR S BE I A NI
FPRE -

7 35.1.1 ﬁm@'ﬁg%

SBIHM | BdEEA EENE B | F gk
a.Nie &
Zepeda(2011
)
b.Loo et
1R 10% O al.(2011)
o Gender a Male [ JFemale cBellows &
b.Gender b.[ JMale [ JFemale Hallman(201
: A
c.Gender c.[ IMale [ JFemale
d.Gender Nominal | d.[ ]Male [ ]JFemale d;;zlzlggﬁgd et
e.Gender scale |e.[ JMale [ JFemale eCHang 2
f.Gender f. JMale [ JFemale .Chin(2010)
ﬁ.genger 9. Male [ JFemale fNguyen et
 aender h[Male [JFemale al.(2008)
- oender i. JMale [ JFemale g.Zander &
Hamm(2010
)
h.Nirmala &
Dewi(2011)
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BB B BENE 5 PR
i.Xu et
al.(2012)
2.[120(&)2LF [J21~30 []31~40
[141~50 [ 151 BB E a.Kasteridis &
[]20~30 []30~40 ) \Nfen(ZOlZ) o
. [J40~50  [J55 mkbA b 1€
i:z% a[Jage=40 [Jage 41-64 [ Jage=65 )Zepeda(201l
b.Age b.[ JLess than 25[ ]25-34 [ 135-44 c.Loo ot
c.Age [ ]45-54 [ ]55-64 [[IMore than 65 | 41.(2011)
d.Age group | Ordinal | c.[]18-24 years [ ]25-34 years d.Bellows et
e.Age scale [ 135-44 years [ ]45-54 years al.(2010)
f.Age of test [155-64 year [ 165 years or older e.Nguyen et
persons d.[]18-32 []33-41 []42-51 []52-64 al.(2008)
(years) [Jover 65 f.Zander &
g.Age e[ ]21-30 131-45 Hamm(2010
f.[ ]18-29 [ 130-39 [ ]40-49 [ ]50-64 g.?\lirmala &
[_Jolder than 64 Dewi(2011)
g.[ 115-19 [ 120-24 [ ]25-30
SLEHEMUT L)
(&R [IRE  [HA%AT
3R a.[_JHigh school [ISome college a.Kasteridis &
a.Educational [ICollege Yen(2012)
i : b.Nie &
level b.[_]<High school [ |Highr school
b.Educational [ |Technical degree [ ]Some college Zepeda(2011
backgrpund [_l4-Year college [ Graduate school c.?_oo ot
c.Educational [“JGraduate degree al (2011)
level c.[JLess than high school [ High school/GED | d.Bellows et
d'E(\j/léfat'onal Ordinal | [ |Some college [ ] 2-Year College| al.(2010)
. scale Degree(Associate) [ |  4-Year College| e.Nguyen et
e.Educational
level Degree(BA, BS) [ JMaster’s Degrees al.(2008)
f.Higher [ |Doctoral Degrees [ ] Professional f'ﬁzrr'gﬁ]r(zmg‘
education Degree(MD, JD)
(years of d.[ |Below high school [ ]High school grade ) .

. g.Nirmala &
school _V|S|t) [ 1Some college [ ICollege degree+ Dewi(2011)
g.Education e.[_]<Bachelor []=Bachelor h XU et
h.Education f[ 110 and less []12 and more al.(2012)
g.L_High school [ |Diploma
[ |Bachelor [ |Master
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SIHAA [ BERA LEEAE 5 TR
h.[_]Middle school or lower
[ High school or technology school
[ 12 Year or 4 year college
47 RERE (B
=ZHC) 4L VNZA9 BREATF) IR (20 Z 60 %)
RIEERL A EEINCEDERGE ) .
aFamily CVNZAS L) A F 6050 | *50 oot
i [ A(60 Bl F)(FTE388) .
b.Children less D’&j\ [ VN 5 @LY\‘F [ VINZ 6~17 ﬁ b.Loo et
than 18 years| o4 a.[ Jadults [ ]children <5 years al.(2011)
rdinal .
living  with| ccale [_|children 6-17 years c.Bellows et
you b.[J0 [J1 (]2 [13 []>3 al.(2010)
c.Adults in the c.[_ISingle adult hhid [ |Double adult hhid d.Xu et
household Extended adult hhid (3+) . i}léﬁ?alfger N
d.tCr:]rglldren in d.IYes [INo al.(2013)
e.[ 11 Person [ |2 Person [ |3 Person
household [_]4 Person [ |More than 4
e.Household
size
S.x h g
] a.Jin &
RIEVEPRE _|s[0F [ Han(2014)
aHistory ~ of| Nominal a.[_JYes [ INo b.Horst &
TOOd borne|  scale b.[ JYes [ |No Siegrist(2011
illness )
b.Chronic
illness
6.57 o 75 4 B 65 [ a.Michaelidou
B . &
é/:(*;?’f-’%lj Nominal | a.[ |Yes [ INo Hassan(2010
a.Die; = scale bD\E(Ies INo bi/' ) t
b.Special diet e Ua 'a||_?;%1%r)s °
1[JEAN CIABAE [LEEE
7 B Cletbmbee CEsE e
aCurent || CUERE Oemse  D8% aRamayah et
ominal al. (2010)
employment scale Dﬁ‘:ﬁ]‘—m . - b.Nirmala &
category [JEABANE [[BMEHEE Dewi(2011)
b.Job [IAR%2% (JEBE 8IS
BEREES (124 [JHM
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a.[_JUnemployed/student
[ | Support staff / non-executive staff /
administrative
[ | Professional staff / supervisor / leader /
engineer [_IMiddle management
[ |Top management [ ]Others
b.[ |Student [_|Employee, etc
8.[]10,000(&)LL ™ []10,001~20,000
[ 120,001~30,000 [ ]30,001~40,000
[ 140,001~50,000 [ ]50,001~60,000
[ 160,001~70,000 [ ]70,001~80,000
[180,001~90,000 []90,001~100,000
1 e b
8.1\ T3 CHOB000FTEMEIILE
L&l Ll & 1-2 55T
AHUBA) ™" W S
(12 & 1-3 Eoul I8 HE~4 T
(EPNCONCE! A A A
el HUCA) Y o) 4 a.Nie
(&) §5) 16 & 1~7& (17 1-8 & Zepeda(2011
L{Q]\WY/R [(8&E =95 [1951-10 % )
a.Financial (10 &L E [ 110,000 jTBA D b.Loo et
situation [1]10,001~20,000 5t []20,001~30,000 al.(2011)
b.Average []30,001~40,000 yT [ ]40,001 jTLL | c.Bellows et
housefold | . |alJ<$ 15000 [J$ 15,000-29,999 daN'-(2010)
income ' 'I”a []$ 30,000-44,999 []$ 45,000-75,000 ' |g%%% et
c.Income level | SC@l€ []>$ 75,000 al.( )
d.Income/Mon ’ ezander &
h b.[ ]Less than $15,000 [ ]$15,000-$19,999 Hamm (2012
e.Income  per [ 1$20,000-$29,999 [ ]$30,000-$39,999 )
'household [ 1$40,000-$49,999 [ ]$50,000-$59,999 f.Nirmala &
member per [1$60,000-$69,999 [ ]$70,000-$79,999 Dewi(2011)
month [ 1$80,000-$89,999 [ ]$90,000-$99,999 g.-Xu et
f.Income [ ]More than $100,000 al.(2012)
g-Household c[1<$ 25K []$ 25-34,999K
monthly [1$ 35-49,999K [ ]$ 50-74,999K
Income [J$ 75-99,999K []$ 100+K
d.[]<$ US120 [1=$ 120
e.[ Ibelow 600€ [ ]600€ to below 1200€
[ ]1200€ to below 1800€
[ ]1800€ to below 2400€
[ ]2400€ to below 3000€
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EIATE  |BEEA BEENE 5 >R
[ ]3000€ and more

f.[ I<IDR 500.000 40 19
[ JIDR 500.000-IDR 999.999
[ ]IDR 1.000.000-IDR 2.999.999
[ ]IDR 3.000.000-IDR 5.000.000
[ >IDR 5.000.000

g.L 2500 Chinese Yuan or less
[ 125016000 Chinese Yuan
[ 16001 Chinese Yuan

L3
a.Race/Ethnici
ty
b.Race
c.Ethnicity

Nominal
scale

LFERER LEm A DERA
LW AN LDEMmS CIHEAM
LEERLIFEFEA

Ex AWM AN LEA

a.[ |White [ |Black [_|Other race

b.[ Jwhite [ ]JAfrican American [ |Hispanic
[ JAsian [ |Native American [ |Other
c.[ JCaucasian [ JHispanic/Latino

[ JAfrican-Americans

[ JAsian [ |Other

a.Kasteridis &
Yen(2012)

b.Nie &
Zepeda(2011
)

c.Loo et
al.(2011)

. /&{EH
a.Country
b.Community
characteristic
S
c.Residence

Nominal
scale

O EIEE [[BU&E
[(erE [(I=RE
LrieE [(JZSHE
[IERE [VNEE
OfEE ORFEE
OR+tE ERE
ORLE CfEEE
OmEE CfrERE
[PPNE [HEE
@feE [OFEEE
[(ERE [ANEE
ZH&E OARFTE &

OpbRE [CFRBEE CHA
a.| |East [ ]Central [ |South [ ]West

[ JUrban
b.[ |Northeast] |Midwest [ |South [ JWest
c.[ Pakarta [ ]Outside Jakarta

[[EZ2&
L&
LIATsHER
LRI
HpN
LIRMAE
[HEE
[IE&TTE
[ k%
[ LI
LI lE

a.Kasteridis &
Yen(2012)

b.Nie &
Zepeda(2011
)

c.Nirmala &
Dewi(2011)

R

a.Religious

Nominal
scale

[ ez D [E#
[EEH [PREZH [EEM#

a.Bellows &
Hallman,
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SRV | BEE EEANE 5 SR
observance CEAf (2010)
a.[ |Never [ |Soetmimes [ |Regularly
a.Kasteridis
BRI 10 bk OEE &
a.Marital . . Yen(2012)
status a.[ JSingle [ ]Married b.Loo ot
b Marital b.[ ISingle [ IMarried [ ]Widowed al.(2011)
status Nomina [ ILiving with partner o c.Bellows &
c.Marital | scale c.[ ISingle [ ]Marriage or living with partner Hallman(2
status [ ISeparated or divorced 010)
d.Marital [ Widowed d.Nirm_aIa &
status d.[JSingle [ JMarried Dewi(2011
e'gfaiﬁéal e.[ Jmarried [ Jotherwise e.;(u ot
al.(2012)

3.5.2 Hi&E S =k (Awareness of Organic Food)

RAFFEAY A 1% = % 88 T £+ Arvanitoyannis fi1 Krystallis(2006) - Dahm~ Samonte
#0 Shows(2009) ~ Kumar F1 Ali(2011)%1 Manuela ~ Manuel ~ Eva M #1 Francisco
Jos€(2013) ki » FEFeER FH 2 vdr RUE R EH B2 B A R R hnfV B - 5]
EEES R TEEEE, THEE, TEE > TAERE . 1 TIEEARE 0 R
BlKs 5~ 4~3~ 20 1 pEUSUR BT IR > TIREER , KBRS E SR

& Riméa T 5 70 PIRH AN EE o R LRI AG SRV E AR Ryl (B4a T 1 43 -
Manuela ~ Manuel ~ Eva f Francisco José(2013) F 2 1 fig ' A% | iE(HATEES
AREEECE I R FREnTE R - DAPSSEA DR e 22 2R A\ FIRY R 2 1 i i st = IR

A B T RS - A A (S 2 (eliefs) SRR (perceptions)—RE I {E 43477 -
Arvanitoyannis A1 Krystallis(2006) - &5 4 & Je un FRSHRRF U H B E 1T R - A1
=% (awareness of the organic)—f#E{E43 4T - Dahm ~ Samonte A1 Shows(2009)%&:
SRR P E R A AR EATH I 2 B AR e mlITT Ry P A
&= 5% (awareness of the organic)z%st—HEH - Kumar 1 Ali(2011) 5547 Bl & HE & 5 14
B/ BHE R (awareness of the organic) A2 » Hrp 2R B AR RIVE
s — T (F oA = Eb DA_E SRR R e 2 A i ke 5 (awareness of organic food)
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SR

St TR -
% 3521 AR Gt

A AT o PR LR -

H HH MEAgs e | 5 [ SRR
1.5 gg;@‘ T EMEEN a.Arvanito
HEREE AR E L yannis &
a.I have heard of the term ‘organic products’ Krystalli
AR A e $(2006)
b.l am aware of the organic production method’s exact meaning| b.Arvanito
[(strongly) agree/neither... nor.../(strongly) disagree] yannis &
WTBARAEENERESE ((GRIDEE/MA .. W Krystalli
T GEF)FEE) 5(2006)
EMBELSARSNER a.Kumar
At B AR EE &
a.Organic food contains more nutrients. Ali(2011
B e BRSIEE - i) bL
b.Organic food richer in vitamins. .&umar
A3 [ N =1 Mgt/ o
AR e RN Ali2011
)
SEWEEmIHEERY
A EmH REE
a.0Organic products do not carry pesticide residues.
ARB I A REE -
b.Which oil has less chemical residue (fertilizers or pesticides)? a.Kumar
WIS —tE s M L2 AR B (A e s ) 2 &
1 : (clearly the conventional) 3“\“(2011
BIELE RS JIE ]
2 : (the conventional somewhat more) b.lg:lanuela
EL Ty 21.(2013
3 : (They are the same.) )
W& —H%
4 : (the organic somewhat more)
B Ry A
5 : (clearly the organic)HAfEA 14
4 FEMEE R S F{EEEACE
AR E R R AR a.Kumar
FEARE AR 2R | &
a.Organic products are produced without using chemical Ali(2011
fertilizers. )
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i H

T2 [

5 [FH=TR

FEEE TR 2 el DU 18 s B
R EUA 1 B an T DUR D18 s e s
FEEUCA T B ] DB D T E A P8 M v b
a.Consumption of organic food decreases the risk of cancer and
other chronic diseases.
FRHUA % B i ] DA R A 0 B -
b.Which oil is healthier?
R — e H R 2

1 : (clearly the conventional)

SENHE ST a.Kumar

2 : (the conventional somewhat more) & Ali

5 B Ry 4R (2011)

3 : (They are the same.) b.Manuela

W&k et

4 : (the organic somewhat more) It ;al.(2013

B R « Manuela

5 : (clearly the organic)BH A 4% ot
c.Which oil has better curative properties? al.(2013

U — e H A i Y B PR 12 2 )

1 : (clearly the conventional )

HH b ARy

2 : (the conventional somewhat more)

A Bk Ry (84

3 : (They are the same.)

W&k

4 : (the organic somewhat more)

AR Rt

5 : (clearly the organic)BH &A%

6 AR E ML — B E LTS a.Arvanito
R e e yannis &
Aitamtt— e se Krystalli
a.According to my opinion, the exact meaning of the organic b %2006)
production method is that: It guarantees safety of the product. .&umar

IR, - A A TR IERERE Sy | (RS T | (2011
ool
b.Organic foods are safer than conventional products. c.?(umar
A2 s . 2
c.Organic farming leads towards food security Ali(2011
AR B e - )
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d.Which oil is safer (poses fewer risks) for consumers? d.Manuela
RS — e B e 4 (5 Bl D Ay L) 2 et
1 : (clearly the conventional) al.(2013
e (1 )
2 : (the conventional somewhat more)
A T Ry (845
3 : (They are the same.)
W& —H%
4 : (the organic somewhat more)
R Ry A
5 : (clearly the organic)HAfEA 14
1 EREE A BRI E
AP E R AR Y ' E
Y E S A B E
At TR Ry = an B Y A
AT AVEES - AR E AN IEMERE R ¢ RS E i
nnE e
a.According to my opinion, the exact meaning of the organic
production method is that: It guarantees higher quality of the
product. a.Arvanito
UAEFRAVEIE - A4 E T AN IEHERE R - PReSZE Y yannis &
B R Krystalli
b.Which is a better quality oil? s(2006)
AR — e He b.Manuela
1 : (clearly the conventional) =] e} 2013
HH e (S Y ;:1 (
2 : (the conventional somewhat more)
. c.Manuela
B Ry of
3 : (They are the same.) al.(2013
W& 1% )
4 : (the organic somewhat more)
B Ry A

5 : (clearly the organic)HAfEA 14
c.Which oil expires more quickly (has a shorter shelf-life?)

UPF— e HEe PraE AN 2 (B E A S
1 : (clearly the conventional)
BELEC RS

2 : (the conventional somewhat more)
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PAE! HH NEasi e | 5 1 SRR
A T Ry (845
3 : (They are the same.)
W& —H%
4 : (the organic somewhat more)
AR Ry A
5 : (clearly the organic)BHFEA 14
8 A MR B S CIREY

B FER R R Ry LRI

WRIBIRAVELES - AR E AN IEREWE Ky © fras IR

a.According to my opinion, the exact meaning of the organic
production method is that: It guarantees better taste.
AR IRAVEE - AR AR T AR IEVERE Ry © (rad CIREL
(E

b.Which oil has a better flavor? a.Arvanito
AR — e H R B 2 yannis &
1 : (clearly the conventional) Krystalli
B AR HY s(2006)I
2 : (the conventional somewhat more) b.gilanue a
BRI (2013
3 : (They are the same.) )
W —Fk c.Manuela
4 : (the organic somewhat more) I et
BB B Y alo13
5 : (clearly the organic)FHHER & )

c.Which oil appeals more to your senses? (smells better, has a d.Manuela
better texture and color) et
R HEEAE S  RERLE 2 (5 - CIRUER ) al.(2013
1 : (clearly the conventional) e ?\/Ianuela
Gl et
2 : (the conventional somewhat more) al.(2013
R (845 )
3 : (They are the same.)
W& —H%
4 : (the organic somewhat more)
AR Ry A

5 : (clearly the organic)HHREA 14
d.If you have tried both kinds of oil, which do you like most?

BAn R RAEDH - (R i =B — e ?
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1 : (clearly the conventional)
(4R
2 : (the conventional somewhat more)
7 B Ry (84
3 : (They are the same.)
W&
4 : (the organic somewhat more)
AR Ry A

5 : (clearly the organic)BHFEA 1%
e.Which oil is better in most respects?

UA—RE A 2 017 T T 2

1 : (clearly the conventional)

H (4

2 : (the conventional somewhat more)
A L Ry (84

3 : (They are the same.)

W& 1%

4 : (the organic somewhat more)
AR Rt

5 : (clearly the organic)BHFEA 1%

9 AR EE i nn E SLAI EI A PR — 1
AL E Sy i B AN R RS
AEE YN AP B i — 2k
AP EE AR » B RS— 2
AT EE L AAS — 2

i R R R — B a'%?ﬂ'g
(RIS IRATIBIE: AR AIERERE By - R —2 B | jrvctan
P 5(2006)
a.According to my opinion, the exact meaning of the organic

production method is that: It guarantees conformity to

specifications.

WA TR VEIRL - A A AN IERERE Ky © IREEHIIE—

2 -
U —Fe A AR B R AR ~ DN A DY N B {E 2 a.Manuela
a.Which oil is more natural, less processed and manipulated? et

RS F R AR BT TR D AR R(E 2 g | 22013

1 : (clearly the conventional) )

HE R 4R T b.g{lanuela
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2 © (the conventional somewhat more) al.(2013
A R 4R )

3 : (They are the same.) c.l\:lanuela
e e

m% B al(2013)

4 : (the organic somewhat more) d. Manuela

AR Ry A et

5 : (clearly the organic)BH &S 14 al.(2013

b.Which oil is more artisan? )

URp—ReHe 26 AT 2 e.Manuela

1 : (clearly the conventional) et

B (AR al.(2013

2 : (the conventional somewhat more) f?\/lanuela

AR o

3 : (They are the same.) al.(2013

W )

4 : (the organic somewhat more)

AR Ry A

5 : (clearly the organic) /& 14
c.Which oil does not contain preservatives or artificial coloring,
or other additives?

E—FE AR 2P ~ A T eREH MR ?
1 : (clearly the conventional)

HH e (S Y

2 : (the conventional somewhat more)

7 T Ry (85t

3 : (They are the same.)

W& 1%

4 : (the organic somewhat more)

AR Ry A

5 : (clearly the organic)BHFEA 1%

d.Which olive is more nutritious? (contains more minerals and

vitamins, etc.)

Wt = 7 (B AR HIEYE - dEtdsE)
1 : (clearly the conventional)

HH A HY

2 : (the conventional somewhat more)

A B Ry (84
3 : (They are the same.)
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W#E— 1%

4 . (the organic somewhat more)

AR Ry AT

5 : (clearly the organic)BH i 1
e.Which oil is more authentic?

Ui —TEHE = 7

1 : (clearly the conventional)

(4R

2 : (the conventional somewhat more)

A L Ry (84

3 : (They are the same.)

W&k

4 : (the organic somewhat more)

R Ry A

5 : (clearly the organic)HA A 14
f.Which oil is more traditional?

U — e AR (45 2

1 : (clearly the conventional)

(4

2 : (the conventional somewhat more)

A L Ry (84

3 : (They are the same.)

W&k

4 : (the organic somewhat more)

B Ry A

5 : (clearly the organic)HAfEA 14

IS — TR e .
a.Which oil is more expensive?
Ui — e HE e &
1 : (clearly the conventional)
HH A HY
2 : (the conventional somewhat more)
A Bk Ry (84
3 : (They are the same.)
W — ¢
4 : (the organic somewhat more)
AR Rt
5 : (clearly the organic)HAfEA 14

ME 155

a.Manuela
et
al.(2013
)

b.Manuela
et
al.(2013
)

c.Manuela
et
al.(2013
)

d.Manuela
et

36




i H

T2 [

5 [FH=TR

b.Which oil has better packaging? (container, tags and size)
RS —FE o P A 2 2 (e ~ RREAIRST)
1 : (clearly the conventional)
(4R
2 : (the conventional somewhat more)
A R4
3 : (They are the same.)
W& —H%
4 : (the organic somewhat more)
AR R AT
5 : (clearly the organic)HAfEA 14
c.Which oil is more appropriate for special occasions?
A R AR S & 7
1 : (clearly the conventional)
HH e (S HY
2 : (the conventional somewhat more)
7 B Ry (845t
3 : (They are the same.)
W& —H%
4 : (the organic somewhat more)
AR R AT
5 : (clearly the organic)HAfEA 14
d.Which oil is more gourmet?

PR —FeR e S5k 2

1 : (clearly the conventional)

HH e (S Y

2 : (the conventional somewhat more)
7 T Ry (845t

3 : (They are the same.)

W& 1%

4 : (the organic somewhat more)
B Ry A

5 : (clearly the organic)HAfEA 14

al.(2013
)

10 FHRREHE S RIRE
a.0Organic farming offers more employment opportunities.
AR B S e -
b.Which oil generates more wealth for farmers?

UR— R ] AR R S HIE 2

I

a.Kumar
&
Ali(2011
)

b.Manuela
et
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c.Which oil generates more rural employment? al.(2013
OB — ey ] DS A8 B 25 YA L o6 2 )
c.Manuela
et
al.(2013
)

11 FETHE R K EN KB [E 2 a.Kumar
IR SE ST KR &R A R s 2 &

Frig e S R A AR S Ali(2011

a.Market demand for organic food has positive impacts on rural & ] )
economy. ) b.Kumar
At B TR KB 4O A R 2 - &

b.Which oil favors better rural development? Ali(2011
IS —FE A A AP S e 2 )

Wi B A TR O T T T S A R SR A a.Kumar

AR GRE T & iEE | &

a.0Organic farming leads towards hunger & poverty alleviation.| " Ali(2011
AR ER T EA - )

12 [EE AR oo B B A A YRy BE N
M S A M oA BN B AR AR b E a.Kumar
e B A R oA B B AR AR Rk 1 e | &
MEE A E B S B A EY) ) Ali(2011
a.Buying organic helps to increase wildlife. )

W E AP o AT NS AR AR I SRR -

13%&%*%&%%% a.Kumar
A R o BRI &
A AR B IR Ali(2011
RIBIRHVELE: - AtRE EJTENIEESER  REREL )

e b.Manuela

a.0Organic farming is good for the environment. et
AR 2 - al. (2013

b.Which oil is more respectful to the environment? JIE ] ?\/I |
U — R PR 7 e
1 : (clearly the conventional) al.(2013
H (47 )
2 : (the conventional somewhat more) d.Arvanito
5 R Ry 4R yannis &
3 : (They are the same.) Krystalli
WE—F $(2006)
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5 [FH=TR

4 : (the organic somewhat more)
R R At
5 : (clearly the organic)BHFEA 1%
c.Which oil uses fewer natural resources in its production
(water, etc.)?
U — R A A EE R 8 P DY R AR ETR 7 OK ~ F55)
1 : (clearly the conventional)
IR AT HY
2 : (the conventional somewhat more)
7 B Ry (845t
3 : (They are the same.)
W& 1%
4 : (the organic somewhat more)
AR Ry A
5 : (clearly the organic)BH A
d.According to my opinion, the exact meaning of the organic
production method is that: It guarantees environmental
friendliness.

IR FRHYERL » AR E AN IEE S B R © IREGIREER
-

=SB AR E LR E

=SB B R

=BT B R s R

a.High prices of organic food signals better products.

SEIAREEmARELEE -

=1

a.Kumar
&
Ali(2011

)

3.5.3 BEEREE (Environmental Attitudes)
RIF2E I (R BE fE % I8 £ % Grunert A1 Juhl(1995) - He -~ Hong ~ Liu 1
Tiefenbacher(2011) - Kaiser ~ Oerke #1 Bogner(2007) - Pienaar ~ Lew #{1 Wallmo(2013) -
Reimer #[1 Prokopy(2012)#1 Urefia - Bernabéu F1 Olmeda(2008)fy gt 4 » RIPEHEY
MZ R RS Rl B E AR VIR (RAEE - BIEERES N TIREEE .

PERE T, TAREE  F1 TIEEARER . KT R 5432711 538
Rt &R - TIRE R o RIS NEEREE hkEiaT 5 70 TIFE R E
B YRR E SRR MRS T 17 -

Grunert A1 Juhl(1995) F SEEREHFF R EATIBE A &
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B W T IRIRRRIE ) Sest Ry —{ERSIE - Urefia ~ Bernabéu F1 Olmeda(2008) #5155
MBI E A R AR SRR EAS & TP A 2 - I B AR RS
(environmental attitudes)z%=t &—{Ef#% M - He ~ Hong ~ Liu A1 Tiefenbacher(2011)#
B PR RIEAENEE T > PERSEARREEES AW o st ERERRE
(environmental attitudes) [ i 1 47 Fo 4B HS & (global issues)Ed f=55) i & (local issues)
Wi%E - Pienaar ~ Lew F1 Wallmo(2013)#5] <2 2 (e iy a2 B G /aE s T2
B A - 3 T A SIS (New Ecological Paradigm, NEP) & 253/ I & 5 2L a1
BIE  ILEFS AL 5 (BT R IREIACHE £ (limits to economic growth) ~ 7 A
Lo EZF (anti-anthropocentrism) ~ K H 28 AE 5514 (the fragility of nature’s balance)
+ NBH PR L FE (human exemptionalism)RIEE5E 245 C e sl A= REfE i 2 28 \JVEHE
AV E] gE 4 (the possibility of potentially catastrophic environmental changes or eco-crises
affecting people) - Reimer F1 Prokopy(2012)#E: ElIfE R 57 EL s pg (PR b FE e « sy
BARET: - I HERETRR R Rt F— (It - Kaiser ~ Oerke F1 Bogner(2007) - ZHR5T
BOFNBEBREE TH AT RE SRS - RERERRE 7 Ry /N bl BEi4Y
fEJE (energy conservation) ~ Jii iy f13& #i5 (mobility and transportation) ~ ## B &
(waste avoidance) ~ [B]Ui (recycling) ~ JF¥ & = £ (consumerism) f1 & B & (L 1E 1T By
(vicarious behaviors toward conservation) - 45 & DL_ESCRAER H B & B A T ERE E Y
BRI AR I 7 4G R (global issues) ~ [l R (local issues) ~ R H 24P HTHIHESS
M (the fragility of nature’s balance) ~ ¥EEZRE) T - %0 B (waste avoidance) fiDHE T+

Z£(consumerism) 78 o

% 3.5.3.1 IBEIREE [ 534E

PAE ! i H MR 1) | 51 FH Sk
LEIPREBIRTAE a.Urefla
a.l help with environmental conservation tasks. et
HuEG PWIPRIBRTAE - al.(200
(Global b.The earth has plenty of natural resources if we just learn how| NH[=] 8)
issues) to develop them. b.Pienaar
HWERA AN E ZRETR - AR FMIEE W LFEE - et al
c.I am a member of an environmental organization. (2013)
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POEIRBTAHERAV R - c.Kaiser
et al
(2007)
2 FMIREA R RFIEREE aHe et
a.Deforestation in tropical areas will not have an impact on our al.(201
daily life. 1)
BN U A AR A MRy H W A0S S e 2 b.He et
b.We can do something to mitigate the speed of deforestation al.(201
in tropical areas. 1)
BT i 28 DUk R 20 L SRR (e 2R - #i[E | c.Urefa
c.Current civilization is destroying nature. et
H AR IEESE R E A - al.(200
d.If things continue on their present course we will soon 8)
experience an environmental catastrophe. d.Pienaar
BANEEAE — BB M MY 7 AT - FRFIRFE R PATEE et al
FREBISSTY S5 - (2013)
AReE— TR ERITE - a.Urefia
Ecology is a way for businesses to make sales. NI = ©t
REE— TR SEHEN A - ) gl)-(ZOO
RENVHRE R GGEERE -
a.0zone depletion only harms those who work on farms. a.l—:e Zoit
SR R G E R TR - o
b.Ozone depletion is less damaging to humans than is| &[] bHe et
commonly believed because only a few people live in '
. al.(201
Antarctica. 1)
Al R B R DR R R B D NI -
32BLAEE - RUR SR/
BB LA B DR B LR NE—F K& 1/10 &)
. . . a.He et
Global warming is less important than commonly believed al.(201
because of the small temperature change (about one-tenth of a 1)'
degree per year.) 3 [5] b.Pienaar
SRR A B RR RS LR/INE — AL 1/10 ) o al
a.Humans will eventually learn enough about how nature (2013)'
works to be able to control it.
NIFRF A% T A B 2Rl H A A -
EERBRACLRAE R LA BN 2 B2 aHe et
a.Global warming is too complicated to be controlled. I [ al.
BB L KIERELL B A 42 FIF2E - (2011)
R E PRI SE 21 T Mg | aHe et
a.Ocean is the perfect place to store waste materials. ) al.
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T AR R e R T - (2011)
4. R R B EE BRI I RE a.He et
a.Ocean pollution is a serious environmental problem. al.(201
T AT R BRI 1)
b.Humans are abusing the environment. b'zt'ena:{
NI FHERR '
c.The time of year that fertilizer is applied to farm fields et (20_13)
impacts water quality. c.Reimer
— R T PR R B T K orokop
y(2012
)
5%%”@3% ‘;"_5“% \EE' m~j E@%Hﬁ a.He et
PERIZE RO A BUN IR - WIEAR al.
a.It is the government’s duty to control air pollution, not the (2011)
citizens’ duty. #i[E] | b.Gruner
PER 22 R 5 e BURFRYE LT » EIREAR - t &
b.I think the government is doing enough to control pollution. Juhl(19
TR Ry BUNT & S 4 95)
6. 2 R A R IE (R 22 R B A I 775
AR R A PReE 2 R B A B 502
B2 T A A3 iy are
771172 ST 4 A s 3 (2011)
a.Developing efficient public transportation is an effective way| IR | (o
[ to B[otect air qualijy. \ S - ot al
D(EO(;T_\ {%Egg/—ﬁEII:l[:lEﬁﬂ&ﬂqﬁ/iﬁéﬁ%%ﬁﬁﬁi—%ﬂ@ﬁ@ﬁéﬁ ° (2007)
issues) b.I ride a bicycle, take public tr‘ansportatlon or walk to school.
HhaiIEs s - R EImEUE e A L2 -
7. FEA R I BE /K A [ WS R 1] A (R A oK 7K o S ) aHe et
ER K T 6 2 2 Ja /K A8 69 [ WA FH (4 FH oK 7K B ) al.
AT T 368K > SRIRE TR MR A (A s 5 P 2 12 (2011)
I 4B K K i ) bhe o
4015 THERE7K > SRET /K BT P (A (o B 4 1) (2011)
AIE TGRSR T K e W |ote et
a.Like industrial waste treatment, domestic wastewater should al.
be mandatory. (2011)
WIE TERKERE - RIEET/KIENGRHEREE - d.Urefia
b.Everyone should respond to economic water use. et
HE N\ % B AR e /K E A - al.(200
c.The government should pass laws to make recycling 8)
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mandatory. e.Reimer
ST e 2 A A R s [BIUSR A - &
d.Unless measures are taken, environmental deterioration will Prokop
become irreversible. y(2012
ProFEREUE i - & AIEREEE LR REIRAE - )
e.l would be willing to change management practices to
improve environmental quality.
WS EE AL EREEwE -
SIEME =D a.Urefia
A == S | ST RO et
a.l think agricultural activity is a big environmental al.(200
contaminant. 8)
R B SR — (E AT TR - b Urefia
b.Recent sandstorms in China are less severe than they were et
five years ago. gl.(ZOO
OB R LR TR R E - 5 | coretia
c.l am sure that sandstorms are caused mainly by human| ™ ' ot
activities. al (200
Bt (S DEERAV AR B > NI EFFTEL - 8)'
d.The amount of fertilizer and pesticides that is used on farm d.Reimer
fields impacts environmental quality. &
R R T S o P T e 5 T BB S - Prokop
y(2012
)
INETERER  BEGESE CEHMRIERE .
a.When humans interfere with nature it often produces a.PlenaaIr
disastrous consequences. eéo 13a '
OETHEABL WG ISR e | 0
\ b.The balance of nature is strong enough to cope with the 'et al
KERFE impacts of modern industrial nations. (2013) '
fraIHESS E S P R E e DU AU TR A2 -
PE(the | 10 BHEYIRIT A2 EIRE - REER a.Gruner
fragility | a.l become incensed when I think about the harm being done t &
of to plant and animal life by pollution. Juhl(19
nature’s EEEYIN A R TR G E G B - 95)
balance) | p\when I think of the ways industries are polluting the G b.Gruner
environment, | get frustrated and angry. ) t &
HI BB SRS LRI RGBT gﬂm
PSR - . . . c.Reimer
c.The balance of nature is very delicate and easily upset. &
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H AR P IRE e B S R aLAY - Prokop
y(2012
)
1L NEE BRI DURE H SRR a.Pienaar
a.Humans have the right to modify the natural environment to et al
suit their needs. (20_13)
NI RER N A 2R DUR € B B OK - b.Reimer
b.It is okay to reduce environmental quality to promote &
economic development. Prokop
By T RN SRR T 25 B D B R AR - A1 | (2012
c.Humans have the right to modify the natural environment. ) .
MBI 1 2 - CReimer
Prokop
y(2012
)
12 NI S (Rt BR T Rp M e a.Pienaar
a.Human ingenuity will insure that we do not make the earth et al
unlivable (2013)
NEHVE SRR A Gt R A EE - b.Kaiser
b.After a picnic, | leave the place as clean as it was before. et al
PR - TR A - IR | (2007)
¢.Humans must live in harmony with nature in order to survive. c.(l;elmer
MR T AL TR AR A - Prokop
y(2012
)
AR & PR S TEl P/ NRY > PeEr B IE R - a.Kaiser
a.In the winter, I turn down the heat when | leave my room for et al
more than 4 hours. (2007)
FEARIG - B PR o TEleE U/ NRE > SRR R - b.Kaiser
b.As the last person to leave a room, | switch off the lights. et al
R ABERERIN > HE B - e (2007)
c.I would be willing to change management practices to c.Reimer
IREERE improve environmental quality. S‘ K
RSO GRS GRS - Bovss
y(2012
)
13 R R T R N E A a.Reimer
a.lt is my personal responsibility to help protect environmental &
quality T Prokop
EEREANEEDEREREE - 3/(2012
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b.I refrain from battery-operated appliances. b.Kaiser
Hek o (5 R B B AR - et al
(2007)
14 E ML Y IR R a.Gruner
a.l often discuss environmental issues with my friends. t &
B MG iRt - Juhl(19
b.We are approaching the limit of the number of people the 9_5)
earth can support. MIEif] b.Pienaar
PRI R ° L B A B IR - et al
c.l have pointed out unecological behavior to someone. (20.13)
B ARBATT S - craser
(2007)
15 fR/ DR BRI RE
1RV B B PR 5 aprunel
a.l s_eldom regd articles or watch TV-programs on Juhl(19
environmental issues. 95)
S o 5 B 4 S0 - b Kalser
b.l read books, publications, and other materials about| Z¥[=] ot al
environmental problems. (2007)'
RBREEA - FIIRE AT AR - c Kaiser
c.l learn about environmental issues in the media (newspapers, et al
magazines, and TV). (2007)
PO IBPEAC (FRAK - FESCTEE ) 2 E IR M -
TEEREHE » R EH] E—fRErh - a.Kaiser
a.In hotels, I have the towels changed daily. I [ et al
TEEREHML - BRI E—FRE - (2007)
W S AR RGN REAY R - a.Gruner
a.l am willing to write weekly to my representative in B t &
parliament concerning environmental issues. : Juhl(19
KRR SABR RN IREARE - 95)
LOE— RV » TG R BRI R E A - :
. a.Kaiser
a.,lb\ftegI one day of use, my sweaters or trousers go into the I ot al
aundry. :
il REEA > REE R - (2007)
16%%@@%%&% a.Kaiser
Rty EYIE YR et al
(waste i B o oy S I3 e |, (2907)
avoidance| [EE o] S8 HIV RS =T ) b.Kaiser
) P IR A L E et al.
a.l buy products in refillable packages. (2007)
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B E n] EEIE ST A c.Kaiser
b.I buy beverages in returnable bottles. et al
B E IRFFRZEAEOR, - (2007)
T T P 5 R D B d.Reimer
c.If I am offered a plastic bag in a store, | take it. &
PES SR LS o0th
G R LA WIS )
BAER IR AL ARBLE - IR -
d.Investing in environmental quality puts my business at an
economic disadvantage.
ERRE  IRAVR RN R 5SS -

17 G ERFHEYS a.Kaiser
a.l reuse my shopping bags. et al
PR 5 HEYAS - (2007)
b.The economic stability of my community depends upon good| Jjgij; b.Reimer

environmental quality. &
RIS R RN T BT B - Sgﬁg
)
FEIRET - PR8I B SRPE - a.Kaiser
a.At my parties, we use plastic silverware and paper cups. I [=] et al
FEIREIRE - FRAPIEE A 2 H S ARAR - (2007)
RPHERT > G B B A B RV EoRH Al - TLEEYR)
a.0n excursions, | take along beverages in single-use packages a.Kaiser
(e.g. Sunkist, Capri-Sonne). [EiE] et al
RBHER - BoEr e B 2 S Y A0 Sunkist, (2007)
Capri-Sonne) -
18. LB BTEIRE B RE (B HRRER)
DA BT8R ER ERRE (41 E R IR
DA 178l 48 50 B (40 19 7 60 56 ) a.Gruner
R T B BB S AR B2 ) e
BB SO - SEIE) o
R B R A A bHe et
SRR A D e e ISCI )
a.In my household we do not buy products just because they (2011)
stem from sustainable production. c.Kaiser
EREET » BT B  #RFHEE mn iR AR E - et al
b.We can do something to mitigate the speed of deforestation (2007)

in  tropical areas.

HeAP AT DAL DUsk&k 2 s iR (AR MR 2R Y S35 -
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c.l try to persuade my parents to buy an energy-efficient car.
WEFER AR E R -

i Y EE B A E a.Kaiser

a.l buy certified organic foods. et al
RE B A - (2007)

b.Individuals have the ability to impact environmental quality. | Jigs b.Reimer
(s val Z -t &

Prokop
y(2012
)
@ a.Kaiser
19 EEEERAEENE L et al.

EE M A (2007)

a.When shopping, | prefer products with eco-labels. b.Reimer
ERATEYING - PSS AR RREESEYE o - &

b.Taking action to improve environmental quality is too et Prokop
expensive for me. y(2012
EREN T B LB B PR B - R

c.Individuals should be encouraged to use products made from ' al.

N decomposable materials. (2011)

HELR eyl F o] Sy b B -

e | 20,7 SR S3 0K ) AC 2RA a.Gruner
RIS AT R VRS T 4% - AR IR (& B TR T R t &
) Juhl(19
NERERR IR (B BRI RaE i ) » RIS nl s DS T 4% 95)
FEESE B - Y E R DB T 2 b.Gruner
AREFATRAIIR © (£ - BIETR 28T Juhi(ts
RERASEER BT D22 ST 5)
@E;F%E%E:{TJ‘E%%$E ’ Eﬂ{%ﬂ‘l/y\/@//l\gﬁﬂ:% c.Reimer
a.l am not willing to pay a pollution tax even if it would| &

considerably decrease the air pollution. e Prokop
AR TSN - BVEEAHE MU 2258 0T s - y(2012

b.I would donate a day's pay to a foundation to help improve )
the environment. d.Reimer
WERRGEC TR PINERT - &

c.l would be willing to pay more to improve environmental Prokop
quality (for example: through local taxes or fees). y(2012
WRARE M L SRR B (B - i E iR e )
i) - e.KalserI

et al

d.Itis important to protect environmental quality even if it costs
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me more. (2007)
ReERE S R EENHEEE TR SR -

e.l contribute financially to environmental organizations.
RIS ER BE D) -

Pz ZREAMEAYE D o a.Kaiser

a.l eat seasonal produce. et al
Iz ZREAMERYE o o I (2007)

b.I ask my parents to buy seasonal produce. b.Kaiser
BRSBTS - gmg-

PR e B BE A Fe s o a.Kaiser

a.l kill insects with a chemical insecticide. I 1= et al

P ik e SRR F s (2007)
RETER LA WEESARET - - Katsor
a.:(gat in fast-food restaurants, such as McDonalds and Burger B .et al.

ing. )

REERAEISH WSS RREE - (2007)

21 BIEAR 518 » U0 BB B o
B2 1T T B B SR R o+ Gruner
RE LIRS B R R P &
AR I FAIREE AR o - R I e plk a8 Juhl(19
a.l would be willing to stop buying products from companies 95)

guilty of polluting the environment, even though it might be b.Urefia

inconvenient for me. et

W EF S TAERIERY A S IR E R - RIE &S al.(200

?\Zﬂ/ﬂxfﬁ ° J”E[EJ 8) )

b.l am concerned about the consequences of human activity on| c.Reimer
climatic change and act accordingly. &
FelA O NEBUREDE RIARSCERAE R - WEREUE H BRI T Prokop
) - y(2012

c.It is important to protect environmental quality even if it ) i
slows economic development. d.KalserI
AT R R T SR - 2007

d.l insist on holidays close to home.

EFRE TR -

22 {5 AR PR 2 [BIUR &R a.Kaiser
{E A ERAUE AR et al
a.l use writing pads from recycled paper. =& (20_07)

e foh PR (AR AR AR - b.Reimer
b.My actions have an impact on environmental quality. (F%rokop
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BT Ry BRI 'E - ?(2012
WEEHETEGHEES a.Kaiser

a.l prefer markers to crayons for drawing. JidrE | et al

WEEH U R HEE (2007)
PRGNz a.Kaiser

a.l order take-out pizza. I [ et al
PR MT I E - (2007)

3.5.4 fEE = JFH(Purchase Intention)

AT B S TH 2% Moon - Chadee #1 Tikoo(2008) ~ Nguyen ~ Nguyen

A Barrett(2008) ~ Nirmala #1 Dewi(2011) - Ramayah - Lee #{1 Mohamad(2010) &k
& - MERAP TR RS LT EE AR mEE B - BEERS 5 "Ik
BEE, TEE, TEE, T AEE, Ml TIEEAEE . IR F 5432
1 8 Rt 85 - TIREEE, AR BN EERE MR S4ET 5
7y TIREAER . A IER SRR E B AxlfET 150 -

Lee 1 Mohamad(2010)#£ &5 17 £ Bl % ¥ 5@ (Theory of Reasoned
Action, TRA)EIIBRG A - SHET BIR Gk A AV E R A 2 A\ [E{E SRR Ky
> PRI B R A 7B — & - Moon ~ Chadee #1 Tikoo(2008)h/T 72088 #
FEEES EOH B (E M b E MY E R - WA AT B E SRR i — 1 m e
Nguyen - Nguyen F1 Barrett(2008) == B 5l m b it 2 2 i B M e 1Y R 1)
R E R S BB RIS > R R Ry B B — T AR/ 2047 - Nirmala
1 Dewi(2011) 5T I HE-E AT » 4R oM BB E R AR 2 5%
BRElER o o R B E LRI E B (R R et R — (& - el B3

Ramayah -~

RVEHE S BRI — 8 et H DU M HYEE -
7 3.54.1 AmyEEE S MGGt
AL = Nz = | 5 PSR
5 & H =1 a.Ramay
ah et
M al.(201
0)
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a.l will continue to buy and use cloth diapers. b.Moon
WG &R EATRAT - et
b.1 will purchase the computer desk/sunglasses. al.(200
Pl el = B R KSR SR - 8)
c.There is a strong likelihood that I will buy the computer desk/ c.Moon
sunglasses. et
AR AT A E A SR AP R 8 - g')-(zoo
GHERE R LI E Atk a.Ramay
a.l will recommend others to buy and use cloth diapers. ah et
PeHERE A AT E AT RAT © al.(201
b.l would like to recommend the computer desk/sunglasses to | g s 0)
my friends. b.Moon
PR FRHT i FBR KPR 85 - o (200
8)

TER S YRR AR - AR AT Er B A Tk M
BB IS R A v
a.Given a choice, my friends will choose the computer | [H[A al.(200

desk/sunglasses. 8).
BEEHIE N IR g R R IR R -
HEBAER
(I R PR A e arouye
SRR G B RLSAT A H | 5200
a.l always buy motorbikes made in Vietnam. 8)
WA eI E e RS A BB S -
3. ERETEst A e - TR e FAt i (1Y
BEAEHER AR - Pog s BT
BEAREHER AR - FeERIMK A EECNA n et
ek al.(200
EA IR R - P A ROy JNEd = 8)
R I o F R Y | b-Nguye
a.l only buy imported motorbikes when local products are not n et
available. al.(200
EHORFR AR P A I B Oy BB I 8)
b.If buying a motorbike, I will not buy an imported one.
B gHEEHMEE -
4. & 7R AR I B A Ak a.Nirmal
A I E A I | a &
Dewi(2
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a.l intend to use the internet to shop for fashion products. 011)
Fe Ao 1] 5 P A s ol B e R o b.Nirmal
b.l plan to do more of my shopping for fashion products using a &
the internet. Dewi(2
A 4ErS R P E Ay & - 011)
c.l intend to use the internet to collect information about fashion c.Nirmal
products. aD ] _é‘
e . wi
PeallE R E o11)

3.5.5 A JHEAIRE(Lifestyle)

Ki5E£:7% Buckley ~ Cowan A1 McCarthy(2007) ~ Hoek ~ Luning -~ Stafleu 1
Li ~ Li A0

Graaf(2004) ~ Jang ~ Kim #1 Bonn(2011) - Jang ~ Kim %1 Yang(2011) -
Kambele(2012) ~ Liang #1 Lim(2011) - Nie #{1 Zepeda(2011) - Sorenson -

Henchion -

Marcos ~ Ward ~ Mullen #1 Allen(2011)#1 Wycherley - McCarthy 71 Cowan(2008)11y

RRER S o FFER A 2 ve iy KU Ry s B B B iy A VR BURE - (BB 3T Oy

B TIEEE

Bo TEE, ", TAEE 1 IFEAEE . KPR 5432011
DEU Rt B AR TIRE ER , R IR E RS ke T 5 0 TIER

AEE s HELEERENEEEE hRRET 157 -

Jang ~ Kim #1 Bonn(2011a.) 5] Y tHACOHE & $Hak CoR BT Ry i [ B RRT
M R R AR 42757 5 (food related lifestyle, FRL)DAEPG A&+ » FfERE

(health) ~ IR £2 /14 @ 5 {f (taste/social event) ~ 75 {#4:(convenience) ~ FrHJE

2 BE (new

meals) ~ & 5.l 5 (shopping for food) - 2 & & HY (snacking) F14 £% (& {H (value for

money) &7 {Ef&H  Jang ~ Kim F1 Yang(2011b.) s B i 5 42 & mi i el A2 5 A
RETEERS - DA B 26 5K 275 U5 3 (health-seeking lifestyle) ~ 75 45 5K 42 7 75 5
(convenience-seeking lifestyle) ~ [1Jg2E 3K (taste-seeking lifestyle) ~ ‘B & & A /E T
(meal-managing lifestyle)f1Z7 436K 4= )& 15 = (safety-seeking lifestyle) 71 ([ 4L JE AU AL
RS TE M EE EE 538 - Li ~ Li F1 Kambele(2012) = SEFEET [R5 e 35 Y05 14 S
FY R (B A AR 0 D5 U BRI (E AV AHBAYE - R OH & B A TS RIRE 7 Ry A&
(personality) ~ & zfl(information) ~ B 1% (practicality) 1 5h % 242 (brand prestige) VU1

51



& - Liang I Lim(2011)PRET/E S H LI E SRR EREET Ry - FEHE = R aid
(BRI AT IR 57 i) 5 = (shopping methods) ~ T AS R (new experience) ~ FI4
'& (dining quality) #1775 1% & %7 (organic food) VU {{E f#m - Wycherley ~ McCarthy 1
Cowan(2008)F5T & (E 5B 15 L &R (E 2Bl Ry B A - Dl anfd
8 Y 42 5% 77 = (food related lifestyle, FRL) 1 )} & ¥ %1 4 = 58 /Y 75 % (cooking
methods) ~ i 5 (quality) B2 % B 11y 77 3 (ways of shopping) = {F & il - Nie A
Zepeda(2011) 5 A S5 & Al E A B A R EL E M R a B AR RIRE - (RIB R bl
BERY A& 75 = (food related lifestyle, FRL) &5y Al E 7= (ways of shopping) ~ &
BEREL (quality aspects) ~ ==/ /5 =X(cooking methods)F1# & #1%(purchasing motives)/d
{[E##%1H - Hoek ~ Luning ~ Stafleu f1 Graaf(2004)¥E BRI EZ &L - &N
BERMIEFREHEFEREI RSB R - (RIEY) 7= (ways of shopping) -~ in
'8 181 B (quality aspects) ~ = 8 7 = (cooking methods) -~ 4 % 1% JE (consumption
situations) F1 % & & 1% (purchasing motives) 47 & 71 {& #& & - Buckley -~ Cowan #[I
McCarthy(2007) £ 5 37 2 0% B 5 1Y & i {3 A1) 42 & 4 58 (convenience food lifestyle,
CRL)HYREE BUHE & 17 /% - ik A E B RE & 77 & hn #8545 U7 (% 7 (convenience food
choice) ~ B &1 (F Bl == 5804 (] }4: (convenience in meal preparation and cooking) -
Bl (neophilia) ~ FrficfEd 75 {5 (fresh versus convenient) ~ B#%7){% #](convenience in
shopping) ~ ¥ BR 7 (time pressures) ~ i A = £ (individualism) ~ {& £% 4% ¥f (price
check) ~ 477,75 6 (shopping list) ~ FE4#7% 2 (disposal of waste ingredients) ~ & &A% %S
(information check) + # & (eating out) ~ ZZJzE(whole family) ~ Z2M:AY {7 (woman’s
task) ~ JBX JJF2 J& (stress levels) ~ {& | #2 % {t 7] (propensity towards convenience
processes) ~ = 14 (planning) ~ A3 & 0% [E] 47 24 (breakdown of mealtimes) ~ 5.0,
(snacking)F14% H F%& (eating alone) 2L _|= 20 {[&#%[& - Sorenson ~ Henchion ~ Marcos ~
Ward ~ Mullen F1 Allen(2011) R e 22 s R BRI 2 AR (R B A A s 2
AR A SR AR R —RSIH] - &5 & DA ESURUS BB AR TEAIRR - FERT YA TRy
FEEE > Al LUTT{E M (convenience) ~ fififf47 (brand prestige) - (g5 (health) ~ CIERH
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2= 4255 75 2 (taste-seeking lifestyle) F1j# & 75 =X (shopping methods) 7 {8 #% i i €
af o NBEATE -

#3550 WTEERIEY MG

PAE! HH MEERZ 17| 5 1 FH SRR
1 ERHEEE &2 RN aJang et
TER B 2 R T H & i al.(201

a.We use a lot of ready-to-eat foods in our household. la)
BlPIE S R AR 5 R e i b.Jang et
b.I often use frozen food and instant food in our household. | Jig[a] al (201
AR B R o - 1b.)
. c.Buckle
c.We use a lot of ready-to-eat foods in our household. y ot
HPER R AR H e - A1.(200
7)
2355?5@%’%5‘:@*%?5%%%%@ a.Buckle
BRI R AN A T CEE ] y et
pESE YN TN N2 (S5 ¢ pistina] al.(200
a.0ne of the reasons | use convenience foods is to reduce i 7)
the amount of washing up. b.Buckle
WEMATTEeRER - B TRV KRENFE - y et
b.l choose foods that don’t create much, if any, washing up. al.(200
T | e n pOREERCRII AT - 7)
COe | HOER X iRGE R R alang et
a.Cooking is a task that is best over and done with. al.(201
REEE—RE P SE R RV LAE la)
b.Cooking is a task that is best over and done with. 7= | b.Buckle
SRR R T B R T - y &
al.(200
7)
AR R eIz e aJdang et
a.What we are going to have for supper is often a last minute al.(201
decision. la.)
AR LA T E BN EE - lIEf=) | b.Buckle
b.I choose easy, quick-to-prepare food for weekend evening y et
meals. al.(200
P RAYI B PO B ~ PR R E & - 7)
3. EER S E R R aJang et
a.l often purchase ready-to-eat foods at stores. =] al.(201
TR B A P s S R B 1b.)
45 ERRERETE TN NI | aJang et
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PAE ! HH MEERZ 17| 5 1 FHSZRR
SVEALEREEE T HY—& 7 al.(201
a.Going out for dinner is a regular part of our eating habit. la)
SMEALEREE B TR &
EEHAMAEHIME aJang et
a.l eat out more often than other people do. JiE= | al.(201
WL EM AEEIME - 1b.)
B H AR A B RS & aJdang et
a.l prefer going to restaurants to cooking at home. al.(201
BLE A A R RIS - 1b.)
b.I don’t like spending too much time on cooking. 7= | b.Buckle
FAERIORRITE A E AL - y &
al.(200
7)
5. Free ik B e AR
PTG g 2 B = T S
HAUEERY 25 B & 75 A @k (2 BOSCH - GAGGIA - _
JURA) aLi et
Lfr B S BRY D BB e b A ”IE[EJ al-(201
FCrF(anunEt% - ERan S eR) e e HY 4K 2)
LW e IAYED el i= LN 2
a.Accessories must be expensive to have class.
FoiE 2 e EY E4H -
oo | O AR — R B R S B U et
(rand | POEEEE AR i | al (201
prestige) a.l believe that expensive organic clothes. X 2)
W E SRR -
7 EEAE S LR a.Sorenso
a.l compare product information labels to decide which ] n et
brand to buy. N al.(201
WL E mE RS DUE S WA - 1)
HAEEZE AR 0] DA BB A A A1 :
. : aLi et
a.l believe that wearing famous brands helps me be ] al.(201
acknowledged by others. N 2)'
BAS EFE T o] AR Bh PR Al AR -
8.% 8 BB R E R EERY) aJdang et
a.To me the naturalness of the food that I buy is an important al.(201
[ quality. X la.)
(eattry | TEELRAEMIBIAGR SR H I | bJang et
b.l buy and eat food by considering my health. al.(201
W BRI B YIS 5 8 S 1b.)
c.l choose food by considering obesity. c.Jang et
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PAL EH NERZ 11| 5 [ SRR
e S RanIAtRE LU Y iL()ZOl
0. EIZREE RN AR aJdang et
a.| make a point of using natural or organic food products. al.(201
R ARG MR T B S By A M | 1)
b.I frequently eat healthy, natural, and organic food. b.Jang et
R B R AR 3'5(501
10 AT E XM B VAR L aJdang et
a.l do not mind paying a premium for organic products. lid= | al.(201
Iﬂ\ EZHE%HHE’VE 1‘&%}2% la.)
a.ltis |mportant to choose food products for their nutritional aJang et
value rather than for their taste. al.(201
BB | BEOZIE AL e | 0
PR o | al. (201
b.I tend to consider nutritional value when eating food. 1b)
EENaYNgEsEHEREE
12 Lo B D R B R Y aJang et
a.| compare labels to select the most nutritious food. al.(201
LA R LU R R A ) i | 1)
b.I compare labels to select the most nutritious food. b.Jang et
e A DS R T &) i't-f)ZOl
a.l like buylng food products in specialty stores where | can ] a“;?.r(]gof t
get expert advice ) 1a)
S EHEEEHE a0 R UEGERER
RIS BRI AR E aJdang et
a.l eat foods using my nutritional knowledge. =] al.(201
FAHRIEBREE R 1b.)
REZER aJang et
a.l enjoy a good meal JiEE | al(201
NV WEZER 1a.)
e (14 B R - B AR adang ot
(Taste- a.Enjoying the taste of food is important to me when I am al.(201
seeking E%tﬂg' et la)
fosyle) | L AR RS AEE I | bJang et
b.1 first consider the taste when selecting food. al.(201
TEPkEEE YT - RGBSR akE 1b)
c.l tend to notice differences in taste. c.Jang et
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PAE ! HH MEERZ 17| 5 1 FHSZRR
POEE RPN E R ilt-)()201
15 BB EH AR R A SR 6 adang et
a.l enjoy going to restaurants with my family and friends al.(201
B ENHIT KA EREIZR IIE ] la)
b.Dining with friends is an important part of my social life b.Jang et
A B R SC A T  E —B i?m
A — AR AT DA SRR 3% aJang et
a.Over a meal one can have a lovely conversation. lid= | al.(201
A — R R = T DA RSB la)
16. & i 2 . RS =
MEZFERESENZ2 (B8 - B8 - IREMGRE)
a.For me, eating is a matter of touching, smelling, tasting a.Jang et
and seeing, all the senses are involved. It is a very exciting il'(ZOl
sensation JIE =] b J:ﬁ)g ot
AR T U TR — oL
SR B 16}
b.1 like to change menus for a variety of tastes.
B S T kA
17 R E S M B P M BV A R e i sl
T R G R e i | “al.gor
a.l try new foods and new recipes from magazines or TV. X lt:;.)
eFEsEEER T ER BB
EEHMERYNIREE aJang et
a.l enjoy shopping for food and cooking. JiEmE | al(201
EEEERYE R 1b.)
18 EE B eNA B R A A 7 o a.Grunert
EESLEEIA B T AR MR S et al
BT NE BN T W R S A S AT (1993)
DT BEA L A5 D yeher
: . . ey et
\ a._I like to know what | am buying, so | often ask questions al.(200
HEE = in stores where | shop for food. 3)
(Shopping HETEER IR - DUE T E SRR | IHE | Liang
methods) | b.I compare product information labels to decide which Py
brand to buy Lim(20
Pl e i A LR i B e e 11)
c.To me, product information is of high importance. | need d.Wycher
to know what the food product contains. ley et
FEmE NI E L T R MmN al.(200
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PAE ! HH MEERZ 17| 5 1 FHSZRR
d.To me the product information is of high importance, | 8)
need to know what the food product contains. e.Hoek et
WIS ERIVEIHE EE - WEE T RS al.(200
B 4)
e.Importance of product information.
A Y B B
19 HREE AR 7 iR a.Wycher
a.Shopping for food does not interest me at all. ] ley et
FOETE S & i 2 S gl).(zoo
a. I get my grocerles from one or more of the following on a )
regular basis: Food co-op, health food store, ethnic food aNie &
store, farmer and my own garden. Zepeda
P e S E IS 7RSI ¢ ) e | o)
ma Bt~ #F eSS - REERE - BENERR .al (200
e 2
b.Speciality shops.
HEE
21 R T E B E B R 2 a.Liang
S EHE IR E ST A R E &
a.Advertises information can help me to better decide if | Lim(20
should buy the food product. 11)
B T DU B A S b-Wycher
b.Information from advertising helps me to make better| T | 16y et
buying decisions. gl.(ZOO
e e R R B R R L D
c.Attitude towards advertising. .al. (200
RS HTRERE 1)

3.5.6 FE{{E#&(Willingness to Pay)

RAFFEREE R 88 TE 2% Rodriguez ~ Lacaze F1 Lupin(2007) ~ Urefia ~ Bernabéu
#0 Olmedac(2008) ~ Xu ~ Zeng ~ Fong ~ Lone #1 Liu(2012)#1 Zhang F1 Wu(2012)#y=Z
Rk > MGERA FR(RF(d7A(Contingent Valuation Method; CVM) AR &R E#HY

FART A -
120 #1130 % > {{E

ORE B B PRIy R e (8 2 BB -
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Urefia - Bernabéu F1 Olmedac(2008)%55 5514 B 20 AT I B A 1% o v B A2 EEL R
(HERSHYZE > Ho BRI B I1LL 317 - Rodriguez ~ Lacaze #1 Lupin(2007)
5 RSP AR AR S B A E B A T 5 A T e sy (1% < Zhang AT Wu(2012)$%
SR E S &R o I EHE E B4k AE (greenelectricity;green-e) FYFE{ {E % ° Xu ~ Zeng ~
Fong ~ Lone F1 Liu(2012)5 o B AR e B 48 B g e AR S0 > Ry T BN &
HGEZ RS0 AR B S A RSN E R R R - R E
AomsEry B HERS LRSI -

7 3.5.6.1 FHRIMYERA(T B8 Z MGkt

718  H MELSZ 15 | 5 1 SRR

1. EEERIIYER - FEE S L —R&unyEE £ 2/ VeV ER ?
0~10~20~30~40-~50~60~70~80~90- 100 -~ 110 ~ 120
#1130 % DL E
TS A TRNYERS - FEE ST EE—AG S 2/ DR ?
0-~10-20-30-40-50+60~70~80~90-100- 110 ~ 120
#1130 %

T B A TRNYERS - FEE ST — RGeS 2/ DR (ERS ?
0-5-10-15-20-25-30~35-40~45-50~55+ 60~ 65 -
70~75~80-85-~90~ 95+ 100 F1 150 %

HEE AR > FEE S EE— A%k & 2 DRy E R 2
0-5-10-15-20-25-30~35-40~45-50~55+60* 65 *

J?Eﬁ‘ 70 ~ 75~ 80 ~ 85 F190 % aUrefia
ﬁﬁn MRS » B (LSS DO Y | e | o
(gness 0-5-10~15+20-25+30 354045505560« 65+ " 21.(200
) 8
topay)| 70 75180 % )

R E A PROEER - BRE S AT EE— ks i 2 D (ER 2
0% ~ 5% ~ 10% ~ 15% ~ 20% ~ 25% ~ 30% -~ 35% -~ 40% -~ 45% -
50% ~ 55% ~ 60% ~ 65% ~ 70% ~ 75%7%(1 80%

M E A TRINYERT - BEE S EE— Rk 2 DIy (ER 2
0% ~ 5% ~ 10% ~ 15% ~ 20% -~ 30% ~ 40%#{1 50%

M E A TRIYEERT - BEE S EE— Rk 2 DIy (ER 2
0% ~ 5% ~ 10% ~ 15% #{1 20%

i B A TR — Ak - FEE S EE— ks Z Eg E
R ?

5% ~ 10% ~ 15% #1 20%

a.whether or not they were willing to pay a given premium, Ai,
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Ak
S

>

i H MESZ 17 | 5 1SR

to buy an organic food product instead of a conventional one,
and differed across consumers (5 %, 10 %, 15 % and 20 %).
WAL ES B S MR E - (IR FEDHE R S A
EZEEA 5%~ 10% ~ 15% #1120 % -

WIRIT R WA - BRI E AR ELDIE 2 A Z B

3 o BRAIPRIEIEZHVERH - A6[EE MY -

a.Are you willing to pay for green-e development from your
household income? A. yes B.no If the respondent chooses ‘yes’| NlE[5]
the following item must be answered:

IR IR EWA » BEE S Sk s T 34 2
AR B A - BAIIRIEIEEAVERH > 0% T

a.Zhang

Wu(20
12)

TR ARSI e (S AT
a.The maximum price you are willing to pay per month
approximates to
A. RMB1lyuan
B.RMB2yuan
C.RMB5yuan
D.RMB10yuan
E.RMBZO?//uan a-éhang
F.overRMB25yuan NI [ WU(20
TR ARSI S (B BT 12)
A LTTARE
B.2 T ARHE
C.5 L ARH
D. 10 jT AR
E. 20 7t AR
F.25 JE AL E

T2 SRR S i (E A AR SRRy E | 7 QIR [EI

& FRiE T EFIFR BRIV T TR > WA o R

Byt 2

a.whether you are willing to pay more for green-and eco-labeled
seafood? If you answer is ‘Yes’ you have to choose from a list ]
of seven categories. If you answer is ‘No’, you have to explain| ™
your reasons for not wanting to pay more.

R A B S i (RN &k B AR AR B R Y R . 2 40
RIEEE - FTOE 7 EFIFR PRIV TR > AEE
7 R R ?

a.xXu et
al.(201
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3.6 Rl HTEL4EsT 57 (Data Analysis and Statistical Methods)
N Y RE L NESTE Wbz (1 N
3.6.1 Fut G st (Descriptive Statistics)

FEEACE RN - BUlUHE B EAE R MR - MR~ 8L - (8
NP HUOA ~ BREERMISIRN I E A - &Ko7 (frequency distribution) ~
F59{E (mean) ~ fE#E 7= (standard deviation, SD)ZE 574 o

3.6.2 I§ H 43 (Item Analysis)

FHHY H AR TRHIRE H A 178 & Y (88 5 )
3.6.3 [EE 17 (Reliability Analysis)

FRF Cronbach’s o (X BUHRERRIE A HEREY,  FRBIRIT - Y THRRS Ty
REEERPHEWERY—2ME  WEPRIS(E KAV » Cronbach’s a Z 5#=

0.7 Fs={Sf% » .35 =Cronbach’s o Z (5% < .7 Fyiai] » Cronbach’s @ < .35 ffiX
{&= & (Cronbach, 1951) -

3.6.4 £ 47 (Cluster Analysis)

W2 el i E Ry A DAR R > A K-mean SREE AT AR BEASE 77 i 2g
(E =R (EE— AR AR S ENEENE - A FESERZ RS e RE
M e
3.6.5 AR T A& 5E(T-test)

9 B R ERTTRE M A £ B S R 5 22 T - BRI OB T T
BRSPS -
a RSB R I B RR S A 2 R

bARHEHI T E T R ARBELRESE O A EZRE
C A F A ERIRRH M B BRI RE Y B S A A= R
dA[E A4S RIRE R B B A IR BR (T s S BA = Rt
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3.6.6 EERFE B #4747 (One-Way Analysis ANOVA)

T H HEELR = (s =l DA _EAYBAS- I8 DA A2 H fy 5 80
LB AR ST o DRIELA F BE DR SER B  SR R e — () DA _EAS R AR TS ARG
HES  WEREELER SRR R R - BRI AR RIS IRy
FE(HER < e G ASEMNER - 5 FEAEIEERE SRR (p<.05) - AIFRET
5% 75(Scheffe) B2 Duncan HYSEIREERT - DL T AR EEFAG 2 FIRYZZ 246 (4 -

3.6.7 RZE /M7 (Factors Analysis)

e AR E 575 KA TR - BRBERE S B AR T R RE 25 IR I LA S ek
REIEFEINZER - DA L HAERENE -

3.6.8 i B R (Simple Regression)

TR H O e 2 A AV B A i = B E o0 LT B BRI RER () Bl R
(o) Z IRV E R %

61



IR 45 E (Results of Study)

3.7 TEHI%S R (Predictal Results)

AFEETIER G LAAT - 7t 2014 £ 1 H 14 HA#E(T 2 RAVEUAIMEHG
I MGER AR - e ETtEEE T - 282 - SRR 2
FACUES I E YRR H BB Ry 25 - 383l 50 (745 - HIRRE 2 (p RIEE 50 8
ARG » AR EIEE 48 7 -

3.7.1 $U G ET 34 (Descriptive Statistical Analysis)

TG TSR - 25 E MG 39.6 % » 205 60.4 % » FHLL 21~30
IV Rof& % o TR SEiRHY 33.3 % > HK R 31~40 i > RyFTASERHY 25 %
HERELIREER 5T - (SFTA 255 50 % (R s T () - B0 UTFeRTi
(&) PAT  BEELUIRESE BJm 2 - (SFATA 263 33.3% » (ke RyE2A: ~ Hifth -
EHZE - AFAE - BUEE - BE - SRESRSEEEL - IJBIIRARE BE
% 0 Ky 12.9% » KEEREHIAIE DR A (20 2 60 pR)fE% » s 54.2% » RENTHY
HREN B SR TR B Mg 7 0 705Ky 72.9% ~ 70.8 % - {IE A H U AR
K5 10,000(&) A Mm% » Ky 27.1 % » H2 20,001~30,000 ¥ &'l » (hFTA 2
SHEHY 25 %  EEHDLI=RE RS » 16 16.7 % » HRZHEEE (14.6 %) ~ A#HE
(14.6 %) 1/ N E(12.5 %) -

£ 3711 FHEEAERIR

& IH Btk % & 15 Harte %

ezl KEERE

B 39.6 N (L9 35 DL ) 2.1

M 60.4 % A (20 ZE 60 %) 54.2
Fip A~ 2 A(60 BELLE) 10.4

20(&)LLF 22.9 JNFZ S R 18.8

21~30 33.3 INE S RS FA 14.6

31~40 25.0 B B A

41~50 14.6 10,000(&) AT 27.1

51 k2L E 4.2 10,001~20,000 8.3
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% H Btk % 28 H Btk %

BERE 20,001~30,000 25.0
B (&) AT 6.3 30,001~40,000 10.4
= b (%) 22.9 40,001~50,000 8.3
=5y S 10.4 50,001~60,000 2.1
e 50.0 60,001~70,000 8.3
WH4EFT 10.4 80,001~90,000 2.1
T 100,000 #r&#4 (&)L E 8.3
NENE 6.3 J=HES: U
U g=] 4.2 I 12.5
RS 33.3 JE\LLIE 4.2
HEF¥E 8.3 MRIEE 2.1
BSZE 6.3 REE 2.1
ERESE 2.1 CRE 2.1
BREEIREA 2.1 SFA 2.1
B4 27.1 BhLLE 4.2
HoA 10.4 SHNE 2.1
AR Yart—1 6.3
KIS 72.9 SR 2.1
[ 22.9 e 4.2
HAR 4.2 =R&E 16.7
RPEREER HriE 4.2
a5 29.2 2 14.6
iz 70.8 Hil$E & 14.6
FPERARIER &dt 2.1
F=h 27.1 il 2.1
fi: 72.9 HAr 2.1

3.7.2 IE H 4 (1tem Analysis) Bi{Z 4347 (Reliability Analysis)

AERERT T AR S AR ) BT R S - & i SR
FHEREAIFHRE BRI - {EF5 2% B8 Cronbach’s of% A HERIE » R4 TE
PREH

% 3.7.2.1 FESEREH IITEEE T

bz MRz HEFR i HEY
HH My AR 42 {ﬁZa Frifg e

% % MHEAE eSS

i TEEEREN 4371 26977 .126 768 345
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bRz MRz EHEFR i HE 7
HH g AR B2 {sza i E

# 0 FHEEE S

L e T e oL 4358 25.652  .344 752 .006

BEHEELSFRSTEE 4429 26.977 .088 773 380
FRAG L e T P B2k, 44.02  25.936  .075 795 757
B EE MR E LS 4410 24010 457 740 .000

FHEE E Sh R R 4477 25287 .394 748 .000
o s e LS G e R g e 4429 21956  .681 714 .000
AR E AR S E 4429 23615 .436 742 .002

Sl R r e 1 4450 24170 439 742 001

AT 5 R KB O A 1
2

T A AR 2 o ] DU D e
el

BEAEREESA N AL
RN

AR AR FE i Y B R A [ A
ot

a=.763

BRIFRE A R T PRI R S PRUREEBIR/N T R/DBE IR |~
PAMIR O EEIATERG TR RIS BISVEE ) - " ABEE
DR D e 5 S HIREK 5 1 T AR BRERSR N G SRR Rl ok M AR S R R
' EIH R AR - OGS R I RERAERE (R B R 5 - (EFREZ A Cronbach’s o
‘IR ERIE - NS TIEIRE -

4406 24.187  .495 738 .002

4419 23.560 477 738 .000

4419 22156 .624 720 .000

4475 22404 499 (34 .000
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7% 3.7.2.2 BURREE S RIA H TS

fprte  MERE BEFR WM HES
HH HISEYy VSR S B2 HiteE
i # FEREEE a S
FIRIBIRTAE 83.96  83.147 674 816  .000
REEIRIEERNEE 83.85 83.617 .710 816  .000
{5 A (FEFRARZ R U AR 84.15 81.829  .456 820  .001
TEET R B E IR 83.60  87.393 219 830  .006
A MR RS R T4y 84.06  84.273  .348 825  .006
FEYR T2 EEE - REgER 83.96  82.041  .632 815  .000
IR A EE - RUREE(LR/N 83.90 82478  .340 827  .886
B A > (A E LIRS 8458 81610  .425 822 074
G EEN HEYS 83.71  86.126  .419 824 .007
WA E R i 84.63 81.729 555 817  .183
fEYE (i FHIRRES 83.90 83.627 511 819  .001
1R/D R F BRI 84.81 83305  .331 827 794
PR A S IR SRR 2 83.92 84.078  .230 834 300
el Ze RS AR BUNINE (T 84.46  84.296  .195 838  .286
=R ERIRMEEE M 8427 83861  .416 822 .000
NEERNSERR UG HBHFEK 8558 85865  .105 846  .082
NEREE R Rk T Ri4E M= 8413 80.580 552 816  .000
INNE ggibmﬁg/%&%ﬁn HFHIN g383 82270 604 814 000
Aiﬁ;iﬁkgﬂ CEWEEESHEY 9300 gs7gs 422 823 .000
= E‘Zgiﬁ% SRR 2 R i 83.98 82574 509 819  .001
/
’@%ﬁ%ﬁg REUEAIBAESRK 0a20 gooss 588 817 000
Kﬁﬁfjﬁ%ﬁ %f‘f% I PRI AL 84.31  85.028  .307 827 453
= R S
a=.830
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R 3.7.2.3 FHRIIYEEE ERE LI H (s E ot

fERz  fMHbRiE B1ER G THHE 7
HH HIFE BYER Hor S ItheE
# ] THERE R
e B B A AR A 9.85 3.531 .700 474 .000
i i A I A AR 10.52 3.489 441 .644 .000
ol S B A YA TR 9.83 4.440 .380 .667 .018
EAREA TRINERE - e E H
I 10.29 3.998 .392 .665 .000
a=.682

R ERT T MR AR i

BB, M TR R N RR A CE R

AR ] R Ry S [RT R &8 M dd SR RE AV AR R A B (X {EMIPR % A Cronbach’s

o

AR IR EE R - NG TR

% 3.7.2.4 A ERIRE BRI H o ELEE oA

fprt% MRk HHER i HE Y

HH MYy VR a2 @%za Frths

- B fHEME TEMER

Pl F iR e 4K e 68.02 29.255 .183 560  .107
HEEEEEIE RS 68.04 31.020 -.026 594  .050
ZRE S RHIEE BN EEEY) 66.63 27.899  .463 526 .017
FEErn A VA BN A R E 66.71 27.062 521 513 .027
g E R EEEAREE 67.33 25.248 582 489  .000
HELE—RE A YR B E 67.79 27.828  .305 540  .005
EE#E iR R R = B 'Y 67.00 28.894  .282 547  .007
ShERIREEEE T —E 67.13 29.644 117 571  .015
PREEYR > SELEERYIRE 6740 32372 -151 607  .629

SEHERE EEEAREE S KT
(e ) B 67.21 25.658 .635 489  .000
FEE EE e E R T En A

o ot 67.46 30.083 .097 572 .070
KN R AN A& © 67.33 29.376  .245 553 111
EERYRgEELEEEHE 66.98 29.340  .280 550  .041
=W L T A RS B 67.54 27913 427 528 .009
HEE AR EE iRk 67.33 28.738  .281 546 291
S o] E B E BT 67.63 29.303 .201 557  .027
A E S ER R = A R 67.50 28.809  .249 550  .054
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bRz MERk BHEFR . HESY

THH ISy BEER Ey 2 &Za ik

4 B MREIE TEMER

HEE A Ee ChE s 67.23 28.648  .249 550 .075
FXREEE &S RS E N 68.48 32.212 -.135 608  .137

ISR RIR B HR R R C e = A A 67.46 35785 -405  .665 .000
AERRENZ 2L ~ BT - REE

e HEZRENZZ (% 66.81 30.453  .059 577  .062

B~ IEE - LREFIHA)

a=.572
2 3.7.25 HEEHARER  TEER
IE 5 E RS Btk %

M sb 1* 2 3 4 5
A TEMEEM 4.14 061 0 0 12 62 26
AR EHRE A 4.30 0.61 0 0 8 54 38
EH¥EESSAHRSNEE 3.58 070 0 4 42 46 8
TEHAE A TR 2 o A LB AR} 2.12 112 34 38 14 10 4
BEE ML —REE LTS 3.82 0.77 0 6 22 56 16
A R 3.10 0.61 0 14 62 24 0
AR E A R 3.58 0.86 0 12 30 46 12
AR E A BT E 3.62 0.85 0 12 26 50 12
AR R R S AR 3.38 075 0 14 36 48 2
BT SR KB AR A [R5 3.4 068 0 4 20 64 12

a5

H. % EEH 1 \ \‘E‘ [ MMNE ARy
FRHUCE TR 2 S ] DUR D P8 4 368 0.82 0 8 30 48 14

%
aﬁgﬁ%%ﬁﬁaﬂmﬁe@m@ s68 089 2 8 o4 50 14
ﬁfﬁ%gﬁﬂﬁﬁgﬁiﬁﬂﬁﬁff%%ﬁ a1o 008 4 o4 a3 6
7K

DEEFOR L ISEEAEE > 2=2AEE > 3= - 4=FE » S=EEERE

2 3.7.2.6 HEE IEIBREEH TEEE

H B SEHEE  EEE Btk %
M SD 1 2 3 4 5
IR R TAE 4.16 0.62 0 0 12 60 28
ReEIRIEERINET 4.28 0.54 0 0 4 64 32
e FH B PR AR 2 [m U 4R 4.00 0.97 0 10 16 38 36
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I B WigE EEE B4tk %
M SD 1 2 3 4 5
TR B E IR R 4.54 0.73 2 0 2 34 62
(LRI L S TR s pl T 4.06 0.92 0 6 20 35 39
FEYRT AT REE - RgER 4.18 0.72 0O 0 18 46 36
IR EAER > RUREEEIR/N 1.74 114 5 32 0 6 6
HIEARAE - AN EFIUEREN RS 3.52 1.07 6 6 38 30 20
o EH R A YL 4.44 0.58 0 0 4 48 48
BRI A Y s R 3.50 0.84 0 8 48 30 14
HEY e (i IR R A 4.24 0.72 0 0 16 44 40
1R/VEE I IR R & 5 2.68 106 14 28 40 12 6
WWEA&K%TWF%_&%L 1.76 124 60 24 6 0 10
P22 s 5 A e BUN N E AT 2.29 135 39 24 16 10 10
gﬂﬁafzﬁ oM 3.84 0.84 0 0 44 28 28
NEAREEIRE LU EHEBMNERK 3.4 146 16 12 16 24 32
NENEE R ER T FEEE 4.02 0.94 0 10 12 44 34
u@i ;@J/DZZEE/}— RE (W B FHER 139 0.65 O 0 10 48 42
N ;Z;Eﬁ EREEESHE 0 061 0 0 6 44 50
éﬁﬁjg; A PR 2SR B A Y 115 508 O 4 18 40 38
Fé?%%;% %;K{éﬁ@uiﬂﬁﬁ(ﬁnﬁﬁﬁ%%ﬁ 438 0.70 0 2 6 a4 48
IR ;ﬁzgﬁfgfﬂiﬂﬁw A 2.20 090 24 40 28 8 O
= < [mymg =]
BT ISR A E 2N A B 3= 0 A= B 5IFE
2 3.7.2.7 e EIA YR E R TEEE
VI Bt %
H = M B2 SD 1" 2 3 4 5
HRFe i A MR 2 3.60 0.81 0 6 42 38 14
i AR R I A ek 2.98 1.00 6 24 44 18 8
e E S A ER A Yk 3.64 0.75 0 4 40 44 12
= K%EE%EWW#E* iR 3.20 0.88 2 16 50 24 8
BT 1R AR 22 AR g 3 g SRR



* 3.7.2.8 HEEHAEIE Y FEIEL

15 5 YiIgE  EEE i Btk %
M SD 1" 2 3 4 5
P F O R e AR 2.72 083 4 36 48 8 4
WSS E R 2.76 096 10 28 40 20 2
F BRI ERE B EEEY) 4.06 074 0 4 12 58 26
S AV B R A TR R 4.02 074 0 2 20 52 26
FEF E R EEE A REE M 3.38 095 0 20 34 34 12
FE L —RER AR B 2.92 094 6 26 42 22 4
Ph#kzE iR DA B R S B B Y 3.72 076 2 4 22 64 8
ShEREREEEE R —E 3.62 090 0 14 24 48 14
REERYR - GESCHE RN E 3.36 083 2 12 38 44 4
Eﬁﬁ%é%ﬁ%ﬁﬁ%&%@ﬁ’ﬂ%ﬂ 35> 081 0 8 44 36 12
HZE AN BiEE
e e Y e e V= AN N 4
JE\E\Z%I:;%*EE&XE@?%EF‘Héﬁjﬂfjﬁifﬁ%@?@ 3, 081 2 10 50 32 6
BEIZ RN A& 3.40 067 0 2 64 26 8
EERYFgEELEEHEE 3.72 067 0 4 28 60 8
SEELHAY A AR EBEIZER 3.16 077 2 10 64 18 6
S E AR A L i LR 2.60 076 6 38 46 10 O
R A E B E A 3.14 078 2 16 50 30 2
A ESAHER R E A TR R 3.22 082 2 14 4832 4
P ARy LhEr R 3.52 084 0 10 40 38 12
ERIEE & S HB I a 2.30 089 22 32 40 6 O
BRI & RN B A e R 2.70 109 14 30 34 16 6
%%2{5&%%?%(@%’%ﬂ%%*ﬂﬁk%ﬁﬂ%ﬁ 3.2 080 2 0 %4 52 29
EFT SRR ARG 2R ) 3 - 4= SIFR AR
2 3.7.2.9 JHEEHERIYERR M ER - TEEL
5 = SEHEE M EEREZE SD _ Btk %
1 3 4 5 6 7
2 10 24 16 6 20 10
" - 4.96 2.46 HorEE %
A AT R E AR ¥ 9 101 1 3B 14
2 4 0 6 0 0O

"EEFET ¢ 1=0 %, 2=10 %, 3=20 %, 4=30 %, 5=40 %, 6=50 %, 7=60 %, 8=70 %, 9=80 %, 10=90 %, 11=100 %,

12=110 %, 13=120 %, 14=130 %L/ I~
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3.8 IFZX %5 (Formal Questionnaire)

LOBBEREN MG R REREEREE T RV EREREN AN 5 0h TR
DREFEREERRE ) BE(E A AR SRR REIE T R RN B L RN RETE BB e R |
HR RN e MR TRCE R P RIS 20142 H 7T HE
21 H > 15 K > Gt A m i & ey nykeE P (R E 5T ~ 23021 85
& C)» Ha%jiT 460 {54 - i (IR A s B B M B FUER - ARG 443 {7
[OIeREE 96 % - HETHMGLRIER - ] SPSS WigEI T4aT &R T -

3.8.1 g MG ET 4 (Descriptive Statistical analysis)

HEGHVHEE FELIMEZAE 53.3 % » 5] DIHERFT IR M M
BEUZME RS  BEE 2 EWERKEE R T g RHESE T a5 1M
TE% 5 Flie A £ 2L 21~30 Y N L1 £ - il 45.6 % » HZKFy 31~40 3% - 1k 18.7
% ; BUSHEE FEDIRE R - EATA 23 1145 50.3 % » £ Rymd()17.8
YEHERL 15.6 % » 5 JMEEME EE LIRS RIES » (GFTE 2% 34.1%  HXRE
B4 5 17.2% 5 E A HUCALL 20,001~30,000 5 #E /@2 » 4h 23.3% - HXK
5 30,001~40,000 - {5 18.5% ; FKEERKE#EHA 19 BELL T~/ MZ A 28.0% ~ 20 £ 60 3%
AR » 15 98.2 % ~ 60 R Y AR 28.2 % 5 SR LIRIE K2 » 15 67.8
% ; HE NP AR E - (5 35.2%  HEREIERIIVRIER 29.1% © JHEE/EE
fEE Tl - LIS Big % - EFrATEEH 14.4 % HRXE=RIE » 1
124 % -

Loureiro 71 Lotade(2005)F&&T)H & & HI A a8 BRI S FRAREAY IE 2 fmdr
2B NRZ Ry 2C1:(66.45 %) ~ (51 %) ~ FFULASTHL 30,000~50,000 S50T » HE
FEJE FH Ry R B 5e (33.8 %) IR E2 B SR ERITE (24.1 %) - Langen(2011)BRE T fEEF
BE N FE GG NE 2B FE R SR 34 515 40 % ~ B ERE
FAREAZERNCREREEREES 71 % ~ KA 72 % HKRREHIAIT
J~ 1,300~3,600 BiT - #EHIZ 358 FE  fmm 200 > SF— L ERE T EEERM Y
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PR » 55 AESUS RIS A M B AT O BRI BSOS R R S350
TR RN S R RS - BT — Y Fe T
B SRR IV BRAE A BRI S AT R R LS IR SEE 2 » T
PR IR (BRSO B E UAFTE 5 -

72 3.8.1.1 7B AARE R
& IH &, Btk % #® I B8 BHatk %
el BEEE
itk 206 465 - BEREET 9 2.0
2 236 533 - =) 79 17.8
R HR 69 15.6
20(&) LT 30 6.8 FEE 223 50.3
21~30 202 45.6 b4ERT 61 13.8
31~40 83 18.7 JEEH
41~50 70 15.8 - EEEE 23 5.2
51 A I 56 126 ol 29 6.5
A HWA EEE 38 8.6
10,000(&) LA T 78 17.6 e 25 5.6
10,001~20,000 47 10.6 —RE 55 12.4
20,001~30,000 103 23.3 L 14 3.2
30,001~40,000 82 18.5 i< [ 12 2.7
40,001~50,000 48 10.8 2R 64 14.4
50,001~60,000 26 5.9 Hi$AE 31 7.0
60,001~70,000 16 3.6 JjizoEAR 1 0.2
70,001~80,000 8 1.8 INEE 15 3.4
80.001~90,000 6 1.4 JEVLLITE 43 9.7
90,001~10,000 5 1.1 PRE 9 2.0
I (AN
1000 FEWE 7 g KHE 9 20
BkE C OKEE 3 0.7
PN 12 2.7 Kt 2 0.5
NIFENE 25 5.6 CRIE 6 1.4
e =] 17 3.8 BN 7 1.6
EMEPE 8 1.8 [ L1 8 1.8
AR 151 34.1 it | 5 1.1
B 39 8.8 JHEEL 2 0.5
BlESE 37 8.4 P& Tl 3 0.7
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& 15 H & Btk % & Ig & Batk %
BRI 17 3.8 FiE & 3 0.7
B 76 17.2 FEE & 2 0.5
HA 57 12.9 ERE 1 0.2
%@&ﬁw\& 19 B L ! 0.2
A 121 280  HAh 31 7.0
i 318 71.8 HEARIRIT
g)@ﬁﬁ(ﬁzk 20 2 60 N 297 67.8
H 435 98.2 [y 129 29.1
K13 7 1.6 HAth 13 2.9
FRRAEA 20 B SRR
H 125 28.2 H 156 35.2
i 317 71.6 i3 286 64.6
P EEIK BT
il
- " 129 29.1
i 313 70.7

3.8.2 T H 43 (1tem Analysis) B {Z 4747 (Reliability Analysis)
TN R CARESIE HEESE o - SRBNARESEAENEEE

% 3.8.2.1 SERERHH o EEE o

bRtz fHERE HlER W% HE

S| H HIPEe RISER 4> T Mide

] 2 HHEIE TEMER

A TEREE 4351 42241 297 834  .000
AR EHRE A 4363 39.584 562 819  .000
B EEL S RSN EE® 4424 38553 525 820  .000
T o L 7 o PR R s} 44.05 44330 -.005 863  .014
Bt EmE— R E LA 4400 37.606 .660 810  .000
B S IR 4467 39.296  .497 822 .000
BEHREE M R 4429 37498 581 815  .000
BEHREE LA BT E 4413 38458  .602 815  .000
EREERMIR S T 4444  39.492 454 825  .000
BT R KB A IR 2 4401 39.544 524 821 .000
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MiFriz MHERR: S8R % HE

HoOH HPEy RUER @2 a 1T th

% % HHEE TETER

AU PR o T LU 8 P e 4401 37.813 638  .812  .000

W B A A B P AR AE s i 4426 38.306 .530 820  .000
AR ) B A E A R — 4455 37.713 547 818  .000
a=.835

T T AR TR BT AT+ s R T A R R

# 3.8.2.2 IR RAIH B S HTEUEIE 5T

fErz  MERE BEFR A THH 5y

5 H ISy PSR a2 Za T i

# % HEAE TEMER

HITRIRORTAE 82.10 61.285  .527 758  .000
RPEIRIEERIE (T 81.97 60.867 .575 756 .000
{5 FH BB IR AR [l U &K 82.28 62.304  .315 768 .000
AT AR B E NIRRT 81.66 ~ 63.130 434 765  .000
B IE MR RSO T 4 82.28 62.352  .309 769  .000
EYR T2 EEE - RgEL 82.19 61.054  .484 759  .000
IR CAEE > RUREELR 81.87 63.020  .239 773 .000
BIfEARTGE - R B AR R P 8261 61.478  .346 766 .000
FEENHEYS 81.93 61.851  .488 761 .000
WA A amER B R 82.89 61735  .379 764  .000
HEYrE i IR RS 82.23 61.016  .454 760  .000
R/ DRE F IR AT &R 82.66 61.276  .349 766 .000
PRI A SRS 2 81.77 61.389  .361 765  .000
P22 RO R BUN IR 82.56 64.582  .063 792 .000
EEHERIRMEENE M 82.51 61.765 .380 764  .000
NEA R SRR UG e B BIE K 83.49 65.038 .029 797  .003
NENEE R R T FrE M EE 82.52 64.014 .141 781  .000

DEBTEREERREME FHERRER 8199 60.087  .632 753 .000
Aiﬁ;ﬁﬁ@% CEMGEESEEN®R o 00 oo 470 762 000
ST ER S RE T R B AN T A 8212 63.467 243 773 .000
KE%%EE@M&@L%UEH MATRKHE o) 0e 60090 500 759 000
RIS IR S & s (R A s TE 82,77 63.068 .220 775  .000
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fERz MR EEE G THHE 7

A H HIF VSR @ Za Hr th

# ¥ HHEE JERER
i ey]
a=.77T6

e HETTR B 2 A R SRR H B A - SRBUR I E B

THIVHEIE Ry 0.764 - RIELER HE(EE

% 3.8.2.3 AIIMEREE SR E R H oS o iT

bRz fHERte BIEFR4E A HE Y
5 H HUSEY AR oy 2 MHRE Za Mt thig e
i # B S
e P A R R I 990  4.359 697 639  .000
o iR A S S A Rk 1041 4530 545 719  .000
G E G4 YA YR 9.81  4.486 596 691  .000
SAFHEHATRIGH > JERERM )3 4881 435 777 .000

HECIHY

a=.764

TR B 4SRRI H BB AT > SEARBUR A S ARSI R B By

0.768 - KILBELH=(EE

%% 3.8.2.4 A ERIRE B RIH H o EUE E ot

PRz MRtz 28R

Wi TLET

5 H H~ES avEE 852 Mt th

4 % HHEIE TEHER

Pl F IR e 4K e 68.95 55266 .258  .764  .000
HEEEEEEIE RS 68.68 57.844 071 777  .000
FEGRENRERE BN EEEY) 67.72 54389 455 753  .000
& s A BN B A PR 67.71 54.061 517  .750  .000
FEFFEEE EEEAREEL 68.39 51.647 574 742  .000
HEtE—R SR YR E 68.71 51.808 .478  .748  .000
bhig i iR DU R S BN 'Y 67.99 52315 564  .744  .000
ShERIRENE G E T —E 68.01 57.513 .093  .776  .000
PEEYI - gELEREEYIIRIE 67.97 57.292 130  .772  .000
gﬁﬁg%ggﬁggﬁg%gﬁ TR ceo5 51040 634 738 .000

EPN=Feir

FAE ESEHECEEEH P agnyAE 8L 68.10 52900 491 748  .000
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fERt% fibrie HESR s HE
5 H MUy RUSER dasy> T T Mg
i B HHREE TEMER

o
K IZ R AN A& © 68.26 52.293 545 745  .000
EERYNESFELEEHEE 67.81 53521 512  .749  .000
SEEBUHIAT X A RE R 68.52 52372 537  .745  .000
HEE AR E iR R 68.51 56.134 .200 .768  .000
[ 25 AR T B B R i Y EE 68.32 54452 353 758  .000
NI S AT BRI = A TR 2 68.47 55,573 254 764  .000
i E A e ey bl AR 68.11 53.232 529 747  .000
EFRAEE & H S AR & 69.09 59.063 -020 .785  .020
BB & RN B LB S e 68.77 61.292 -163  .795  .391
B ERENEZ e - 88« 8 NHE 6762 57165 .160  .769  .000

o=.768

K FEHTE SR EHRES (4 LSRR ETE T AREES | NIEH
FEREERA R RS AR E ML R E M - AT ST R4
A 1T R B HUA PR A hn v ] PUBC S MR R - Kumar 71 Ali(2011)B5E o

TR (4 DL RS EE A

EE =< 1

= EE oD

LR - i

HH == 1 J/7
= A On/ X

o2 BB R A B PR 7 o 7] U@ M B - R DU HHOR 8 3 B G (R R Y
B SRR A TR i B RGRUA tlg v] DUBC S MRS 4: - 1 H AR R R
DIERTRARYAFE » EHIEVERF ~ KT AR DB R R ) iR
H Rt Bt & AR - AEIZ1S 20 O ERE Z SIME AT DURJRF ER R B 28RV 3 > 23R
CARTEKAY -

* 3825 HEHHARERZ THER

" 5 Yy B Btk %
EM #Z=SD 1 2 3 4 5
A TEREEM 430 070 0 1 8 49 42
AR EHIRE A 420 075 0 2 13 49 37
EREEL S ARSI E®R 357 092 1 11 33 39 16
AR A M 2 o A L EE AR 223 109 28 39 18 11 4
AR E ML — B E e 382 087 1 7 24 48 21
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¥y Rk Btk %

" E|

M ®ESD 1 2 3 4 5
e L R R 314 08 3 16 52 22 7
R E R e 353 099 2 14 26 43 15
AR E AR E 368 0.85 1 8 27 49 14
B R LI L i e 337 090 2 11 44 32 1
BT 53 K B & 1 TH s 2 381 080 1 3 27 50 18
R R i L] DU D8 b s i B 381 08 1 7 23 49 21
e e A S
E%Eﬁ TR EE S B B A AR R 356 095 2 10 34 37 16
g B 2 Ty T SRRl i Ay e
%*&E)&Enuﬁ’]nuﬁﬁﬂﬁﬂﬂﬁ*&*mjﬂ 3.96 1.00 4 18 35 33 10

DEEFOR L ISEEAEE > 2=2AEE > 3= - 4=FE » S=EEEE

AW E BRI RR R P E R = (4 L) Ry T A R EE AR
MR~ NEHEREAR  mE g SRR - G EEFHEYLR - (ReERER
ERNER - LESTEIREE R RECIE FHIRIRER) - e B K M
TR ARAO B A) ~ FRITKREROR LAF ~ S AR S R 2 R B A HY T
EFIEEYIR T2 FE % » FeEEX - Urefia ~ Bernabéu 1 Olmedac(2008) /5% H
ToToHE B ER AR P EiR e (4 PAE) B H BISCOH IEAE A E ZARIER SRR
B > 75 FIEREE A LR A MR A A (BT » R0 7 M o S BRI 2 T e
KB RRAEE RIS - BT BAER T AMIRENA it EIRE
A eT R DR A AR G R S AR RSP o UGS AR N —RAIfEA -

7 3.8.2.6 JHEE IRIBREEH TEEE

15 g YEE EEE Btk %

M SD * 2 3 4 5
SRR TAE 4.10 0.70 0 1 16 54 28
RERE RN RE 4.23 0.69 0 0 10 53 36
{5 FH B IR AR 2 [l Uk 3.93 0.88 0 7 21 43 29
TR B ERVIRR M 453 0.59 0 1 2 39 58
BB MR SRRSO T 4 3.92 0.89 1 6 20 46 27
FEYR T2 8 BRgER 4.02 0.77 1 1 21 50 27
SFRIEEAREDE » REBREE(LIE/)N 1.69 098 55 31 5 6 2
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oE RS

Btk %

H 8 M SD " 2 3 4 5
HIEEAR 5{E - 5N B AR 3.58 0.95 2 7 40 32 19
o BRI F LS 4.27 0.68 0 1 9 51 39
R A 5 s R 3.32 0.85 2 10 51 29 8
W& (i IR (RS 3.97 0.82 0 3 24 44 28
/D RE B R R &N 2.47 098 17 37 32 13 2
PRI S B RS s 2 1.59 096 61 30 2 4 3
P78 R 5 4 e BURFHY B AT 2.37 128 30 35 13 14 9
EEHERRERENE S 3.70 0.85 1 3 38 40 18
NI ICEIRE DU & B BRYFEK 3.29 136 15 16 15 33 21
NI SRR IR v FrE M = 3.68 1.06 5 9 19 46 21
N 4 “E gW:/’—\'Q N E/\
U\E?ﬁ@]ﬂiﬁ;\/)ﬁﬁ%@ﬂQ{%fa{% 490 0.72 0 2 19 50 36
BH)
3k B HR  Eidr 44 e
NETENER  BEEEESCEE 00 068 0 1 5 48 45
eSS
3 R R R R A R
)'JZXE;;:;@%JE{$ J:—T—\DDEﬁXQE]’] 4.08 0.86 2 3 12 50 33
/
L5 I ek
JE%\?KJE%K@Q@Lliﬂﬁﬁ(ﬁﬂﬂ%ﬁ'ﬁ“ﬁﬁ 1o 0.77 0 2 16 48 33
T EE )
BEFE RS RN (4 SR R (L B 3
MBERSHARERIREIREIRERE 560 100 13 34 38 10 5
%E&‘ﬁmﬂﬁ
BT SRR A E 22N A B 3= 0 A=H B 5IFE
NSNS S 1)k e N =Rl ¢ I dany- el A= = 1) 113 O P=N = e A 3): 2

b e —EAZERNRES e IR E L AR EEG NS awEER
FERBENSAR GG B LSRR AMEZVAREE T PE - JHEE
USRS B AT A Er A T ARE - HRleEE1E 14 A Ralse s -
HEEREYIH S R AT $H & m#F A (food involvement)iz = HY A FE 4T
BOHE AR AR E A BB AR E (P98 5.10)(Chen, 2007) - 1= Bl
Marshall A1 Bell(2004)iyb5est A —2ME: - SRR BUA RIS & amis ARIRE ST DAY
BRI BT R Ry fRERE -

R 3.8.2.7 JHEE A IR B R LEEA

H H WEE REE BHotE %
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M SD 1" 2 3 4 5
R S A R P 2 352 084 2 6 40 42 10
5 AR I S A ek 300 092 5 20 49 19 6
G 584 ErA gk 361 089 2 6 35 43 14
EORFE A RS - Feer e E IRy 329 093 5 10 45 32 8

DEEFOR L ISEEARE  2=AFE - 3= - 4=FE - S=EEEE

HEFECERIAERIRE TS EG DB DB R REREZ (B - 155 - ik
RENIRUR) I Fiesr » HUR S 8 S G R RE IR ACEHE & Y)(3.97) » EEMn &
AR B AR A (.97 MR R VIR G 5 E H 22 (E(H(3.89) » Jang(2011a) b/t
FLAERBUTON B AR AE IR E T UL T IREZ A ERE ) a6 D) RE
EAARWTFESE AR ML - RSB BB EE L BN S MEBEERYHE AR
AILIEMASHVEREENEE - BV RERSRGHRFEERE M e S EE
P LRSI T e AT AEE > & TG ARENBEENIERM A BRI
MEEZEE NSRRI T EEER A RR AR e R - NIHEERA
EOREIRERERN: - R T ERARE M I ST 2 R &R BN E B E M
EEFEAHIER -

¥ 3828 HEEAERIRE Y FHIEE

15 5 YIEE EEE Batk %
M SD * 2 3 4 5
P iGN E =2 5 4l F 273 094 9 30 41 17 3
HEEEEEEIE RS 300 0.94 7 21 41 28 3
ZRE SRR B K EEEY) 397 072 0 2 22 53 23
FEErn A VA BN A R 397  0.69 0 1 21 57 21
g E R EEE A REE 330 0.89 2 15 45 29 10
H(EtE—R TR YR B 297  1.01 7 23 40 23 6
bhi i R DU R B ') 370 083 2 3 33 47 15
ShERIREEEE TR —E 367  0.96 2 10 26 44 19
REEY: > gELEEEYIIRE 372 087 1 6 28 47 17
SHEREEEEAREES > N
R B 343  0.88 2 10 40 38 10
PRSI HEEE S ER /480y A 358 085 2 7 33 41 1
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" E|

oE BREE

Btk %

M SD * 2 3 4 5
B ERE

EIZ R AN AR 343 085 1 9 47 32 12
HERYNESEELEEHEE 389 0.75 0 3 25 53 20
SO R AR 318 0.85 3 13 5 21 8
WS AR E i R 281 091 7 29 47 13 5
R AT E B E BT 336 087 2 12 41 38 8
A B HE RS = B R 7 323 089 3 16 43 32 6
M E A YEe bhi A = 358 077 0 6 40 43 11
TEZ BT B HA R & i 260 099 13 34 35 14 3
BN B RN TR fEB A s 306  1.00 21 36 31 5
HEERENZEZ(BE - 8 - ifkE 408 0.80 0 3 16 48

FIHRA)

DEEFOR  ISEEAEE > 2=2AEE > 3= 4=FE » S=EEEE

RERGTIHEE BRI 2 ST 50 %rRIEFS N ATIIYE - HIRBRE 2T 30 %HY

A THBEE T NEIH B TR - 5 R A RO A r ELAN R A TR

— 2

7INHE

R

BEiREE - RIBHE 22T 130 %LL ERY(ERS - (ERFFEEER T 50 WA BOHEEFT L)
BN Ry 2R e B RS R A 2 - THE A —BER R AR e M &
R ey DR e lls H sk 3R B AR sRERE R S 7 SR A PRI R e o > FE LSS Ry AT
AR PR OB TR A 7RO E B S T HIEE - 2 H AR NIGRSE

51 -

7% 3.8.2.9 JHE AT AMIIYERA (B FEEIL

HH YgE  RREE H4tE %
M sb 1" 2 3 4 5 6 7
6 14 20 17 5 24 3

i il - HITEE %
EARIRIBRT R 474 270 o e
2 2 1 6 0 0 1

"EEFET ¢ 1=0 %, 2=10 %, 3=20 %, 4=30 %, 5=40 %, 6=50 %, 7=60 %, 8=70 %, 9=80 %, 10=90 %, 11=100 %,

12=110 %, 13=120 %, 14=130 %}/

383 MEHMEHRY T ARES ) BT BEER , 2B AR tRENER &8
F 845 M7 (T-test and One-way Analysis of Organic Awareness toward Social
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Demographic and Purchase Intention)

HEHAEN SR R AR ESRIR AT ER - A REON
Byt ~ G - BEEE - BRI - AU~ BEE - R RS AEES
MeMEpm R E R B AR BEE M8 DU N RO v] SE R A S s — Al
BFFEREL — - AW AR B N E B A eI AR TIETREE
on A NG REERTIR R > HEN B AL IS 5 R RI SRS S > KRR e —8k
A S Ry SV 2 ST A MR I o R EE st st figé - Brriz N1 Ward (2009)HAH5%
RURSEVEEL 2oV T DU IEfEsth [ A PR A Sy RTER © Kumar AT Ali(2011)b 72
Fom 200 {Ez3E A 177 (EAE AR EL R H B M2t - ] LU
S Ry PRV EE RS L MR S (H IR B BB A A T SR s B SR
AR NI B AN TS R EL A S B FEEE SR AH L -

% 383 L HE AR AR theE
FHEE g PE

G T (Sig)
i AR 428 432 -0.697 .486
T e L S P e e o 418 421 -0.392 .695
L e HL ST S 352 361 -1.022 .307
B 7 A (P AR 220 224 -0323 747
PR e L — L R TR 386 3.77 1118 .264
o S I ks 317 312 0549 583
ML e LG A PR BT 369 338 3344 .001
T M B LA BT 3.68 3.67 0237 .813
SR S ey 341 333 0903 367

ARHSFR KN EORAIEmEE 379 383 -0497 619
AR EL T LU B R R 387 375 1.8532 126
EAREELA N AEYHEID 3.60 352 0991 .322
AR E M E N EAHIE~—f 333 319 1461 145

AREFFE4SE R B OEEE M E RIS A S E BRI Y EEEEE R - 1
Harris ~ BurressAIEicher(2000)/t5¢ U~ H 4 Al AR E i B A A= A
B BN E SEE AR E D REERER LM EEREEE e A
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MABFERT RS RN A BB AR MBI MR RIESAY AR
KAERHE - LS Ao B R RREA 5 7 AT R R RS Y an i B A AE
EHER MRS & HA S SRR HIIIYE » A ARV & E R L
nmin' B Z FE AN EE IR ©

% 3832 HEE M HMEER thaE

FEE p(E

AH 7 % B (sig)

HRF e T A HR R 2 351 352 -0.110 .913
o R A A Rk 3.08 294 1609 .108
G E 584 Er A ik 359 3.62 -0.365 .715

EAFMEM AR - RGEHAECR 329 329 0023 981

KA FEAE R 51 gk A _ERSEE LM e e E B E RN B TR R
FE B — R R E A LR B Z N B A S FIEr A IR IR - R e 44 1R
B & SRR ERIIEE B A SRS I NERRABER AL
DI HBERT AR HEERH K 38 I - iR REANVE NS B IE A F iR ke A
WESA R SR AR - Rt FonE iR AR DA RE R L EE E
THIA @ - BRI 745 REBUR F 85 B A B HY A 1% 5 3 (Stevens-Garmon,
Huang, & Lin, 2007) > Kumar Fll AliQ011){eEI A HERAVEARERERZAE 35 BRI
T BRERMET ENIREGENEREEE b MM TRV RV AHRE
sk A T A SR BREEY - I6 H R] DU S N B R B R R R A

% 3.8.33 JHE AT AR ER L BN T B BB

SEHME
30(&) 515% JIER
7 ~ ~ F . D
HH R 31(b;10 41(ch b =l (Sig) uncan
€] (d)
A TR 434 429 428 418 0905 .439
AR 413 419 429 436 1.905 .128

AMEE LS ARSI EE 3.55 366 350 359 0.465 .707
TR AR E L A 2R 3.70 3.77 384 4.02 1421 .236
i DA LS 374 3.83 377 414 3389 .018 d>ab,c
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FEE

30(&) SU% & plE

THH PR 31(b;10 41(C;30 e (Sig) Duncan
(@) (d)
B R I R 3.08 324 313 327 1157 .326
HHRBEL SRR 349 334 356 389 3.784 .011 d>abc
AR E AR S 363 370 354 396 2960 .032 d>abc

T H L S R s 5 i S p 3.31 341 333 359 1516 .210

AT ST R AOR A IE
AR A an T LUB M
fE AR ELA N AL
AR E oY i B A R A

” 373 3.89 3584 398 2003 .113
[H 52 2

370 379 396 4.05 3385 .018 d>abc
T

» 345 364 364 375 2136 .095
EREI

3.29 326 3.07 339 1187 .314

i e =
N1

AifgefRa HE BN T AR R E mIE B - 45 REUR A 51 sl b
Hr RSB iR g E SR AN E AR E B R EE & A A R E
fir » #E Fundacién Eroski(2003a) £1(2003b)i7e 5t 14 & 20 5% > [ M E ZHi /D0
EEWEE S > WABEEZ 7 (A R 2 f(Stevens-Garmon, Huang, & Lin,
2007) - ZAT AR EMEE N — R ELER & T —EE 2 E eSS - HER
FREHFRR ATERIVHEZ AR EREE - [RA g2 E Fanyhy
RHERAVE KRR - AR SH B RE T H & RS B H B B T AR
ERFEERTA T2 AERERE AREE LG TR ABGE e st AR
IEAPEIIYERY IR IE BUE B R EGET R ARV - B AR A AR R Y ZE i
W Ry B Ry TR A SRS A Pt BB 7 [t B g 1B oK AR RERY P - T E C
PR AR E M E - AT DI HE R 508 B 24 AR AR o A
x o EEFERIE MR FERNGRH SR AEE AR EmEENRE L — -
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R 3.8.34 G I E B BN T S R

SEHE
30(2) 515% plE
HH 31~40 41~50 F{E \ Duncan
5 gl A0 S0y PR i)
(a) (d)
R i B A MR Y 2 340 347 360 398 7.880 .000 d>ab,.c
i R A R B 7 294 304 317 298 1188 .314
Sl E aE L RN A Yk 3.52 355 3.69 393 3.382 .018 d>ab
s S - T
HASMEHATIIG: > & 510 333 331 360 4563 004 dabc

fif R LA AR Y

AWFEERBUNHEERAAE 19 5Ll TRER BB HE S 2B ARE K
WRAVAR R A REE TR G R (R R IR B R
EIERAEOTAL > NItEER R TUE A A 19 BRPL FHYSE R B ATREREIT AR

EHYTRE -

2 3.835 JHEERENE(INZ 19 piLL N)EAEH SR tisE
FHEE pfE

= H fie He (Sig.)
HEEE AR E 436 428 1044 297
A EENIRE A 427 416 1398  .163
EWEE LS ARSI EE 369 352 1.895 .059
AR A M 7 S P B2 AR 227 220 0635 526
AR E Mt — R E MR 381 3.81 0.001 1.000
B L R 321 311 1.039  .299
AERE A RS 351 354 -0270 .787
AR E AR E 367 3.68 -0.075  .940
AR I ph e 329 340 -1.181  .238
BTSRRI &R A IE s 2 393 377 1.884  .060
FREUCE M 7E ] DA D1 175 el B 384 379 0569 570
WEEAWEESANTAEEYRREn  3.60 354 0587 558
AR E NI B E A~ —/ 313 331 -1.663  .097

AIATEEE REUTOME B A I 19 5% DU N YR RE R B A TRk S R
A EEMEAZSL » Thompson A1 Kidwell(1998)AYbH5E 3 B R e A/ Mx T 1EA 1
P E AT REMEEE R IE T2/ NE T RS » HEADR E 2 A T JER R E w]
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REBUHEE-VH R G A E S E R ERA A E > & EREEN
At HEEA G IREVEEE AR ERAVEE > g SR R R R
A 5 T s BB R -

#3836 WRHRIER AN 19 B FIEMETERLY t
P P

HAH E W (Sig.)
HeF e i B A R A 2 356 3.50 0.579 .563
A A RS E A 305 298 0656 .512
FIEE 584 ENA ok 365 359 0566 .571

EAFIEMA RN - REGEE HAMECIRY 331 328 0325 745

ARG TOH B H A 60 DL FHIREER B AR RS A EE
=H - HENDHE B PR E A AR B AIE AR E iR E s i E
ELME AR 2 DAL SUE - A (G R YA BURT Y HERS - A A TR A A
f

&

AMEERC B T AT E An i B 5 B e e » i HAHEIN — M2 A bn

L e

veiy
or

% 3837 HEERIENEG0 L DJEFAHER Y t thE
221 BT

#H H o (Sig.)
A AR 422 434 -1613 .107
BRI A s 4.18 420 -0.327 .744
BWREELS ARSI ESR 361 355 0574 .566
TEE A IR 2 o P B B2 AR 226 221 0514 .607
AR E ML — B E e 3.73 3.85 -1.311 .190
B 2 T R 3.04 3.18 -1533 .127
B E M R 353 3.53 -0.005 .996
AR E AR E 3.70 3.66 0.462 .644
AREFERT I ERE 3.36 3.38 -0.162 .871

BT E RN ERA ERmEZE 384 380 0465 .642
AR E ] LU DI MsEfs  3.86 3.78 0.856  .392
S AHMEE DA BN B ARyl 357 355 0.166 .868
AR E S E U FEA A~ — 311 332 -1.925 .055

AR AESRBUTROH B A8 1 60 5% DA ERYSRRE R B A ke S
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HRREMAES - R A RE R R R » B T 60 Bl
ERYREERR BB DREIYEER G - T B AR A BN SR R
IESEFFY A TR i B R RS R o TR IE pl BRI A B A PR R A an I R
FERNEFZEAVEERE -

72 3.8.3.8 JHEE FFERK 2 (60 5% ML) BB E B tigE
FEE 4 plE

A & (Sig.)
e e A AR R 7 i 346 354 -0.929 .353
R A S E A ik 298 3.01 -0.349 .728
IS 584 ENA ik 352 3.64 -1.342 .180

HANFIEH ARy > FegiEE EagErry 3.27 3.30 -0.360 .719

AWtgefs iR PR RN BN A RES A S ER - TIRARERE
on BT B AREEE > NI Ry T RIERRBRVEEGIRCE R SrAtR R Em A A ARG -
AMAEE R EIR S RN EZHH CEER NIRRT IEE HVESR - BUFH
REAETHIRE B S RER G T HEEILR AN T AR ELAVEEE
Teng ~ Rezai - Mohamed 71 Shamsudin(2011)5/F 5215 tHI A& & B &Py Bl EE
BT - HER ) - AREE L IThEEME &) (functional food)y 75 5K &g
I HE A SRR T AR R E N R &SR B MR R D E & éa &
A A EIBREVEL > S MERECE R AP S AR (NI e R B A TS
M BB IREEE — AR -

#3839 MW HF PAIMBIER E TR iR
- P, Pl

H (Sig.)
B TEREES 435 428 0986 .325
AR EHRE A 419 420 -0.047 .963
BREELS ARSI ESR 353 3.59 -0.603 .547
FEE A TR 2 o P B B2 AR 206 231 -2504 .013
AR E ML — R E e 3.75 3.85 -1.149 .251
AR E A R 3.13 3.15 -0.213 .831
BRI E G R AR 350 3.54 -0.446 .656

85



SEHE pfE
7 7=
B H 5 i tE (Sig)
Bt EE L AT SE 3.60 3.72 -1426 .154
Et SR L 3.30 3.41 -1.208 .228

AT FR R COR A Rz E 388 377 1416 157
AR E T LU S MR 3.81 3.80 0.145 885
REEAREESAHNE AN 353 357 -0411 681
AR Em B E A —f 311 3.34 -2.349 019

WHgeRE B i A e s B E A YR E R 2 R i v
5 AR RS MR Y RS E A IR - RTRERE B A RRHY
NSO R R B A B8 2 IR A A SRy i R (K 2RI B AR N (e
FHEGEEVER - MEROR THEEEREEE LA BIE A I NPIZH 208
(BRI H AR & PRI B GafRp B KAy » b st fon i B A TR A i N
Z Ry m i (Padel & Foster, 2005;Yiridoe, Bonti-Ankomah, & Martin, 2005) -
Nie F1 Zepeda(2011)AYb 5 R FI B A IR L FE anH R B 2 I R R P B
BRI AIER BRI HEREE -

% 38310 HEAR T AEEMH EHEEER L tiE
R HEE m PE

B (Sig.)
e I A MR R 2 340 358 -2.138 .033
oA A S E A Rk 296 3.02 -0.685 .494
GIEE &84 E Ak 355 3.64 -0.971 .332

EAZER AR - e E HAr#ECIRY  3.33 327 0700 484

WIFeEE R BN B 5 T AR RIS AR E S A T B R - 52
A IR A TR RS AR SR KA OE A IEE 2 - KIg
ERPREE L CEIRFONA R E ) S B E E S TS R A A
A EREGIS - ARERSHI BRI LRE VAT IAMHY Omega-3 AEREL - IHEEL
—REEREMIL S BEESHA N T HFHBENEEER - HAREENARET
SLEAR I EA RSN R B RIERAIE A A HEIE 2 (AR - Teng »

op

al
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Rezai~Mohamed A1 Shamsudin(2011) 552 f5 HUHE & B RV & BB ER EEES R
THEF » $HERERY) - AR E A MEEY) (functional food)Hy 7R Kt & #5 0 - 1f
AR (R R 5o — T T R AR e o P Y E A » SOAERE - IR A EE T H &
YR E A B A AR R B - I HL T L Pt s PR S 1 R B e M T Y
SN -

7 3.8.3.11 A P A AN EIERIE HANES L taE

SEIH pfE

HH H HE (Sig.)

B TEREES 436 428 1208 .228
AREENEREE 426 417 1.104 270
BEREEm S ARSI EE 364 354 0.993 .321
TEE A TR 2 o P B B2 A 214 226 -1.087 .278
Bt Emtt— R E L e 3.81 3.81 -0.008 .994
AR E A IR 3.19 312 0823 411
B E A R 345 356 -1.078 .282
AR E AR E 371 3.66 0.618 .537
AR S 344 334 1065 .287

BRNEREKEINERAErmeZE 395 376 2253 .025
mAEREE ST DUR e mER 391 376 1.665 .097
EEAHREE AR E A4 kel 356 356 0.026 .979
AEEELNSENEAEE R 322 3.28 -0539 590

AW FEEREUHE G R AR A RZEHEH R R B AR EE
RS AREMEAER - MERER B ER R AR ER B TRE I EREE
AIIYE - BB A A ATRENNYES E 22 B 5L A JH R B 7 T TR S R A A
UmEEY A R -

% 38312 WHHF P EIRA EIEHE MR URE
P I

HH W (Sig)
Ry I A MR R 2 3.49 353 -0.495 .621
o e A B A Tk 3.02 299 0307 .759
GIEE &84 Er ARk 3.60 3.61 -0.151 .880

BEAZIE Aoy - REEEEAMECIRY 3.37 326 1174 241




EH - GRBUNEMIA - BUESE - HHSE - SRCEMEMAHEAIERERES
AVATERE - S0 R E AR SR A B B A AR S B VERY RS I > T MO
BUSSENIERELEH 2 ~ SRR HE & IR R A PR A Y i B L A0 R A TR
R o Kumar A1 Ali(2010) W Fe45 R n RHR iR Bk 528 n 2 & B oA
KPR E TR - HEN AT RE (SRS — 4 SR B A TR L Sy B
TR TR A TR A AR FITT AR 2t B PR R B - TR R AR B B TR SR
EAERE EAERFaE e - BEEERCIRHEA 2 B A TR A Y e B T
BEA(E LI BRY TR BRI - B SRR SRR AR ESRU A EE B
TR BB R F Z BRI AT (5 > ZRMER B A ST A T
BAA e > RSB o] DA EE  FRERAE T A TR A an Y (B LU (RIR
B RSiERR JT Es En Rt A E R -

88



7% 3.8.3.13 JHEEIE H AR BN T2 R

EIgE
- =27 Wil H
= HAH B ORE¥E K- B4 Hi p{E
@ wE @ &M @ M T (sig)y Dunn
(b) > (d)
A AR E 428 433 431 431 436 421 0313 905
AR EHRE A 417 440 415 430 412 421 1221 298
BAREELSAERZNEER 357 373 359 355 351 346 0526 .757
FEFE A TR 2 o P B B2 AR 385 387 374 382 382 370 0245 .942
AR E ML — B ENL S 372 404 386 375 364 3.89 1572 .167
AR 7 A R 328 336 306 318 3.00 321 1545 .174
B E M R 359 382 356 341 337 354 1433 211
AR E AR E 372 373 375 350 354 374 1262 .280
AR S 356 340 334 341 328 3.33 0698 .625
AR KN &R A [ s 2 389 380 377 385 3.82 379 0204 .961
TR EUE TR 22 o] DUB S 17 391 400 381 376 360 3.89 1591 .161
AR AN A gkt 356 3.82 358 367 325 365 2629 .023 bdfe
AL L S A E A MR —RE 324 349 344 280 3.09 330 4361 .001 b>e>d
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SCEAE A PRI B R B DU A B B R A 2R s EE ARG
R AR EEA A IR S R R B MR 22 AR EE A AR - ] AR U S B s ik
IR A B BT A (EAS R R BRI E Ry (0K - B R A i Fa (2 i i U2
] DGR R RS2 R BT » 1E PRSI BRI AR E L B R R E > Y
BE R e E AR E R F R R E I E T EH EASFERMTR -
HEAEOR - tREL A HMRE S E - BN E NS S RNESE T mMEE
SRR E B RREUR - A TR R P IR I F R RS SN Ry E R
HE Y s T R T R At (B AR (Y o B AR AR B e ) o HAth iR 2 4808 BE
AR EEH] - Batte ~ Hooker ~ Haab {1 Beaverson(2007)/f5545 HifE & & B HEERY T figa]
WIrHEERENER - B CEENAE AR E S ENE DR AR AR
ot E B REA eIt -
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7% 3.8.3.14 JHE AR R SRR 2 BN TS BB T

SEEE
M . HHE
A Egﬁk P~ ;&% F o E i:?e)i ;@(ZJ)’[E FE (giﬁ) Duncan
() O RE) J
HRFE A MR 2 3.59 358 355 362 328 358 1642 .148
i A R I E A Rk 3.15 318 301 300 283 296 1147 .335
G E 8 E A TRIYE 3.67 356 359 367 353 370 0395 .852
ct A —:g: s \ DI':H:
AU AR > T 3.46 324 323 342 307 354 2425 035 fa>e

il A CIHY
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AR EE RIS R B P B S R RN B B S A R R E VB S - B
TEMEEMS ) FA A HEE - fEKumarfIANQOL)ITZEE B e B A ERA
B TR R > th3E3H64 YT S 2 B122 Yo R B B2 SR 2 578 W & BT A PR T
RS A HERT A ] > AR SRR FHZ IS AR TS LA B E T 7K
W - NSRS N E B GRS SR B Z MRS EEN A2 T
HAEMITHAAERR SR REE R EZ NI AR ERARE AR B A B E R K
A= tHET 2 - I BrizA1Ward(2009) AT 7e B R 205 12 e e RO R B & B A PRy (8 S35
HUAGZ RN » & BA TR A S s B R -

% 3.8.3.15 HEAAHFEIEEHANER Z BN T2 T

SEIg(E E D

HH AR BR AR BEEA FE GO
r@ () (o (d) '

B AR E L 4.10 425 438 436 3.607 .013 c,d>a
BB ENIRE A 4.14 425 422 415 0.449 718
BE¥EESSARSNEER 3.59 374 354 348 1.098 .350
AR H R 2 o A B 2R AR 3.74 381 376 3.85 0.171 .916
Bt E b — R E e 3.81 396 3.80 3.74 0.787 .502
BT LR 3.24 328 309 3.02 1527 .207
AR E MRS 3.41 365 354 356 0.813 .487
EREE AT S 3.57 380 3.68 369 0941 421
AREFERMIT LI ERE 3.47 339 332 339 0.564 .639

FiEHSE RSB FHeEE 3.84 391 376 3.87 0.838 .473

EAUE R E E S DU e R R 3.75 384 383 378 0.234 .873
o g B e A S

WHARRERAIINE LYY 300 264 355 355 0194 901

fn
e 8 2 A BT i e e
m&i@”mmﬁgjmmﬁme 320 338 330 307 1274 .283

AW EEERE OB ENAEREEHARIYREE TR ABENER > 2IES
MR QOISR s TN BB A B E AR E B A S 2R -
HALH BB A RIS E e~ BB RS E RS AR E R & — &
eSS RO R SRR A A
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% 3.8.3.16 HEAEH I EHIEE B 2 BN T8 2T

SEI(H @
T8 H Eh(E) =R K2 BT FE £M)Smme
U@ () (o (d) '
U [ A R TI R 3.59 3.70 347 343 1738 .159
5 A S A Rk 2.97 297 305 293 0374 772
GIEE 584 ErA ik 3.60 372 360 355 0462 .709

B EHEHT IR - R

s 338 334 325 328 0448 719
P LAt A T

Atgest EEEEHIE AP H AR ARESRA T B E 2R - GREUNA R
FRE bt — R R AR A HY (B i3 LR 20 AT e B AR R (B 120 SRR Z IR T I
B A SR AR - 8 A TS A U A 60,0007 &L FEE20,000L) T Y S E 5 A
T TR AT FE B (Kumar & Alli, 2011) 38 By 2 i A T 78 o SERE Rk S M g e
FEHH WA RRERATERHEE S WA E A et - (EBER a i S HME A B L= (E
(I H AR b T AP H U A= B B 2 1Y A0 /KA S (R AR B LHE
Fyei7e T fe B Y EE A E R RN (A% S B e R A AR a1 =5 DAL 1 A L
M RyfT -
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% 3.8.3.17 JHEHE IR A (B AR E SR BN T2 2T

SEIgE
10,000 10,001 20,001 30,001 40,001 50,001 60,000
THH NS ’ ’ ’ ’ ’ (&) pfE
(&)L ~20,00 ~30,00 ~40,00 ~50,00 ~60,00 oF FE : Duncan
T@ ob) 0 0d 0e 0 {g) (Sig)
B AR E 429 439 429 441 419 423 427 0754 607
BREEHIRE A = 413 419 417 420 421 438 425 0450 .845
BREELS ARSI EER 359 362 370 350 331 346 369 1299 .256
T A e L 7 o R A 2 A} 373 383 373 379 377 415 373 0613 .720
iR ML — B E ST S 364 368 376 395 379 404 398 1743  .109
EHRE 2 L IR 309 311 311 327 296 323 323 0847 534
BRI H R 345 319 365 353 360 346 365 1500 .177
AR E A BT E 360 336 367 378 375 365 388 1982 .067
T e SR S i S e 335 326 330 346 327 342 356 0869 518

AT R KA KO A TR s 2 381 377 374 378 379 400 396 0.738  .619
SR A R 7 1] DU D1 1y b 362 359 377 395 383 396 402 2122 .050 g>ba
M E A E AN R AR R ykE i 336 343 355 367 366 377 361 1202  .304
A S S R E A s —fE 321 313 344 336 309 338 308 1443 197
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EERE I E BN EE I AT E B E 2R SRR
tHE AR H YA 50,001~60,000 &5 HEEE(E AP H LA 20,001~30,000 58 & HEHY 7K
TE HA R AR S R E R BB AR-T a I E AR B E R E A F
PR BRI & i o 5 LA 1R AE AL > Nie N1 Zepeda(2011)b5E s 5 H S U A
MU AR Z 55 E I E S E LA R - NS AR EEN TR AE
U - Sz R R E A TR IS R E Ak - LA SRS T B ST FR AV EE b
AR S S S T AR IR RAE A B R EA b ~ [ EEREE 5 RIS
1k IR AR —E RV R © S5 — e E SRR RIYE A LA e 2 8 4V
T NI E A BIEM A R A BRIERs - RIPR ISR IO B YN TR RS A - Jolly A
Dhesi(1989)t FE#U M B & AN G2 BRI R > rIRE B A HATEEE A
R - B S EAAAIARES - NIEAGRESIAMZEEREE IS -
Govindasamy #(1 Italia(1998)b/t e s8 HIL AN s B & R A A E - (ERFFEATREE
anfAREREE - MR E R A an B LA RRIIE - H] A H Al — ke i i A BRI A 3 R (-
e 2 H AR S - DRSS EE RS e aliE E -
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7% 3.8.3.18 JHE A N FPIUA(H B i BB BN T2 2

FA9(E

10,000 10,001~ 20,001~ 30,001~ 40,001~ 50,001 60,000(

=H (&)L 20,000( 30,000( 40,000( 50,000( ~60,00 F&LL  FH gﬁ Duncan
T b ) d) e 0f F)g) (Sig)
UL e R e A 7 336 345  3.46 3.49 358 373 381 1.982 067
AR AR B A ek 278 296  2.88 3.16 290 327 327 2.689 014  gfa
G E B8 R A Yk 360 340 354 3.58 377 369 375 1.016 414
s , L b i
Eﬁéug?mﬁwmwﬂ RGO 323 311 317 3.36 343 327 3.62 2.018 062  g>cb
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AW s T E O R OB R T - SRR S S E TR
B ZEE N ARERAE R SN AR - MEE - RFE - A - KEEACR
B =REMNSAE - MU - G - e - HEE -~ FhElE - BTSN -
HiEl ~ Ak ~ S - FEEE - L - EIRE - NEEE - FIE - A2RE - AP
& ~ fAlE ~ HRE - RS E @ AEA SRS E R AR S A RES - WA REE
onbE— MR A AR 2 4 > HURMLIE ~ AR ~ KB ~ el ~ RrtEfCmEtE = K
AigAlE ~ BN NEE S AT ST ORI R A IEE &2 A E S
Ayt Ry A PRy £ B AR FEM AR A S il DR N BB A R S BRI 3l
TR E S (EBRERS - T A TR A nV i R B R ERYaE > A FUNEE
2 A AT IR A7 B REE - Briz A1 Ward(2009)3CR & 5 A TS SR AT PIHE - His oy
ZRMER/N > RIS SR Z 5 & S A R eI S RN Bt e A A ER
PR i LAV - SR EEHAY T TINR R e (R L Iske Y B GARREHY HoAthith
Y R AR A EBOR AR T 8 - B e B — 2 -
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7% 3.8.3.19 JHE AR AR BN TS R

P9

BN+ L&+ 5

PRE FEE R
sy mE A N e L
Bl fERE SR B B %l%r T/ﬁWE%EFEJF
T H - \ B ki Rk E S
Lier & & gl R e g mEomieese 0 PE Duncan
EE () (0 = vk T T DT RIS
E() @  Ee) %t_ln;uf &+ L+ F AL
T HZRE+AFTE+
E(g) EMREHRIREHD
I E I+ HAfr(h)
i TR 432 412 436 438 430 426 4.8 4.27 0.627 .734
T S TR S 75 420 436 413 413 426 433 431 4.08 0.867 .533
EWEES S ARSI EE 360 344 355 349 357 386 352 2.52 0.834 559
e RE A e R o {2 A} 404 360 3.69 391 351 365 3.69 3.68 1.727 101
AtRRE SRR R TR 391 396 362 379 400 384 407 3.56 2.164 .036 g>c>h
A R R 310 296 325 301 313 328 331 3.19 0.929 483
BRI T R AR 361 376 331 357 340 344 3.79 3.48 1.183 311
AR E A BT E 366 344 385 371 357 381 372 3.54 1.155 .328
G M SR S i S 338 316 335 328 340 360 345 3.38 0.798 .589
BTSRRI A EmE 2 381 383 371 3.84 353 409 407 3.75 2.270 .028 f,g>c>e
B EE SO DU EMRER 381 371 369 3.88 394 381 4.00 3.65 0911 .498
ﬁﬁﬁﬁ%’%ﬁ%ﬁﬁﬂmﬁ%@ﬁm@ 354 354 344 364 339 360 3.86 3.52 0.892 512
AR S R AR — 316 313 339 323 326 333 366 3.16 1.094 .366

53

98



W7 RO B R A TR Ay i B R R S B I M R KA B (R
e e T XBAY R B A PRI = A B R R - HERIY R R AT e 2 B o T AR L e
UYERSERERE A - S AR B HA R B AR RS R BN E TS - R
Bt B CREAY R ZE AR 212 7] DR LG R i E A BB & A H B B i
TTAEEEE (Z.0, - Bravo ~ Cordts ~ Schulze F1 Spiller(2013) 5245 S fa 1 4 B & 1 B (R Hh
AR EmIEET R DM BE AR B AR E B I F E R
» R BL AR ZE 45 FAHTT -
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7% 3.8.3.20 JHE AV E(EH T B SR 2 BN S BB

FE

PRI

BN+ ] L 15
T [+ e B (5 + FH ¢
1+ o] 3 [ - T 1

ii@ Wﬂ‘ﬁé — %:f@ gjﬁ?ﬁ ?;Ef_j% +/3HW@+5E%@+
HH +E5 1L E —@ +HI4E $E+ JE\LLI i KL+ Fi§  pfE  Duncan
&E+/E 0 © &+ //J\;‘% & (f) B EEEE SRR
= (a) HE(d) B jy B+ 7SR+ H A &
E?g) +7F27F7F@+l7\§faﬁ@+
HEMRE AR &+
HEE &+ HA(h)
ey o B AR R Y 7 o 359 336 344 355 349 347 3.72 3.48 0.608  .749
7 A A R 312 296 293 290 296 3.02 3.38 2.90 1.251 273
IS 584 A ik 369 356 362 360 366 353 3.76 3.46 0538  .806
= 24 E N > D3
SUREIEAATHRIEARS - Fodil 344 332 329 335 343 300 3.45 3.02 2.084 044  ag>f

HH MY
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AR E BRI B A R R E LR DA A RN TR R EAEEE R
SRE VAR ERE R SR > SR E TR N ERERET - IR By A4 AR YD
AIEREAFE 1 HAWERE LA B SR R L B L2 U AR - AR R e
7 o ] DAJR/ 8 Mg Y e e S S 4 L HY B )2 - Granzin ~ Olsen A1 Painter(1998)
WFEAE RN CARIRRRHY Z 5 B A B VAV IRRARC 1 - (NI A E5a S R EiRt - 15
SR E I AR CARHI R FEAE AR RV BBEE - ARG T —(ERFERE
HEATEHIRER SR EE S VEAEMRINE > DUESE LI EE L MRS h B
Y EMEETERE =R B BEE GRS EER W M PR A B Mty e e
FIEHIA T - GAEZENHEEFESHEIEES RS TS -

% 38321 B ENERIRE T R
T

: pfE

=H E{E [ te (Sig.)

B TEMEEM 430 431 -0.126 .900
HREEHIRE A = 413 435 -2.773 .006
EHEELS RSN EE 353 365 -1.262 .207
TEAE A TR 2 oo A L2 AR} 224 217 0.626 531
Bt EmtE— R E LR 371  4.05 -4.051 .000
ERE S IR 312  3.19 -0.759 .448
BEREE SR BEETEH 348 364 -1577 .115
EREESAE BT E 362 382 -2321 .021
BRI S s 329 357 -3.069 .002

AT R KA O A TR I s 2 375 3.98 -2.893 .004
TR TR R 2 5] DUR D P 7 B 3.71  4.02 -3.537 .000
BEAEWEESANEEEYNEIn 348 373 -2497 013
EMEELNSEROEAE#E R 324 333 -833 406

ATEIYERE B R R H B B R IIRRE A S B E VA R EAREEARIE S HAtiR
REHH S R R A TR &L > Harris A1 Burress(2000) b/ 80T B 22 EAE AR L
s BB B R E AR b N ISRV IR B A RIS 5 5 e ik B HY R oK
Mg E LIRS B R A R S I E B - — RS - CIEEIERIERE
FARAVK - AR HIIEE LS HA 8 EPELaE LR AIEEsaREE L E 26
—2¢M:(Robinson & Smith, 2002) -
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7 3.8.3.22 JHEH NSNS TR tiarE

SEHE ol

T N t !
AH Eff B iz (Sig.)
R i A MR ZE 342  3.74 -3579 .000
i R AR E A Rk 296 310 -1475 141
R A A A TR 352 3.80 -2.934 .004

EASERAROIYE - g E HAr#ECIRy 320 352 -3.260 .001

3.8.4 A= ERIREEERESTHT (Analysis of Lifestyle Cluster Analysis)

AR B AR TR RIRRIE RS £y 3 (B FEIRVEESE - ol B/ D28 ~ IBSRERA
BRI W ARER - BRI - IEEER DU ER SRR T R - I
MASEEEIIDSGHE A H A5 (7 3.9.4.1~3.9.44) -

BT as R BN AR (i CE R D 2 BB R (EH AN B A R E AR S Y
AR SRR E R A B M R L LR R S B B R R R
HERGEFAREENEE  ERENFDHERE A% S A - s
5 Y RIEREH BEM A e B MRS EFHR & - Szakaly ~ Szente ~ Kovér - Polereczki A1
Szigeti(2012) bt FTRF 08 B & oo B AL (B BR 5 - 4o Bl ey BEVE B 7B & (The rational food
consumer) ~ A A & HE 3 (The uninvolved food consumer) ~ fR5F & H0F & 3 (The
conservative food consumer) ~ “~NEF & HE % (The careless food consumen)f1'E i & ih
JH#E# (The adventurous food consumer) » S35 & Eo i YRR ER (R RN A A ]
Hitam A EgH AERENFZEMFIEREERNESEN SEEEEEEE
B A A N LRI & BUASE PRI EGREEER > MEF RN
(The careless food consumer) A £ ~P(L Al & a2 & (E (5 > AEIABTFEAYE R EAER
A] LABRAR M E A FIY AR TS A R B E A\ BRI B Ty -

% 3841 MEEAME SRS AR Y BN T8 BB

F(E
& BEXK EHH pfE
" H s @R @ (sig) e
a b c
A TOE R E 427 418 448 6.999 .001 c>a,b
AR EHRE A 421 394 448 20427 .000 c>a>h
AREELSARIINER 356 3.31 3.90 15.514 .000 c>a,b
AR A M 7 o P LB AR 219 232 216 0.936 .393
AR E Mt — R E MR 378 350 4.25  30.083 .000 c>a>b
A T R 319 289 3.40 12.730 .000 a,c>b
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Pl

&/ ek EHR p{E
"oH sp R e T (Sigy oorere
a b c
RN A R 338 335 394 16.770 .000 c>a,b
R E AR H e E 366 347 3.95 12.009 .000 c>ab
AR R I L RS 333 320 3.65 9.342 .000 c>a,b

AT KA &8 A TEHiR
il

TRHUA R ] LUR D8 M

382 357 411 17.418 .000 c>a>b

3.78 351 422 25.718 .000 c>a>b

3
E%Ef;&fi SHPREEEYN 567 305 381 14311 000 acsh
ﬁ’fﬁ%%gﬁﬂﬂwﬂ%ﬁﬁmﬁ%@ﬁ 320 299 368 18841 .000  c>ab
Vi

TGS REUREL /DS BL ~ JBOR (A1 B B 1 (R R R M B B S BRI R A A [
RENEL  BEELE /D2 BREIE R IREN IRE LY - W RE A RS
MRETEIRT » S B B PR B R i e Y 2 o 5 R D BRI RS 117 H B[]
O IREZEFENME > AL ERN B BT RRIEIRE - 7£Gilg - Barr
1 Ford(2005) i 5 i< 458 AR V& AU RE Y A [B] o3 ple 4 EH B RE & - Hfh B ER £ R
(Committed Environmentalists, Group 1)EfEEs7 BIRiE (R R E I A B BRI B S48
BN RVE—EEEES » EAMNERF SRR AR L E (E B A YR R - 58EH
K B RN IFRI Z BRI TAF R A DA =g - IR AR - IRR
frEF(Non-Environmentalists, Group 4)Bf S ERIEREEHVEIRE [ - HIEE R A LLgta
KEZRHBEYI T LLBEE T NIRIRIFEA GERYE > FELLBUARRFEA A4S R R e B
HRORREIE Z S Afrél SRAR AT

% 3.8.4.2 )M A BUGRR G B A TR RIRE 7 BN - BT

%ﬁfﬁ
w/b B EH plE
= H se @R pE T (sigy oot
a b c
IR R T 419 384 432 20612  .000 a,c>b
ReEIRIEERINET 426 401 449 19356  .000 c>a>h
SRR FRAC 2 Bk 399 369 4.15 10.088  .000 a,c>b
EET IS B E AR 456 444 461 3220 .041
(AR GV S R B B T 401 366 412 11.020 .000 a,c>b

FEYR T2 5 » g 4.07 3.78 4.25 14.085 .000 a,c>b




Pl

BV Bk mR . P
2 H oo @R TR (Sig) oo
a b C

SERIB(EAEE » REES(R/N 160 164 185 2701  .068
) BT LS R A
Eﬂ@fﬁ@ AT R EBRS 3.73 318 3.90 25064 .000 a,c>b

(m}
e &= A Y S 436 4.03 445 16.752 .000 a,c>b
R A 5 s i R 336 297 367 26970  .000 c>a>b
B G (o PR (R 412 369 412 13782  .000 a,c>b
TR/ DR IR fe R s 236 270 233 6567 .002 b>a,c
BRI AR i e s 28 1.42 1.75 1.60 4.546 011 b>a
P78 R 5 4 s BURFHY & AT 250 231 232 1054  .350
EEHEIRREENE S 3.82 329 407 36.465  .000 c>a>b
o ST SR TR [ 3 HEE
Afﬁ?ﬁaﬁz“aﬁuﬁEggf W% 317 319 357 3842 022 c>a
HE ) U T (S B T 7 4
A*E?;"EE““HE{%& KIFFSUEE 303 337 387 10398 000  acsh
DL B TERGE R EE (A B iR
432 393 442 20564  .000 a,c>b
REH)
K =1 R 5 e forpe A (Y
NETHEREZ WHEERSHE 00 405 450 4871 008 c>b
(ERINEEE =S
fig R R R LB AR
)'JZXEZ;;?\%“EE“ ERAEAR 400 395 421 3218 041 b
N /
T 5 hE JBE [ Sasge
%ﬁ?‘\@@“&@”ﬁ IR AR 422 392 428 9.648  .000 a,c>b
AOLEISEY =)
ARRERIS IR (BB ERIE (RE )
" - 238 283 260 7.738  .000 b>a
RGEIRE E

AIFE4E R BN E R (R AR s B E B - IR A S LR D
S BN R EFRE R 1 B SRR - 2 PRI RaY AR A S A TR AR Y
= (EHERE YRR B RS 3K I H T A RIS RV R~ A B & o
7 AR i 8 O 8 e (A B Y 40 35 B ek D B W R 5 H mT LUK D B B R 38 42 - 1
EOREARE S = 2 T AR B R - HAR SR A R A3 EAEER
BHYER ELVRRFEM R > AMAE — T LAYt SIS - NI EREA]
FEEREAP A IR B R (R - SE 2B It e R BN R N B A B A TR
ER Ryt g SRR (W0 & EUaD) ~ &K R R (N ERE) ~ 2R R (WRE R Bl E)
RO A PR 2= (0 B B4 Jel Rk 40 ) (Grunert & Juhl, 1995; Hughner, McDonagh, Prothero,
Shultz, & Stanton, 2007; Thomson, 1998; Verhoef, 2005; Williams, & Hammitt, 2001) - |1

W
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AHOHEBLETEA SR RRETEA i 2 (Schifferstein & Oude Ophuis, 1998) - % E EfH
B HEFETEET HATLEE S - A SRR B BOHE BT Fy (Brunsg,
Scholderer, & Grunert, 2004) » 481112 el 2 #4110 1 4 A 1 B S0 T ML E Y
M= = FH(Michaelidou & Hassan, 2010) -

% 3.8.4.3 JHEE A IR B R RS A TR A AR 7 BN T S R T

SEIE
&/ Bk EW pE
"oH sei (mrl gm0 (Sig) o
a b c
Ut i T A R 7 357 3.07 4.00 53.814  .000 c>a>h
A A RS E A 298 271 340 21631  .000 c>a>b
FIEE 584 ENA ik 364 321 405 36.049  .000 c>a>b

EAEMEMA IR - RGEE

. 27 . .62 13. . >a,
A TR 3 3.05 36 3.930 000 c>a,b

WA SRR A [F A S ARG B IR A TR (B A RS 12 R =
(e h B (R R (mean: 5.53)ELiE K (Al (mean: 4.10)F1&E /2B (mean: 4.73)f5EE
SRR S E Sy A E Ak -

7% 3.8.4.4 JHE A i E A TR RRE (S (B B A ARG 7 BRI TS SR B A

SEHME
&0 Bk HEHR JIER
"A s R @ T (sig) oot
a b c
SRR FRE RS 473 410 553 10.246 .000 c>ab

3.8.5 JHEE YA HERE SHIE 3R (Consumer Awareness of Organic Food)

WHFE PR MBS A RS - SRR T AR EEETH T 13 (EEEE TR
b SLEEEUH 2 (EALERZR (R 4.2.4) - HPGECARREsssi e f 51.6 % - (N3 1 i
R 35.7%  fEMIERZE 2 Figs - AR 1 (IERIEERS - HtEB IV EEEA
TR itV EEAER S, - HEE I M AR R — IR AR e ~ AR E
A ER R BAREEYINEEAR DG - R HAREEL USRS EETE DL
e ERRER - RIILRIRZER Ll ' Ze2F& ) - RER 2 AIZEBUNEEEA
PR E mIVRERIE > BT B A AR L - WIERE AN Ha » HiEEARERE
nn BRI OREE 2 IR IR » 7] DA/ D 888 ~ 22 @ AR AR » IR L A4 BT AR | -
Hfprest a8 Ry 159 % -
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% 3851 AMEH I NRAMER

RZAmE
H o H e  AREE

A1 RIZ2
B Y e SR E A A R — 726 -.017
M E AR E A BN B AR AR 0 672 .084
TR R 7 S m ] DU 18 M s e 671 310
B E A S 667 246
EHEETCHBERY 664 185
Bt E Mt — R E L 661 371
B SRR L L T 635 -.003
AT S IR 572 154
BT S K B 8O A IR T s 2 571 249
A TEREEM -.017 872
AR EHRE A 351 753
FHEUE 3.932 1.749
Cronbach’s a .848 .618
fifE RS i 5 (%) 35.7 15.9
ZIERIEE RS (%) 35.7 51.6

3.8.6 JHEEHYERIEREE (Enviromental Attitude of Consumer)

WHFE R MBSV ERIRRRRE - SRR I S ERRE B H T 22 (EEH A T
b > HZHUHY 5 L FEIRZRER 4.2.5) - B GEACARRESE RS Ry 56.0 % - (3R 1 fifEs
BR148% - 11 5 (HR R FivE » RAE L WERER S - EHRUUHEERIRERE
HEZUINE LR - e SRR TR - BRIEZIMNE R EEYI Earz 2liaE - 5
HeEEE A s - Rt a5 TRREE -

NE 2 iR RE N 121 WORHEER Y > B EEARERE RIVER
M SRR T E Y S R e B A ORI L » DAE B HTTEN S8 S gy - DUk 22
R EZENTE - gL B FERIEREIRIRE - A8 HERERE B AR K& 5
I RERZER2am88 TBEEG28 -

RZ 3R R E Ny 11.9% » JHEF HE A/EEYIN - SESHIRRS - 5&E
RS0 Z A Al S AL - D K B 2R T SRE R Rt an 4 R B AGE o
HZE 4 ARREE R E T 10.2% » EFUSEET IR RERCAVRE (RN - A2
EEIARNEEEE - ARSI ERMEHELINCERR ST - a2k TR
B, - N 5 IRREEEE R 7.0 % > & 5 MARERFEEL - HEEAHEREZFNT
I BUNAEEEERILENE 2 BUNIEE - RRGCER & A RE RS
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itk T HEEIRE

7% 3.8.6.1 IEARE Y INR A B3R

REEE

" g RE BE i%;% R HEE

) Bif 28 kKE BE  EfE

RHZE1 HZE2 HE3 FHE4 HES

WIKIROR T AE 734 058 199 .142 .056
REEIRIR R E (T 674 189 224 186 .011
B MR RSO T 4 615 082 -162 -.039 .319
EEYIRI T2 2R - TREgER 587 216 .092 219 -.028
BIEA G - A B T RS 579 260 .135 -226 -.123
SR TR (R 2 R B A N A -011 706 .057 .116 -.226

FERSR R K BRI Aok KPS| 236+ 625 .166 193 .082
NEFERA  BEgELE SRR 079 622 308 .085 315

DEBTEB&EERREN B FHIRIRER 347 592 388 .067 .129
NE A E R RIR T RE M E 194 = 516 -117 -158 -.124
MY I FHIRRS 099 182 795 .006 .019
g EEN RS 123 192 794 087 .116
WA RS e R R R 516 -.094 524 -023 -.179
SERBEALREEE » REERES(HE/ -108 116 .011 .749 .166
Iﬁﬁ%ﬁg?ﬁ%ﬁ@i@%ﬁ%ﬁ% RGeS0 ‘oo o3 -oz1 NEE .10
[mimg =]

FARIR A S A R 180 .103 .050 570 .381
TR/ DR IR A &R 221 -085 408 523 -.118
PellzE RO e BUNIN R (E 014 -094 044 .043 839
FiHEUE 2.667 2.173 2141 1.843 1.265
Cronbach’s a 705 678 .661 .588

fErEE B (%) 148 121 119 102 7.0
TR L (%) 148 269 388 490 56.0

3.8.7 JHEHHY4 ERIRE (Lifestyle of Consumer)

Wre R B ATE IR - SRAINZR TS RIRRSEIH T 21 (A T
b > HEEHU 4 [EILFENZR (R 4.2.6) - HrpGicm s e &y 53.6 % - [NZ 1 AV
FER253% &4 HRNET RS  BUSHERE TSRS - SRS e s
EVILMER Rk - FEIEREEEEEANREER - AEEARLEH > EEf—
MR AR Z iR ~ IR EBEESHERANEY) - 1G85 Il B A E i
SHER > Wit HEa R TEFEES, - NR 2EEERER 9.7 % KUUNEH
BTN - AR T RS ) RN BRSBTS a - ERE R S R B
Ban o Witanda Ry T IRITE ) o R 3 HARREERE R 9.5 % » HEEEHNERER
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GSE - DREBIRES » BIFERYIG S E R RV ASHRE - BHEEEE O HHRS]
7 Witk "TREEZ ) - RER 4 REERER 0.1 % » JHEEFTISIIYEL LR
R FL o SRR HE — AR EE AR - @S S E R AN ESIE(E
FEAVA R - NIEEHCE R T aaiRaR iR, -
% 3871 HEEAERR Y NE AR ER
RS

f#EE  Jk EE  mhE
NEL HE2 HE3  [NZ4

.730 147 145 .090

" H

FEHEEREEREAREES > NAEREEANR

jeie

FEF E R EEE A REE 727 037 -123 174
SEETEHR R AR EBEIZ 713 118 -201  .165
O N7 (R EF B R A A TR & 684 -199 -172 269
thEE i R U E R S B 'Y 679 -123 -004  .208
FAEES et ER PN E AR e ast 671 103  .043 -.068
Eon & VA BN A R E 662 -196 271 -.043
HERYFSEEHLEEHEE 635 -375 045  .133
F R RENRFEEREEEY) 596 -427 060  .109
P Ay LhE mhs = 509 .060 .183  .358
TR B2 R & i -012 =~ 702 .054  .041
B T P i R 002 670 251  .088
HEZRENEZEE - HE - BRENHE 103 -163 = 759 -.055
PREEYIR > FELEEEYERE -020 258 = 681  .087
ShERIREEEE T —E -054 308 603 .135
Frrug O R 22 e 4 093 187 -.047 = .696
MEE—RER AR B E 339 147 052 = 663
A B S ERS R E 1A R 7E 079 -289 151 & .582
FiedE 4550 1.738 1.719 1.646
Cronbach’s alpha 871 AT76 547 460
fifEReE S B B (%) 25.3 9.7 9.5 9.1

RIEf R 5 (%) 253 349 444 536

WrtsE R BN AR T L2 BRI AR EIN A F A TR R RN B A E
= HEEA(Scheffe) SR ILBFORERRFERIFAR S L2 E > S ATE
onbE— AR AR A S B - AT LM E M R A e R IR Y - ARG R LR
iR - HX R E/ DS ELBUE K (A S R A R e B YRS R s
mo by AR R A a1 [F] L i A B A — M TR/ D2 BTG SR (M il
B AGEE R EAH & E AN LR IREE - Gilg ~ Barr A1 Ford(2005)#/5¢E H S s Ok
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H

T #(Committed Environmentalists, Group 1)EEEE M BE G SRE - o2 B0EE
AR E R AR ESRE NS A DIE BRI - IEERE R S 70 %rVESER R R
JHEETRE > TiIEE AR EFE(Non-Environmentalists, Group 4)RE£RIZDERRRIE R ESER Ir
FEREFEATEAAEE - AL 40% - AR HMEEHFTHITEE R n DL T & & A ERY
ATERIRG R B R S (ERS A TNRL S, - EEREAAIERAY T AR -

* 3872 HMERANR A EIUNE AR Z BN T2 R

T
5 Ex Eh ol
T F - heff
OB am om0 (sig) Soefre
a b c

JreEmg -024 -369 .488 29.268 .000 c>a>b
HHsEE -.008 -.240 300 10.805 .000 c>ab

WHFEAE RN BRI RS TR IR E (L - BEE 28 - BINAE - MEREHTEEI L
WNZR A B AEA SR E R s E R B REE P LB R
PR ERIRRE S - BIEEA G - B BRI 2 2TV M - IR R
RSN AR IR E T HRORE/ DS ERNIER(EA]  EREFRHIE VSRS

AVERIE S BN H BT RPRSE - BB SRSl HE R &R - A EESNS T
LA s iR & - [ Gilg ~ Barr #1 Ford(2005) 85t H £ A= S RIRE R AHIE] - {5
ANBEEBRRIT HESZESR > GIAISCE T Ay U EDH & B A H PRy E SRR £ &
(Committed Environmentalists, Group 1)A¥EEREEREE T AR B B EL [F 4552 » 1]
JEER (% F #5(Non-Environmentalists, Group 4)5Z 2 544 » R AFEREREE AV FER _EAHSE
B SR A PGSR -

% 3.8.7.3 MR TN R A EEUNE AR 2 BN T8 2T

THE
T Bf &9 ol

T F . Scheff

OB s om0 (sig) S
a b C

BEEM 113 -468 439 34.249 .000 c>a>b
F558 113 -213 150 6.031 .003 ac>b
mig g% 089 -.282 .233 10.331 .000 ac>b
MEESRE, 155 -.060 -112 2.842 .059
HEEIE(T -.082 .100 -.032 1.304 .273
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WHeaE SRR AT RIRE P R S~ JIRUT(E ~ WUE S B 28 S A A H
AEIPRER B A SR BRIV E R e R EEEANN S
AEEE I G F R S RERIRY) > MIDFEREF R LUHEEERRENEZ -
BISInGLE: ~ BRAR ~ $UEAYIE K EIE SR SRRV R > B8 R (B A i PIT T AR i B
£ HREECSZ M ES A ESE HA RS EH SR > 1B K AT A R A A fm AR -
B iRrfE] > A L R i E B & insF » Granzin ~ Olsen A1 Painter(1998)B/F5¢ H1KE
AR EEAVEIIRRIERE A~ B~ C~ D ~ BRI F /NEERSE - ARA T HEHEE A EHY
ATEEMEEI TR M A F S S E A STE R R B IS (R
BEURANNIMER AR &L - 1 D EERDHE AL EIZA &Y B ER
PRERAVER B R LK - BARBTFEAVIE R (EAER SR ATE BRI N A PSR TT
SR e RS T N B TR RIRE ) MR E A R TIE T4 - DL H
PGB SR &A1) -

7 3.8.7.4 LS RIRCIN R A oy R EUMEE B8R EE 2 BN B HE T

FEE
5 Bt 0 ol

T F - Scheff

OB o o om0 (sigp Sorefte
a b C

&S 185 -793 .703 131.991 .000 c>a>b
JIsRJ5{#E  -670 438 279 71.283 .000 b,c>a
iE=s -564 127 516 53.188 .000 c>b>a
kR 2212 -307 607 40.826 .000 c>ab

388 HEEEE AHMYE — ¥ ERF (Consumer Purchase Organic Coffee - Market

Segmentation)

WHFE4E SRR 2 A S AR e RAEME R~ FIRBURMINN B - HA
P - BRI E R S A RS MR (GER 3.9.7.0) « FIAPHEE A FRYAIERIRE
» Bl Ry 3MERERS - vk T E/D2EL, ~ TIESR(ER], M1 TEGEE, B TR
WS HRTAIEES 32 % > LILMEEZ - 30 BREL NHRE & Ry 43.5 % H 62.1 %8
EiRER - IEERFRU DRV IRE R - SUAERIRIIIE A g B B AR (HEANER
T RAE/VERN2EL B S E A RI R 0.022 - 55 "8 TIBREH , AIBEAE
AR AT 32 % » BLLEPIMEZEA K > FE ST 30 BRLL NHYREE By 61.7 % > 80.5 %
MANRHES - B TR R ESSFRENN: - LE S ERE —EER - A 5EER
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SR - ERER CEGIREEE ) R MR S N © 51O WS
530 BRLUT » BLEMREE S 68.0 % - [ 4SRN B MR S A AR I T R
BRI » R 1 (R S BT I i » S (I
AR = (R b A M T R B e 0.608 -

B AC G A B S R B A AR G B RIS » B S S AR
> BRI LA BIR tHE % » E RV RIERA T BT R
SRR EL - YIS A B T - SRS T O B B T - B
R PRI ~ TSRS - LARI R A IR Bt 4 - 752 o DU
RSO R R AT A B S - RO R D G
TR A E ST IR R T B R A R M R TR B A
RT3 % - AR A S AR AR M BRI » Arvanitoyannis
il Krystallis(2006) JF9E4E F25m: 3 (HR E1 A B RIARRY N 2 S MR A T A A
7 S B R R - Nie 11 Zepeda(2010)Bf9e4t LM A B RURE AN 76 UM T BT
HepE L U E TR o S R IR R 2 St A B 5 2(Gilg, Barr, &
Ford, 2005) - Liang Fi1 Lim(2010)¥5:4% 5 53 2 [EEERE + e il e s e = R A
BEE R - Chen(2007) 72 /80 2 2 I S S He PR AR ST B B 0 B T WL P S
T (E ST TR ML B L — P SR e D B RS - st
RIS TR -

7% 3.8.8.1 AR E 2 M & R AT
0SB ERERN B

H = Ml (32%) (32%) (36 %)

MR B 206 37.0% 503% 53.5%
4 236 63.0% 497%  465%

30 LA R 232 435% 61.7% 51.9%

e 31~40 83 208% 182% 17.8%
41~50 70 169% 175% 124%

51 kLA 1 56  18.8 % 26% 178%

=)L 88 227% 168%  209%

B 69  16.9% 97%  209%

AERER FoER 223 481% 587% @ 442%
W32 FR 61 123% 148% 140%

HAR 54 132% 104% 132%

- B AR SE ~ Bl 45  118% 84%  109%
L AR 151 276% 37.0%  39.5%
EH% - SR 56 15.1% 13.0 % 9.3 %
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ey B SH BREER EREE

A = (32%) (32%) (36 %)
B 76 151% 214% 155%
HAl 57 17.1% 9.7% 11.6%
R ARG ~ HAh 310 621% 805% 68.0%
TR U 129 379% 195%  32.0%
10,000(Z) LA T 78 172% 196% 148%
10,001~20,000 47  106% 124% 9.4 %
20,001~30,000 103 232% 268% 21.1%
(EPNSS=PENI PN 30,001~40,000 82 192% 13.7% 242%
40,001~50,000 48 106%  13.1% 9.4 %
50,001~60,000 26 7.3 % 33% 7.8%
60,000(F &)L 52 119%  111%  133%
I = 156 409% 335% 31.0%
R H AR i 286 59.1%  665%  69.0%
e 5 129 344% 232% 302%
EN L ot B 313 656% 768%  69.8%
FRERE(NZ 1950, B 121  318% 265% 256%
) i 318 682% 735% 744%
FREREF A 60 5L H 125 318% 297% 21.7%
) it 317 682% 703% 783%
s e | -.024 -.369 488
GLAE T ] -.008 -.240 300
BAREE 113 -.468 439
B S 113 -.213 .150
B Ee " Bk % .089 -.282 233
fHE S SRR 155 -.060 -112
HEEIE -.082 .100 -.032
=] 185 -.793 703
R jjﬁzz@ -.670 438 279
© e -.564 127 516
o -212 -.307 607
RS B =R 022 -.510 .608

"R S (p < 0.05)

3.8.9 JHE A E B A e 2 BEAHERL (Willingness to Pay of Consumer Purchase Organic
Coffee)

Yoo A1 Kwak(2009) L & Persson {1 Svensson(2013)#55 | ] Hanemann(1984) A HiHY
AR DIFE 2 55 ZBA(HERS - Hanemann(1984) (a1 & s i E A TR
FELE— Rk 2 AT RSN oo EEAYE I (A - 4L RS2 FIIEMERY B IR EE - 2RI LD
T ERMEEEN R R EE A HRERBEEE WIS G ©

4 1 W 58 T (o] & 5 =X (Binary response models) Fi1 &z A B A 14k B A
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theory) Wy & 1Y AH BE M - %4 ME B R ME i E(Linear utility function) 12 &5 3T 57 i bR %5
(Logistic distribution function) & FH A Wi iseIE =R R » HI#E SR T pr S n] o 2R (i B
{E/#%(Hanemann, 1984) :

PI = (1 + e_(a‘l—BAi))_l

TR :

Pi ¢ (B B R S A e I S — T A0 EE A BRI »
GPBIE L HERHIATRIAO -

A MBS S L R IS A 2 E S HIE(LO ~ 20~ 30+ 40+ 50 -

60 - 70 ~ 80 ~ 90 ~ 100 ~ 110 ~ 120 #1130 %L ) -
FE{TERS(WTP)RVEAZ EETE T
EWTP)= [” (14 e~(a+F40)~1q4 = ‘Tj‘

IRFIL DT AR AR R MR -
I o

HLLEFUAR T > p BiE R BORE B E A RIINER R E SR P> & f BERR
f - REEHEE IR E AT R ER SRR - &R ITEERER 3.9.8.1 &
o B pEHRREE - REREAEIIGRHIER S  JHE R E A ERRIE - i
HRERNIEE SRR AR R 20 SR - p (VRB(ERCR - BRI HIIYRMERES - 0
BH B EREE AR AR AR EE W S AR S rBEE 11T &

REE AR R R AR S - HONEE S AR B - 4 T B
1y p 18 F5-0.021 -

FRAFER T > BIFEEEREURT - T &/ D28~ TIERER] ) BT ERERE ) =(E%
B MEARIIYEZ B ERAEENER > R rES T ERERE ) SRR E
fREE - R ST 44.9 %HYERREE AT - T 028 SRR %S 36.8
% > IESR{EA] ) SRR R = 2 TR R ST 30.7 % o FIFA FHYAETEAURE AT DA
TREH B RS S A — THEE ALY BRI 0 Jang ~ Kim AT Bonn(2011)EYbTFEREHE &
o1 ks 4 B SR RIS OB BAHE B A B A T B R E R M E
RS > BRE S REs B sk B HE & - Arvanitoyannis 1 Krystallis(2006) /57280
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EFRAF AR AR T A Bl S Rrbse ey -
% 3.8.9.1 JHE A H AR L BT B

HE

HE 2= HS HE SR EA] B ERE
it

Bt a B _WTP  « B _WIP a B WTP

Ef% A B 1.162° -0.027" 36.8% 0.849" -0.024" 30.7 % 1.037" -0.021" 44.9 %

TREEFEGISHEEMEE 0.05 /K% | ARE TEGARFEE ) BT E/V20E | WEEHHHEA ERAEE
P75 (p < 0.05) : B A% T EMAMEEE ) TERENFE ) WiESEEHEE R ER AR =R (p < 0.05) -
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FLAHE EimEEEEE(Conclusions and Suggestions)
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