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Abstract

This study aims to explore the key factors influencing consumers’ pomegranate wine purchasing
behavior, providing theoretical support for enterprises to formulate effective marketing strategies
and enhance market competitiveness. Based on the Howard-Sheth model, a model of influencing
factors on pomegranate wine purchase intention was constructed. The direct and indirect effects of
these factors on consumer purchase intention were analyzed. Empirical analysis was conducted us-
ing data collected through questionnaire surveys. After data cleaning, the Partial Least Squares
Structural Equation Modeling (PLS-SEM) method was employed for path analysis and hypothesis test-
ing. The results indicate that product quality, product attributes, marketing channels, and income
level have significant positive effects on purchase intention. Perceived risk, perceived trust, and per-
ceived value also exhibit significant positive effects on purchase intention. Evaluation of word-of-
mouth, price level, personality differences, and perceived usefulness do not have a significant direct
impact on purchase intention. Intrinsic factors demonstrate partial mediating effects between input
factors, extrinsic factors, and output factors. This research provides a theoretical basis and practical
reference for the development of the pomegranate wine industry, contributing to enhanced enter-
prise competitiveness and promoting rural revitalization in central and western China.
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2.1. HREITAEWEREXMER

[ b2 2 KA LSk X V8 % 5 AT NIEAT T IR AT 7T Philip Kotler (2000)IA X i % 47 A 8200 R & 1)
G3 BT N 325 2 U (0 5 2 T RH O B2 1) PR A4 BE#EAT[1] . Hawkins (2003) I 3R A8 T SCAL AR AN 32
B7HE, HAP SRR RIR RS R MBS DL A B RS T S R s MR R AR 2
I EFMNE IS SR BIFLLL R E AL 5 R AT NI . Assael (2004) % 55 Tl 2e & 17
UM R O FERAT TR, AR PSR (MAERER). “ZIRERT (AL BB EH)U
FAMREE) DB H” (b8 0 MAL OE)TEN N Z FELIRREAY[2]. Charlotte GB, Priya R (2014)
P AR EBIREE I A T AR L T T BB AT AR R R, RITH 2 s0Ab . T SRR DL R SR AR S (R A
BT BB AT N EBERIAMER N R, DNERRE . AR I SRR D S AL £ f R T 9
FATNEA R N TE R K [3].

[ Py 23 T e AT AR R T AU s - P 52 546(2005) 5 Tl RIAT AR, BT
INHIZKT L B % 77 0 W A0 2 R R Aot BRI 2R A7 N 2 i [4] . 20T 112007 )45 A5 TR & 400 i, R
BT 2 R 9% AT N B B R TR FI[5]. T2 (013) IRF T 45 B, T H RS . X2 S A
SILA B it B A R Yo FLTH B AT N AR A R . B BE A (2018) LAEE KT AR P S o, E B HIESE T AR
W AN N BELEH 9 5 AT b I BRI [6]

g LR, B A AN FE N S E AT AR R R R SR RS T B A S AR S R, LR
WAL SIS 2 FYEFE . IR LU S0 R N BRATTHE MY 2 B AT 3R T T2 A, (BT X A i
X R 7= i T R AT N AT RRIR N
2.2. AIEEREXHR

[l A AR 220 AR I 7T, 2 SRR B R B R R R . AR AR T2 SR PR A
W IAR 57T, 0T 28 WA S R PR O BB AL 50 PR 38 DA R 0 S e S R 45 U T IR 4R
i AN AL

B AR M BT e AR b T A T2 e D Be iy 70 i, Cardinale 55 (2021) 5 X0 A [F) 7 43
i 5 BB AR AU AL A I AR 55 TRl 2 0 P S 35 S M A R P XU o (B 22 By . 7) A 7] o
Wasila 55(2022) REWTTE 1T KESE(IRE . pH B BRSO AR RS E PR AR E R BT SEE, 42
WA AE AT TH = 5e 4 (8]« Mt4h, SB Hl Rodrigues (2011)K FH i SRR ANIE i AL I REBCAR , TIEBA H 7T
S i R BERCR IR R, D AR 5RO 1R B (9] I AMIE T S ER AR AL S Th R TR
E, BB SGEN R EAT NS NI S, AAAE “BORIKBN” 5 “RRB BPE .

[l Y BIE 7T S AR T T I A0 BRI RE R[5 (2020) 4 H A R A e OB TRLRR N AN, 10982 J T8
R ity BB P8 2 BRI L4532, FL A B S — A 2 SRR AT I i e VE AR AT R
I e Ak, SRSV AR XD E H AR R RE R, — i R PR AR, BRI B A2
F S BE IR, (ER AT SN OQVE IR A R 75 T (RO AH OG5 L, T SEL A A A 6T 5% A A Y PR DA S A
D . B L2 25 AN A AN AT B2 & B AN 52, A RS 3 3 T 3 D IR A AR R
A [10] . 2 FH (2020)-45 H 3 A A5 SR04 b A7 T s A 8 TSR LR 6 91 D 3 1) LA SRS o SR D 5 5 B
T HE B T 857 1H, ST R 50 0 FEAS /2 AR BRI the ™ S A 20 127 ML R T 3 s A fie . JRAT R
FURSARNAT WA, DU A, EALH P RAN F R R SR EAE IR S, A
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FERT i B 5 SR PR S e STy O R B AR I 4 O AT S R MR T AL
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VRO, R Rmall KRR O R, X T AR S, SRR s DR B R BRAiE sy
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BRI (7 s B IR TE (Marketing Channels) 2 ™ i AN A7 #5378 1) V8 2 3 B BR A, SR A (R PR A2
BTG SN 5 745 FEMAE 9 2 I S U W TR (Word-of-Mouth) /2 45 11 9% 2 22 18] 96 T 77 il BRAR 55 1)
JEIERAZ R, AFEIEH A A7 PP [13]; ks 2 (Price Level)di 91 38 4 S5 7= i BT 45 I 75 B4 1 32
A
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H3: I8 2 B B 0 R B B R TE A R 51 ), I S R R
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H5: i 9 2 BT R R PR A Ll sy, 00 S B g

2.3.2. 4h#EEFE (Exogenous Factors)

AMER Z AR ABMAL T EH NMAR N OB AR, (H SRR S LI SRR SR AR R 3R . X LB R 3R
PR T S b st 2. SR BEIRES, DLRAMEAZ M 2R, FEEENT e, (Aef i
TIHF RN ST B . MAZE R (Individual Differences) & 1578 9% # /£ 436 7 0. B Xt
B R AR FE S T A 22 5, IR 022 e 2 R M A AT T 72 it R (i 2 FH SR 3 s 4235 DR 3% (Economic
Factors)tH 2 5% H 2 ) B 2[R 3%

T B, Sl TR
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2.3.3. ATEEZE (Intervening Factors)
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Figure 1. Model for studying factors influencing pomegranate wine purchase intention

Bl ABENIEREZmERARAEE

3. Wisigit
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Table 1. Questionnaire for assessing factors influencing pomegranate wine purchase intention

=1 ABENIEEENERAEER

A i 5 R
ZL1 T EERCE R R A
ZL2 T LLECE e A Rl 1 IR E
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QD1 AR A TR AR AN, A S IR o
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KB1 UNSRAEZR N 1) 5 W S AR I A8 S FE 1) i 17 1

A 18 KB2 WIRAELZR E T & 6 S R I 8 23 78 37 & (1 D i
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BAEAE
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32. BIRWSKSHEE

AT R AL 2 170 26 R A (0 7 AN Sl - 25 8 B BB A Dy —Flopr X I AR k2, i 2
HEVR AT RERA — s MR AL, AW FEAE 4 BV A B TBG X 5, DISRTE St 17 A 8 21 3 6 A AT

FIE SRR . ARV R4 E 34 NE S AN ERY B
N IR ZEAN R RFAE B 2 BT 78 LR 1400 1
|25 N 80%, =T HUERIZER 77.1%.

PRSI B e B (R £ A 1 R14).
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FERFEAR(E BGit, Wik 2 Pfrox:
Table 2. Demographic characteristics of the sample
* 2. HAEARERG
Bl b FEARE FEALE(%) Bl I FEARE FEARLE(%)
1 % 590 52.68% YiZ ) 26 2.32%
i E'S 530 47.32% /NI (50 JIBLF) 91 8.13%
18~30 ¥ 452 40.36% P54 117 (50~100 /) 194 17.32%
31~40 % 357 31.88% HhX T4 K3 7 (100~300 J7) 224 20%
i 41~50 % 201 17.95% 24 K317 (300~500 /7) 150 13.39%
51 % KU I 110 9.82% K317 (500~1000 /7) 196 17.5%
B0 133 11.88% BRI T (1000 A E) 239 21.34%
FkRAL NG 160 14.29% 2000 LA K 201 17.95%
JiANZ MMEIRE 645 57.59% 2000~5000 247 22.05%
H HIFE 125 11.16% o 5000~10,000 487 43.48%
HoAth 57 5.09% 10,000 LA 1 185 16.52%
4. SBESTHR

AT 7 AL T Howard-Sheth ¥ ¢ & AT AR, #ys 1 — /M R 3K %

RS PR R PR AR A . %A

BAE THRARZER. AMERER. WERZEMNZE AN ZRE R, FrRSIX A & 7 (B A7 75 B8k R £
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FIRZIR R R o R IAZAR Y, ASHIE TE R H i B/ — 3fe 5 4 77 FEASL R (PLS-SEM) 75 7%, 3% 17 465 1 A e kAT
I o M IR T A R R 0 A AR AR 56 B S O

4.1. BURSH
411 EFSHMRE

R £ R L4 3.

Table 3. Results of normality tests

F+ 3. ERSMAREER

iy 1 5 L35 MAEM  EkSD idies 1 & L35 MAAM 4k SD
0.582 -0.812 0.854 -0.186
N 0.606 -0.746 WK 0.861 -0.154 2.2271 1.01652
7R T 24503  1.10719
0.575 -0.756 0.868 -0.05
0.601 -0.805 0.636 -0.604
0.806 -0.326 BAME 0.687 -0.566 2.3875 1.08596
FERRRE 0775 -0.326 2.315 1.04333 0.696 -0.638
0.776 -0.317 0.941 -0.019
0.702 -0.521 N 0.838 -0.091
JRENEAT 2.1995 0.97369
o 0.748 -0.505 0.918 0.055
LR S 2.3297  1.03943
0.743 -0.4 0.985 0.177
0.788 -0.342 0.854 -0.294
0.928 -0.072 BREHERHM 0877 -0.131 2.241 1.03786
O 0.838 -0.212  2.2187  1.03498 0.837 -0.163
0.911 0.029 0.76 -0.448
0.856 -0.216 0.812 -0.312
A& /KTF 0845 -0.181 22077  1.02288 RN 0.808 -0.282 2.2934 1.00359
0.937 0.07 0.723 -0.38
0.941 0.024 0.846 -0.189
) 0.938 0.305 0.726 -0.48
MR 2.1734  0.94148
0.976 0.195 ) S 22 I 0.736 -0.578 2.3678 1.09907
0.916 0.127 0.695 -0.517

4.12. [REFMMERR

N ORI BB S5, A TN B AR (5 FEA U REAT 1 RS . BT X NE R R,
Iy 5E T ARG ) Cronbach’s o R&L. 1175 Z 5 BUE(AVE) A H 55 FE(CR). W& AW,

FRE ARG R B B s AT 52K

G R EEVEAA Rk . AR A R BRI R, Wk 4 P

RO W] 73 X R EANGE R R s R R B AR SB S A ) R E [14] o ARFEARIHE, AVE [EIRAIG
ZORIEF] 05, CRERMERIAS] 0.7, A HEVHILAA RIFIISRIUE AL GE R MRIEE 4 fatras R
ALLEH, EARRERBUERI T, SAYEEN AVE (353 7 05 L E, CRAEIIES]T 0.7 LLE, %
AT BLUE B AR Y B AT AT IS A A 5

RUOEFEAR AT S AHSCARIE, R AHE TR B R B R
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Table 4. Table of internal consistency reliability measures
4 NEMRRMEEER

FSES

So
@ B M

o

A

m

ELiEE
P DR
W& IKF
MEESR

3

o, L
Alpha

0.866
0.792
0.840
0.810
0.803
0.826

AVE

0.618
0.5607
0.5675
0.5864
0.5768

0.543

CR

0.8661
0.7928
0.8399
0.8096
0.8034
0.8261

FSES

BN IR
AE
ENEAE

A I TE

TN ARG
) S 5 T

o, b L
Alpha

0.794
0.805
0.831
0.799
0.873
0.821

W% AVE

0.5648
0.5799
0.5522
0.5707
0.5793
0.6039

w o W b W W

CR

0.7954
0.8054
0.8314
0.7995
0.8731
0.8205

NP SN AT (R IX R, AHIE 784 Chin (1998) AL, HAL T #4428 AVE (H PR S5 B
Z A AR SR R H15]. 35 5 MIEWE SR, FrA M) AVE ~F 7R R 3 KT EA 1S HoAh A & Z R AH 2%
R, RUBHEZIMEAE REFHX R, 2R GENE A RO X 73 AN [F] f B FERFALE -

Table 5. Test of discriminant validity

=5 XAERE

FEE PRE EE VY MR AN dlon &G B R B Wk
e R RE O KFE ER O KFE OMME GBE FHEME KR BE
FEmAE 0.618
PEAERE S 0479 0.5607
EARIE 0518 0436 0.5675
AR 0447 0369 0.365 0.5864
ik 0462 0455 0.47 0402 0.577
AMMEZER 0511 0448 0484 0.395 0486 0.552
WK 0504 0474 0442 0482 0465 0.417 0.5799
BEIMME 048 0397 056  0.423 0432 0435 0428 05707
BEIEE 0497 0329 0406 0349 0421 0375 0359 0443 0543
B4 Mt 0373 0387 0438 0415 0409 0389 0412 0375 0408 0.5648
WEIXEE 0303 0325 0.279 0241 0339 0273 0272 0256 0255 0.239 0579
JYLEIE 0414 0425 038 0332 0.353 0407 0429 0341 0294 034 0313 0.6039
AVE f°F 772 0.7861 0.7488 0.7533 0.7658 0.759 0.7431 0.7615 0.7554 0.7369 0.7515 0.761 0.7771
4.1.3. XS
IR EE R 6.
Table 6. Correlation test
6. HEXMRE
FEER O PER BB VY MR MR dRon G B REn B K
R R RE Om K EROKE S OME BE A% R 2R
7 o 1
FeEEEE 0398 1
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EARIE 04437 03567 1

PEAT DR 0374 0.294™ 03007 1

MRKE 03867 0.363™ 0.388™ 0.324™ 1

MEZESR 04227 0.268™ 0.339™ 0.285" 0.343™ 1

K 03127 0.310™ 0.358™ 0.335" 0.333™ 0.333" 1

BEME 0422 0.382° 0.362" 0.391 0.375™ 0.293™ 0.332" 1

WEE(E 0.434™ 0.365™ 0.406™ 0.323" 0.399™ 0.311" 0.319™ 0.344" 1

JEIE FITE 0.399™ 0.315™ 0.459™ 0.338™ 0.347*" 0.360" 0.302" 0.345™ 0.355" 1

JEEIXS 0,261 0.268™ 0.235" 0.201% 0.284™ 0.216™ 0.201™ 0.227 0.231™ 0211 1
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4.2. REEL

421 ABEMIEBEFWER SEM EEERLERE

TR e 7 R TR E I AG 6 45 B AT DA, CMIN/DF (77 E H1JE E) = 4.200, 7E 3~5 (58 Bl A , RMSEA
(RZETTHY) = 0.059, 7£<0.05 [ RAFYEEN. 54 ITL. TFI BLK CFI M6 45 5515 %1 7 0.8 DL |
M RAF K. BRI, ZRE AR M 45 T mT AU, AR ) S = B s i Rl 36 SEM A58 LA R A & i
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Table 7. Assessment of model fit

7. REERL

fabr ZE bk S 45 R
CMIN/DF 1~3 NhF5, 3~5 MR 4.200
RMSEA <0.05 M7, <0.08 NRU4F 0.059
ITL >0.9 ALF, >0.8 NEREH 0.844
TFI >0.9 ALF, >0.8 NREH 0.834
CFI >0.9 HhFF, >0.8 NRLF 0.844

4.2.2. BEARMAITSRIZKRE
P 2 JROR T A RIS 9 W SR RS IR AR [ B AR R B, AR R AR OR E AR B TR AR B B
SRR, R EMAKCEIE I tEA p ERAIWI(TR R p<0.001, TRIR p<0.01, "ERp<0.05).
WAL B IIE S SR, sk 8 FioR:

Table 8. Path coefficient
=8 WEARK

% HRERAR Estimate S.E. CR. P oy B 245 SR
H1 P - ) S 7 0.395 0.044 9.426 B
H2 I R - T 3 7 M 0.465 0.045  10.677 e
H3 EHHEE - W ST IR 0.409 0.049 9.745 BE
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Figure 2. Path coefficient

B2 BRERY

B : 7= TR (HL) S P2 SRR (H2) 5 8 JRIE (H3) RN K (H7) 0 I S22 B 2235 1 R g,
TR RS (H8), IR AMEAFE(H10), BENE (HLL) A S 2 A I8 3 1F 1m) 520

ANEZFE B EEAE: VP CRR(HA) A& K- (H5) A 22 53 (HE) U ATA PR (HO) % I S 2 R 1 BB 5
M AN 3

4.2.3. PRI
6 A R T 1 9 2 0 S R SR P AE R R AR R P K A, 3 E2R A Bootstrap J7ik, HEATAS 56 A
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1E 95% ¥ B F XA~ , # Bootstrap FE A E Ay 5000, b 250 WA R HE N (R A BR0) 45 RN 9. 72 10 AT
N

Table 9. Total effect
#9. BN

WILEREAR(O)  FEAIMEM) FrMEZE(STDEV) T %it&E(O/STDEV)) P1E

WAER - tHF & 0.256 0.257 0.045 5.744 0.000
SMER FE-HIRE 0.085 0.085 0.039 2.193 0.028
SMERR->NER R 0.153 0.153 0.029 5.245 0.000
BAF RS HE = 0.399 0.400 0.037 10.647 0.000
BAFZR->HERER 0.642 0.643 0.026 24,780 0.000

Table 10. Indirect effect (Mediating effect)
= 10. (AR (P AT RURL)

VHEHEA FEASE popse Tyarm P VAR RRER

(0) (M)
SNMERZESHERZESTE R E 0.039 0.039 0.010 3.810 0.000  45.88% #BH AR
BARESHERESTEHRE 0.165 0.166 0.030 5.556 0.000  41.35% #4HARN

FIH VAF (18132308 5 S 308 0 AR SR X rR A RO 3047 HI T . 24 VAF /NT 200%0, ANFEAERF A2
N 2 VAF /T 20%~80% 2 [HIiF, AFLEF AR08 24 VAF KT 80%H, fA7E5e A dii. &it
HEEI, WERRAEFRNKE. IMER RSP H RN R Z A 20N [16] .
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ARE R EE K TR AR EHE .
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