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Abstract

With the successful completion of the first centenary Plan in 2021, the people are now living a well-off
life. With the improvement of living standards, food quality and safety in the minds of consumers re-
ceive more and more attention. As a certified and guaranteed type of agricultural product, geographical
indication agricultural products capture the eyes of consumers and become the guests on the table of
most consumers. However, consumers’ purchase of geographical indication agricultural products will
be affected by different factors. Based on the five dimensions, which are personal factors, product fac-
tors, packaging factors, brand factors, and environmental factors, this paper analyzes the influencing
factors of consumers’ purchase intention of geographical indication agricultural products. Convenient
sampling is adopted to distribute questionnaires among consumers in Lanzhou, Gansu Province, and
data is obtained. After data analysis, relevant conclusions are drawn. The final research objective is to
promote the sales and realize the value of geographical indication agricultural products from four as-
pects: accurate consumer positioning, strengthening publicity, reducing the price of geographical indi-
cation agricultural products, and strengthening the trust of certification agencies.
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Table 1. Analysis table of the three-level indicators model
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Table 2. Reliability analysis
=2 AN

Cronbach’s %

0.986 26
FE: WA 26 S AR PTA AT 20 T L

Table 3. Comparison table of reliability
* 3. AREXLE

0.60~0.65 0.65~0.70 0.70~0.80 0.80~1.00
HAANER B/NATER GEEESE FEH by
6.1.2. MESH

HHZe 4 al %, ASCiA 5 KMO F1 Bartlett #3648 4 0.976, —Bi&H T, KMO {31 0.6 LA L,
FHET 0.6 T3 BH 75 B E S OB I Bl BT R A 2%, 0.976 A T RIURAEE IR I BUBE BN, T B % 0] 35 1 3%
RIREF. KMO B EEX N4 5 FTw.

Table 4. KMO and bartlett tests
5% 4. KMO 70 Bartlett 238

KMO BUFEIE I =4 0.976
AR TT 11 935.654
Bartlett R FEAG 4G H 325
BEM 0.000

Table 5. Validity comparison table
5. WEXLEE

0~0.5 0.5~0.59 0.6~0.69 0.7~0.79 0.8~1.0
AR fh 252 — MRz R A4f A
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6.2.1. BEXRER
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HTRKERMZ H L REW L, bR teplscnio, HaEfhE 2 THIHERE, £ 4 A
RT3 A R E G0 T B SR, AU 52 15 3 (AR 8 DX A 2 BN AN 2 20 5 L BAF
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Table 6. Basic information statistics table (n = 184)

6. BEARERGHERN = 184)

R IR AEL 73 H (%)
5 70 38.04
5]
5°e 114 61.96
20 % K LAF 16 8.7
21~30 % 118 64.13
31~40 % 20 10.87
FEy
41~50 % 13 7.07
51~60 % 11 5.98
60 % LUk 6 3.26

N SEINAHE R E A N R T f#, K PRI Z IRRI 5, 2 R BANXIE], 3k 7 fos.
M T WA Y, 2000 76 A LA T 2 B S REAS R 58.7%, i 5 2001~4000 T IRTH PR 21.2%,
4001~6000 JTfH 5 12.5%, 6001~8000 JGH (5 4.35%, 8000 7t LA EHIMY & 3.26%. ¥yE ], HikA
BA EPP KRR, 50%5H 2838 H NS 2000 7e, i =S TH 2838 A b

Table 7. Consumption income statistics table

T 7. HBEWAGIT R

e by BHbAd 75 H (%)
2000 JGLA T 108 58.7
2001~4000 75 39 21.2
HHE KT 4001~6000 75 23 12.5
6001~8000 7t 8 4.35
8000 JGLA - 6 3.26

M7 8 53, mEEARES, AEME T 7.61%, FlAAAE RN AR Y 12.5%, MEEH
ML (5 9.78%, “#2E 7 61.41%, BIR. ka5 8.7%. X bR E T LAEH, #uiEES T
BAPEE A, Horp e e A, EER R TR A R AR AR
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Table 8. Statistical table of consumer occupational characteristics

= 8. IHBEFRWAFES TR

e I 75 45 H (%)
g ik 14 7.61
Folbshr, B LR 23 12.5
HR, AN B EERE 18 9.78
& 118 61.41
1Bk ok sk 16 8.7

ASCKGTH T B 2B FEE A N 5 NS, w32 9 FoR, HIR Je UL R RRBE I 8 X AR )
5.43%, =G 13.59%, KE5 1 10.33%, KRR 5 64.67%, B A &L E57h 5.98%.
FILAE H, WP B DL 22 I AR T 2 T i o I N b UL B2 A 25 N, Rl KA
BEEEA 119 N, BEERHE > =M B0V s F et R E . Bk, B RN 22 E R AR

Table 9. Statistical table of consumer education level

RO HEEHERESITR

e I EHIbAd 43 H(%)
Wk ZLAR 10 5.43
i 25 13.59
SRR K% 19 10.33
KRR 119 64.67
A R Bl B 11 5.98

6.2.2. INHIER

e 10 frow, (EHRA LT R EbR AW L 63.59%, TERAVRE LT ARSI AR AR
)15 39.67%, 7E M 2% I T fl B MR AR AR 72 16 7 65.22%, HH A A48 1 i B E AR B AR = i 1 1 52.17%,
FERGIAT SR BT R B AR B AR A 33.15%, EIEAN BN RHERE T AR A S B
27.72%, TERJES BT MBIMIRFR SR PTG 32.61%. 0] LAE HRHE /0 9 & #0 E MEAL . g rhz
fb MO FE AR AR I, IRACAE S A RIEEAUR B2 b iR

Table 10. Statistics of consumer cognitive channels

10, HBEINNRESG IR

T3 /N (EAi7]
HIAR 117 63.59%
A& 73 39.67%
W 4% 120 65.22%
liliy-ohez 96 52.17%
B R 61 33.15%
HENRHERE 51 27.72%
RE: 60 32.61%
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M 11 Al LA R — AN AR SRR BN = B r B B s — R, #605 E 31.52%,
IR = ASHI A H I 2= AR A 5 B D, 20 Tl 21.74%F1 15.22% . IF B Y 234 6 T Hb 20 22 b 25 A
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Table 11. Statistics of the number of geographical product indications recognized by consumers

F 11 HBFANRMERRSHESITR

byl N7y BRI

14 58 31.52%
24 58 31.52%
34 40 21.74%
44 28 15.22%

6.2.3. REREXR
AR R, A E N B ORI T E D 8.14 (LR 12), WA HH B E A AT
WA H OISR T —MERERE .

Table 12. Statistics of consumers’ ratings of health status

* 12 HBEMMERRSIFS Gt

Fr it T4
i BERAR (10 20 M43 84.1

MRYE e 13 204, 78 184 A2 Ui, B R ak L RvE H R RN S i BRI 28 |5 Sk
A RE[ 57.71%, —HEFRREN & 15.22%, ASASRVEN 4 4.89%, ARIVEM L 217%. MWIdHERG T
DL 5 24 IR 2 B T AR

Table 13. Statistical table of consumers’ concern for health

13 HBEMNMRRKXIEIEE ST R

I /N (B
ARFev 4 2.17%
ANKRKRIE 9 4.89%
— & 28 15.22%
FeE R IE 87 47.28%
A 56 30.43%

6.3. HE—: FFREXR

6.3.1. MIEER

B2 14 WE1, TERTA LAWY 184 ALy 2 v, JEH QVELR= M M I SR AR R ) 14.67%, LE
BERTEM Y 52.72%, — R 26.00%, AN K STEMIASSCTE R bR AR = AN RS 1 15 6.52% . JE I EdE 4
BT, 22T 3 238 5 R AR AR i AN AR SRR P LA iy o
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Table 14. Statistics of consumers’ attention to price

14 HBEEXNMBKERESRITER

I /N t £
ANRIE 4 2.17%
AR 8 4.35%
— K 48 26.09%
PRI 97 52.72%
RS SE 27 14.67%

M 15 afUUE Y, 7EATE 2R 184 Aoy g b, Mg &l 10% 5 PA N H &5 L 48.37%, 11%~20%
B 5 L 28.8%, 21%~30%fK] 15 bk 12.5%, 31%~40%[1] (5 Lt 3.26%, 41%LL Ff¢) 5B 7.07%. 38 i EodE 4w
KI8T AR AR SN A iR N e 2 R ANy, M ] DARE 2 10% K2 LR .

Table 15. Statistical table of consumers’ premium on prices

15, HBREXNMERNIEEGITR

4 I Nt tL 1
10% & LR 89 48.37%
11%~20% 53 28.80%
21%-~30% 23 12.50%
31%~40% 6 3.26%
41%UA L 13 7.07%

6.3.2. mEER

M 16 HRT U H, T 2R R B bR A S S RS AR IR BE RS B L 18.48%, FF— A
FEIR 5 b 50%, 5 ELAE AR AN 58 S S AT EE (0 (5 EE 31.25% . 1] LA B2 JH T 90 9% 2 ottt P A AR 77 i 1)
A UL R R FF LA

Table 16. Statistical table of consumers’ attitudes towards product quality

16 HBENRERSEGITER

priy| ZN7 L1
MEFE 4 2.17%
FrRgESE 8 4.35%
—f 48 26.09%
=R IS 97 52.72%
A RIE 27 14.67%

MFZ 17 AT LB, T 9 o AR AR i R R 2 AN ST AN K ST Y i B 8.15%, — B
7 EE 20.65%, ELERESRIE AR 2R R G B 71.19%. AXER I, 20N T T 2 o AR A S L
LA SR FRIEN
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Table 17. Statistics of consumers’ attention to product quality arrangements
17, HBRENEGRERCIIEESITR

T3 /N B
AKIE 3 1.63%
ANKKVE 12 6.52%
— & 38 20.65%
ELARIE 73 39.67%
A8 RIE 58 31.52%

6.3.3. EREE

MFZ 18 Ha] LB H, T 9 o s B AR A P i S SRR R SR ISR GTE R 2.71%, — %
15 b 28.26%, HLA TR AR JCvE ) b 69.02%. R, 150 B 22 M0 1T [RI98 2 3 o Hh B AR Ak 22 i b B

BLEHYE TR A ORTE

Table 18. Statistics of consumers’ attention to nutrition

* 18 HBEMNEFRIREGRITER

I N (Rl
ANKVE 1 0.54%
AR 4 2.17%
— & 52 28.26%
HeA R 90 48.91%
RS SE 37 20.11%

6.4 HE=: BRKEAR

M 19 HERATRTLAE i, 1E 184 MHTE T, A 16.3%F7H 22 =l A [e) BRI 7] 5 60, B PO K 26 7
JEEXT M TR AR 5 A i (11 SRS AT REML, - 43.48% 1K) B3 X T B R FXAS SRR BE XS M R AR 547 i (1 A S
BIRAT RN RE AR, 32.16% [V B 8 R 750 L % (1 G SR PR X 1t B e A AR 7 o 40 S T B AT R

7.61%I17H 9 H AR H R

Table 19. Statistical table of consumers’ attitudes towards agricultural product packaging

19 HBEMNRTREESERITR

I /N (A7
EH A= 6 3.26%
NG 24 13.04%
— K 80 43.48%
Il & 60 32.16%
e FE 14 7.61%

6.5. #EM: R[EEE

EL 209, RE 7.61%M7H & EW A EZAAF =

ST

fit T ) S PR Z6 A4 i BRI PR R AN K

DOI: 10.12677/ecl.2025.1482643

TR VI


https://doi.org/10.12677/ecl.2025.1482643

REERL, WRAFIE

40.76% ) P FF— A, 41.85% T P FF R AL, 9.78% M P& FFARH IR MK . MEL %L
PEWLEE 22T AT 22 0T i b R R AR AL

Table 20. Statistical table of consumers’ attitudes towards agricultural product brands
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Table 21. Statistical table of consumers’ confidence in quality arrangements
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Table 22. Statistics on consumers’ attitudes towards the degree of quality and safety supervision
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