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Abstract

To investigate market perception and consumer behaviour regarding Guizhou gallnut honey from
an e-commerce platform perspective, thereby providing theoretical support for regional economic
advancement and rural revitalisation, this study analysed 940 valid questionnaires completed by
e-commerce users nationwide with prior honey purchasing experience or interest in distinctive ag-
ricultural products. Findings reveal low market recognition yet strong consumer endorsement of
its health benefits, with significant latent demand for premium domestic honey. In purchasing de-
cisions, user reviews rank paramount, amplified by e-commerce ratings and purchase-sharing posts.
59.50% prioritise origin certification, aligning with the “direct-from-source” trend, while price and
brand influence follow, driven by cross-platform price comparisons and live-streaming promotions.
The core customer base comprises the 18~29 age group with high e-commerce adoption and mid-
dle-income consumers. E-commerce platforms emerge as the preferred channel due to convenience,
transparency, and competitive pricing. Consequently, this study proposes tailored promotional
strategies: social commerce experiences for the “young, dynamic explorers”; traceability-driven
quality assurance for the “mature, practical consumers”; and value-for-money operations on com-
prehensive e-commerce platforms for the “quality-seeking professionals”. This research clarified
the market characteristics and decision-making logic, establishing a precise promotion system. It
not only provides solutions for industrial transformation and increasing farmers’ income, but also
offers valuable reference and insights for the e-commerce development of specialty agricultural
products with similar characteristics (such as high health-added value and low initial awareness),
thereby reinforcing the strategic value of e-commerce in rural revitalization.
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Figure 1. Overall research framework

B 1. 2ARAESE

AWFFCRA “E BT EMSHE” MIREFITU % — 2SI Tk S8 e, REHREE S
Tl T a B D ERR B B A% T B AR LT B I S DUIRIT 7T, Mt T B R AL R G
ik, Wit A EAGEE . WA, MEARSEEER FE, S P a0EE. 2R 2
LR T B AR 5 AN BRE (SN AU ™ i R ) 8 5 10 5 AARTR 2 TR RIS ZOREAR 800

DOI: 10.12677/ecl.2025.14113697 2357 N e


https://doi.org/10.12677/ecl.2025.14113697

M 4%

i PA L, NSRS T RO S

SATTFREZL S VU (] 1 fraR): B2, BRI SHELL M, IR H 1 B0, HEE
Wk 5, RAENESEEVIT, B ST HT B ST TG T B BUR, AR5 St i 6 1 &t
TG, TEREEEE T SMmiD: B0, BORBRE T, 18H SPSS BT HEATREA R IR ER SR 3K
BTl K-Means ZER M2 BT, BHTERBREE, HI0D, S40RgR, [Ruaait, &
XS H LA S -

2. EMAEFEZE~IEBEFEELBRIR
2.1. BN AEFEE~ IR

FINESREEST, 2023 FE4BHRME L FIE 63%[15], EEMAKEIE 34.6 (217, HA 522
B AL FIREAUIL 10 JTE[16], iR gr 7 aREa s, Hig® p s sl il =, B&
AREAHME. 2023 LK, SME BRI T FRIELE F AR TIL 4853 A, RiTFRGEMIE 27.28 75
6, FIHARMEA 81.84 Jiwi, 772 182 Wi, F=i&idf 9.98 Wi, &E7={HIA 4320 Jiot, B 3.07 Jif
[17], JRILRIFHIFEIRLS .

MR R FRBUR RS, S0 Fofs g B = M AR b B AUAIG, DA /NI R S EAE S KR N E, I
THBMEEEE, SN TalER D, SRR, MREREEEMA M, £2AK
BPERL T SRR, AR E SR ST E” WA RIEAR R 15% [18], FRE| T Ay g, rolsE
Jihl, b DU BRI T, BRI IR AR AR, IR0 IR DRI T, RN R (g
BTSSR AR = ) o7 B s IR B A O Ge Tl , R IR o5 LU AN A2, P A BRI A

22. RN AR TFHEEEEFTENHEEIK

22.1. HEEXRER

AR, LR & BONBE SN TS T I 3 P 2 0 1) e 51 88, HESh P M Se i g 25 5 s 7
po FEXIRSES, BTG BEE SRR, BISTE: BT XA RAHE B E
KEAT BAH R GHE “HNE” B~ G, TR RS, R s s 4 e E 2 A X, AU
FRRIEE 150 s/ e ds s, B R P ARG 30 570 Y AT T DA I I e b 2R TE 4 e
e, MAEL NI RAES 1, HERE 2000 4T3 ERIEDHE 20 JTor i, Akt
LUHENIG S 20 AR, R G 7 A PR B A, SRR e e A 0 P R R
WA i s AL S A A, 2025 4F 10 AL 5 Tisds = BB R 100+, Hr/E 899 ot 3, FHIET
HLR P SRR AACEIRNE . Fiah = & PG K A A% O A

22.2. FENEZEO®M

MR B EDRK R, METAAE =R 8 — RN, EREFEEER M
FUEE” OB, SO LA TR E RO R EBUR, ZHUH T MR S A IMESR . T R
FEERARHEALFE AR, MRS RS S . RIREL, S0 S R A IR S RS S
MBREEEEARL, ZREEMRIHE, SRERZ LW RREIEE RN, £/ R F/ %,

VRIERTE (RN g ik, BETIXYDHUEIR R R 3 — il i 25t £ AR IE KD
HEE2:  https:/news.qq.com/rain/a/20250417A09FMD00

PREF CoRFrREsad: WERRE), HEXHE “ZRid” )

BE¥E: https:/www.gzswizb.org.cn/qwgz/202506/t20250617_88153995.html

32025 4F 10 H 35 R i s 4 S H TR T 10

BEHE: httpsy//www.am10.com/art-cyJ6CyJ6RCqS5c6pSEub6.htm

DOI: 10.12677/ecl.2025.14113697 2358 N e


https://doi.org/10.12677/ecl.2025.14113697
https://news.qq.com/rain/a/20250417A09FMD00
https://www.gzswtzb.org.cn/qwgz/202506/t20250617_88153995.html
https://www.am10.com/art-cyJ6CyJ6RCq5c6p5Eub6.htm

WK 5

B oy W5 J7 T RE I AN AL 5 T8 338 007 i ) 1B T B AN 0 22 B P AR 5 AR T R 820 S 3T 457,
AR T F AT IR o X ] AN 29 1 S A I S R R B B G G, thiome 7 S X ke
[EERH NP N

3. HBEWNEMN A EFEZENHIINAS
3.1. PBEFIT S

3.1.1. @&t

EF WA S R, RIEAEER E K, WSS AR — R TE
FARME BAERAER BN, RN GBSl WLRIE ., WAREE); =M E IR0 Lk A
2. BOWREINER), NEL TR SRR SR R e B R B R A B AR . MR LA A
BTN R, SERABSEM G TAE, JER)E S Bk ) 8 ) g e e 5.

3.1.2. BELE

R AT Gy 4 [0 ] P A ok e 2 ) S8 ) sl R B AR 7 S BN BRI RS P, SRR v, T
2025 FEE —FE AL AR G (IS . ROEEE) KT AR R 2 R A . FERTIUR A 986 47
[ESCA R R] A 940 4y, TS RN 95.33%.

(1) P

T ] SN 8 I 2k TR 168 145, i AR, 5 20RI1E 91%.

(2) 1ExgheE

2 Ll A S R E i, Em A ENE R LR R, RS R R
R 280+ R Hhfe.

AR AR TR 5 7D U 5 1) 2 P R S S A T B LU B A T 5, DRI SR A L PR AR A
Ji#E, REIRAEREARITT R AR
t*PQ
d
ny 1+l£t2PQ_l] (D

N

dZ

Hodr, N HHESAEEE, P RFEALE, SN 0.75, d NAERHEZE 0.04, 7EBEE N 95%0 1 =1.96 ,
CIRYSUR PRSI ZE TN -

2 —
nO:tPS2 P) < 450 @)

Forp, SeBRAAE AR SE BRI 77 SRBTT AU Deff [ 1910 SR FEAR AT IHAE, (HHhiE 77 R LU A%,
SEBR BT RN ) Deff X LATESE, AR T B ATAR SCSCIR AV &, W75 BETH RN Deff N4 1.6 U
32 B 1 3 EERE A 720 473

n, = ny x Deff = 720 3)

Hor, T2 8 B AR SR S BURFEA R @, A B R G0Y 10%, W& & A RN
800 77 .

n=n,+(1-0.1)=800 4)

(3) HE R
P 1 BRI AR A AU B AR B S SRR . AEFUR AR B, AR 168 4y, [RICE R

DOI: 10.12677/ecl.2025.14113697 2359 N e


https://doi.org/10.12677/ecl.2025.14113697

M 4%

W2 153 67, AL 91.07%, W HUHE KA ISR &R, EXR AN Bat—
PRFEAR, KILALE 986 3, [PISCA RIS 940 7, A RCRIETHE 95.33%. P B PRAF L= 1K) 7]
AR, RYPAEERREE™E, FEARAARE AR, ARSIt 1l S (L .

Table 1. Design for the distribution of a survey questionnaire on Guizhou gallnut honey
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Figure 2. Current state of consumer product awareness regarding Guizhou gallnut honey

2. SN A B FHREREE T RAMIRK

3.3.2. ffri&XiE

T BN B 500 g R N RS REZ A I 3 BT . 29.36% (276 N)FTH B & i T3k 48 50 JeLL R
RN =i, 51.70% (486 N)FITH 938 #2352 50~99 JerIH A7 X 8], 1T 100~199 JCA1 200 7o &% LA &
M7= i e 2 0 N 14.26% (134 N)F1 4.68% (44 N)o

DOI: 10.12677/ecl.2025.14113697 2360 N e


https://doi.org/10.12677/ecl.2025.14113697

WK 5

20075 % B
E

100-1997C 14.26%

4.68%

50-9970 51.70%

507cBAF 29.36%

Figure 3. Price acceptance distribution among respondents regarding Guizhou gallnut honey
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Figure 4. Purchase channel preferences of respondents in the Guizhou gallnut honey survey
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Figure 6. Consumption drivers of gallnut honey research subjects in Guizhou
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Figure 7. Consumer motivation selection for the study subjects of Guizhou gallnut honey
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Table 2. Variable definition and assignment for single-factor analysis of survey sample
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Table 3. Pearson chi-square distribution of basic characteristics and purchase intentions among survey respondents
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Table 4. Pearson Chi-square analysis of purchasing channels and purchase intention of Guizhou gall honey
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Table 5. Chi-square analysis of awareness and purchase intentions for Guizhou gallnut honey
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Figure 8. The SSE (Sum of Squared Errors) vs. k value plot for K-Means clustering
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Figure 9. Profiles of three major clusters based on K-Means cluster analysis
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