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Impact of COVID-19 epidemic on purchase channel
selection of consumers in China

LIU Lingzhi, SHI Mengwei, XIAO Bangming

(College of Economics & Management/Hubei Rural Development Research Center, Huazhong Agricultural University,

Wuhan 430070, China)

Abstract In order to explore the impact of the COVID-19 epidemic on consumers’ purchasing preferences for livestock
and poultry products, selective experiment was conducted to collect the behavior data of 934 consumers through the
form of online questionnaire from 4 cities, Wuhan City of Hubei Province, Zhengzhou City of Henan Province, Changsha
City of Hunan Province and Hangzhou City of Zhejiang Province, and the data was analyzed by the mixed logit model.
The results showed that: From the regional perspective, different preferences for online channels existed in the
consumers from different regions. Compared with the mild epidemic areas, the preference for online channels existed in
the consumers in severe epidemic areas was significant with obvious negative preference for time cost and higher
willingness in paying for various attributes. From the perspective of products, the willingness of the consumers paying
for different products was different, and the highest willingness was for products with brand attributes, followed by
traceability information attributes. The higher willingness was discovered in paying pork in the same region than that of
chicken. Therefore, the retail enterprises of livestock and poultry products should collaborate online and offline channels
to improve efficiency, attract the consumers, strengthen and perfect the brand construction of traceable livestock and
poultry products, reasonably subdivide products and regions, and gradually expand the market of traceable products.
Keywords COVID-19 epidemic; livestock and poultry products; consumer preferences; selection experiments; mixed

logit models
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Table 1 Variable attributes and their status levels
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Table 2 Examples of choosing experiment cards
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Table 3 Descriptive analysis of respondents

B X AH X
iy L ‘ AL AR/ %
Definition and assignment
Variable Frequency Effective ratio

of variables

=1 428 45. 82
TSI Gender
=2 506 54,18
25 H LR =1 176 18. 84
26~45 % =2 427 45.72
iEIE Age
46~65 % =3 264 28.27
65 % LA =14 67 7.17
MR KT =1 126 13.49
ZHE K wp (R =2 290 31.05
R e ARkt =3 385 41,22
WA KL =4 133 14. 24
5000 JC X LA =1 140 14. 99
H R EEW A 5 001~10 000 JG=2 379 40. 58
Monthly household income 10 001~15 000 JEL=3 298 31. 90
15 001 Jubh =4 117 12.53
LT 55 R AR B R T Y S PR B

E-commerce development index

3 A T BB 2, X AT RE S5 AR PR S5 2 1 10 &
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Table 4 Analysis of the frequency of meat purchases by respondents

— 2 — —1H FEA AN W 3K
SES L 3 ) — B 1K — A 1K ) .
i K AR K 2~4 ) 2~3 & LF 1R i ES
Meat Once a Once a
Every day  2—4 times 2—3 times Less than Hardly
type week month
a week a month once a month ever
128 265 240 174 55 45 27
W Pork
(13.7%)  (28.37%)  (25.7%)  (18.63%)  (5.89%) (4.82%) (2.89%)
22 83 162 213 172 138 144
4 Beef
(2.36%) (8.89%) (17.34) (22.81%)  (18.42%) (14.78%) (15.42%)
. 19 29 80 118 144 192 352
F A Lamb
(2.03%) (3.1%) (8.57%) (12.63%) (15.42%) (20.56%) (37.69%)
51 192 276 214 99 70 32
¥ Chicken
(5.46%)  (20.56%)  (29.55%)  (22.91%)  (10.6%) (7.49%) (3.43%)
24 48 110 135 123 165 329
M Y Duck
(2.57%) (5.14%) (11.78%)  (14.45%)  (13.17%) (17.67%) (35.22%)
36 145 235 233 139 83 63
£ A Fish
(3.85%) (15.52%) (25.16) (24.95%) (14.88%) (8.89%) (6.75%)

T A5 BT FROR I A W SR S L

Note: The figures in brackets indicate the proportion of each purchase frequency of meat.

x5 FHERBHEEALXBRBUIEXM SN

Table 5 Comparative analysis of individual purchase of meats
before and after the COVID-19 epidemic kg/Ik
T
S Average of individual purchase
Meat type el 5 4 el 5 e I
Before the COVID-19 epidemic After the COVID-19 epidemic
¥ W Pork 2. 445 1. 980
4 Beel 1. 350 1. 220
2P Lamb 0. 830 0. 690
X A Chicken 2.185 2.085
% A Duck 0.595 0.525
ffi ;A Fish 1. 480 1. 285
EAREERESE TR, BRI, X, 2H KOOFFR AL EIEA, &y, 56, W5 M

P PRI R WS AR, B X
9 Fr il R B O WA [ A 2 22 5 R AIE 1 11 2 7 2k
PRSI T N 22 5 SO AT ASC 5
HYE (FPIEAE s, I, v, NS H I AR KL

(Al SRy TEBCR] hy 60 W) s %k 30 2l 25 08 5 45 5 W 3K
S EA R AR A5 5 A WIS s, X 78 9% 2 ik
A WK J7 R B T AR B s 0SS T
e $ 4 7 W 3K 5 SR B8O
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(EP=Vi¥

FB /D dB; €Y

__ B
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Table 6 Analysis of consumer preference in low-risk areas
¥ W Pork 3P Chicken
PR £ PR £ o 15
Attribute variable - : a ;
B SE B SE

AR E W ASC —0.637" 0.314 —0.476™ 0.235
#r#& Price —0.027"" 0. 005 —0.036"" 0. 006
2 L EiE ONLINE 0.316 0. 547 0.392 0.336
45 OMNI 0.934" 0. 348 0.560" 0. 205
2~24 h MT —0.437 0. 550 —0.111 0.137
>24 h HT —0.581 0. 692 —0.053 0.126
bR YB 1.732" 0. 486 1.105" 0. 304
HA AT AW LQ 1.583" 0. 445 0.832" 0.233
AW AW HQ 1,644 0.463 0.927" 0.261
B AR E B O HE S ASC X Gender 0. 054 0. 095 0. 048 0. 049
B B B AR ASC X Age —0.048" 0.021 —0.032" 0.014
B AR W B X ZBE KT ASCXEL 0.032" 0.019 0.065" 0. 035
B 2 H O A ASCX MHI 0.637" 0. 362 0.572 0.476
B R4 B O< LT & R4S 80 ASC X EDI 0.279" 0. 140 0.283" 0.142
X H ALK PR BUE log likelihood —290. 927 —176. 698
P RS 55 {6 Wald chi® 153. 74 251,48

TE oo Fll s PRI RIRAE 1026 .5 %0 FN 1% G KF w3, TH.

Note: * ,

PR RO A B AR 7 i A SR b R HE A U E AR
e A 31 9 % HE— 20 B2 B4R b IR E A OR B E A 5 £
FEALT RO WE L . #0005 2, e b i P i 1 e IR
L LREMMARSL EH PSSR, R, A
AE 1 T2 2 %5 8 T B2 A DX A 9 2% 0 T i
() JAS Y O 88 O ey S D S A i i 4. D3 Ak EE R
BENE il ™ ASC 15 L1 55 K R 45 B0 20 AR 1Y
A HLIU e B A o R B IR RLRR AR A I
HIEJRE BFE N
4.3 HEEXNBEESW

i 8 WL, FE DR AR AR B BT T
B BAT ) BB S B e B A
WA AEWE R RN R &k, BA
BB AE SN E S R XS RKE
S BRI R BT A I A AIAT . W] RE Y SR
T 0T H R SRR & BT 2 L LB S
SRR T LA B BBt N 6 A [R] B YT F B DAY R A

%% and *** respectively represent significance at 10% ., 5% and 1% levels. The same below.

I A AR R TR A A S, AF I B 23 1 s 2
15 B A B AR 5 R () AR T RS S LA 3 B Y
J 2 R M A AT LAd T P R B A E A
TR DR R T 4 S 7 R R AL
FR T RE A £ B B ME BBt . R R R e
DX 3t SRS A B T TR XS 1R 43 R 64, 14 T 31,12
JC/ kg, R AE DX B 43 5 Ry 84. 26 Fi 40. 5 I8 /kg
B R SR T A v WIS R AR A
XA 43 51k 60. 88 il 26. 1 IG/ kg, H J8E P 175 X 43
Wk 77.46 F1 38. 28 JG/ kg, 7 WA HEE RE A X I R
B4 S A 2 TG 5 33X T R A A YRR A A B S
S T B X (g B A T A A L A RURR Y
BF 30T, B 3 0 A B W R VR SR B L BT DA R A
FA R R R AT R AT e A . R
B, FE— 5 A D3 2 T LU B S ek Ok A X
T AR A SR S 4R I 2 0 S R . TR e )
VLA T 7 R A A S A R T B TR
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Table 7 Analysis of consumer preference in high-risk areas

¥ W Pork 3P Chicken
a7
Attribute variable AR PR AR bl
B SE B SE

BT W H ASC —0.405~ 0.187 —0.546" 0. 261
i #& Price —0.023" 0.007 —0.034"" 0. 009
2k I3 ONLINE 0.709" 0.434 0.584" 0.353
45 OMNI 0.888" 0. 344 0.700" 0.268
2~24 h MT —0.453" 0.261 —0.375" 0.235
>24 h HT —0.527" 0.311 —0.498" 0.282
H bk YB 1.938"" 0.471 1.357° 0. 304
FA AT AW LQ 1.701" 0.462 1.126° 0.233
AW EW HQ 1.782" 0.493 1.283" 0. 355
B AURFE B O HE S ASC X Gender 0. 347 0. 306 0.572 0.476
B B B AR ASC X Age —0.028~ 0.016 —0.016™ 0. 007
B AR W B X Z B E KT ASCXEL 0.063 0. 196 0.053 0. 401
B 2 # O A ASCX MHI 0.424 0.301 0.262 0.198
B R4 R O< LT & R4S 80 ASC X EDI 0.231" 0. 099 0.297" 0.132
Xof B4R o B log likelihood —320.118 —270. 335
P RS 55 {6 Wald chi® 223,57 141. 48

®8 RE.EERBHMGFTHEEXINEER

Table 8 Consumers’ willingness to pay in high and low risk areas Jt/kg

2 E Low-risk areas H [ High-risk areas
AF
. A0 X A A0 X8
Variable

Pork Chicken Pork Chicken

28 [ ONLINE 11. 70 11.04 30. 84 17. 44
42 Y33 OMNI 34.58 15.76 38. 62 20. 90
2~24 h MT —16.18 —1.48 —19.72 —11.20
>24 h HT —21.50 —3.12 —22.94 —14.88
A YB 64.14 31.12 84.26 40. 50
AT A AW 1LQ 58. 62 23.42 73. 94 33. 60
AT HQ 60. 88 26.10 77.46 38.28

T ) S2AT R A 5K . ek X T 03K & & 7 b A6 9% 3k Z2 () S5 R IR 0] L R 10 2 Ay e R SR B A

(9 I T A S 3 B 5 B S B 0 (i R B A SR . 9 oh L AR A () — IXURS: X s iy 3 9% 2 B
X I (] BEAS 1) A B AN 4R F 2 RN TR DU DX [ A AR U XA 9 2 L A A S
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7 B0 bl I T RO 2k b SRGE A4 2 L R T
S B O Ty A 7 i R ORG P  T) IF 2 T SR TE AR AR o U
—JE [ LA RIS R IR T Y S A R R AR
X Y 3K T[] -5 26 I (1] 4 SR A0 AR 0 5 v o BRIV 2%
I O M BE A IR 55 5 i S 28 S A — RE Y
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LUK TR i 7 B 2 B v ol DX i 2 B2
18 vl DXL T B 3 X A 8 7 e R R D 4 DY
MU g« i s e L 5 A AR 4 RIS 8 v 45 1) ]
SERYINEDS R AN A5 2 N el D8 4 iR B TER ]
FOEE A b 2R X R Y SR R s, T
EE B X WS T & & A R e
JZE U BEE AR T 2L T 04 2 AR AL SR L EL R
A TR) DX S8R SEA 5 S A A 22 S o L E R ol DX O
T 2% 5 09 SO TR S v T L 19 o aly IX 3

R 1 B R AN TR 7 i ) SO R A A 25
TE ] — DX 8 P SRS T TR, X
F W50 A AR LE 7 A TR] B KU K 7 5 4 () 7 ah T
TR PERE LT I 2 0 O B AL AR
PR R 36 ) 20 B R IE B A PR S A R
A%

H T EaRg e AR LUT LA

— e T U A A T SRR AR L RS
P . PBEAE I 2 H TR HOP R Rp SR R B L I
TR AN 198 S AR 2 R 2, 2 B R R
AN AT R RTTER IR 55 AT R B B TR S AN
AU B 106 2 18 2% 2 25 S AL O W S 5K o ] DAAR
7= il 7 8 JC 0 R 55 5 v RO L 9 2 AR
T TH B 37 S AR LUK B0 51 9 B H Y

NG 5 58 n] I8 I & AL A o A B
sy L JER R 29 A T 9] 1 AR O L 3 i e DR IR Y 2
RE , AT R AR 9% 5 48 T A . ek R RT AT A &
BT LIRS A A A AR AR 4 O R

AT E A R B TR W R S AT B LR
T 9 2 0 A Aol ey L5777 ot B AR AT 22 T R e L S
R,

S BN A3 DX R AT 56 907
W, ORI R R Wil te H I BT & &
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