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Perceived value, satisfaction and behavioral intention of

consumer featured agricultural products:
Based on donkey meat consumption of urban residents in
Shandong and Hebei provinces

LIU Yiwei, WANG Yubin”
(College of Economics and Management, China Agricultural University, Beijing 100083, China)

Abstract The aim of this study is to explore the impact mechanism of consumer perceived value and satisfaction, and
their behavior intention to purchase featured agricultural products. From the perspective of consumer behavior of
featured agricultural products, this study constructs a structural equation model and mediating effects testing model
based on the evidence of donkey meat consumption of urban residents in Shandong and Hebei Provinces. and
empirically analyzes the relationship between the perceived value, satisfaction and behavior intention. The results show
that: Both the perceived value and satisfaction can significantly promote the purchase behavior intention of consumer
featured agricultural products. The emotional value, social value, regional value and green value in perceived value
can affect behavioral intention directly, while the functional value acts indirectly on behavioral intention through
satisfaction. In conclusion, according to the difference in the impacts of the perceived value on consumer’s behavior
intention, a diversified propaganda and marketing model should be constructed to stimulate the market demand of
consumer featured agricultural products and promote the development of characteristic agriculture.

Keywords featured agricultural products; mediating effect; perceived value; structural equation modeling method
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Fig. 1 Theoretical model and research hypotheses
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Table 1  Descriptive statistics of demographic variables
% i AR FEAR /N HA /%
Variables Classification index Sample size Percentage
el Ly 226 51.36
Gender 5k 214 48. 64
30 Z LT 150 34,09
30~39 % 79 17.95
AR
40~49 % 111 25.23
Age
50~59 % 88 20. 00
60 Z Lk I 12 2.73
INE R UL 6 1. 36
wh 49 11. 14
AR E i/ 58 13.18
Education j({?: 71 16. 14
AR 184 41.82
Ve A B L b 72 16. 36
<50 000 JG 96 21.82
FREFE WA .
50 001~100 000 JC 190 43.18
Annual family
. 100 001~150 000 JG 79 17.95
income
=150 000 JG 75 17.05

2.3 XiEFE

T 2% 3 N {8 0 B AT o B s T
WLIER A2, E LA 4 VR A T 6, Ay ok A T2 R R 2%
AHIF 5T BE F 45 4 J7 R A B (SEMD #4770 A . 4544
Ty PR BE AR TV AR B 2 ] A 454 SRR G &
I B S e s 72 R I A %o A R G ) T B
FERNFE MR, . 4546 J7 R ASE AR by 0] A5 781 0 285 g A5
TR0 T 8 43 AA) o 00 e AR A0 B 36 0 P DR 40 T A R T
D2 W08 I 7 e 55 9 AR e YOG FR 5 A A AR T
T Z AR, — M 3 A, B P
KLWF .

Y =An+te (D
X=AE+o (2)
n=ap+7%+¢ (3)

(D2 M LA (measurement model) ,
KD H 9 R NERTEZ &Y Sy A W8 & 0 0
hr, (2O e NIMEWTEL &, X oA &
FWLI AR 5 . A, BT A, 53 R N AR R AR LA A T
A 55 A VR AR R OIS B Y R T BT R e o

e ¥Rz, X 3) &4 B A (structural
model) , T~ 37~ 1 722 &= (8] 1 OC &, BVl 2 2 AT
R S AN (B T 4R BE R A OC &R L b SR
WA R, EJEAMNE AR B L a ALy AN AR B R KL
JEL I

AW TE VG S i v 78 a2 FOULIN 2B £ N A IR P e
L& 2,

3 KIEREIMERSH

3.1 EREREERELR

H AR I T ARG 50 T DA s R 255 ) A AR 5 R AR B
ZIIIATEN . % 3 455 Won . 40 38 B B 45 AR
77 At 2 (CMIN/DF) J 2. 448(<<3) ,RMSEA
fE4 0.057,4F 0.05~0. 08, RMR {H M 0. 041 (<
0. 05) 5 [m B 184 i 3 P B2 46 b5 CFI{Hh 0. 962, TLI
49 0. 956 IF1 {4 0. 962, GFI {Jy 0. 870, NFI
fH 4 0.937 .RFI{H M 0. 928, LA - PEHr 48 #1245
TR B2 A A8 S 9 B R 5 A A A =2 I 325
1 AT RAEAT B4R 1 UH 4 BT
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Table 2 Related variable names and descriptive statistics
- ME PR 2
AR 0 A%
Average Standard
Latent variables Observed variable
value deviation

P i) SR 4 72 AR TR E 2 177 i (AD) 3.061 0. 877
. DRSERE AR RIE R LB (A2 3.082 0. 894
Sentimental value P PR A5 R R 7= i L TR R B AT (A 3.132 0.943
sv1 P iR SR 8 72 i R RO A R CAD 3.016 0. 922
D R AR R ™ S R IR A I CAS) 3. 000 0.916
I PR SRR B4R ™ il 1 AR B 2 4 (g R (AG) 3.077 0.947
v IR S R €84 77 i Y 1R 4 (BD 3.152 0. 896
e (4 O DR S R 0 R 7 1B TR I (AR R (B2) 3.259 0.875
Functional value I PR SRR R ™ i R 25 T (AR &5 (B3) 3.152 0.876
Fv2 O PR A5 e R 7 L A T (BD 3.166 0.868
YN ERORF A S TURERETE 3B 3.257 0. 908
WA SEE TP PR SR €8 4 7 i R A5 3 B R AR AR At AR (CD 2. 836 0.943
AR TN ] WA S 0 PR S5 € A 7 R A8 R B IR M AL 2 2 (C2) 2.761 0.983
Social value T K 37 PR S5 R € 4R 7 i R A% 1R B R A R FR AR 1) ATEZ.(C3) 2.827 0. 970
SV3 A S TP PR 45 R (0 7 i R 0% O T R A BT 2R (CD) 2.727 0. 966
W S 5 R SR G A 7 il S TR 45 I N B R AR BN (CD) 2.734 0.978
X s 1 T Xt I PR AR A 7 i 2R 7 A B X URR SR (DD 3.171 0.923
Regional Value T I PR AR 7 i AR T b ) SR B AR R ER S R (D2) 3.296 0. 940
RV1 TR P SRR A B S YR SCAR BT 5 | (D3) 3.109 0. 907
i B SRR A B T BE A S B (FD 3.089 0. 895
Green value I PR S R 4R ™ il 23 00 W R B 3 e (F2) 3.096 0.932
GVs Y AR A B T 5 R B (F3) 3.057 0.935
B YA SR AR 7 X A S R R A AL (R 3.093 0.912
D=y HEM TP PR AT R A 7 S B R AN B B R (SDD) 3.266 1.246
Satisfaction degree X TF B 7 PR A R R 7 g 1 AR 38 JER B i (SD2) 3.277 1.181
SD of B PR A5 R €04 7= 1 1 A U 30 0 2 (SD3) 3.448 1.323
T T W S B PR A R B4k ™ i (BT 3. 400 0.942
(=L TR0 W IR AR 8 7 o (BT T 3K 1 (BI2) 3.484 0. 890
Behavioral intention TO0E A R O TE I A S5 R B R 7= o 1) A 56 B A% (BI3) 3.273 0. 897
BI TR 23 JER AT A W S5 B PR 45 4 84k ™ il (BT4) 3.146 0.967
IR I B AR R A AR ALY T b A (BIS) 3.332 0.998
x3 HEAEFSTRERELE
Table 3 Test results of the overall fitness of the model
I E=Sabi TRl 2% a4 Tucker-Lewis LA B A P&tk
CMIN/DF S5 4R ¥ 7 1R Eig 4 B4 Ei g4 Eig 4 Eig 4
RMR RMSEA CFI TLI IF1 NFI GFI
2.448 0.041 0.057 0.962 0. 956 0.962 0.937 0. 870
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3.2 FESHERR TR 37
LA™ A T B ORI B B9 B SR T B {7 G 56 2 X [ A 7T g PR R AT O AR 36, 3% 4 o

FESL W I 5T 435 SR 0 ] SE R RN A Rt L TR AR A 5 R G B B gl SR I R g 7= i 2% B B 1
H SPSS 17. 0 #1 AMOS 22. 0 45 5l % #48 #4745 B AU CRE B AN B DD R M 41 2 0 X A0 (B RN

R4 ERNEENRESRE

Table 4 Results of reliability and validity analysis of scale

XL A E: A T 1 oy 1 Cronbach’s o Z%{

AR HAEFE I Jr2Eimitg
Observed Factor Cronbach’s «
Latent variables CR AVE
variable loading coefficient
Al 0.833
A2 0. 877
i R (i A3 0.926
0.961 0. 960 0. 802
Sentimental value A4 0.938
A5 0.924
A6 0.872
Bl 0.872
B2 0. 865
Ife (B
B3 0. 882 0.938 0.938 0.752
Functional value
B4 0. 887
B5 0.829
C1 0. 891
C2 0. 886
e ‘
C3 0.923 0.964 0.963 0. 840
Social value
C4 0.954
Ch 0.928
D1 0. 900
X 3 A0
D2 0. 878 0. 899 0.901 0.752
Regional value
D3 0.821
F1 0.909
%
B G F2 0.924
Green value 0. 954 0. 954 0. 838
F3 0.928
GV5
F4 0.901
SD1 0.952
R
- SD2 0.994 0.866 0.894 0.746
Satisfaction degree
SD3 0. 585
BI1 0.782
) BI2 0.789
T hE N
BI3 0. 846 0.912 0.913 0.678
Behavioral intention
Bl4 0. 856
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R H) B Cronbach’s a & 5K 0. 961,
0.938.0. 964,0. 899 HI 0. 954, W % & Wh &= & 11
Cronbach’s « & % H 0. 866, W L 4T H & v BY
Cronbach’s o &%0M 0. 912, 3X 28 R E(E AT 0. 866~
0.964, ¥ KT 0.7 M5 AR UE: H S FEEB KT
0.7, F 0.894~0. 963, LA I 4% 5 3 BH ] 45 P 35—
MR AT B

ABIE S RIS % T A A SCHR A 6
LR R DL DL R S R 5 PN 2 . B R I S Ml R e
RE AR T T AN GRIE T N SRR A

Bk, 24 SRR 31 ARSI R
fi& AL T 0. 585~0. 994, 39 7F 0.5 LL | ; KMO # 5
{H>M 0.959,Bartlett BRIE I 45 R B &, Wi &%
A AL . AW AR B AVE A F 0. 678 ~
0. 840, ¥R TF 0.5 My bnifE , & B i R BUHUE B
N 5 0T LLE Y, 30 2R L B (A5 AR
AVE (3777 M) ¥ K F [7] 51 A B0fE (G 742 45t (] 41
KRERFO VLI i O R B dr . Rk, A D5 i
N e LA R s 0 E R AT TR —
3T

x5 ELENRIMESNER

Table 5 Results of differential validity analysis of latent variables

WAL i 5 AN REM AL X 354 1 s e i T hEm
Latent variables SV1 FV2 SV3 RV4 GV5 SD BI
T BB 0. 896
SV1
Ue i E 0.541"" 0.867
FV2
MM E 0.545 0.505 0. 867
SV3
X35 (B 0. 420" 0,437 0,450 0.867
RV4
LM E 0.465"" 0.457 0.563"" 0.409 " 0.916
GV5
ip=Y: 0.295" 0.338" 0. 245" 0.267 0.262" 0. 864
SD
T hEm 0.413"" 0.380"" 0.422" 0.337" 0.376"" 0.307" 0.823
BI

s wxx RIR P<C0. 001,
Note: #*x* indicates P<C0.001.
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DA 517 8 2w o6 R R AL . FIH
AMOS 22. 0 B A 5 T fe K ALK Ak 1 2 %P A BF 5%
Pl 1 g 1) B R Y HE AT BR AR BH 43 AT . DAASE AL 1Y
FEARK B A5 R 2 hoa] DL M (B S I SE AT
Ti ) 5 35 0F AF G A AR B AR R 0. 716, (R %
H1 3l 5 561 5 J8% 90 4 (i o 46 B b B o B A (R A0,
A VUG B 55 W SEAT Ry 7 1) [ 9 s o Ak B AR R B
BIohiE H 53, B B 8 X AT Sk B 1) 1Y) 52 e A AR

. BRI I BB X T 2 A A
W 3K AT Ry 2 1) 1 b 7 AR B% A2 R B 0. 279, ik
Hla i 53 B0 00E , 22 BT 2% & P 37 R 0 4 ™ b 1 1
JERGEE PR L 10K 2R K L AT 0 WA S AT Oy 5 e kSR R
e BN, Ak B (E X 2% W S AT S R 1] 5 MR Y b
HEAL B2 R AR 0. 150 R3¢ Hlc 3@ i B iiF 3% 5t &
I ) SR 0 R 7 i A B T A T SR A S (Y
ok XA BT T 9% 3 W S AT Ry T ) 52 1) 7)o o
AR R AR 0. 136, ik H1d i@ o 5000k, 1356 B ¢
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fiE S T 5 AR AT 41 25 KA BN o] R Bk L BB AT PR
RV AS W Ak, R €0 R 7 R R R % AR i A A1
TR IR B L BB I S BN B A K S
D ST E I KRB, B 2
AR T % 3 T R R R 0 7 A S AT SR B 1)
FRUEAL A2 2800 0. 127 78 1 %0 By B Pk F 18

b 58 50 P 9 B X AR A T R ,
A7 Sy T 8 Ry R, Ml i H2 3 B
DBHMAE S BB X RMWRRKEE., hE
&2 AT, T o A R (B S W R R) 3 O A
bR AR R BN 0. 360, 8% H3 i i 5 IE
SRR 4R 2 v ) e (B 0 R ] Y A v AL B
RRECH 0. 497,48 1% 1) B3 MKV Nl o K 5,
717 S (L k2 (L L DX s € 400 {18 A 1
AN B 1% H3b i i %04k, H3a, H3c, H3 d. H3e
P oK L B
0.360%*

value

(0.895%*

value

TN E
Perceived
value

0.8217%%

value

0.810

value

0.808%%

T IE

Sentimental

TREME

Functional

HaME

Social

DX A E

Regional

y
S e e
psNis
Satisfaction
degree

0.127%#%%

=N
Behavioral
intention

0150w+
©0.136%

0.716%5

* Fn P<0. 1, % FI/R P<0. 05, **x Fyx P<L0.01

* indicates P<<0. 1,

*x indicates P<C0. 05,

*%x indicates P<C0. 01
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Table 6 Results of mediating effects of satisfaction between perceived value and behavioral intention

E H B 42 H AR [18] 422 550 ;. S8 A
Action path Direct effect Indirect effect Total effect
RN E 17 B 10 0.716 0.046 0. 762
Perceived value—Behavioral intention
W AN E— 17 2 22 1) 0.279 0.279
Sentimental value—>Behavioral intention
LR (E—~17 0 B 0. 063 0.063

Functional value—=Behavioral intention

e (17 0 E 1

Social value—>Behavioral intention

XA E 47 A B 1

Regional Value—>Behavioral intention

LR 1T 0 =R

Green value—>Behavioral intention

. 150 0. 150

0.136 0.136

0.134 0.134
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