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Consumers’ online fresh fruits purchase migration behaviour
and its influencing factors

CUI Ningbo, FAN Xiaofan, DONG Jin, ZHAO Duanyang

(College of Economics and Management, Northeast Agricultural University, Harbin 150030, China)

Abstract In order to explore the influencing factors and mechanism path of consumers’ online fresh fruits
purchase migration behaviour, this study analyzed consumers’ online fresh fruits purchase migration
behaviour and its influencing factors by constructing a structural equation model based on the PPM theory,
and used multiple clusters to analyze the variability of the influencing factors of different consumers’
behaviours. The results show that: 1) Price, information and service dissatisfaction constitute push factors
positively affect consumers’ online fresh fruits purchase migration behaviour; The perceived usefulness,
search and sense of consumption experience constitute pull factors positively affect migration behaviour;
The procedural transfer cost constitutes an anchoring factor that negatively affects migration behaviour.
2) Anchoring factors negatively regulate the effect of push factors on migration behaviour. 3) The effects of
the three demographic characteristics of gender, age and education level are more significant in different
hypothetical paths. Among them, the groups of female, 30 years old and below and education level college
or above are more willing to purchase fresh fruits in online channels. The conclusion achieved in this study
enriches the research results of consumer migration behaviour in the field of fresh fruits and provides
inspiration for the sustainable development of fresh e-commerce.
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Fig. 1 Theoretical framework model of offline-to-online migration of consumers buying fresh fruit
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Table 1 Variables and measurements
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Table 2 Reliability and validity analysis of measured variables
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s LI 25 e
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Latent variable Observed variable ] AVE Cronbach’s «a CR
Factor loading
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% N & PD
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transfer costs PTC3 0. 805
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usefulness PU3 0.794
) SE1 0.832
R AR SE
) SE2 0.728 0.722 0.843 0.885
Search experience
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W, LA 7R R TE] A O R RS AVE B O AR
H1 2% 3 AT AL 8] 59 A OC R B/ T AVE |1y

*=3

FIT MR I A T AT ST T B R Y X

BTEWAVEFREARSHEXREER

Table 3 Matrix of AVE square roots and correlation coefficients for latent variables
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Table 4 Result of

ERBEER

model fit test

G5 11K 560 48 A Pk 1 [T EERE WA
Statistical testing standard Guideline Model result Fitting goodness
CMIN/DF (kJ5/ A D <3 2.031 [RR/eE
RMR ¥ 77 fi% 2 <<0.05 0.032 KL AT
GFI L4 1t B 45 %L =>0.9 0. 904 BL
NFT #6985 5 % =>0.9 0.927 BL T
CFI LB U4 46 B >0.9 0.953 BL AT
IFT 3 18 45 %% =>0.9 0.957 BL AT
TLI A #3180 5 45 % >0.9 0.948 BT
RFET A0 XS #8545 %% >0.9 0.914 BT
RMSEA <20.08 (4 1) .

I L 2 4 7 AR <0.05 (R4 -0 ol
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Path coefficients presented in this figure are reserved for three decimal places; A dashed line indicates that the path test failed.
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Table 5 Formative indicators test
— B ¥ AR B AR

EX QTP
Ratio (SE)

First-order latent Second-order

variable latent variable
¥ A = PD - 0. 241%*%* (0.058)
5 B R 1ID : 0.471% (0. 264)
" Cife 1 R )

JIk 55 A~ & SD 0. 642%** (0.201)

P A PTC AF 0. 381#*** (0.068)

KRR WA RTC  iEHE) 0.329 (0.218)
B HE PU oF 0. 415%x* (0. 148)
1 Z k% & SE 0. 542%* (0.130)
R R % i EE) 5

W IR R CE 0. 637+x* (0. 151)

e RIR P<<0. 01, ** %78 P<<0. 05, *FK7m P<<0.1, [,
Note: *** means P<<0. 01, ** means P<C0. 05, * means P<<

0. 1. The same below.
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Table 6 Result of empirical testing of the model
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Table 7 Moderation of anchoring factors
iR RGN
G AL Fitness indicator System and significance

Outcome variable Predictor variable

R’ F B PR SE ¢
e 1 ROV
) 0.27 41. 457 0.157 0.032 4.877
Pushing effect
I 0 K SRR W L
U il R R .
iTPEAT N ) 0.31 32.914 —0.127 0.058 —2.165
. ) Anchoring effect
Consumer fresh fruit online
I 4 23 00 X i 7 28N
purchase migration behaviour
Pushing effect X 0.29 38.093  —0.143 0.067 —2.112"

Anchoring effect
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Table 8 Criteria for classifying multi-cluster analysis

A A S IR E e/ %
Variable Definition and assignment Proportion
51 % 48.7
Gender 0 51.3
4 iy <30% 68.1
Age >30 % 31.9
5 Hi K- KL KU 52.2
Educational level KELLL 47.8
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Table 9 Estimated result of multi-cluster analysis

- 5] Gender % Age 24 71 7K F Educational level
Hypothesis 7 “ <30% >30% ASEUE ATELE
Male Female College and below College above
H,, 0. 768 0. 751 0. 254 %% 0. 3045 0.102 0. 005
Hy, 0.051 0.103 0. 451 %% 0. 603%x* 0. 301*x* 0. 27 1
H,, 0. 241%* 0. 381xx* 0. 393##* 0. 4245% 0. 412%%* 0. 405%#*
H,, 0.245%%% (). 292%x 0.012 0.029 0. 126%** 0.521
H,, 0. 392%** 0. 4075 0. 404 0. 512%** 0. 397%*x* 0. 373%x*
H,, 0. 381 0. 632%x:* 0. 49455 0. 593 0. 473%x* 0. 453%x*
H,, 0. 281%*x* 0. 306%* 0.503 0. 03 1** 0. 465%x* 0. 549%x*
H, 0. 703 0.209 0. 732%%* 0. 693 0. 853%*x* 0. 905%x*
H, 0. 609%*x* 0. 742%x* 0. 803 0. 782%** 0. 564%x* 0. 675%**
H, 0. 563%x* 0. 5745 0. 482%x* 0. 494 0. 554%x* 0. 654%%*
H, 0. 558%** 0. 638 0. 703%*x* 0. 74 1% 0. 883 0. 769%x*x*
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