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Abstract

With the continuous development of rural revitalization strategy and new retail model, China’s
agricultural products market gradually carries out digital transformation and upgrading, the brand-
ing of local agricultural products, and the proportion of public agricultural products market rises.
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Through investigation, this paper analyzes the specific performance of public welfare agricultural
products market, and puts forward suggestions to strengthen brand building and enhance platform
experience based on policy support. This study provides reference for building public welfare agri-
cultural products market into a powerful engine of rural revitalization strategy.
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Table 1. Overall KMO and Bartlett tests
1. Bk KMO FE4FF45 18

KMO HUREIE ) 14 E 44 0.789
AR TT 1305.89
LR R R R T BEAG 56 H 29
BEM 0.009

2.1.2. MEREHEDR

WA 2, TEFZMTY 2 KR IR R b, SRIIRREIAE B R ECh 0.857, MR R i 1) 5 b B2
RET LG AR /INT BRI o R, S0 U S 2 B P 248 P55 AN 7 B R . T TR A B AR R B AL R A 0.857,
KF 08, #lr 1, AlEEtEm. FTLL, TOIEA AR 7= S0 R 3R 15 AR w17 .

Table 2. Reliability test of factors influencing the purchase of public agricultural products
2. MENFER=REMEREERE

SN LR 2R A5 E BT
MERSUGER MERBUSH BLEEMSS CFPrE2E MBRIUEM D TR

WINEE i brE MIHNDGE e # Alpha e E 5 Alpha
T IRRERE 89.08 143.785 0.681 0.549 0.82

g SE 5 K] 89.47 142.667 0.771 0.615 0.788

RS 88.34 176.32 0.588 0.369 0.838 0.857

7 AR 93.92 182.256 0.673 0.466 0.824

A 88.18 169.782 0.654 0.471 0.822

U342 3, KMO K56 F11 Bartlett BRI 5 45 540 #7, KMO 184 0.717, Bartlett 3R & k6 518y 2088.104,
FEAR BRI A6 () S B M E AT DAAR ARG I i B35 M T PR EEE 0, BT LA, TS 28 A 72 S i i Rl 35
RIEE R

Table 3. KMO and Bartlett tests
52 3. KMO FnE 455454818

KMO EUFEE I 4 0.717
AR JT 2088.104
ELRERIREER Y B A 58 H 136
B2 0.000

DOI: 10.12677/wer.2024.131009 85 HALFIRER


https://doi.org/10.12677/wer.2024.131009

a
S
S

>

22. HBREWIITANRES

221 WNAWMERTRTEIAT RIEE RWELHE

W 1, fEW TR T AR RN T T, PR TN EERE, S 41.4%, HIk
AT R EAART R M T TR AR, T ARMER ST T AR K
JE, AR TRAT NP R E . WA SRS TIRRE, AR F g kmefe & 35w mik. b
UEFT AHENT: R H AT CE /. T 2N AR ST a, (H2 B IEE A AT Z A i sk
A, EFE BT T A SR ST b R . B 2 Bs, @I SEA RIS
AN 22.15%, RAIGLINEIRZ, Lk 64.38%, R4HMWEANEE I 3 5. LiREdE, HE/RHH
W T RRRE S IR 2 [RAFIE EHOC R, MBI B ar g B A s MR 7= S i 0 R BRI aT e k.

B
450 400 331

350
250
110
150 80 I 45
so M - -~

-50
4& ¢§ ) ﬁbéﬁ
%OW 2 A X
R

Figure 1. Public welfare agricultural products mar-
ket understanding degree
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Figure 2. Frequency of purchasing public wel-
fare agricultural products
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Figure 3. Frequency distribution of reasons for purchase
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Figure 4. Preference for public welfare agricultural products
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Figure 5. Public welfare agricultural products market satisfaction statistics
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Figure 6. The problems in the public welfare agricultural products market
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Table 5. Customer satisfaction evaluation
5. MEHEEMTE
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X — Y FEbRHELL 15 R 5L SE z (CR {H) p PRUEL R 12 R B
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