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Abstract

The dietary fibre market is a segment of the food market. In order to fully explore the consump-
tion potential of dietary fibre products and promote the healthy and rapid development of the di-
etary fibre market, it is important to find out what kind of perceptions has a greater impact on the
willingness to consume dietary fibre food. Based on the theory of “Knowing-Believing-Acting” and
the theory of perceived value of utility, this paper analyses the direct and indirect influences on
consumption intention through logistic regression and mediation effect. The results show that
consumers’ willingness to consume can be significantly increased through utility perception, taste
perception, and purchase attempts, and that publicity and understanding play a completely in-
termediary role between perception and willingness to consume. This paper concludes that the
level of consumers’ dietary fibre knowledge has a positive effect on their willingness to buy, and
that the establishment of understanding and trust has a positive effect on consumers’ willingness
to buy.
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Table 1. Regression coefficient and test
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X1 2.143 0.387 5.538 0.000™" 8.528 3.994 18.209
X2 2.68 0.248 10.823 0.000™" 14.587 8.978 23.701
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X4 2.689 0.279 9.639 0.000™" 14.711 8.516 25.413
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