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Abstract

With the improvement of people’s living standard, people’s consumption demand from “eat
enough” to “eat well” change, organic agricultural products with unique safety and health charac-
teristics, more and more favored by the majority of consumers. At present, the demand market for
organic agricultural products is large, but the per capita consumption ratio of organic agricultural
products consumers is very low. Therefore, it is of great significance to explore the influencing
factors of Chinese consumers’ organic agricultural products purchase. Based on relevant litera-
ture and interviews, this study designs a theoretical model of consumers’ willingness to buy or-
ganic agricultural products based on SOR theory, combined with national conditions and consum-
er characteristics, and draws on other people’s mature questionnaires to compile this question-
naire. Through in-depth analysis of consumer perception and behavior attitude, this paper reveals
the factors that affect consumers’ willingness to buy organic agricultural products. The results
show that consumer perception can positively affect consumers’ purchase intention of organic
agricultural products, and consumer behavioral attitude can positively affect consumers’ purchase
intention of organic agricultural products, and consumer behavioral attitude has an intermediary
effect on consumer perception and consumers’ purchase intention of organic agricultural prod-
ucts. Based on this, this paper puts forward some suggestions to promote the development of or-
ganic agricultural products industry from two aspects: consumer perception and behavior atti-
tude.
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Table 1. Descriptive statistical analysis of main variables
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Table 2. Reliability analysis results
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Table 4. Regression analysis result
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Figure 1. Test model of mediating effect in behavioral attitude path
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Table 5. Testing the mediating effects of behavioral and attitudinal pathways
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Table 6. Results of Bootstrap mediation effect test
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