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Analysis on the influence factors of consumer’s trust on certification label food:
Based on 784 survey data
JIANG Yanzhi, LIU Aijun
(College of Economic and management, Nanjiang Agricultural University, Nanjing 210095, China)

Abstract: On the basis of 784 consumer survey data, introducing trust model, selecting 18 variables from the following
aspects, such as consumer characteristics, cognitive level , risk perception, economic environment, system evaluation, this
paper made an empirical analysis on the factors that affected consumer’s trust on certification label food using ordered
probit model. The results showed that the factors such as education level, having children, price sensitivity, concerns for
food safety, frequency of buying certification label food and judgment for the necessity of certification label influence the
trust on certification label positively. Age, monthly food payout and food safety incidents experience have a negative
influence. whether the main buyer of food in household , the elderly, judging the severity of food safety, identifying the
number of logo, using the logo, income levels and government regulators satisfaction do not play a significant role in it.
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Fz1 TEEXREARSEIT
Y =1 =2 =3 =4 =5 3.086 0.927
Gen =0 =1 0.589 0.492
Age 37.930 14.521
Edu =1 =2 =3 =4 =5 3.815 1.016
Purch =0 =1 0.557 0.497
16 Child =0 =1 0.517 0.500
60 Elder =0 =1 0.509 0.500
Atten =1 =2 =3 =4 =5 3.719 0.838
Seri =1 =2 =3 =4 =5 355 1.091
Inci =1 1-2 =2 3 =3 1.615 0.720
Qua 1793 0.998
Use =1 =2 =3 =4 =5 3.231 0.918
Freq =1 =2 =3 2.260 0.681
/ Inco 3000 =1 3001~5000=2 5001~10000=3 10001~20000=4 20001~ 3.135 1.160
30000=5 30001 =6
/ Cons 500 =1 501~800=2 801~1000=3 1001~2000=4 2 001~3 000=5 3.223 1.333
3001 =6
Price =1 =2 =3 =4 =5 3.369 1.063
Sur =1 =2 =3 =4 =5 2.704 1.030
Need =0 =1 0.790 0.408
2 Probit (4]
PYi=Yi| X.8) =P(Yi=Yi| X1 X2 X3 X¢) (1)
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1

2013 12 -2014 3

900
784 87.1%
1
2
STATA11.0
2 -929.537
Prob>chi2=0.000 0
(Gen)
(Purch)

(Edu) 1%
(Age) 10%

20 90

(Elder)
(Child)

17

5%

£ 2 BF Probit BEIEIFLER

Gen -0.088(0.086)
Age -0.006*(0.003)
Edu 0.237***(0.040)
Purch 0.077(0.084)
Child 0.201**(0.080)
Elder 0.075(0.081)
Atten 0.105**(0.049)
Seri 0.044(0.038)
Inci 0.125**(0.057)
Use 0.027(0.043)
Freq 0.135**(0.059)
Qua 0.037(0.039)
Inco 0.028(0.036)
Cons -0.066**(0.032)
Price 0.308***(0.038)
Sur 0.033(0.038)
Nec 0.353***(0.101)
Log likelihood -929.537
LR chi2 229.910
Prob > chi2 0.000
Pseudo R? 0.110
* Gk ek 10%
(Seri)
(Atten)
(Inci) 5%
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