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Influence factors for consumers buying infant milk powder:
Based on the survey data of 167 consumers in Nanjing city
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Abstract: Using the method of statistical analysis, the paper takes Nanjing as an example and makes research on the
influence factors such as consumers’ cognitive ability, risk perception, trust, payment ability and some other external
factors exerting on purchase behavior through survey of 167 consumers of infant milk powder. The paper draws
following core conclusions. Firstly, security is the most important consideration when consumers buy infant milk powder.
Secondly, payment ability is the main influencing factors. Thirdly, consumers tend to buy imported milk powder provided
their cognitive ability and payment ability are stronger than common. Lastly, consumers with higher education level,
cognitive ability and risk perception are more unwilling to buy infant milk powder having security problems. Meanwhile,
consumers with higher trusty level are more likely to buy infant milk powder having security problems.
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