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Consumers’ trust degree for organic grain quality safety and its influencing factors:
Based on 381 questionnaires in Zhengzhou city
LIU Yu-xiang®®

(a. Tourism and Event Department; b. Henan Economic Ethics Research Center,
Henan University of Economics and Law, Zhengzhou 450046, China)

Abstract: Based on the investigation of 381 Henan consumers in Zhengzhou, this study found out that the consumers’
attention degree and trust degree for the organic grain were 59% and 25% respectively. Further study on the factors
influencing consumers’ attention degree and trust degree with principal component regression analysis method, this paper
found out that: a) there was a great potential in the development of organic grain industry since that the more the
consumers knowing more about organic food, the more they would pay attention to the organic grain, b) the price was
crucial drawback for consumers’ purchase, c)the existing marketing and consumption channels reduced the consumers’
trust degree for the organic grain, d) the public credibility of organic grain certification should be improved since the
praise had an important influence on the degree of trust.
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Wald

Ci 0.151 0.058 6.685 0.010 1.163
Cs 0.155 0.080 3.800 0.051 1.168
Cs -0.230 0.086 7.061 0.008 0.795
Cuo -0.184 0.089 4.303 0.038 0.832

0.473 0.109 18.867 0.000 1.604

81.1% Hosmer and Lemeshow
-2 332.305 9.555
Cox&Snell R? 0.156 8.000
Nagelkerke R? 0.241 0.298
64.541
0.00
2 Logistic
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Wald
C 0.196 0.082 5.741 0.017 1.216
Cs 0.234 0.085 7.581 0.006 1.263
Cy -0.452 0.106 18.052 0.000 0.636
Cs 0.359 0.103 12.168 0.000 1432
G 0.305 0.106 8.348 0.004 1.357
Cyo -0.328 0.117 7.942 0.005 0.720
Cn -0.293 0.136 4.636 0.031 0.746
Constant -1.639 0.164 100.148 0.000 0.194
65.1% Hosmer and Lemeshow
-2 488.084 5.833
Cox&Snell R? 0.056 8.000
Nagelkerke R? 0.076 0.666
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