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Perceived value of agricultural products and its influence on consumers' purchase intention:

An empirical analysis based on certified agricultural products

ZHANG Guozheng, PENG Chengyu, ZHANG Fangfang, YANG Yimin
(College of Business, Hunan Agricultural University, Changsha 410128, China)

Abstract: Based on the theory of customer perceived value and the characteristic of the quality and safety of agricultural
products, five functional dimensions, such as economic value, safety value, environment-friendly value and emotional
value of agricultural products were put forward. Based on 498 questionnaires of consumer certified agricultural products
in Changsha, this paper empirically analyses the impact of the five dimensions of the perceived value of agricultural
products on consumers' purchase intention. The results show that all the five dimensions of customer perceived value of
agricultural products have significant positive impact on consumers' willingness to buy agricultural products, among
which the impact of quality and safety value is the most significant.
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