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The network spillover effect of the category of agricultural products injury crisis:
Based on three experimental results
L1 Mengmeng, QING Ping, XIAO Bangming

(School of Economic and Management, Huazhong Agricultural University, Wuhan 430070, China)

Abstract: From the localization perspective, we divide the agricultural product harm crisis into morality-breaking harm
crisis and law-breaking harm crisis. Based on 416 consumers experimental data, the methods such as paired sample T
test, independent sample T test and ANOVA equipped with SPSS22.0 are applied to investigate the difference of
network spillover effect caused by different agricultural products harm crisis as well as the moderating role of social
distance and pro-social tendency. The results reveal that morality-breaking crisis will lead to stronger category network
spillover effect compared with law-breaking agricultural products harm crisis, and social distance as well as pro-social
tendency will play a moderating role. Specifically, closer social distance or higher the pro-social tendency will
contribute to greater difference between the category network spillover caused by the law-breaking and
morality-breaking agricultural product harm crisis individually.
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