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Effects of agricultural product labeling cognition and
consumption habit on consumers’ willingness to
pay premium of green agricultural products:
Taking green fresh-potato as an example

LUN Rungi, LUO Qiyou" , GAO Mingjie, LIU Yang

(Institute of Agricultural Resources and Regional Planning, Chinese Academy of Agricultural Sciences. Beijing 100081, China)

Abstract In order to investigate the effect of agricultural product labeling cognition and consumption habit on
consumers’ willingness to pay premium of green agricultural products, based on the theory of planned behavior, an
analytical framework that affects the willingness to pay premium for green agricultural products was constructed.
Taking green fresh-potatoes as an example, based on the survey data of 402 consumers in three cities of Beijing,
Zhengzhou and Chengdu, the contingent valuation method is used to evaluate the willingness to pay premium of urban
consumers. On this basis, the ordered logit model was used to analyze the influence of behavioral attitude variables,

subjective norm variables and perceived behavioral control variables on the willingness to pay premium of green fresh-
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potatoes. The results show that: 1) The average willingness of consumers to pay premium of green fresh-potatoes is
between 10% and 30% , and the overall willingness level is relatively low. 2) The attitude of behavior variables have
a significant impact on the willingness to pay premium of green fresh-potatoes. The higher the convenience of the place
of purchase. the higher the willingness to pay premium. The better the consumers’ perception of the quality of ordinary
potatoes, the higher the willingness to pay premium. 3) The subjective norm variables also significantly affect urban
consumers’ willingness to pay premium for green fresh-potatoes. Among them, compared with QS product labeling and
organic product labeling, the consumers’ cognition of green product labeling has the greatest impact on their
willingness to pay premium. 4) The effect of perceived behavior control variables on consumers’ willingness to pay
premium for the green fresh-potato is also significant. Male consumers who are older and in better health are more
willing to pay a higher premium for green fresh potatoes. Therefore, green agricultural product market should be
cultivated and the green development of agriculture should be promoted from the aspects of strengthening the publicity

of the value of green agricultural products, improving consumers’ cognition of green product labels, and promoting the

convenience of consumers to purchase green agricultural products.
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Table 1 Variable definition and descriptive statistical analysis
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ke 7 >10%~30%=2 219 54. 48
A AR )
- T T SuR St
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] i M AT IKOF
variable >50%~100% =4 10 2.49
100% A E=5 3 0.75
=1 178 44, 28
51
=2 224 55. 72
<20 %=1 9 2.24
21~30 % =2 108 26. 87
31~40 % =3 71 17. 66
B
41~50 # =4 105 26.12
51~60 % =5 99 24. 63
=61 % =6 10 2.49
INFERUT =1 7 1.74
W (R =2 20 4.98
ZHERE ERUGIE D! 30 7.46
K¥(CRE)=4 203 50. 50
i+ M UL =5 142 35.32
A AR TP 3K =1 26 6.47
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T K =4 60 14. 93
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Table 2 Estimation results of the ordered logit model of consumers’ willingness to pay premium of green fresh-potato

7 Ta) i 7K P TT fip AE A dk 9) 30 BR AR

Marginal effects of independent variables at different premium levels

Independent variables Coefficients =109 ~ =309 ~ =509 ~
0~10% >100%
30% 50% 100%
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PUAA (1.78) (—1.7D) (—1.73) (1.65) (1.75) (1.73)
of produce
NG A P AR 2,354 67 —0.079 97 —0.181 1 0.045 8" 0.127 8" 0.087 4™
PUAA (10.97) (—6.9D) (—14.88) (5.00) (12.01) (8.06)
TH 2% 27 15
‘J J_ W S W th 44 —0.167 2° 0.005 7" 0.012 9" —0.0033 —0.0091" —0.0062"
Consumption
) ) i 55 (—1.7D) (1.74) (1.72) (—1.540) (—1.75) (—1.77)
habits
T I . .
X E S 0.346 2" —0.0117° —0.0270°" 0.006 7 0.018 8" 0.012 9*
Consumer
] JoE A IR (1.96) (—1.92) (—1.89) (1.62) (1.95) (1.97)
perception

. % P<C0. 01, %% P<C0. 05, »xx P<<0.1 /0 HIFERE 1% 5% H 100K EBFE, EF5HE 2 5it=.

Note: »*x% , xx and * denote significance at the 1%, 5% and 10% levels, respectively. Z-statistics are presented in parentheses.
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