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Table 1. Visited consumers’ response on the purchasing knowledge of organic products.
Unit: person ()
Statistics| .
Right Wrong Total
ltems

1.In the production process, the products using organic fertilizer are pure 143 | 261 | 404

organic products. (35.4) (64.6) (100)
2.When purchasing organic products, their sources should be clearly 388 16 | 404
ascertained so as to assure that they are pure organic products. (96.0)  (3.9) (100)

3.1t is better to cook the organic vegetable and fruit and then to eat them
161 | 243 | 404

because they are important nourishment sources for the people
(39.8) (60.1) (100)

emphasizing hygiene,

4.The process of producing organic products is rather complex and the cost
thereof israther high but the soil can be protected to decrease the
pollution of both air and water.

37 | 404
(90.8) | (9.2) |(100)

5.All those vegetables and fruits with poor appearance or bittenby worms | 63 | 241 | 404
are organic products. (15.6) (84.4) (100)

6.A little bit of agricultural chemicals may be applied to spray on the 108 | 206 | 404
organic productsin the initial phase of their culture but absolutely cannot (49.0) (51.0) (100)
be applied thereto before collecting them. ' '

7.The appearance and volume of real organic productsarelarger and more | 58 | 346 | 404
beautiful but their taste and smell are poorer. (4.3) |(85.6) (100)

8.The production method of organic productsisto apply natural resources
and coincide with natural ecologic system as a production method to
protect the ecologic environment on the earth.

377 | 27 | 404
(93.3) | (6.7) |(100)

9.Any product labeled organic product and higher price can assureitself as | 103 | 301 | 404
an organic product. (25.5) (74.5) (100)

10. A product produced on aland of organic products without applying any
chemical fertilizer and agricultural chemicals can be called an “organic
product”.

340 64 | 404
(84.1) | (15.8) |(100)

" isnegative item

82.1% 1
7 82.3% 2
3 64.1% 4 5 6
82.8% 8 10
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9
Table2. Visited consumers' response on the purchasing attitude of organic products.
Unit: person ()
Degree
Statistics &
Ver Ver No
ltems y Agree Disagree . Y \Medium Total
agree disagree answer
1.To purchase organic productsisto
emphasize and participate in the 100 | 245 21 2 36 404
factual activities of environmental (24.7) (60.6) (5.2) (0.5 (8.9 (100)
protection.
2.0rganic product is only afashion 2 37 239 20 33 3 404
but not worthy of continuous 05 (91 | (59.1) (222 (81 @ (0.7) @ (100
extension.

3.0rganic production method is an
obsolete production method with 2 20 262 74 36 10 404
less yield and unsuitable for (05 (49 (648 (183 (89 (24 @ (100
modern extension.

4.If it can confirmed as an organic

product, it isworhty of purchase 45 | 240 61 6 49 3 404
for eating evenitspriceis (11.1) (59.4) | (15.1) @ (1.5 | (121) @ (0.7) | (100)
expensive.
5.1t is necessary for the patients to
. . 47 244 76 23 - 404
purchase more organic agricultural
(34) (11.6) (60.4) | (18.8) @ (5.7) - (100)

products for eating.

6.The price of organic productsis
154 | 158 14 65 3 404

higher, so the consumers at large
(24) (38.1) (39.1) (34 | (16.1) (0.7) @ (200)

bare not to purchase them.

7.0rganic products will increase

production cost but benefit the 79 | 239 44 8 31 3 404
living environment of human (19.5) (59.1) | (10.9) @ (1.9 (76) | (0.7) | (100)
beings.

8.The pure organic products without ' 108 | 261 6 3 24 2 404

pollution of agricultural chemicals (26.7) (64.6) | (1.5) (0.7 (5.9 | (0.5 | (100
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but with nourishment are worthy
of the consumers to purchase and

eat them assuredly.

9.To purchase and eat organic 21 | 201 112 4 60 6
productsoncein awhileisrather | (5.2) (49.7) (27.7) & (1.0) | (14.8) @ (1.5
curious.

10.To purchase and eat organic

. 224 24 7 72 1
products can give the people a

(18.8) (554) (5.9) | (17) | (17.8) @ (0.2)

gay and nice spirit.
" "isnegativeitem
()
1 2 4
33.5% 32.2%
7 8 37.6%
35.0% 3
44.3% 27.4% 5
34.9% 23.7%
44.0% 31.6%
9 33.4%
10 36.1%
31.6%

Table3. Visited consumers' response on the purchasing behavior of organic products.
Unit:person ()

Statistics Degree
ltems Never Little Sometime Often Every NO Total
answer
1.For the sake of health, we 22 72 133 135 | 41 1 404
purchase and eat organic (0.2) (17.8)| (32.9) ((33.4) (10.1) (10.1) (100)

products.

2.1n order to decrease the problem
of residual agricultural 19 @ 63 138 167 | 14 3 404
chemicals, | choose purchasing | (4.7) (15.6) (34.1) ((41.3) (3.4) | (0.7) |(100)
organic products.

404
(100)

404
(100)

28.9%
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3.1 will pay attention to the
information about products 16 62 111 179 | 32 4 404
covered by TV, newspaper and | (3.9) (15.3) (27.4) ((44.3) (7.9) | (1.0) (100)
magazine reports.

4.In order to increase the sources of

nutrient, | eat the salad of organic 123 136 89 10 4 404
’ g (10.4) (30.4)  (33.6) ((22.0)| (2.4) (1.0) (100

vegetable.
5.In order to eat raw vegetable, | 46 | 96 141 93 27 1 404
purchase the organic vegetable. |(11.4) (23.7) (34.9) (23.0) (6.6) @ (0.2) (100)
6.1 will choose and purchase 13 | 39 128 170 | 54 404
organic productsiif | see them. (3.0) (9.6)  (31.6) [(42.0)((13.3) (100)

7.1 am an environmental protection

. 20 | 61 135 157 @ 28 3 404
activist, | choose to purchase
, (49) (15.1) (334) (38.8) (6.9 @ (0.7) |(100)
organic products.

8.For the sake of environmental 14 | 65 148 147 @ 26 4 | 404
protection, | buy and eat organic | (3.4) (16.1) (36.6) ((36.4) (6.4) (1.0) (100)
products

9.1n order to purchase organic
roducts, | ascertain where to sell 49 135 “ | % 3 404
P ' (12.2) (28.9) (33.4) (18.3)|(6.4) (0.7) (100)

them.
10.1 purchase and eat organic 45 | 128 146 64 @ 14 7 404
products out of curiosity. (11.1) (31.6)| (36.1) (15.8) (3.4) (1.7) |(100)

Table . Visited consumers' respondent ranking on the purchasing freguency, eating frequency and

demanding degree of organic products.
Items
Sequence Purchasing Frequency | Eating Frequency = Demanding degree
Items

Rices 3 2 3
Vegetables 1 1 1
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Green vegetables 4 4 4
Fruits 2 3 2
Teas 7 7 7
Beans 5 5 5
Other cereals 6 6 6
Processed products 9 9 9
Healthful plants 8 8 8

Tableb. Visited consumers' different factors of background on the purchasing knowledge of organic

products.
Statistics
ltems Source D.F SS M.S F value
Betweengroup | 40 63.4 16
Age Withingroup | 334 | 262.8 0.8 2.0%*
Total 374 | 326.3
Between group = 40 181.2 4.5
Degree of education Withingroup | 336 | 421.1 1.2 3.6%%*
Total 376 | 602.3
Between group = 40 23.7 0.6
Areaof live Withingroup | 334  134.2 0.4 1.4*

Total 374 158.0
Betweengroup @ 40 | 1,183.2 295
Occupation Withingroup | 328 | 4,0383 | 123 2.4%%%
Total 368 | 52215
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Between group | 40 18.1 0.4

Income Withingroup | 334 = 84.8 0.2 1.8**
Total 374 | 103.0
Between group | 40 77.5 19
Self hedlth Withingroup | 333 | 2423 0.7 2.6%**
Total 373 | 3198
Between group = 40 46.1 11
Family health Withingroup | 336 @ 130.2 0.4 2.9%**
Total 376 | 176.3

* P<0.05 ** P<0.01 *** P<0.001
2.

Table6. Visited consumers different factors of background on the purchasing attitude of organic

products.
Statistics
Source D.F S.S M.S | Fvaue
Items
Between group 10 174 17
Age Within group 389 325.0 0.8 2.1x*

Total 399 342.4
Between group 10 108.3 10.8
Degree of education Within group 389 540.3 14 | 7.8**

Total 399 648.6
Between group 10 5.6 0.5
Areaof live Withingroup | 389 172.8 0.4 12
Total 399 1784

Between group 10 63.0 6.3
Occupation Within group 383 | 55399 | 144 04
Total 393 | 5,602.9
Income Between group 10 5.0 0.5 1.8*
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Within group 389 104.7 0.2

Total 399 109.7
Between group 10 30.3 3.0
Self health Within group 388 310.5 0.8 3.8%**
Total 398 340.9

Betweengroup = 10 25.6 25
Family health Within group 391 161.6 04 | 6.2%xx
Total 401 187.2

* P<0.05 ** P<0.01 *** P<0.001
3.

Table7. Visited consumers' different factors of background on the purchasing behavior of organic

products.
Statistics
Source D.F S.S M.S | Fvaue
ltems
Between group 40 54.8 13
Age Within group 333 271.4 0.2 1.6**

Total 373 326.2
Between group 40 112.2 2.8
Degree of education Withingroup | 3,350 @ 481.2 14 | 19~
Total 375 5934
Between group 40 31.0 0.7

Areaof live Within group 334 124.2 0.3 2.1%%*
Total 374 155.3
Between group 40 1,1445 | 28.6
Occupation Within group 328 | 4,057.2 | 123 | 23***
Total 368 | 52017
Income Between group 40 314 0.8 3.8%**

Within group 333 68.4 0.2
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Total 373 99.8
Between group 40 113.6 2.8
Self hedlth Within group 333 208.7 0.6 4.5%**
Total 373 322.3
Between group 40 54.1 13
Family health Within group 335 123.5 0.3 3.6%**
Total 375 177.6

* P<0.05 ** P<0.01 *** P<0.001
4.

Table8. Visited consumers’ different factors of background on the purchasing frequency of organic

products.
Statistics
Source D.F SS M.S | Fvaue
[tems
Between group 41 42.7 1.0
Age Within group 333 274.2 0.8 1.2

Total 374 317.0
Between group 41 158.7 3.8
Degree of education Within group 336 432.9 1.3 | 3.0
Total 377 591.6
Between group 41 16.7 0.4

Areaof live Withingroup | 334 137.0 0.4 1.0
Total 375 153.7
Betweengroup | 41 | 609.9 | 14.8
Occupation Withingroup | 327 | 45556 | 139 1.0
Total 368 | 5,165.5
Betweengroup | 51 202 | 05
Income Withingroup = 333 80.0 0.2 2.0%*

Tota 374 100.3
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Self health

Family health

21

41

Between group
Within group
Total
Between group
Within group
Tota

* P<0.05** P<0.01 *** P<0.001

5.

41
332
373

41
335
376

133.3
175.9
309.2
47.8

128.5
176.3

3.2
0.5

11
0.3

6.1***

3.0***

Table9. Visited consumers different factors of background on the eating frequency of organic

products.
Statistics

Items

Age

Degree of education

Areaof live

Occupation

Income

Self hedlth

Source

Between group
Within group
Total
Between group
Within group
Tota
Between group
Within group
Tota
Between group
Within group
Tota
Between group
Within group
Total

Between group

D.F

41
332
373

41
333
374

41
332
373

41
326
367

41
333
374

41

SS

48.4
269.3
317.7
172.7
449.5
622.2

23.8
145.2
169.0
845.4

4,359.2
5,204.7

184

82.5
101.0
130.0

M.S

11
0.8

4.2
1.3

0.5
04

20.6
133

04
0.2

31

F value

1.4*

3.1***

13

1.5

1.8**

5.7***
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Within group 332 184.1 0.5

Total 373 314.2
Between group 41 317 0.7
Family health Withingroup | 334 144.2 0.4 1.8%*
Total 375 175.9

* P<0.05 ** P<0.01 *** P<0.001
6.

Tablel0. Visited consumers different factors of background on the demand degree of organic

products.
Statistics
tems Source D.F SS M.S | Fvaue
Between group 41 775 19
Age Within group 326 228.3 0.7 2.7%**
Total 367 305.9
Between group 41 91.2 2.2
Degree of education Withingroup = 326 518.1 1.6 14
Total 367 609.3
Between group 41 16.4 04
Areaof live Withingroup = 325 146.1 0.4 0.9
Total 366 162.5
Between group 41 554.1 135
Occupation Withingroup | 319 | 4,477.0 | 140 0.9
Total 360 | 5,031.2
Between group 41 17.5 0.4
Income Withingroup = 325 835 0.2 1.6%*
Total 366 101.0
Between group 41 52.0 12
Self health Within group 324 257.5 0.8 1.6*

Tota 365 309.6
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Between group 41 21.3 0.5
Family health Withingroup = 327 | 1537 | 04 11
Total 368 175.0

* P<0.05 ** P<0.01 *** P<0.001

Tablell. Correlation matrices for visited consumers the purchasing of knowledge, attitude,
behavior, foregoing and eating pregnancy, demanding degree of organic products.
I[tems
Statistics
Item
Purchasing knowledge = 1.0000
Purchasing attitude 0.2511*** | 1.0000
Purchasing behavior 0.09839* | 0.3121*** 1.0000
Purchasing frequency |-0.1612** = 0.0826 0.5500** 1.0000
Eating frequency -0.1687** = 0.0400 | 0.4903*** 10.8867***  1.0000
Demanding degree 0.1426** | 0.1903*** | 0.1903*** | 0.1311** 0.1678*** 1.0000

()

Purchasing Purchasing | Purchasing Purchasing Eating ‘Demanding
Sknowledge attitude behavior | frequency frequency  degree

98%

() 87.62
31.44

86.38 85.65 84.90
84.16 81.93
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WTO
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