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The Effect of Trust and Satisfaction on Purchase Intention in

the Electronic Commerce of Agricultural Products
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ABSTRACT

The electronic commerce of agricultural products provides benefits both to the farmers
and the consumers because of direct transaction between producers and consumers. This
study analyses the factors affecting consumer’s purchase intention that are using electronic
commerce. And the purpose of this study is to contribute to increasing the farmer’s income
while operating electronic commerce by applying the results of this analysis. Consumer’s
purchasing factors in electronic commerce were obtained through literature reviews. The
research model is established with the factors and analyses through the structural equation
model. The results are as following; the first is how the quality of agricultural products
affects positively consumer’s satisfaction and trust. When sufficient information about the
seller and the products are provided in the shopping mall site there are positive effects on
the consumer’s satisfaction and trust. The factors of convenience like purchasing time,
saving, delivery convenience affect positively consumer’s satisfaction. However, the relationship
with trust enhancement could not be confirmed. In addition, hypotheses of positive
relationships between economic feasibility factors like low price, satisfaction and trust, were
rejected. Finally, consumer’s satisfaction affects trust, and both the consumer’s satisfaction
and trust affects positively the purchase intention. In summary, in the electronic commerce
of agricultural products, consumers might use electronic commerce as they purchase the
reliable high quality products directly from farmers rather than be affected by economic
feasibility and convenience factors.
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Table 1. General characteristics of samples

Variables N %
Gender male 68 294
female 163 705
10-19 years 26 112
20-29 years 77 333
Age 30-39 years 69  29.0
40-49 years 47 203
over 50 years 12 52
under high school 3 1.2
high school 49 264
Education college 42 212
university 84 419
graduate school 18 9.0
. single 73 316
Marital status
married 158 683
student 36 155
office worker 75 324
civil servant 24 103
Occupation .
housewife 58 251
independent 21 9.0
others 17 73
under 100 43 18.6
Salary 100-299 89 385
(million won) 300-499 78 337

over 500 21 9.1
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Table 2. Exploratory factor analysis and reliability analysis
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7} Table

Variable number

Factor loading value

iniltial N correct N factor]l factor2 factor3 factor4 factor5 factor6 factor7 Cronbach’a
0.862
zlei‘tl;t 4 4 g:jé: ; - . ; - 0.860
0.723
0.854
. 0.786
Information 5 4 - 0748 - - - - - 0.852
0.697
0.806
Convenience 5 3 - - 0.769 - - - - 0.782
0.736
. 0.716
2‘; 21111:111; 3 3 - - - 0693 - - - 0.708
0.675
0.836
Satisfaction 3 3 - - - - 0.818 - - 0.816
0.778
0.853
Trust 4 3 - - - - - 0.837 - 0.843
0.788
Purchase 0.894
intention 2 2 i ) i i ) i 0.858 0874
Eigen value 4.633 2.685 1.194 1.032 1.986 2.432 2.239
Explained variance(%) 15.051 12.481 7.511 5212 8.726  10.138 9.215

Cumulative variance(%) 15.051 27.532

35.043 40255

48981 59.119 68.334
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Table 3. Confirmatory factor analysis

Factor loading t-value CR AVE
PQT1 0.89 15.06

Product quality PQI2 071 931 0.862 0.632
PQT3 0.78 10.32
PQT4 0.75 9.73
INF1 0.78 11.15

Information INF2 095 1580 0.855 0.578
INF3 0.82 12.83
INF4 0.74 9.56
CON1 0.63 8.45

Convenience CON2 0.71 9.21 0.803 0.544
CON3 0.73 9.45
ECO1 0.61 7.88

Economic feasibility ECO2 0.73 9.25 0.742 0.652
ECO3 0.72 9.22
SATI1 0.75 9.86

Satisfaction SAT2 0.82 11.04 0.835 0.589
SAT3 0.69 8.63
TRU1 0.71 9.27

Trust TRU2 0.83 11.8 0.849 0.612
TRU3 0.73 9.34

Purchase intention FURI 076 201 0.887 0.641
PUR2 0.85 11.13

Fit Index of Exogenous Variables: X2=2OS.67(df=150, p=0.00), GFI=0.88, AGFI=0.87, NFI=0.87, NNFI=0.94,

CFI=0.95, RMSEA=0.048

Fit Index of Endogenous Variables: x2=32.14(df=17, p=0.01), GFI=0.90, AGFI=0.93, NFI=0.94, NNFI=0.93,

CFI=0.96, RMSEA=0.061

Table 4. Correlation analysis

Product . . Economic . . Purchase
quality Information Convenience feasibility Satisfaction ~ Trust intention

Product quality 1

Information 0.259” 1

Convenience 0.173" 02717 1

Economic feasibility 0.122 0.119 0.092 1

Satisfaction 0.314° 0.294” 0.235 0.223 1

Trust 0.348" 0.333" 0.194" 0.174" 0412 1

Purchase intention 0.323" 0317" 0.113 0.121 0.313 0.443 1

% 1 p<0.05, ** : p<0.01
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358.13
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Table 6. The results of the test of hypothesis

Hypothesis Relationship Direction ~ Path coefficient(t) Adoption or rejection
HI Product Quality — Trust + 0.63(8.34)" adoption
H2 Product Quality — Satisfaction + 0.47(5.93)** adoption
H3 Information — Trust + 0.56(7.16)" adoption
H4 Information — Satisfaction + 0.22(2.46)" adoption
H5 Convenience — Trust + 0.02(0.19) rejection
H6 Convenience — Satisfaction + 0.35(4.32)** adoption
H7 Economic Feasibility — Trust + 0.17(1.37) rejection
H8 Economic Feasibility — Satisfaction + 0.11(0.92) rejection
H9 Satisfaction — Trust + 0.39(4.89)" adoption
HI10 Satisfaction — Purchase Intention + 0.42(5.74)** adoption
HI11 Trust — Purchase Intention + 0.35(4.17)” adoption
* 1 p<0.05, ** : p<0.01
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