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Abstract  

Purpose: This study aims to explore the critical factors in the quality control activities of agricultural products in e-commerce 

companies and analyze how these factors affect customers' perceived value and repurchase intention. Finally, it further reveals the 

mediating role of perceived value between the factors of quality control activities of agricultural products and customer repurchase 

intention. Research design, data and methodology: This study identified six independent factors within agricultural product 

quality control activities: freshness, assurance, diversity, grading, packaging, and timeliness. Subsequently, the impact of these 

factors on customer repurchase intention was analyzed. Additionally, perceived value was considered as an intermediary variable 

between the independent and dependent variables. Data was gathered from 269 Chinese consumers who had experience 

purchasing on agricultural product e-commerce websites. Results: The study results indicate that the relevant factors within 

agricultural product quality control activities strongly influence customer repurchase intention, with perceived value mediating 

this relationship. Conclusions: The significance of this study lies in its exploration of the relevant factors within agricultural 

product e-commerce's product quality control activities. It identifies their impact on customer repurchase intention and confirms 

the mediating role of perceived value. The results of this research offer valuable insights and practical guidance for academics in 

related research fields and practitioners in the agricultural product e-commerce industry. 
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1. Introduction1  

 
E-commerce plays a crucial role in contemporary 

international trade, and the development of agricultural e-

commerce has driven the optimization of rural industrial 

structures and advancements in agricultural production. 

This has enhanced agricultural products' circulation 
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efficiency and competitiveness, thereby stimulating the 

vigorous growth of rural economies. Simultaneously, it has 

provided abundant opportunities for individuals residing in 

rural and remote areas of the BRICS countries to improve 

their living standards and eradicate poverty (Georgiou, 2009; 

Karine, 2021). Agricultural e-commerce brings extensive 

product choices and cost-effective transactions to 

consumers, provides abundant product information and 
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facilitates barrier-free access from different locations (Bulut, 

2015; Shin et al., 2013). According to Alibaba's 

"Agricultural E-commerce White Paper" in 2021, the sales 

of agricultural products on the Alibaba platform reached 

397.5 billion yuan in the same year (Zhong, 2021). This 

indicates a significant surge in consumer enthusiasm and 

demand for purchasing agricultural products online. 

Online purchasing of agricultural products has become a 

primary consumption method in consumers' daily lives. 

With the emergence of more and more agricultural product 

e-commerce platforms, consumers face multiple choices 

when selecting agricultural products. Improving 

competitiveness and achieving sustainable development in 

the fiercely competitive market is a crucial challenge for 

agricultural product e-commerce platforms. It is essential to 

enhance product quality, optimize brand promotion through 

effective marketing strategies, improve corporate reputation 

and visibility through electronic word of mouth (Donthu et 

al., 2021), and retain loyal customer groups by enhancing 

consumers' willingness to make repeat purchases. 

Previous research has consistently shown that product 

quality significantly affects the willingness to repurchase 

(Cuong, 2022; Mahendrayanti & Wardana, 2021). Quality 

products also form the foundation of customer satisfaction 

(Parasuraman et al., 1985). The advantage brought by 

product quality plays a crucial role in maintaining customer 

trust and market leadership (Berry et al., 1994; Parasuraman 

et al., 1985). At the same time, in the agricultural product 

field, product quality is a primary criterion for consumer 

selection. However, the uncertainty of online agricultural 

product quality increases consumers' risks. Online 

agricultural products must meet consumers' expectations to 

avoid decreased satisfaction and hindered growth of the 

agricultural product e-commerce markets. Effectively 

ensuring the quality of agricultural products is a crucial 

concern for enterprises. Therefore, agricultural product e-

commerce platforms must continue to focus on product 

quality and control product quality through corresponding 

activities to improve competitiveness and promote 

sustainable development. However, in the relevant 

academic research, the study of quality control activities for 

agricultural products has yet to receive widespread attention, 

and finding relevant empirical studies is challenging. This 

article conducts an in-depth investigation of six indicators 

related to agricultural product quality control activities, 

selected across three dimensions: the intrinsic quality of 

agricultural products, classification, and distribution, and 

explores their impact on customer willingness to repurchase. 

However, scholarly investigation into the interplay of 

product quality control activities and repurchase intentions 

within the domain of agro-product e-commerce remains 

notably limited. Current academic inquiries on the e-

commerce of agricultural products predominantly center on 

three principal dimensions: the developmental status and 

diverse modes of agricultural product e-commerce (Huo &  

Mu, 2017; Liu & Walsh, 2019); logistics distribution and 

optimization of agricultural product e-commerce channels 

(Juan & Yadong, 2021; Liu, 2021); and the determinants 

influencing purchase intention and customer satisfaction in 

agricultural product e-commerce (Guo et al., 2022; Liu & 

Kao, 2022). Zeithaml (2000) has identified that the 

relationship between quality and purchase also influences 

perceived value. Previous studies assert that customer 

perceived value significantly influences repurchase 

intention (Ali & Bhasin, 2019; Chatzoglou et al., 2022; De 

et al., 2018; Dlačić et al., 2014; Wu et al., 2014). 

Furthermore, perceived value plays a pivotal mediating role 

between product quality and purchase intentions 

(Chatzoglou et al., 2022). The purpose of this study is to 

achieve the following three research objectives: firstly, to 

review previous studies to identify the factors that influence 

agricultural product quality management activities; 

secondly, to determine through empirical analysis the 

relationship between the factors in agricultural product 

quality management activities and consumers' repurchase 

intentions; and finally, to explore whether perceived value 

acts as a mediating factor between agricultural product 

quality management activities and consumers' repurchase 

intentions. This study conducted a comprehensive literature 

review to achieve these research objectives and constructed 

a conceptual framework to describe the relationship between 

product quality control activities and customer repurchase 

intentions in agricultural e-commerce. This framework 

provides theoretical foundations and offers distinctive 

insights based on empirical evidence, thereby contributing 

to the advancement of agricultural e-commerce theory and 

practice. 

 

 

2. Background  
  

2.1. E-commerce of Agricultural Products  
 

With the advancement of information technology and 

transportation improvements, agricultural products are now 

transacted efficiently through open communication 

networks such as the Internet. The sale and distribution of 

fresh agricultural products are no longer confined to local 

markets but have expanded to national and global levels 

(Van der Vorst et al., 2002). In recent years, with the support 

of national policies in China, the development of "Internet + 

agriculture" cannot be underestimated. Many e-commerce 

companies, including platforms such as Taobao, Douyin, 

and Kuaishou, have increasingly focused on agricultural 

product e-commerce. According to data from the Ministry 

of Commerce, the average annual growth rate of online 
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retail sales of agricultural products in China exceeds 30%, 

and this growth trend is continuing. Particularly noteworthy 

is the year 2020 when, amid the outbreak of the COVID-19 

pandemic, national online retail sales experienced negative 

growth. However, online sales of agricultural products 

demonstrated a robust growth rate of 31%, four times higher 

than the corresponding figure in 2019 (Guo et al., 2022). 

This indicates China is a big e-commerce market for agro-

products and an increasing consumer reliance on e-

commerce platforms to procure agricultural products (Tzeng 

et al., 2021). 

The agricultural products e-commerce industry exhibits 

strong growth potential and expansive developmental space. 

The primary motivations behind using e-commerce for 

agricultural products include factors such as convenience, 

cost-effectiveness, access to products unavailable through 

other channels, time-saving attributes, and efficient delivery 

services (Apriadi & Saputra, 2017). Despite the prosperity 

of the fresh food e-commerce market, its success is 

underpinned by fierce competition. After a period of rapid 

development, the market entered a phase of restructuring, 

marked by the closure or acquisition of smaller enterprises 

lacking competitive advantages (Sigurdsson et al., 2020). 

This outcome stems from the unique challenges faced by 

agricultural products compared to industrial goods; they are 

regionally constrained, subject to cyclical production 

patterns, and highly perishable, resulting in notable price 

fluctuations, significant post-production losses, and 

inconsistent product quality (Teng & Lu, 2016). This 

developmental inadequacy has given rise to a critical issue: 

consumers lack sustained purchasing intentions. 

Consequently, within the realm of agricultural e-commerce, 

the augmentation of consumers' repurchasing intentions has 

emerged as a major concern among scholars (Gu et al., 2019; 

Kim & Ha, 2021; Xu et al., 2022; Yu et al., 2020; Zhe et al., 

2023). 

 

2.2. Product Quality Control Activities 
 

Quality refers to the degree to which a product meets the 

needs or successfully serves the purpose of the consumer 

(Kahn et al., 2002). It is paramount in academic and business 

management fields (Chou et al., 2015). Empirical studies 

confirm that product quality significantly influences 

consumer satisfaction and the intention to make repeat 

purchases (Cuong, 2022; Mahendrayanti & Wardana, 

2021n). Due to their distinct regional, cyclical, and 

perishable characteristics, agricultural products exhibit 

inherent variability in product quality. Consequently, 

consumers prioritize product quality when selecting 

agricultural products (Dominici et al., 2021; Venkatesh & 

Davis, 2000). Currently, consumer groups from the post-80s 

and post-90s generations demonstrate a willingness to 

elevate their personal consumption standards because they 

have heightened expectations for an improved quality of life. 

Thus, high-quality products are crucial for the successful 

penetration of agricultural products into the market 

(Clements et al., 2008). Product quality acts as a reflection 

of the benefits that the product imparts to customers (Liu & 

Kao, 2022). 

In the agribusiness and food industry, quality control is 

universally acknowledged as fundamental in achieving food 

quality (Luning & Marcelis, 2006). Quality control, 

constituting a fundamental aspect of food quality 

management, aims to maintain product properties, 

production processes, and human processes within 

acceptable tolerances. It is an ongoing process of evaluating 

the performance of both technological and human processes 

and undertaking corrective actions as needed. Control 

activities focus on gathering information to reduce 

uncertainty, albeit not ambiguity (Luning & Marcelis, 2006). 

Enterprises should recognize the critical importance of 

implementing product quality control measures.  

However, in most instances, the quality of agricultural 

products is examined through a single dimension, with 

quality control factors as part of various key factors, 

requiring a comprehensive and holistic analysis of the 

factors affecting quality control activities. This study 

focuses on quality control activities. We are exploring 

aspects such as the inherent quality of products, 

categorization, and delivery quality. The selection of quality 

control activity factors mainly takes into account the 

following aspects: First, quality considerations encompass 

various aspects such as inherent product quality, product 

assurance, and product freshness (Wang & Zhang, 2020). It 

is directly related to the core quality of the product and the 

consumer's confidence in the product. When viewed from 

the perspective of product categorization, the diversity and 

grading of products form integral components of 

agricultural product quality control activities (Ligon, 2002), 

and help consumers better understand and choose 

agricultural products. Likewise, from the standpoint of 

product distribution, adequate product packaging plays a 

pivotal role in ensuring product quality and enhancing 

product value (Kwaku & Fan, 2020). Furthermore, this 

study references SERVQUAL and logistics service quality 

(LSQ) and incorporates service quality assurance indicators 

and logistics service quality and timeliness indicators based 

on the characteristics of the e-commerce model for 

agricultural products (Do et al., 2023; Mentzer et al., 1999; 

Parasuraman et al., 1985; Uvet, 2020). In service quality, 

assurance has been identified as a significant factor 

influencing repurchase intent (Chen et al., 2019; Rasaily et 

al., 2023; Uvet, 2020). Similarly, within logistics service 

quality, timeliness is a critical factor affecting customer 
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satisfaction, trust, and repurchase intentions (Do et al., 2023; 

Jain et al., 2021; Lee & Kim, 2008; Liu & Joo, 2023). 

Based on the abovementioned considerations, a thorough 

exploration is conducted into the various dimensions of 

quality control activities for agricultural products. These 

dimensions encompass the intrinsic characteristics of 

agricultural products (freshness and assurance), 

categorization (diversity and grading), and distribution 

(packaging and timeliness). These factors play a crucial role 

in the company's management of agricultural product 

quality and the enhancement of consumer relationships. 

 

2.3. Customer Repurchase Intention 
 

In the theory of planned behavior (TPB), behavioral 

intention is shaped by behavioral attitudes and subjective 

norms (Jiang & Zhao, 2016), with behavioral intention as 

the precursor to individual actions. Repurchase intention, 

within the context of this study, refers to a customer's 

expressed willingness to continue patronizing a specific 

merchant in the future, encompassing the decision to 

repurchase the same or different products (Hellier et al., 

2003; Khalifa & Liu, 2007). Notably, the theoretical 

underpinnings and content of repurchase intention 

significantly differ from initial purchase intention 

(Chatzoglou et al., 2022). Repurchase intention is inherently 

more favorable than purchase intention as it signifies a 

commitment to continued future purchases (Zeithaml et al., 

2013). Recognized as vital to business success, it is 

acknowledged that retaining existing customers is more 

cost-effective than acquiring and serving new ones (Spreng 

et al., 1995). Consequently, numerous scholars have 

extensively researched the determinants of customers' 

repurchase intentions across diverse fields (Anshu et al., 

2022; Chiu et al., 2009; Kim et al., 2012; Law et al., 2022; 

Zhe et al., 2023). 

In much of repurchase intention research, scholars often 

explore how transactional benefits, including interface 

quality, effective web design, satisfaction, and lower prices, 

influence repurchase intention (Anderson & Srinivasan, 

2003; Jones et al., 2000; Keaveney & Parthasarathy, 2001; 

Ranganathan & Ganapathy, 2002). The rationale behind 

customers choosing the same service provider and making 

repeated purchases is rooted in their prior experiences. Olaru 

(2008) posited that perceived value positively influenced 

repurchase intention and suggested that repurchase intention 

serves as a guide for recommending the same product to 

others. Moreover, Chen (2019) confirmed the positive 

correlation between perceived value and repurchase 

intention, highlighting its mediating role between airline 

service quality and customers' repurchase intentions. 

Therefore, this paper selects perceived value as the 

mediating variable. Based on the above discussion, the 

research questions for this study are as follows： 

1. What are the factors of product quality control 

activities of agricultural e-commerce companies? 

2. How do the characteristics of agricultural e-commerce 

companies' product quality control activities affect 

customers' repurchase intentions? 

3. Does perceived value play a mediating role between 

the characteristics of product quality control activities in 

agricultural e-commerce companies and customers' 

purchase intentions? 

 

2.4. Building Hypotheses 
 

Based on previous research, this study considers 

agricultural product quality control activities to include 

three aspects: intrinsic qualities of agricultural products, 

classification, and distribution. Taking factors related to the 

intrinsic quality of agricultural products (freshness, 

assurance), categorization (diversity, grading), and 

distribution (packaging, timeliness) as independent 

variables sets perceived value as a mediating variable to 

explore how these factors influence customers' repurchase 

intentions. 

 

2.4.1. Freshness 

Freshness stands out as a paramount characteristic of 

agricultural products due to their inherent susceptibility to 

spoilage and perishability. When purchasing fruits or 

vegetables, freshness emerges as the pivotal criterion to 

consider (Péneau et al., 2006). European consumers 

prioritize freshness as the primary factor influencing their 

food choices, followed by considerations such as taste and 

healthy eating (Lennernäs et al., 1997). Xu (2020) confirms 

that maintaining the freshness of produce significantly 

enhances service quality, thereby elevating customer 

satisfaction. The demand for agricultural products is 

intricately tied to their freshness (Feng et al., 2022), which 

sets agricultural products apart from others in the market 

(Jaeger et al., 2023). Freshness is an intrinsic characteristic 

of agricultural products, and it is only through ensuring 

freshness that product quality can be guaranteed. Thus, the 

hypotheses are made as follows: 

 

H1a: Quality control activities for freshness will 

positively affect perceived value in the e-commerce of 

agricultural products. 

H1b: Quality control activities for freshness will 

positively affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.2. Timeliness 

The term timeliness in the context of agricultural product 

https://www-sciencedirect-com.libproxy.gnu.ac.kr/science/article/pii/S0148296312002433#bb0010
https://www-sciencedirect-com.libproxy.gnu.ac.kr/science/article/pii/S0148296312002433#bb0010
https://www-sciencedirect-com.libproxy.gnu.ac.kr/science/article/pii/S0148296312002433#bb0150
https://www-sciencedirect-com.libproxy.gnu.ac.kr/science/article/pii/S0148296312002433#bb0165
https://www-sciencedirect-com.libproxy.gnu.ac.kr/science/article/pii/S0148296312002433#bb0235
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e-commerce refers to the performance of the entire 

distribution system linking buyers and sellers, 

encompassing order cycle time and the duration between 

placing and receiving an order for the buyer (Koufteros et 

al., 2014). It stands out as the most traditional and pivotal 

characteristic within the domain of logistics service quality 

(Uvet, 2020). Among the various LSQ dimensions on e-

commerce platforms, timeliness emerges as the most critical 

factor influencing customer satisfaction in e-fulfillment 

(Melián-González, 2022; Murfield et al., 2017). Given the 

limited shelf life of agricultural products, merchants must 

deliver orders promptly to safeguard the quality of the 

product. Consequently, timeliness may serve as an indicator 

of product quality control activities in the e-commerce of 

agricultural products. It also holds significant importance as 

a feature of enterprises' quality control activities for 

agricultural products. Thus, the hypotheses are made as 

follows: 

 

H2a: Quality control activities for timeliness will 

positively affect perceived value in the e-commerce of 

agricultural products. 

H2b: Quality control activities for timeliness will 

positively affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.3. Assurance 

In the service quality model, assurance encompasses the 

knowledge and consideration exhibited by employees, 

coupled with their ability to instill confidence and trust in 

customers (Rasaily et al., 2023). Within this framework, 

quality assurance adopts a preventative approach addressing 

all potential hazards associated with the food processing 

steps. It serves as a quality control mechanism at each stage 

of the process, reducing the risk of microbial contamination 

and instilling confidence in the final product. This involves 

the implementation of documented procedures with specific 

and necessary verifications (Gonçalo, 2003). In the context 

of online agricultural product purchases, customers lack the 

ability to directly inspect the quality of the products. 

Consequently, the control activities related to product 

quality assurance are important for customers. These 

activities encompass a company's capacity to provide 

product safety certificates and the quality assurance 

measures employed by companies to facilitate product 

returns and replacements in case of failure. Thus, the 

hypotheses are made as follows: 

 

H3a: Quality control activities for assurance will 

positively affect perceived value in the e-commerce of 

agricultural products. 

H3b: Quality control activities for assurance will 

positively affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.4. Diversity 

Product diversity denotes the presence of various 

products within a specific category, such as different brands 

of the same product (Lancaster, 1990). It further categorizes 

diversity into spatial diversity, representing variations in 

products across different points in time, and generational 

diversity, reflecting differences in products across future 

generations. Additional products can augment the core of a 

product, thereby adding value to it (Fu, 2022). The 

characteristics of a product are typically gauged by the 

diversity of individuals, signifying distinctions in product 

quality. Ding's (2023) research demonstrates that an 

increase in product diversity can expand residents' 

consumption, broaden consumers' choice range, and 

enhance the likelihood of purchasing satisfactory goods, 

consequently elevating consumer welfare. Based on the 

above research, the following hypotheses are made:  

 

H4a: Quality control activities for diversity will 

positively affect perceived value in the e-commerce of 

agricultural products. 

H4b: Quality control activities for diversity will 

positively affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.5. Grading 

Grading systems in the context of agricultural products 

involve the classification of goods based on vertical 

differences in quality characteristics (Ligon, 2002; Zusman, 

1967). These characteristics may include aspects readily 

identifiable by consumers, such as size, or those more 

challenging to discern before consumption, like flavor 

profiles. Some characteristics may be impossible for 

consumers to identify independently. From the supply side 

perspective, grading systems play a crucial role in enhancing 

the quality of agricultural products available on the demand 

side. They serve as a means to provide consumers with 

grading information, facilitating well-informed decisions 

regarding food quality (Nie & Zhu, 2020). As the incomes 

of Chinese consumers rise, there is a discernible shift in 

dietary preferences towards higher-quality food (Yu, 2018; 

Yu & Abler, 2009). Grade labeling emerges as an effective 

tool for providing consumers with the information needed to 

make informed food purchasing decisions (Choi et al., 2018), 

saving them time in making food quality choices. This, in 

turn, stimulates businesses to respond to the growing 

consumer demand for high-quality food (Hoa et al., 2019). 

Based on the above research, the following hypotheses are 

made: 

 

H5a: Quality control activities for grading will positively 
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affect perceived value in the e-commerce of agricultural 

products. 

H5b: Quality control activities for grading will positively 

affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.6. Packaging 

Packaging a product with pertinent product details 

significantly influences consumer buying behavior. The 

inclusion of names, features, and attractive product 

packaging plays a pivotal role in capturing consumer 

attention. The packaging and marketing strategies employed 

for a product exert a considerable impact on consumer 

perception. Regardless of the inherent quality of a product, 

the influence of its packaging on customer purchasing 

decisions remains high (Li et al., 2021; Naseem et al., 2021; 

Rundh, 2009). The primary objective of packaging is to 

ensure the safety, wholesomeness, and overall quality of the 

product. Well-designed packaging has the potential to 

extend the useful postharvest life of agricultural products, 

provided the quality and condition of the product at harvest 

allow for it. This, in turn, guarantees that the product's 

quality is maintained throughout the supply chain until it 

reaches the end consumer, ensuring its optimal utilization 

(Kwaku & Fan, 2020). Therefore, the hypotheses are made 

as follows:  

 

H6a: Quality control activities for packaging will 

positively affect perceived value in the e-commerce of 

agricultural products. 

H6b: Quality control activities for packaging will 

positively affect repurchase intentions in the e-commerce of 

agricultural products. 

 

2.4.7. Perceived value 

Perceived value has emerged as a key determinant of 

repurchase intention (Sullivan & Kim, 2018; Wu et al., 

2014). In essence, if a product or service is perceived as 

having low value due to factors such as low quality or a high 

price, the intention to purchase is anticipated to be low. It 

has been established that consumer value forms the 

fundamental basis for all exchange activities and plays a 

pivotal role in driving buying intentions (Wu et al., 2014). 

While it is commonly argued that a consumer's purchase 

decision is primarily shaped by expected utility before the 

actual purchase, it is important to note that perceived value 

from a previous purchase can also exert an influence on the 

consumer's repurchase decision (Ali & Bhasin, 2019; 

Chatzoglou et al., 2022; De et al., 2018). In the post-

purchase phase, consumers may reevaluate the product's 

value by balancing actual costs against tangible benefits. If 

the benefits outweigh the costs, consumers are more likely 

to express a repurchase intention (Jensen, 2001). Thus, the 

hypotheses are made as follows:  

  

H7: Perceived value will positively affect repurchase 

intention in the e-commerce of agricultural products. 

H8: Perceived value will play a mediating role in the 

relationships between quality control activities and 

customers' repurchase intention in the e-commerce of 

agricultural products. 

 

2.5. Research model 
 

This study investigated the impact of product quality 

control activities (freshness, timeliness, assurance, diversity, 

grading, and packaging) on repurchase intention in 

agricultural product e-commerce. Additionally, it examined 

whether customer satisfaction and perceived value could 

mediate the relationship between product quality control 

activities and repurchase intention. Based on previous 

studies, a research model was developed that reflects the 

research hypotheses as shown in Figure 1. 

 

 
Figure 1: Research Model 

 

 

3. Empirical Study 
 

3.1. Method 
 

3.1.1. Data Collection 

Given the rapid development of e-commerce in China and 

the background that platforms such as Taobao, Jingdong, 

Meituan, and Ele have a large number of loyal customers, 

Chinese consumers were chosen as the target population of 

this study in order to explore the relationship between 

agricultural product quality activities and the willingness to 

make repeat purchases. Simultaneously, we employed a 



   Zi-hui BAI, Chao XU, Sung Eui CHO / Journal of Economics Marketing, and Management Vol 12 No 1 (2024) 1-15               7 

convenient researcher-centric simple random sampling 

method for data collection, encompassing a diverse group of 

university students with a greater inclination towards online 

purchases. The questionnaire utilized in this study was 

distributed to Chinese consumers online through one of the 

most influential survey platforms in China-Wenjuanxing 

(https://www.wjx.cn). A total of 269 questionnaires were 

collected during a one-month period from May 16 to June 

20, 2023. The selection criteria for the questionnaire 

included: 1) Prior experience purchasing agricultural 

products on e-commerce platforms, 2) Complete answers to 

all the questions, and 3) Honest and reliable responses. 

Finally, 269 valid responses were collected and utilized for 

the formal data analysis. 

Table 1 shows the demographic information of the 

respondents. With regard to gender, 54.3% of the 

respondents were female (n = 146) and 45.7% were male (n 

= 123). The age is mainly concentrated between 20 to 29 

years old, accounting for 59.5% (n = 160). In terms of 

academic qualifications, the majority of respondents were 

college students at 33.5% (n = 90) and college graduates at 

33.8% (n = 91). In the sample population, the proportion of 

students is as high as 41.3% (n = 111), followed by staff at 

26.8% (n = 72), and civil servants at 11.5% (n = 31). Income 

is concentrated at 2000-5000 yuan (39.8%) and <2000 yuan 

(29.7%). There were 201 respondents with more than 1 year 

of experience in purchasing agricultural products online, 

accounting for 74.8% of the total respondents. The 

concentrated frequency of purchasing agricultural products 

online per month is 1-4 times (60.6%) and 5-8 times (24.5%). 

Overall, the female sample was slightly higher than the male 

sample, but the overall sample was more uniform; the 

sample age distribution was relatively young; the overall 

level of education was high enough to fully understand the 

questionnaire content; the length of time buying produce 

online was long enough; and the monthly purchase 

frequency was high. To sum up, the  

respondents well represent the consumer groups who 

purchase agricultural products online, which lays a good 

foundation for subsequent research and analysis. 

 
Table 1: Demographics 

Items 
Frequenc

y 
Percenta

ge 

Gender 
Male 123 45.7 

Female 146 54.3 

Age 

<20 6 2.2 

20~29 160 59.5 

30~39 57 21.2 

40~49 30 11.2 

>49 16 5.9 

Education 

High school graduate or 
below 

50 18.6 

Be at college 90 33.5 

College graduates 91 33.8 

Master degree or above 38 14.1 

 
Occupatio

n 
 

Student 111 41.3 

Staff 72 26.8 

Civil Servant 31 11.5 

Housewife 19 7.1 

Self-employed 
Entrepreneurs 

19 7.1 

Other 17 6.3 

 
Income 
(Yuan) 

 

<2000 80 29.7 

2000~5000 107 39.8 

5000~10000 65 24.2 

>10000 17 6.3 

 
Experienc

e 
(Years) 

 

<1 68 25.3 

1~2 118 43.9 

2~4 63 23.4 

>4 20 7.4 

 
Frequency 
(Months) 

 

1~4 163 60.6 

5~8 66 24.5 

9~12 35 13 

>=13 5 1.9 

Total 269 100 

 

3.1.2. Measurement Development 
In order to examine the relationship between quality 

control activities (freshness, timeliness, assurance, diversity, 

grading, and packaging) and perceived value, as well as 

repurchase intention in agro-product e-commerce, this study 

referred to survey instruments used in previous research and 

made modifications and additions to align with the research 

objectives (Xu & Chen, 2020; Uvet, 2020; Da et al., 2006; 

Ding et al., 2023; Nie & Zhu, 2021; Kwaku & Fan, 2020; 

Zhao et al., 2021; Patma et al., 2021; Ge, 2019). A total of 

17 measurement items were included in the questionnaire. 

All measurements in this study were conducted using a 5-

point Likert scale (1= strongly disagreeing ~ 5= strongly 

agreeing). In addition to the core constructs, the 

questionnaire also incorporated questions regarding 

consumer demographics such as gender, age, income level, 

education level, occupation, shopping experience, and 

frequency.  

 

3.2. Analysis 
 

3.2.1. Reliability and Validity 

In this study, the measurement items of freshness, 

timeliness, assurance, diversity, grading, packaging, 

perceived value, and repurchase intention, which serve as 

key factors in this study, were developed using measurement 

items and variables that have been thoroughly validated in 

previous research reports. Necessary adjustments and 

additions were made to ensure their alignment with the 
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research objectives. To assess the reliability and validity of 

the measurements, exploratory factor analysis was 

conducted using IBM SPSS Version 25, and the KMO value 

and Bartlett's test of sphericity was calculated to evaluate the 

adequacy of the sampling. The KMO value of 0.94 and the 

Bartlett's test of sphericity (χ2=6145.99, p=0.00) show that 

the data is suitable for factor analysis. Reliability indicates 

whether the same measured value can be obtained by 

repeatedly measuring the same concept, confirming the 

accuracy and consistency of the concept to be measured. For 

reliability verification, the internal consistency of the items 

was confirmed with Cronbach's alpha coefficient (Hair et al., 

2006). The results of the analysis show that all Cronbach's 

alpha values were above 0.8, confirming that the measured 

variables of this study had high consistency. Validity checks 

whether the concept to be measured is accurately measured. 

EFA was performed using the orthogonal Varimax rotation 

method to verify the conceptual validity of the measurement 

items of the measurement variables. We Specified to extract 

eight factors and used cutoff values related to moderate 

primary loadings (≥0.50), cross-loadings (≤0.38), and cross-

loading differences (≥0.15) as criteria (Howard, 2023). 

Measurement items that did not meet any of these cutoff 

criteria were eliminated. The explanatory value of the 

independent variable's cumulative variance (the rolling sum 

of squares loading) was 68.77%. The reliability and validity 

verification results are shown in Table 2. In addition, this 

study employed bivariate correlation analysis to examine the 

relationship between the dependent variables and the 

independent variables. A correlation exceeding 0.80 

indicates that there is significant overlap between the 

constructs, and the discriminant validity is relatively poor. 

In addition, this study used bivariate correlation analysis to 

investigate the relationship between the dependent and 

independent variables. The findings in Table 3 indicate that 

the highest correlation value is 0.69, below 0.8. Hence, the 

correlation among all variables in this study can be 

considered acceptable. 

 
Table 2: Reliability and validity 

Construct and Items F.L.* 
α 
** 

(Freshness) 
·The company conducts activities to maintain 
freshness. 
·Employees of the company tries to keep freshness. 
·The company has the capability to delivery fresh 
products. 
·The company tries to keep freshness. 

 
0.69 

 
0.65 
0.63 

 
0.62 

.85 

(Timeliness) 
·The company tries to shorten the time between 
purchase and delivery. 
·The company deliver the goods on the date 
promised. 
·The company chooses fast logistics. 
·The company improves its timeliness in dealing with 
after-sales problems. 
·The company has a fast delivery rate after orders. 

 
0.77 

 
0.72 

 
0.71 
0.68 

 
0.63 

.87 

(Assurance) 
·The company provides diverse ways for quality 
assurance. 
·The company controls products quality to meet 
promised standards. 
·The company provides quality assurance when 
needed. 
·The company provides strict quality control 
standards. 

0.76 
 

0.66 
 

0.64 
 

0.57 
 

.82 

(Diversity) 
·Customer can find diverse products. 
·The company offers a wide range of products. 
·The company has a high diversity of products. 
·The company tries to offer various products. 

0.78 
0.68 
0.63 
0.63 

.84 

(Grading) 
·The grade of the company's products are accurate. 
·The company offers a variety of grade controls for 
products. 
·The company offers products of different quality 
grades. 
·The company provides detailed grading criteria for 
products. 
·The company grades the products properly. 

0.71 
0.69 

 
0.69 

 
0.64 

 
0.61 

.89 

(Packaging) 
·Packing tries to improve the quality and reputation of 
products. 
·Packaging keeps products from expected damage. 
·Packaging tries to add value to products. 
·Packaging protects products effectively. 
·Packaging support freshness. 

0.69 
 

0.69 
0.64 
0.61 
0.60 

.84 

(Perceived Value) 
·The company's products are worth buying. 
·I think the shopping experience is excellent. 
·Provide valuable products. 
·The company's products are cost-effective. 
·A variety of values can be provided. 

0.72 
0.64 
0.64 
0.61 
0.58 

.86 

(Repurchase Intention) 
·I would recommend it to others. 
·That is the right choice to buy again. 
·I am willing to continue using the service. 
·I would like to buy it again from the company. 

0.60 
0.57 
0.55 
0.53 

.82 

Note: * Factor Loading, ** Cronbach's α 

 

3.2.2. Common Method Bias  
Since this study collected data through the cross-sectional 

approach, common method bias might be an issue in the 

measurement model. Common method bias is a severe 

problem because systematic error variance appears within 

structural relationships and distorts the relationship between 

concepts (Hair et al., 2006). To mitigate the possibility of 

common method bias in this study, the respondents were 

explicitly informed that the survey was anonymous and 

solely for academic research purposes, aiming to encourage 

honest and accurate responses while reducing potential 

biases due to social expectations and response tendencies. 

Additionally, we conducted an unrotated exploratory factor 

analysis to perform Harman's single-factor test, assessing 

the presence of common method bias in the measurement 

model. All factors are grouped into a single factor using the 

principal axis factoring method and do not set any rotation 

method. The results reveal that a single constrained factor 

accounted for only 43.21% of the variance, significantly 

below the threshold of 50%. Therefore, the research data in 

this study does not exhibit severe common method bias 

(Podsakoff et al., 2003). 
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3.2.3. Hypothesis Test 

In order to verify the hypotheses, this study conducted 

multiple regression analyses for each path. The relationship 

statistics showed that both R-squared and F-values were 

significant. Although the R-squared value is low, in social 

science research, consumer behavior is more complex and 

challenging to measure than physical processes. However, 

according to Falk and Miller (1992), the R2 value is 

acceptable. To assess the adequacy of the regression model, 

the Durbin-Watson value, which measures the correlation 

between residuals, was examined. The obtained values of 

1.45 to 2.01, close to the threshold of 2, indicated no 

significant correlation among residuals and suggested that 

there were no distortions in the regression analysis results or 

inflation of t-values and p-values. Therefore, the regression 

model in this study was interpreted as appropriate, and it was 

confirmed that there were no multicollinearity issues. The 

tolerance limit is the variance inflation factor (VIF), and it 

was reciprocal and had a value of 0.1 or greater, showing no 

multicollinearity problems. Moreover, if VIF is less than 10, 

it is assumed that there is no multicollinearity. The analysis 

results showed that both tolerance and VIF values exhibited 

normal levels, indicating the absence of multicollinearity. 

According to the results of the multiple regression analysis 

presented in Table 4, freshness, timeliness, assurance, 

grading, and packaging significantly influenced perceived 

value, while freshness, timeliness, assurance, diversity, 

grading, and packaging had an impact on repurchase 

intention. Moreover, it was confirmed that perceived value 

positively influenced repurchase intention.

 
Table 3: Correlation Analysis 

Construct Mean St. D 1 2 3 4 5 6 7 8 

Freshness 3.99 0.73 1        

Timeliness 4.01 0.74 .54** 1       

Assurance 4.03 0.69 .56** .53** 1      

Diversity 4.01 0.69 .63** .58** .54** 1     

Grading 3.91 0.76 .66** .60** .63** .58** 1    

Packaging 4.08 0.66 .62** .57** .60** .61** .61** 1   

Perceived Value 4.08 0.67 .65** .63** .58** .58** .66** .63** 1  

Repurchase Intention 4.02 0.68 .64** .63** .63** .62** .64** .63** .69** 1 

Note: ** Correlation is significant at the 0.01 level (two-tailed) 

 
Table 4: Hypotheses Testing Results 

Hypothesis 
Standard 

β 
t 

Test 
Result 

H1a 
Freshness → 

Perceived Value 
0.20 3.51*** Accept 

H2a 
Timeliness → 

Perceived Value 
0.22 4.15*** Accept 

H3a 
Assurance → 

Perceived Value 
0.09 1.66* Accept 

H4a 
Diversity → Perceived 

Value 
0.04 0.84 Reject 

H5a 
Grading → Perceived 

Value 
0.20 3.31*** Accept 

H6a 
Packaging → 

Perceived Value 
0.16 2.90*** Accept 

H1b 
Freshness → 

Repurchase Intention 
0.17 2.97*** Accept 

H2b 
Timeliness → 

Repurchase Intention 
0.21 4.04*** Accept 

H3b 
Assurance → 

Repurchase Intention 
0.19 3.59*** Accept 

H4b 
Diversity → 

Repurchase Intention 
0.14 2.63*** Accept 

H5b 
Grading → Repurchase 

Intention 
0.11 1.88* Accept 

H6b 
Packaging → 

Repurchase Intention 
0.12 2.10** Accept 

H7 
Perceived Value → 

Repurchase Intention 
0.69 15.95*** Accept 

A:R2= 0.60, F= 65.86(0.000), VIF= 1.92∼2.43, Durbin-Watson= 1.45. 

B: R2= 0.61, F= 69.37(0.000), VIF= 1.92∼2.43, Durbin-Watson= 2.01. 

C:R2= 0.48,F= 254.54(0.000),VIF= 1.00∼1.00, Durbin-Watson= 1.96. 

Note: * p<0.1, ** p<0.05, *** p<0.01 

 

3.2.4. Mediating Effect  
Mediating effect refers to the impact of a third variable or 

concept that intervenes between the independent and 

dependent variables. Complete mediation occurs when there 

is no direct effect between the independent and dependent 

variables, and only indirect effects are present. 

Complementary mediation suggests that the mediating 

variable's indirect and direct effects are significant. 

The Sobel Test (Sobel, 1982) was employed to confirm 

the mediating effect in this study. The Sobel Test calculates 

the standard error of the indirect effect using the standard 

error of the direct effect, then computes a result using the 

standard errors (Sobel, 1982). In this study, the Sobel Test 

estimates of the indirect effects were calculated using an 

online Sobel Test calculator developed by Preacher and 

Leonardelli (2001). The test results are presented in Table 5. 

As shown in Table 5, freshness, timeliness, grading, and 

packaging significantly affect perceived value and 

repurchase intention (Z value=3.45***, 4.03***, 3.22***, 

2.86***). This indicates that perceived value partially 

mediates the relationship between freshness, timeliness, 
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grading, packaging, and repurchase intention. Assurance 

significantly impacts perceived value and repurchase 

intention, but the Z value (1.63) is not significant. Therefore, 

perceived value does not mediate the relationship between 

assurance and repurchase intention. Diversity has no 

significant impact on perceived value, but it significantly 

impacts repurchase intention (Z value=0.83). Thus, 

perceived value does not mediate the relationship between 

diversity and repurchase intention, and diversity only 

directly affects repurchase intention. 

 
Table 5: Mediating Effect 

Path 
Indirect 
effect 

Z value 
Test 

Result 

Freshness → Perceived 
Value → Repurchase 

Intention 
0.14 3.45*** 

Accept 
(Partial 

Mediation) 

Timeliness → Perceived 
Value → Repurchase 

Intention 
0.15 4.03*** 

Accept 
(Partial 

Mediation) 

Assurance → Perceived 
Value → Repurchase 

Intention 
0.06 1.63 

Reject 
(Direct 
Effect) 

Diversity → Perceived Value 
→ Repurchase Intention 

0.03 0.83 
Reject 
(Direct 
Effect) 

Grading → Perceived Value 
→ Repurchase Intention 

0.14 3.22*** 
Accept 
(Partial 

Mediation) 

Packaging → Perceived 
Value → Repurchase 

Intention 
0.11 2.86*** 

Accept 
(Partial 

Mediation) 

Note: * p<0.1, ** p<0.05, *** p<0.01 

  
 

4. Summary and Discussion 
 

This study focuses on urban residents in China who are 

consumers of agricultural product e-commerce platforms, 

and aims to explore the internal mechanisms and influencing 

factors behind their repurchase behavior. This study fills the 

gap in the research field of consumer repurchase behavior of 

agricultural products on e-commerce platforms. Drawing 

from a comprehensive review of classical theoretical models 

and considering the unique characteristics of agricultural 

products, this paper constructs and validates a research 

model that investigates the impact of product quality control 

activities on consumers' repurchase intentions in the realm 

of agricultural product e-commerce. The research model 

incorporates perceived value as an intermediary factor 

influencing consumers' repurchase intentions. Recognizing 

that consumers seldom base their purchasing decisions on a 

single factor and are presented with multiple shopping 

options, this study extends beyond previous research that 

typically treats consumer purchasing behavior as an 

outcome variable. Instead, this study proposes to examine 

consumer repurchase behavior as the outcome variable, 

thereby broadening the scope of research and offering a 

theoretical perspective for the academic field of consumer 

repurchase behavior in e-commerce. The conclusions of this 

study are as follows:  

Firstly, of the agricultural product quality management 

activities, only product diversity does not exert a significant 

impact on consumers' perceived value. However, all other 

factors, namely freshness, assurance, grading, packaging, 

and timeliness, play a pivotal role in influencing consumers' 

perceived value. While the inclusion of a diverse range of 

agricultural products holds considerable appeal for 

businesses and directly influences customer repurchase 

intentions, it does not necessarily translate into a heightened 

perceived value for customers. Consequently, product 

diversity alone does not directly contribute to enhancing 

customers' perceived value. In the context of the 

uncertainties and risks associated with online shopping, 

businesses that prioritize offering agricultural products 

characterized by high levels of freshness, assurance, intact 

packaging, and prompt delivery enable customers to more 

effectively perceive the value of these products. Moreover, 

considering the challenges associated with storing 

agricultural products and the limited visibility of different 

product grades in traditional offline purchases, providing a 

variety of product grades aligns better with customer 

demands and serves to enhance overall customer perceived 

value. 

Secondly, in terms of agricultural product quality control 

activities, all factors exert a direct influence on consumers' 

repurchase intentions. Taking a long-term perspective, the 

primary strategic focus for agricultural e-commerce 

businesses revolves around establishing core competencies 

on the supply side, emphasizing the provision of high-

quality products to enhance overall competitiveness. Given 

the inherent challenge of the limited shelf life of agricultural 

products, companies engage in rigorous quality control 

measures to ensure products boast high freshness and 

assurance, thereby strengthening customer repurchase 

intentions. Furthermore, recognizing the perishable nature 

of agricultural products, companies enhance product 

preservation capabilities by refining packaging and ensuring 

timely delivery as part of their quality control activities, 

which contributes to heightened customer repurchase rates. 

Notably, compared to traditional offline shopping, online 

agricultural product companies have the flexibility to offer 

a diverse array of product types and various quality grades, 

catering to the diverse needs of different customer 

demographics and effectively bolstering customer 

repurchase intentions. 

Thirdly, the dimensions of freshness, grading, packaging, 

and timeliness within the framework of product quality 

control activities exert a direct or indirect influence on 
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customers' repurchase intentions, with perceived value 

acting as a partial mediator in this relationship. Perceived 

value emerges as a significant factor with a direct impact on 

customers' intentions to repurchase. These research 

outcomes highlight that customers who perceive a high 

value in a product demonstrate an increased likelihood of 

engaging in repeat purchases on the same e-commerce 

platform. Additionally, these customers exhibit a greater 

propensity to share their positive purchasing experiences 

with others, thereby encouraging potential buyers to 

participate in similar buying behaviors. The pivotal role of 

perceived value in consumers' repurchase decision-making 

is evident, as it not only enhances their willingness to 

repurchase but also emphasizes that effective quality control 

measures implemented by businesses can significantly 

reduce decision-making costs, alleviate purchase concerns, 

and foster increased trust and reliance on the company. 

 

 

5. Conclusions  

 

The study's characteristics and innovations manifest in 

three primary facets. Firstly, while existing research has 

explored the determinants of consumers' repurchase 

intention in agricultural product e-commerce 

comprehensively, this study introduces and elucidates the 

concept of product quality control activities. It uniquely 

analyzes the relationship between these activities and 

consumers' purchase intentions in agricultural e-commerce 

from the enterprise perspective. Secondly, recognizing the 

distinctive features of quality control activities in 

agricultural e-commerce, this study identifies and examines 

six influential factors (freshness, assurance, diversity, 

grading, packaging, and timeliness), successfully 

confirming their impact on consumers' repurchase intentions. 

Lastly, by introducing customer perceived value as the 

mediating variable, the study investigates the mechanism 

through which product quality control activities influence 

consumers' repeat purchase behaviors. In conclusion, this 

research serves as a valuable reference for future 

investigations into agricultural product e-commerce and 

repurchase intention, offering a scientific foundation for e-

commerce enterprises in the agricultural sector to enhance 

their repurchase rates. For agricultural product e-commerce 

enterprises, quality control activities are crucial, and it is 

necessary to comprehensively consider and implement 

aspects such as the inherent quality, classification, and 

delivery quality of products. Enterprises must establish a 

sound quality management system and establish quality 

standards and processes. The primary task is to ensure the 

inherent quality of products, develop different quality 

control standards and processes based on product 

classification and grading, and ensure that all types of 

products meet the required quality requirements. At the 

same time, enterprises should also optimize agricultural 

products' circulation process and improve product delivery 

quality. By continuously improving product and service 

quality, we can meet the needs and expectations of 

customers and take multiple measures to promote the sound 

development of e-commerce of agricultural products and 

help rural revitalization. 

While this study has yielded meaningful conclusions, its 

research capacity is not without limitations. First, This study 

used a simple random sampling method to collect data. The 

subjects were all Chinese, with the largest age group being 

those in their 20s (160 people, accounting for 59.5%). 

However, it is difficult to accurately summarize the research 

results and explain all cases due to the limitations of not 

considering age differences. Future research should use 

more precise sampling methods to collect data for different 

cultural backgrounds and age groups, considering regional 

characteristics. Second, this study collected data online, and 

the reliability of the measurement items in the exploratory 

factor analysis was relatively low. This may be due to the 

inaccuracies and the need for more depth in online surveys. 

To address this issue, future research needs to design more 

rigorous data collection processes to ensure the accuracy 

and reliability of the data. Additionally, Future research 

could incorporate data from diverse sources, such as online 

consumer reviews, to provide a more comprehensive 

understanding of customer sentiments. Traditional face-to-

face surveys can obtain more comprehensive and in-depth 

results. Third, the study exclusively focused on consumers' 

repeat purchases of agricultural products through online 

channels, overlooking the significance of offline channels, 

the primary venues for fresh consumption. Future research 

endeavors should consider expanding the scope to 

encompass an omni-channel approach. Fourth, the factors 

influencing customers' repurchase intentions in agricultural 

e-commerce, including product quality, service quality, and 

social factors, warrant more in-depth exploration, 

particularly in the realm of service quality control. In 

addition, this study also identified the mediating role of 

perceived value as an intermediary variable between 

agricultural product quality control activities and customer 

repurchase intentions. Future research can choose other 

persuasive mediating variables based on actual conditions 

and further explore the mechanism between them. While 

this study concentrates on the activities of Chinese 

consumers on fresh food e-commerce platforms, the 

established research model invites further examination of 

cultural differences. Subsequent studies could validate and 

analyze the model across consumers from various countries 

or cultural backgrounds. Although this paper successfully 

derives conclusions through case studies, it acknowledges 

the existence of numerous issues yet to be explored and 
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discussed. 
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