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Abstract 

With the development of electronic technology, the network shopping is more and more mature, the agricultural products of consumers also hope that through the network shopping to save time, produce electricity also experienced a C2C, B2C, B2B model, more manufacturers to join electricity industry of agricultural products, but they all have various limitations, such O2O model arises at the historic moment, O2O mode,
Consumers get the information of agricultural products online, online order and payment, can choose to bricks-and-mortar stores to pick up things, also can choose to let merchants door-to-door delivery.Through literature review, this paper expounds the model, principle and previous research of O2O. With the Saunders Onion research method, this paper analyzes consumers' shopping attitude, satisfaction and factors affecting their shopping under the O2O model by questionnaire survey, drawing a conclusion below: 
Product quality, network platform, payment method, logistics distribution, service quality and other factors all affect consumers' satisfaction with purchasing agricultural products under the O2O platform.The freshness, cold chain conditions and intact transportation of agricultural products, to a large extent, determine whether consumers will choose to buy agricultural products on the O2O platform.Finally, some suggestions are put forward from the aspect of supply chain to help the better development of the combination of online and offline promotion of agricultural products market.
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[bookmark: _Toc12560]1. Chapter One:Introduction
1.1 [bookmark: _Toc3645]Background

[bookmark: _Toc12312]1.1.1 The choice of the contradiction between the supplier and the demand of agricultural products
In the agricultural product market, there is a contradiction between supply and demand between buyers and sellers on the quality, packaging and price of products. On the one hand, the producers and operators of agricultural products can provide products that meet various levels of consumption, but without fast and effective channels for advertising, consumers will know nothing(Zhang,2015). On the one hand, there are high-quality and abundant agricultural products, and on the other hand, consumers who do not know the information. This information gap between production and consumers has caused a large amount of agricultural products to be backlogged and cannot be sold, which affects farmers’ income(Zhang, 2015). On the other hand, consumers Hold cash but can not buy the agricultural products they need. Through a combination of online and offline promotion, the product information is released so that the information is ahead of sales. After consumers obtain the relevant information, they can order from offline merchants through online orders. Get the products you need, so as to avoid the waste of agricultural products due to the backlog. Conducive to the development of agriculture.

[bookmark: _Toc18515]1.1.2 The inevitable development of e-commerce
With the development of network technology, B2B, B2C, C2C and other e-commerce have developed rapidly in recent years, covering almost all types of commodity transactions, and agricultural products are no exception. Agricultural products must adapt to the changes in the technological age, integrate more deeply, more widely, and more comprehensively with Internet technology, and completely change the circulation and marketing model. It is indisputable and significant for agricultural products to open new markets with new marketing models(Zhang,2015). On the other hand, agricultural production and circulation have their own laws and are undergoing profound changes (Zhang, 2015).The trend of diversification and hierarchical levels of agricultural products, the rapid development of high-end value-added agricultural products and agricultural tourism products, objectively also needs to be combined with new models. Therefore, this new model of online and offline O2O has emerged .

[bookmark: _Toc18545]1.1.3 The need for market competition
Like all other commodities, agricultural products face competition for quality, service, and price. In addition, the promotion and dissemination channels of agricultural products are also very important. The process of winning the competition is the process of winning the promotion(Sun,2001). Today's agricultural producers have to change the passive situation in the past and actively combine with advanced technology to change the communication channels and the speed of communication. This means that the promoting concept of combining online and offline has become an inevitable choice. 

The circulation of agricultural products is relatively inefficient. However, a new way is provided by rapid development of Internet to solve these prominent problems in circulation. It can improve the circulation efficiency of agricultural products.

[bookmark: _Toc26393]1.2Aim and Significance
In the current era of the Internet, changing the circulation mode, transaction mode, and promotion mode of agricultural products, so that agriculture can keep up with the rhythm of the information of the times, can fly higher and go further. Therefore, Research on the online and offline promotion of agricultural products is of practical significance to farmers and agricultural economy. Combine online and offline to promote sales and sales to promote circulation.

The new agricultural products online trading platform is based on Internet technology, which combines e-commerce with modern agriculture to build an online commodity trading platform. And provides new type of service of agriculture products through the provision of agriculture service, docking rural distribution agencies, and rural retail investors .With fresh agricultural products as the main body, it strengthens the link between production and sales, disintermediaries, links suppliers of agricultural products with purchasers, provides customers with procurement consultation, goods information, online trading, warehousing and distribution, and guides agricultural production to consumption.

The new agricultural product e-commerce platform can not only directly connect with food processing enterprises, but also provide a platform for farmers' suppliers. It can not only sell agricultural products to users, but also help farmers sell agricultural products to processing companies, using the advantages of "Internet +" to break the tradition, expand sales, increase farmers' income, and promote the development of modern agriculture. The new agricultural product e-commerce platform adopts the O2O operation model, fully grasps consumer psychology, excellent products from the origin, perfect logistics transportation system and route planning, differentiated sales plans and consumer objects, and comprehensive digital sales. This process forms a complete and independent diet chain based on the new format.

E- commerce services provide a new development direction for the service industry. The service-oriented marketing experience enables platform providers, e-commerce platforms, and consumer users to achieve a win-win situation. E-commerce service provides a new development direction for the service industry.A service-oriented marketing experience is a win-win for platform providers, e-commerce platforms and consumer users.

[bookmark: _Toc460]1.3 Aim and Objectives
[bookmark: _Toc4765]1.3.1 Aim
To expose the public's views on the combination of online and offline promotion of agricultural products market.
1.3.2 Objectives:
  1. To critically analyze the academic literature on the combination of online and offline promotion of agricultural products market.

2. To select an appropriate research method to expose the public's views on the combination of online and offline promotion in agricultural products market.

3. To analyse the data collected to reveal the public's participation and satisfaction degree in the combination of online and offline promotion of agricultural products market, and thus the focus of public attention on purchasing agricultural products on O2O platform was discussed.

4. To understand the practical significance of this study, and give some suggestions.

5. In light of the limitations of this study, investigate possible approaches for future research.

[bookmark: _Toc11931]1.4 Research Structure
This research is composed of five chapters. The first chapter is introduction, the second chapter is literature review, the third chapter is methods and methodology, the fourth chapter is data collection and analysis, and the fifth chapter is conclusions and suggestions. 

The first chapter introduces the research by providing the background, the reason for the research, and the aim and objective of the research. 

The second chapter is a literature review on the combination of online and offline promotion of agricultural products. A literature review will help to provide an understanding of the issues and research gaps in this topic, which will give a way to the research methods discussed in Chapter 3 to address the above gaps and problems. 

The third chapter is part of the method and methodology , it will determine quite suitable basic research technology and research procedures. And match the previous literature. The data can then be analyzed .

The fourth chapter will analyze the main data collected by the methods discussed in the third chapter. The results will be analyzed by SPSS software system . We'll use it later in the discussion and review.

In the fifth chapter, we will discuss the main findings of the statistical analysis in the previous chapter and put forward suggestions.

[bookmark: _Toc23488]1.5 Conclusion
Chapter one has introduced the background of this research, identified this aim and why the research on online and offline promotion of agricultural products should be carried out. Then, the research structure of the whole paper is introduced.

[bookmark: _Toc19364]2.0 Literature Review
2.1 [bookmark: _Toc26093]Introduction
The purpose of this chapter is to review the academic literature on the combination of online and offline marketing and promotion of agricultural products.The researcher will extensively read the literature in the field, present research status, and summarize, analyze, and critically evaluate the current literature. This chapter will accomplish the first goal of this paper.

“To critically analyze the academic literature on the combination of online and offline promotion of agricultural products market.”


The following is from the online library of the University of Wales Trinity St David's (UWTSD) and Google Academic. Search terms include "online and offline shopping", "e-commerce of agriculture products", "on-line trading pattern" “O2O e-commerce”

[bookmark: _Toc10592]2.2The overview of O2O Business Model
Originating in the United States, O2O model integrates offline business activities on the Internet and turns them into a trading platform. It is a new type of business model that interacts with the online virtual world and the offline real world in the consumer field in the era of mobile Internet. Initially, companies used Internet platforms to publish product information through discounts, information provision, service reservations and attract potential customers to their physical stores. After consumers obtain relevant information, they can proceed with the online order process and payment process. Consumers can choose products online, then go to offline (brick and mortar) stores to experience and purchase, thereby reducing consumption risk (Rampell 2010). A unique feature of the O2O model is that it connects information flow and capital flow, while currently providing material flow and business flow offline (Pan et al. 2014).


The rise of a new generation of online payments marked by Alipay in China has led to disruptive changes in O2O. The new O2O large-scale durable goods model represented by furniture and household appliances proposes the integration of "online standardization and offline experience", providing consumers with standardized goods and services through the Internet platform, while traditional sales-oriented physical stores. It is upgraded to a new type of Internet store integrating product display, consumer experience, pre-sale and after-sales service, and leisure and entertainment, and communicates with the brand (Ge et al. 2018). Retail enterprises under this O2O model play an intermediary role in the communication and interaction between consumers and manufacturers (Yi ,2016).


The benefit to consumers is that they can get the comparative information and discounts they expect from online shopping, while also getting the same shopping experience and after-sales service as buying in traditional physical stores. In addition, they reduce or eliminate the risk that they did not receive the product they paid for and expect to receive it (Chu 2013). Enterprises also benefit from using the O2O model. Through the Internet, they can promote their products and may attract more customers to experience and purchase their products in physical stores (Cai et al. 2015). The O2O model improves their ability to provide quality services while reducing the need to operate store locations in expensive retail areas (Chi,2014). Unlike traditional e-commerce, the offline experience of the O2O model may provide consumers with real sensory stimulation that simple online consumption cannot provide. From the experience of the store, consumers can judge the value of the goods and the integrity of the business, which may strengthen the company's brand. For consumers, these factors affect their purchasing decisions (Zhang and Hu 2017).

The essence of o2o is the fragmentation and boundlessness of consumer behavior in the mobile Internet era, which directly leads to the two major industries carrying traditional consumer behavior online e-commerce and offline retail.

[bookmark: _Toc30607]2.3Theory of O2O business model
Most of the research on Internet consumer behavior is based on Davis' Technology Acceptance Model (Davis,1989). This model is seriously influenced by the rational action theory of Fishbein and Ajzen (Fishbein and Ajzen,1975) and the planned behavior theory of Ajzen( Ajzen 1985,1991). These two theories hold that attitude is a function of information or belief, which is meaningful to the target behavior and a factor influencing a person's intention to take a specific action. Davis believes that consumers' attitude towards technology depends on two main variables: consumers' perception of the usefulness of technology and perceived ease of use. The effect of external variables on intention to use is mediated by perceived usefulness and perceived ease of use (Venkatesh and Davis, 2000).

The original intention of the proposed TAM was to explain the determinants of widespread computer acceptance. Later, it was widely used in the research of user adoption behavior in the field of computer science, and online shopping can be regarded as the extension of computer application (O'cass and Fenech, 2003). TAM has the characteristics of high reliability, high effectiveness and rigorous structure. It has been widely used in many research fields and supported by various theories and models. O'Cass and Fenech (2003) used TAM as the basis for exploring the application of Internet technology in retail industry, and suggested adding several variables to influence consumers' adoption of web-based technology for shopping: opinion leadership, impulsivity, online shopping compatibility, Internet sale efficiency, perceived network security, satisfaction with websites and shopping orientation. Gefen et al. (2003) added online trust factor to TAM, believing that trust helps to reduce the social complexity faced by consumers in e-commerce, and encourage customers to carry out online business activities. The empirical results of Liu and wei (2003) show that when consumers consider online shopping, their e-commerce adoption decision is much more affected by risk perception than service, and then consumers' risk perception is introduced into TAM. In addition, Pera y and Monsuwe et al. (2004) introduced Internet efficiency and shopping experience into TAM. It puts forward the variables of consumer demographic characteristics, product characteristics, network environment, consumer experience, consumer trust, perception factors, channel factors and so on.

TAM is widely used to study consumers' attitudes towards online shopping, and has become one of the most commonly used models in this fielttd. However, for different types of products, consumers often have different attitudes towards online shopping. Different concerns determine how cautious consumers are when they accept online shopping. 

[bookmark: _Toc5401]2.4 Previous research 

Consumer attitudes about using online-to-offline mode for purchasing agriculture products are related to the perception of consumers, Internet platforms and sellers' enterprises.

[bookmark: _Toc28457]2.4.1.the perception of consumers
Trust tendency refers to the general tendency or degree that an individual is willing to trust others in interpersonal communication (Rotter 1971). The uncertainty and risk in e-commerce activities greatly affect the trust of online transactions (Zhai and Xue, 2014). And the evaluation of perceived risk will be influenced by trust tendency (Zhang and Jiang, 2016). Perceived usefulness and perceived ease of use are proved to be positively influenced by trust tendency. People with high trust tend to trust others(Lin et al. 2009). Consumers' social environment factors, especially the trust tendency of their most trusted social circle, will directly affect consumers' trust tendency (Taylor and Todd, 1995).

[bookmark: _Toc10270]2.4.2 Internet platform factors
Ranganathan and Ganaparty (2002) believe that information content, design, security and privacy are the four most important key dimensions that have positive impact on consumers through the empirical results of Internet platform characteristics. Consumers' attitude towards online shopping is largely influenced by their trust in the Internet platform. The ease of use, security control, usefulness of Internet platform and the perception of product and service value are the important performance of Internet platform trust(Koufaris and Hampton Sosa, 2004).

[bookmark: _Toc19007]2.4.3 Perceived ease of use
The convenience platform for searching products and shopping operations (registration, login, payment, etc.) on the Internet, rich product content design information, and the stability of the website can enhance customers' views on the convenience of using the Internet (Lu et al. 2009, Handa and Gupta, 2014).

[bookmark: _Toc21905]2.4.4 Perceived usefulness
Trust in the content and technology of Internet platform can make consumers feel safe, and then positively affect consumers' attitude towards online shopping by enhancing perceived usefulness. Trust in content is mainly expressed through the reputation of Internet platform, and trust in technology is mainly reflected in the security of payment and the protection of customer privacy (Patton and Jsang, 2004). “When the Internet platform has a good reputation, the product quality evaluation is high, and the product description is highly consistent. For physical objects, consumers tend to trust the Internet platform (Kim and Choi 2012); When Internet platforms implement security mechanisms, especially payment security and privacy protection, consumers tend to think that online shopping is safe” (Laford and Lee 2005, ROCA et al. 2009, Riquelme and Roma ´ n 2014, Basak et al. 2016).

Perceived quality is consumers' judgment of the overall excellence or superiority of a product or service(zeeithaml 1988). Consumers' perception of the service quality of Internet platform is reflected in the whole process of online shopping, including pre-sale consulting service, in sale interaction and after-sale logistics tracking (2014). Consumers' perceived value includes not only the perceived value of products, but also the added value they experience in the process of purchasing products (Dong and Yang, 2008).

[bookmark: _Toc5230]2.4.5 A physical store factors
Consumers' experience in physical stores will directly affect their consumption behavior (Roy and Tai, 2003). This experience includes emotional stimulation from the store environment (including location, layout and design, decoration, etc.), and Consumer perception services provided by physical stores (Turley and Milliman 2000, Wu, 2013). The physical store environment will affect the overall consumers' judgment of a given product (Baker et al. 1994, Sipahi and Enginoglu, 2015). Service perceived by consumers. The service provided by enterprises has a positive impact on consumers' online shopping attitude (Wang 2012).

[bookmark: _Toc21393]2.4.6 The operating Mechanism of O2O Agriculture Products
There are many types of agricultural products under the O2O model, but there are two basic points at its core, namely online and offline. Only by realizing online and offline integration and seamless linking can better results be achieved. When the main circulation entity engages in O2O agricultural products, it can establish an online mall on its own and cooperate with offline stores (Tu et al, 2004). At the same time, it can use huge traffic to deploy third-party platforms and introduce customers. Online trading platform as the core network marketing can bring consumers a large amount of online transaction data and information, and user-generated content is owned by agricultural producers and circulation companies to deeply explore customer needs. At the same time, distributed companies can release relevant information and promote products and brands (Yu et,al, 2009；Jinjun Feng,2013)). Consumers can enjoy the O2O model and provide services online. Through comparison and selection, after the purchase decision is made, consumers can complete the online payment, and after receiving the agricultural products, they can also make evaluations on the Internet, thus forming a good reputation for the company (Kamukama et al, 2011). The offline system is based on physical stores, where a wealth of agricultural entities can survive. Directly facing end customers, providing a full range of shopping experience. Producers of agricultural products transport agricultural products to offline stores through distribution companies. Some products are used for display and sales, while others can transport them to designated locations online. Consumers specify their orders through logistics and delivery. Regardless of the circulation, corporate stores or consumers can inquire about agricultural related information. The products pass the traceability system, which can play a positive role in ensuring the quality and safety of agricultural products.

In 2013, Beijing XINFADI Agricultural Products Wholesale Market cooperated with Jingdong Mall to launch an online agricultural products trading platform, realizing the integration of online and offline.

Dual Channel Sales of agriculture products is appeared in order to respond to the growing consumer channel migration behavior and multi-channel shopping . at the same time, dual channel sales reduces the need to operate stores in expensive retail areas( Harrington,2000). For consumers' channel migration behavior, it refers to the channel of the transfer process of consumers from online (offline) channels to offline (online) channels. Therefore, this process can include not only the migration between purchase channels, but also the migration of information collection channels (customer experience) and procurement channels between them. This channel migration behavior is bidirectional and can participate in the entire process of consumer shopping. Therefore, it has emerged that a multi-channel shopping refers to a consumer behavior that consumers can use during the shopping process, and they have experience in collecting information through multiple channels. , Conduct transactions, sales, logistics and other activities, among which online and offline dual-channel shopping is the most prominent and important form (Gan et al, 2011)

[bookmark: _Toc2151]2.4.7 The supply chain of agriculture products under O2O model
B. Malijia (2005) believes that the flow of fresh produce is similar to the flow of other commodities, which is realized in the form of logistics network.Network of fresh agricultural products supply, however, is different from other kinds of processed products supply network, for fresh produce more quality security, improve the cold chain transportation, pay attention to preservation technologies, Ana Osvald (2008) studied the fresh vegetable distribution optimization tools, and puts forward the time window constraints and the impact of vegetables vegetables perishable. The supply chain of agricultural products is the logistics and capital involved in each link of the core enterprise from production to consumption.

The integration of cash flow and information flow connects producers, distributors, wholesalers, retailers and other parties to a network with overall functions, which is also the value-added chain of agricultural products in the supply chain (Jiang and Wang, 2012).The household consumption model of "offline operation, online ordering and third-party distribution" is a new development of agricultural supply chain (Xiao, 2020).Quality control is the most important part of supply chain management.Quality problems can easily reduce consumer confidence.No matter whether the quality problem is caused by production or distribution, it will cause a crisis of trust between the information platform of consumer distribution service providers and agricultural product producers (Ding and Wang, 2020).

[bookmark: _Toc8916]2.4.8 The satisfaction of consumers of agricultural products under the O2O model
[bookmark: OLE_LINK1]There is a significant positive correlation between logistics distribution and fresh e-commerce consumer satisfaction, and the delivery speed provided by merchants has the most direct impact on consumers' shopping satisfaction.So distribution delivery time, delivery of goods packaging integrity, goods order information query is the key promotion links of logistics distribution, electricity network operators page design of operation convenience, product quality CLP commercial product freshness and food and the contrast between the image and return mechanism of after-sales service, and customer satisfaction has significant positive correlation. (Li et al, 2020)

[bookmark: _Toc14766]2.5 Conclusion

The first objective is achieved in this chapter: 

“To critically analyze the academic literature on the combination of online and offline promotion of agricultural products market.”


The literature reviewed the safety and ease of use of O2O mode, the practicability of Internet platform, the perception of product value and consumers' experience in physical stores, pointed out consumers' positive attitude towards O2O mode shopping, and then summarized the O2O agricultural product operation mechanism and supply chain development through the literature, "offline operation, online order,Home consumption third-party distribution model is a new development of agricultural supply chain, is a strong proof of the combination of online and offline agricultural products promotion."
[bookmark: _Toc4714][bookmark: _Toc20459]3.0 Method
[bookmark: _Toc5442]3.1 Introduction
The first goal was achieved in the previous chapter, which the promotion and marketing of agricultural products in the O2O mode was studied. The combination of O2O of agricultural products is a win-win situation for consumers and producers. 

This chapter will accomplish the second goal of this paper: 

“To select an appropriate research method to expose the public's views on the combination of online and offline promotion in agricultural products market.”

In order to implement this goal, the method of onion research developed by Saunders et al.(2016) will guide this research process.reliability and validity will be considered.

[bookmark: _Toc9155]3.2 Research Approach
This research adopts the quantitative research method namely the questionnaire survey method. Since the purpose of the questionnaire is to obtain the data to answer the research questions. it needs to be considered in the design(Ghauri et al., 2020).
The biggest advantage of questionnaire is simple and easy to operate, economical and cost-saving. There is no need for investigators to conduct door-to-door surveys to collect data, which can be carried out by groups, sent out by e-mail, post or Internet. At same time,questionnaire is highly efficient, it is suitable for computer processing data, saving the cost and time of analysis.

[bookmark: _Toc14494]3.3 Data Collection
Primary research involves the direct collection of data on specific research questions (Hox and Boeije, 2005).The main study will be based on data from questionnaires;The release will be aimed at the general public.

[bookmark: _Toc25895]3.3.1 Questionnaire Design 
Design issues need to be considered at design time, as the purpose of the questionnaire is to obtain data to answer research questions (Ghauri et al., 2020). Following questionnaire consists of 16 questions: six demographic, two closed and eight Likert scale. The study used closed and Likert scale questions, which made it easy to encode the responses and thus clearly discover the survey results (Ghauri et al. 2020).Closed questions allow respondents to choose from a list and ignore other answers.So, an choose was provided to allow the interviewee to statement. See Appendix 1 for a copy of the questionnaire.

[bookmark: _Toc22963]3.3.2 Data Collection

This questionnaire survey was completed by using the questionnaire star.It consists of six parts. The first step is to design an online questionnaire with a total of 16 questions, including 30 specific issues. The second step is to issue the questionnaire and set the attributes. The third step is to send the link of the questionnaire to the respondents through We Chat and QQ. The fourth step is to check the results and you can see the time period, region and website of the answer card.The fifth step is to create a custom report that filters out a set of qualified answer sheets by setting the filter criteria.The sixth step is to download the survey data. After the survey is completed, the original data will be downloaded into Excel and imported into SPSS 26.0 analysis software for further analysis.

[bookmark: _Toc6984]3.3.3 Questionnaire and Literature Review Matrix

Table 3.1: Questionnaire and Literature Review Matrix
	Questions from questionaire
	References from the previous section apply to the questions posed:

	Q1 The data collected from this questionnaire will be kept confidential and anonymous.Please state whether you agree that your results are used as part of my BA research project
Q2 What age range do you belong to ?
Q3 What is your gender ? 
Q4 What is the highest degree ?
Q5 How much do you get per month? 
Q6 What is your employment status ?

	Questions 1-6 are offer all kinds of level people’s information to analysis.

	Q7 What is your preferred way of shopping?   
[bookmark: OLE_LINK7]
 Online
   
 Offline
 
Online and offline

	
( Rampell 2010; Pan et al. 2014)

(Baker et al. 1994, Sipahi and Enginoglu, 2015)
(Gan et al, 2011)


	Q8  How much impact do you think the credibility and security of the Internet platforms have on consumers' attitudes toward purchasing agricultural products?

	(Liu and wei,2003)

	Q9 To what extent do you think the service quality of the Internet platform has influenced consumers' attitude towards purchasing agricultural products?

	(Cai et al. 2015; Cai et al. 2015;Zhang and Hu 2017)

	Q10 How much do you think the quality of product of the Internet platform has influenced consumers' attitudes toward purchasing agricultural products?

	( Venkatesh and Davis, 2000)

	Q11 How satisfied are you with the following items ?

(1)Website page design
of e-commerce

(2) It is easy to find the 
goods you want on 
the Internet

(3) The product information 
displayed on the webpage is 
consistent with the offline 
physical stores

(4) The web shopping order 
payment process is clear 
and easy to understand,
 easy to operate.

	

( Rampell 2010; Pan et al. 201


(Cai et al. 2015; Chi,2014;Chi,2014)

( O'cass and Fenech ,2003; Liu and Wei, 2003)

( Li et al, 2020)




( Li et al, 2020)

	Q12.Please assess your satisfaction with the following statements regarding e-commerce logistics delivery.
(1) Order production 
can be delivered 
within the specified time


(2) Fast delivery speed


(3) The packing is complete 
without breakage


(4) Product distribution can be 
checked in time


	

Previous research (Li et al, 2020) includes the following four factors about products.

(Ana-Osvald,2008)




Previous research
(Gan et al, 2011)


	Q13. How satisfied are you with the following things ?
(1) E-commerce has a good 
return and exchange 
mechanism

(2) E-commerce takes consumer 
complaints seriously, 
Reasonable demands from 
consumers will be met

(3) The e-commerce online 
customer service can reply 
in time, professional quality is high


	
(Rampell 2010; Pan et al. 2014)

Previous research
(Yi，2016; Chu 2013; Cai et al.2015; Chi，2014
（Ge et al, 2018)

(Liu and wei,2003; Peray and Monsuwe,2004)


	Q14.To what extent do you shop on O2O(online and offline) platforms because.
(1)The payment method 
is efficient and convenient


(2)Fast delivery speed

(3)Can be discounted

[bookmark: OLE_LINK9](4)The product quality is good

(5)After-sale service is reassuring
	

[bookmark: OLE_LINK2]Previous research (Li et al, 2020)
Previous research (Li et al, 2020)

(Ranganathan and Ganaparty ,2002; Koufaris and Hampton Sosa, 2004)

( zeeithaml 1988; Dong and Yang, 2008)

(Koufarisand Hampton-Sosa，2004;Ranganathan and Ganaparty,2002)

	Q15.The biggest advantage of O2O (online and offline) platforms compared with other e-commerce platforms is:

Online and offline dual channel shopping

Reduces the need to operate stores in expensive retail areas

	



Previous research (Harrington,2000; Gan et al, 2011)
Previous research (Harrington,2000; Gan et al, 2011)

	Q16.  State to what extent you agree with the following statements.
The freshness of 
produce affects online 
buying

Products (e.g., fruits and vegetables) 
damaged during transportation 
can be purchased online

[bookmark: OLE_LINK5]Cold chain conditions for 
agricultural products affect 
online purchases

	This question contains two factors about the freshness of agriculture product affects online purchase

Previous research (Ding and Wang, 2020;Xiao, 2020; Jiang and Wang, 2012; Malijia,2005; Ana-Osvald,2008)

Previous research (Li Zhao&Bing, 2019; Li et al, 2020)


[bookmark: _Toc31281][bookmark: _Toc4047]3.4 Data Analysis
[bookmark: _Toc20520]Data will be analyzed using Social Science Statistical Software Package (SPSS).Demographic information will be analyzed and then further statistical analysis (Chi-square test and Man Whitney U test) will be performed to uncover important findings.Likert scale questions allow easy coding of values to show patterns in responses (Bowling, 2005)

[bookmark: _Toc410]3.5 Sample

Because the whole population is so large that we can’t carry out, so to select a small sample, the sample must be able to represent a wide range of people, in order to improve the reliability and validity of the survey results. The study's target population is the general population. For the sample to be valid and reliable, a minimum sample size of 150 respondents is required .Pearson and Mundfrom (2010) proposed that the minimum sample required for statistical analysis is 100 responses, but 200 is more appropriate. There were 157 respondents in this study.

The reliability of the data can be seen in consistent results.The validity of data can be seen when it is collected accurately(Saunders et al). Reliability and validity are essential in research, and without these data, our results would be meaningless.

[bookmark: _Toc3206]3.6 Reliability and Validity
Questionnaire is regarded as an effective and reliable method of data collection;
[bookmark: _Toc8073][bookmark: _Toc30442]They provided a large amount of data and outlined the public opinion (Akinci&Saunders, 2015).Questionnaires investigating sensitive social issues are influenced by the society's desire for answers. In order to avoid objectionable responses, the questionnaire emphasizes confidentiality and anonymity to encourage honest opinions. 
[bookmark: _Toc3354]3.7 Ethical Considerations

Ethical considerations refer to the study of adaptation to society (Saunders et al,2009). Ethical standards are required in terms of design, participant recruitment, data use and storage (Pietilä et al., 2019; Schulte & Sweeney, 1995). Resnik (2011) believes that the importance of ethics in research lies in adhering to research goals, increasing public support, and accountability for moral and social values (such as social responsibility). 

Ethical considerations are met through anonymity, confidentiality and data security.The study was voluntary and with the consent of the participants as the subject of my academic research, the data was collected and stored on a single device with password protection to avoid misuse.The researchers foresaw no potential psychological harm to the participants.

[bookmark: _Toc19147][bookmark: OLE_LINK3]3.8 Conclusion
This chapter determines the research methods suitable for this study. It proves the explanatory quantitative method chosen by the researcher, using a sample of the general public in the form of a questionnaire. The following chapters will analyze and discuss the collected data.

[bookmark: _Toc20473]4.0 Data Analysis
[bookmark: _Toc20833]4.1 Introduction

The previous chapter identified methods and methodologies, and this chapter aims to accomplish the third object..

 “To analyse the data collected to reveal the public's participation and satisfaction degree in the combination of online and offline promotion of agricultural products market, and thus the focus of public attention on purchasing agricultural products on O2O platform was discussed”

This chapter will introduce and analyze the collected data. A total of 175 respondents were collected in this survey to investigate the public's views on the promotion of agricultural products on O2O platforms.:

[bookmark: _Toc30530]4.2 Data Analysis
The SPSS26.0 software package was used for statistical analysis of the data, and the descriptive statistics were completed by cross-tabulation.The differences between two independent variables, sex and age, and participants' responses were further analyzed using the chi-square correlation test and the Mann-Whitney U test.The analysis of the original SPSS is shown in the appendix. The questionnaire uses a Likert scale, so the answers must be coded.The code is 1 for males, 2 for females, 1 for those 40 and under 40, and 2 for those over 40. Similarly,Similarly, the answers to the Ricker scale are coded as:  “1” means strongly disagree , “2” means disagree , “3” means disagree and disagree , “4” means agree , and “5” means strongly agree. Similarly, “1” means not very satisfied, “2” means unsatisfied, “3” means general, “4” means satisfied, “5” means very satisfied;“1” means a very low level, “2” means low level, “3” means general, “4” means high level, “5” means very high level.

[bookmark: _Toc12420]4.3 Method
The researchers classified the participants by sex and age to see if there were significant differences in their views, with participants being 40 or younger and older.

[bookmark: _Toc18555]4.4 Descriptive statistics of demographic characteristics
The study collect 157 respondents. Among them 75 are men and 82 are women, 77 people over 40 and 80 people over 40, 22.9% of participants have a bachelor’s degree in education. Participants come from different employment backgrounds, 13.3% come from self-employed, 32.0% come from clerk, 14.7% come from civil servant/Public Institution/Government, 13.3% come from ordinary workers, 26.7% come from others.

[bookmark: _Toc10256]4.5 Chi-Square Tests

[bookmark: _Toc31445]4.5.1 Chi-Square tests for Gender Association

Two chi-square tests were performed to test whether the results showed a statistical association between males and females. Because of the nature of the chi-square test, this is done only for questions that involve nominal data (i.e., questions that are not answered using the Likert scale).Therefore, the chi-square test was performed on questions 7 and 15.For easy reference, please refer to Appendix 6.2.1 for a list of questions.
As shown in Figure 4.1 or 4.2 below, the associations between age and the responses to questions 7 and 5 was not significant.

Figure 4.1 Showing a non-significant association between gender and response to, “ What is your preferred way of shopping ?” ( p=0.624) in question 7


Figure 4.2 A non-significant association between gender and response was shown, “ What is the biggest advantage of O2O platforms compared with other e-commerce platform ?” ( p=0.815) in Q 15.

Table 4.1 The remaining non-significant associations between gender and responses to question number 7,15 can be shown.( see appendix 6.2.2 for figures)
Table 4.1 : Non-significant associations between gender and responses to questions 7, 15 can be shown below;
	Question number 
	Question
	Significant ( p-value)

	7
	What is your preferred way of shopping ?
	0.624

	15
	What is the biggest advantage of O2O platforms compared with other e-commerce platforms ?
	0.815



[bookmark: _Toc13865]4.5.2 Chi-Square tests for Age Association
A Further two chi-square tests were performed to test whether the results showed a statistical association between 40 and under 40s.and over 40. Because of the nature of the chi-square tests, this is done only for questions that involve nominal data (i.e., questions that are not answered using the Likert scale).Therefore, the chi-square atests was completed on questions 7 and 15.For easy reference, please refer to Appendix 6.2.2. for a list of questions.

The results can be seen below in figure 4.3 Show non-significant association between age and response to Q 7, in figure 4.4 Show significant association between age and response to Q15.


Figure 4.3 A non-significant association between age and response can be shown to, “ What is your preferred way of shopping ?” ( p=0.323) in question 7



Figure 4.4 A significant association between gender and response can be shown to, “ What is the biggest advantage of O2O platforms compared with other e-commerce platform ?” ( p=0.012) in Q 15.


Table 4.2 : showing non-significant associations between age and questions 7 and showing significant associations between age and questions 15
	Question number 
	Question
	Significant ( p-value)

	7
	What is your preferred way of shopping ?
	0.323

	15
	What is the biggest advantage of O2O platforms compared with other e-commerce platforms ?
	0.012



[bookmark: _Toc4275]4.6 Mann-Whitney U Tests

[bookmark: _Toc9521]4.6.1 Mann-Whitney U Tests for Gender
22 Mann-Whitney U tests were performed to check whether there was a significant difference in response between male and female. Because of to the nature of the Mann-Whitney U test, this is done on all questions answered by the Likert scale. This includes questions 8, 9, 10, 11, 12, 13, 14, 16. ( see appendix 6.2.3 for figures).

Result can be seen below in table 4.3, table 4.3 shows the remaining non-significant differences between males and females in their responses 8, 9, 10, 11, 12, 13, 14, 16.

	Question
Number
	Statement
	Male (Mean Rank)
	Female (Mean Rank)
	Significant
( p-value)

	Q 8
	How much impact do you think the credibility and security of the Internet platforms have on consumers' attitudes toward purchasing agricultural products?
	
77.11
	
80.73
	
0.555

	Q 9
	To what extent do you think the service quality of the Internet platform has influenced consumers' attitude towards purchasing agricultural products?
	
77.81
	
80.09
	
0.722

	Q 10
	How much do you think the quality of product of the Internet platform has influenced consumers' attitudes toward purchasing agricultural products?
	
78.59
	
79.38
	
0.894

	Q 11
	(1) [bookmark: OLE_LINK4]Evaluate the satisfaction of the e-commerce web page design
(2) It is easy to find the goods you want on the Internet
( 3) The product information displayed on the webpage is consistent with the offline physical stores
(4)The web shopping order payment process is clear and easy to understand,
easy to operate.
	81.98

79.35

83.44


80.27
	76.27

78.68

74.94


77.84
	0.398

0.919

0.219


0.710

	Q 12
	(1) [bookmark: OLE_LINK6]Order production can be delivered 
within the specified time
( 2) delivery speed is fast
( 3) The packing is complete 
without breakage
( 4) Product distribution can be 
checked in time

	82.59

81.63
74.60
81.15
	75.72

76.60
83.81
77.04

	0.297

0.449
0.175
0.533

	13
	(1) E-commerce has a good return and exchange mechanism
(2) E-commerce attaches great 
F- importance to the complaints of consumers, and the reasonable requirements of consumers will be met
(3) [bookmark: OLE_LINK8]The e-commerce online customer service can reply in time,professional quality is high
	78.77


82.00



80.33
	79.21


76.26



77.79
	0.948


0.396



0.710

	14
	(1) Efficient and convenient payment methods affect shopping on O2O platforms
(2) Fast the delivery speed affect shopping on O2O platform
(3) Discount affect shopping on O2O platforms
(4) Good quality of product affect shopping on O2O platforms
(5) After-sales service is reassuring and affects shopping on O2O platforms
	78.65


80.36

81.70

79.71

80.89
	79.32


77.36

76.53

78.35

77.27
	0.922


0.699

0.454

0.844

0.598

	16
	(1) The freshness of produce affects online buying
(2) Produce (e.g., fruits and vegetables) 
damaged during transportation can be purchased online
(3) Cold chain conditions for agricultural products affect online purchases
	79.65

78.97


76.28
	78.40

79.03


81.49
	0.854

0.993


0.446



[bookmark: _Toc24147]4.6.2 Mann-Whitney U Tests for Age
Twenty-two Mann-Whitney U tests were conducted, examining whether the differences in responses were statistically significant between under 40s and over 40s. Again, due to the nature of Mann-Whitney U Tests, this was done for all questions which had Likert scale responses. It includes Q 8, 9, 10, 11, 12, 13, 14, 16.
Results can be found below in Figure 4.5, 4.6 4.7,4.8,4.9,4.10,4.11 and 4.12 and Table 4.4. The figures show significant differences between 40 and under 40s and over 40s in their responses to questions Q11-1,Q11-3,Q12-1,Q13-1,Q13-3,Q14-1,Q14-3,Q14-4
Table 4.4 shows the remaining non-significant differences between 40 and under 40s and over 40s in their responses to question number 8, 9, 10, 11-2, 11-4, 12-2, 12-3, 12-4, 13-2, 14-2, 14-5, 16-1, 16-2, 16-3


Figure 4.5 showing significant differences between age and agreement to the statements,
“ Evaluate the satisfaction of the e-commerce web page design” ( p=0.020) and “ Evaluate the satisfaction of the consistency of the product information displayed on the website and the physical store” ( p=0.014), in question 11



Figure 4.6 showing significant differences between age and agreement to the statements,
“ Order production can be delivered within the specified time” ( p=0.024) and 


Figure 4.7showing significant differences between age and agreement to the statements,“how satisfied do you consider return and exchange mechanism?”  ( p=0.011) and “how satisfied do you consider reply of online customer service in time?” (p=0.011) in question 13




[bookmark: OLE_LINK10][bookmark: OLE_LINK11]Figure 4.8showing significant differences between age and agreement to the statements,“To what extent do you shop on O2O platforms because the payment method is efficient and convenient” 
( p=0.044) and “To what extent do you shop on O2O platforms because of discount” (p=0.003)  “To what extent do you shop on O2O platforms because the product quality is good” in question 14

Table 4.4 showing non-significant differences between age and statements in question 8, 9, 10, 11-2, 11-4, 12-2, 12-3, 12-4, 13-2, 14-2, 14-5, 16-1, 16-2, 16-3.


	[bookmark: OLE_LINK12]Question
Number
	Statement
	40 and Under
40(Mean,Rank)
	Over 40 ( Mean Rank)
	Significance
(p-value)

	8
	How much impact do you think the credibility and security of the Internet platforms have on consumers' attitudes toward purchasing agricultural products?
	
74.53
	
83.3
	
0.152

	9
	To what extent do you think the service quality of the Internet platform has influenced consumers' attitude towards purchasing agricultural products?
	
73.37
	
84.42
	
0.083

	10
	How much do you think the quality of product of the Internet platform has influenced consumers' attitudes toward purchasing agricultural products?

	
76.07
	
81.82
	
0.333

	11
	(2) It is easy to find the goods you want on the Internet
(4)The web shopping order payment process is clear and easy to understand,easy to operate.
	81.44

81.15
	76.66

76.93
	0.465

0.520

	12
	(2) delivery speed is fast
(3) The packing is complete 
without breakage
(4) Product distribution can be 
checked in time

	81.44
82.37
82.98
	76.65
75.76
75.17
	0.471
0.330
0.235

	13
	(4) E-commerce takes consumer 
complaints seriously, 
Reasonable demands from 
consumers will be met

	85.74
	72.51
	0.051

	14
	(2)Fast the delivery speed affect shopping on O2O platform
(5) After-sales service is reassuring and affects shopping on O2O platforms
	78.96

85.05
	79.04

73.18
	0.991

0.084

	16
	(1)The freshness of produce affects online buying
(2)Produce (e.g., fruits and vegetables) damaged during transportation can be purchased online
(3)Cold chain conditions for agricultural products affect online purchases
	84.88

79.04



85.39
	73.34

78.96



72.95
	0.089

0.991



0.071



[bookmark: _Toc26185]4.7 Discussion
This study goals to investigate the popular opinion on the promotion of agricultural products on O2O platforms.

For all the questions from Q7 to Q16, there is no significant difference between the genders and answers, indicating that men and women hold the same attitudes and views on the promotion and marketing of agricultural products on O2O platforms.

However, from Q7 to Q16, it has been shown that there is a significant difference between age and respondents (Q11-1,Q11-3,Q12-1,Q13-1,Q13-3,Q14-1,Q14-2,Q14-3,Q15).

 From the public responses to Q11-1 , Q11-3 and Q12-1, it can be seen that people below 40 and 40 are more satisfied with the design of the web page , the consistency between the product information displayed on the web page and the physical store and the delivery of orders within the specified time. It can be seen from this that in order to better promote agricultural products on the O2O platform, the web design and delivery of logistics on time needs to make greater improvements to meet the needs of consumers of all ages.

From the public responses to Q13-1 and Q13-3,people below 40 or 40 are more satisfied with the after-sales service of agricultural products from the return and exchange mechanism and the high quality and timely reply from customer service, which also indicates that the after-sales service also needs to be improved to enhance consumer satisfaction.

From the public responses to Q14-1,Q14-2 and Q13-3. Compared with people over 40, people under 40 buy agricultural products on O2O platforms to a greater extent because of the efficient and convenient payment methods, fast delivery and discounts available.

From the public responses to Q15, People over 45 years old think that the biggest advantage of O2O platforms compared with other e-commerce is dual-channel shopping.

[bookmark: _Toc11972]4.8 Findings

1.The quality of agricultural products, after-sales service, web design, payment methods, logistics and distribution have a positive impact on consumers' online and offline purchasing behavior and the improvement of satisfaction with agricultural products.
2.The freshness of agricultural products, the condition of the cold chain and the good condition in the process of transportation all have a great influence on people's purchasing behavior of agricultural products on O2O platform.


[bookmark: _Toc1261]4.9 Conclusion
In conclusion, this research is the same as previous research, think the fame and security of the online platform, service quality, and provide the product quality effect the public to buy agricultural products online. For people 40 and under 40s , the proportion of purchasing agricultural products on O2O platforms is higher, this may be for age is relatively small, computer proficiency higher, no matter what age paragraph the person,The freshness and cold-chain conditions of agriculture product are the main factors influencing their online purchases.
The chapter has analyzed collected data successfully and probe into public opinion  on the combination of agriculture produce O2O, the third chapter will complete the final implications of findings and some advice will be given.



[bookmark: _Toc16786]5.0 Chapter Five: Conclusions and Recommendations

5.1 [bookmark: _Toc9331]Introduction
While the fourth chapter analyzed the data of the research and highlighted the primary findings, this chapter will complete the finally two objectives:
To understand the practical significance of this study, and give some suggestions.
and
In light of the limitations of this study, investigate possible approaches for future research.


5.2 [bookmark: _Toc28368]Main Findings
From the analysis in the previous chapter, we can see that the quality, after-sales service, web design, payment method and logistics distribution of agricultural products all have a positive impact on improving consumers' online and offline purchasing behavior and satisfaction of agricultural products.Although people under the age of 40 are more satisfied with the O2O platform's web design, after-sales service, and they are more likely to shop online, this does not affect the conclusion.

In addition, it is concluded that the freshness of agricultural products, the cold chain conditions and the intact condition in the transportation process all greatly affect people's shopping of agricultural products on the O2O platform.

5.3 [bookmark: _Toc15983]Complication
Otto and Kaiser (2014) and Rice (2019) noted that by exposing more problems, participation and awareness of problems can be increased, thereby better promoting the creation of solutions. 

Current research has highlighted this fact, fresh agricultural products e-commerce and its O2O mode have the following problems: problems caused by the limitations of fresh agricultural products, problems existing in the end distribution of fresh agricultural products, cold chain logistics technology cost investment and high technical requirements. Therefore, these factors can be used to improve the willingness of consumers to buy online.

5.4 [bookmark: _Toc27745]Recommendations
For the e-commerce of agricultural products under the O2O model, how to further improve the satisfaction of consumers' purchase intention and how to meet the personalized requirements of consumers, the following suggestions are proposed for the e-commerce under the O2O model.

Strictly control the quality of products, because quality is the core of consumers’ concerns. If the quality does not meet the requirements of consumers, no matter how good timely service is, no matter how low the price is, consumers will not be attracted. Therefore, businesses should start from the supply chain of agricultural products. Strictly control and provide fresh, safe and reliable fresh agricultural products for consumers to choose.

Pay attention to online webpage design. In addition to the text information of the pictures displayed on the webpage, the visual and auditory systems of consumers can be mobilized through color changes. In order to increase consumers' willingness to buy.

Improve the quality of after-sales service, set up after-sales service hotline and professional customer service to protect the rights and interests of consumers.

In the O2O model, fresh agricultural products and their information are quickly transmitted to consumers through online promotion. By accumulating large-scale orders and completing offline transactions, the circulation efficiency of the supply chain of agricultural products is improved to save costs.( Shen et al, 2018)

With the development of artificial intelligence, UAV delivery, the emergence of delivery robots, the establishment of Efficient and fast intelligent logistics, not only can improve the level of cold chain logistics and can ensure the quality and freshness of agricultural products( Jiang, 2016). this year's Covid-19 period, the advantage of unmanned delivery of intelligent logistics is particularly attractive. 

The customized production and sales of agricultural products are realized through online reservations and order purchases to meet the shopping experience and individual needs of consumers, and to improve the sales capabilities of agricultural products (Ding, 2016)

5.5 [bookmark: _Toc20811]Self-reflection
In the early stage, I did not seriously study Saunders onion method, so the second section submitted for the first time not only did not match the third section, but also the writing thought was confused. Therefore, I restarted the writing of the second chapter and the third chapter, which led to the slow progress of the paper.

Secondly, due to my unfamiliarity with SPSS software system, I spent a period of time learning it, which further led to the haste of the paper.

5.6 [bookmark: _Toc18107]Conclusion
The practical implications of this study are understood in this chapter, and some advice has been provided.
[bookmark: OLE_LINK13]This paper is a combination of online and offline promotion research of agricultural products market, connecting huge consumers and various offline entities providing agricultural products, as well as various entities providing circulation, sales and services of agricultural products through the O2O platform.The study of consumer satisfaction from the quality of product factors, network platform, service quality, etc, in order to improve the satisfaction of consumer, from the logistics distribution, after-sale service, perspective, means of payment in the last some Suggestions are put forward from the aspects of the supply chain to help produce electricity in O2O mode development better.The O2O model of agricultural products will certainly become a strong driving force for modern agriculture in line with the ecological system.

[bookmark: _Toc26775]6.0 Appendix
[bookmark: _Toc28780]6.1 Appendix. 1– Copy of Questionnaire
Questionnaire survey on O2O marketing model of agricultural products
Different from traditional e-commerce (such as Taobao, Pinduoduo, etc.), O2O (Online to Offline) is a marketing mode that combines Online standardization with Offline experience, typical examples are Hema Xiansheng, Gome, Suning, etc.We are evaluating the online-to-offline (O2O) marketing model for agricultural products to see what we need to improve to make it more suitable for our customers.Thank you for taking the time to fill out this questionnaire!Your answers will be kept in complete confidence.

Section A( Please tick one )
1. Q1 The data collected from this questionnaire will be kept confidential and anonymous. Please state whether you agree that your results are used as part of my BA research project

Mark only one oval

▢ I give my consent results to be used                               
▢ I do not give my consent for my results to be used                    
 


2. Q2 What age range do you belong to ? 

Mark only one oval

▢ 18 and below
▢ 19-30    
▢ 31-40        
▢ 41-50     
▢ 51 and above  
    
3. Q3 What is your gender ? ( If other please specify)

Mark only one oval

▢ Male     
▢ Female    
  
                    
4. Q4 What is the highest degree ?

Mark only one oval
▢ Junior high school and below 
▢ High school        
▢ College         
▢ Undergraduate course
▢ Postgraduate or above
                                                                                                           
5. Q5 How much do you get per month ? 

Mark only one oval
 
▢ Below average level
                                                                        ▢ average level                                                        
▢ Above average level                                                   
                                                              

6. Q6 What is your employment status ?

Mark only one oval

▢ Unemployed
▢ Self- employed
▢ Clerk
▢ Civil Servant/Public Institution/Government
▢ Ordinary workers
▢ Others

7. Q7 What is your preferred way of shopping?   

Mark only one oval

 ▢ Online
   
 ▢ Offline
 ▢ Online and offline

8. Q8 How much impact do you think the credibility and security of the Internet platforms have on consumers' attitudes toward purchasing agricultural products?

Mark only one oval        

                  1      2      3      4      5
Not very important  ▢     ▢     ▢     ▢     ▢     Extremely Important


9.Q9 To what extent do you think the service quality of the Internet platform has influenced consumers' attitude towards purchasing agricultural products?
Mark only one oval        


                  1      2      3      4      5
Not very important  ▢     ▢     ▢     ▢     ▢     Extremely Important

10.Q10 How much do you think the quality of product of the Internet platform has influenced consumers' attitudes toward purchasing agricultural products?

Mark only one oval        

                  1      2      3      4      5
Not very important  ▢     ▢     ▢     ▢     ▢     Extremely Important


11.Q11 How satisfied are you with the following items
Mark only one oval        

                  1      2      3      4      5
Not very satisfied   ▢     ▢     ▢     ▢     ▢     Extremely satisfied


(1)Website page design
of e-commerce

(5) It is easy to find the 
goods you want on 
the Internet

(6) The product information 
displayed on the webpage is 
consistent with the offline 
physical stores

(7) The web shopping order 
payment process is clear 
and easy to understand,
 easy to operate.





12.Q12 Please assess your satisfaction with the following statements regarding e-commerce logistics delivery
Mark only one oval        

                  Strongly    Dissatisfied    Neither satisfied     Satisfied     Strongly
                      Dissatisfied               nor dissatisfied                   Satisfied
                         ▢         ▢          ▢                ▢         ▢

(5) Order production 
can be delivered 
within the specified time


(6) Fast delivery speed


(7) The packing is complete 
without breakage


(8) Product distribution can be 
checked in time



13.Q13 How satisfied are you with the following things
Mark only one oval per row

                         Not         Not satisfied with      General     Satisfaction   Very
Very  Satisfaction                                       Satisfaction                                          
                                  ▢           ▢             ▢         ▢               ▢

(1)E-commerce has a good 
return and exchange 
mechanism

(5) E-commerce takes consumer 
complaints seriously, 
Reasonable demands from 
consumers will be met

(3)The e-commerce online 
customer service can reply 
in time, professional quality is high



14.Q14 To what extent do you shop on O2O(online and offline) platforms because

Mark only one oval   
  
                       A very low        low level        general      high level   A very high level
level       
                         ▢                 ▢             ▢          ▢         ▢

The payment method 
is efficient and convenient


Fast delivery speed

Can be discounted

The product quality is good

After-sale service is reassuring


15.Q15 The biggest advantage of O2O (online and offline) platforms compared with other e-commerce platforms is
Mark only one oval        

 ▢ Online and offline dual channel shopping

 ▢ Reduces the need to operate stores in expensive retail areas


16.Q16 State to what extent you agree with the following statements
Mark only one oval        

          A very low level   low level  general  high level   very high level



(1)The freshness of 
produce affects online 
buying

(2)Produce (e.g., fruits and vegetables) 
damaged during transportation 
can be purchased online

(3)Cold chain conditions for 
agricultural products affect 
online purchases

[bookmark: _Toc29916]6.2 Appendix. 2 – Original SPSS Analyses

[bookmark: _Toc10033]6.2.1 Cross-Tabulations
[bookmark: _Toc41649745][bookmark: _Toc41653705][bookmark: _Toc41649385]
	Gender* Age Crosstabulation

	
	Age
	Total

	
	40 and under 40s
	40above
	

	gender
	male
	Count
	31
	44
	75

	
	
	% within gender
	41.3%
	58.7%
	100.0%

	
	female
	Count
	46
	36
	82

	
	
	% within gender
	56.1%
	43.9%
	100.0%

	Total
	Count
	77
	80
	157

	
	% within gender
	49.0%
	51.0%
	100.0%


Figure 6.1: SPSS Gender  and Age Cross-Tabulations

Gender and Education Crosstabulation
	
	Education

	
	Junior high school and below
	High school
	college
	Undergraduate
	Postgraduate or above

	Gender
	Male
	Count
	9
	16
	16
	32
	2

	
	
	% within gender
	12.0%
	21.3%
	21.3%
	42.7%
	2.7%

	
	Female
	Count
	11
	16
	20
	32
	3

	
	
	% within gender
	13.4%
	19.5%
	24.4%
	39.0%
	3.7%

	Total
	Count
	20
	32
	36
	64
	5

	
	% within gender
	12.7%
	20.4%
	22.9%
	40.8%
	3.2%



      Figure 6.2 : SPSS Gender and Education Cross-Tabulations






	
Gender and Income Level Crosstabulation

	
	Income level
	Total

	
	Below average level
	Average level
	Above average level
	

	Gender
	Male
	Count
	19
	38
	18
	75

	
	
	% within Gender
	25.3%
	50.7%
	24.0%
	100.0%

	
	Female
	Count
	20
	43
	19
	82

	
	
	% within Gender
	24.4%
	52.4%
	23.2%
	100.0%

	Total
	Count
	39
	81
	37
	157

	
	% within Gender
	24.8%
	51.6%
	23.6%
	100.0%



       Figure 6.3 : SPSS Gender and Income level Cross-Tabulations

	
	Gender and Employment Status Cross-Tabulations


	
	Self-employed 
	Clerk
	Civil Servant/Public Institution/Government
	Ordinary workers
	others

	Gender
	Male
	Count
	10
	24
	11
	10
	20

	
	
	% within gender
	13.3%
	32.0%
	14.7%
	13.3%
	26.7%

	
	Female
	Count
	14
	16
	11
	7
	34

	
	
	% within gender
	17.1%
	19.5%
	13.4%
	8.5%
	41.5%

	Total
	Count
	24
	40
	22
	17
	54

	
	% within gender
	15.3%
	25.5%
	14.0%
	10.8%
	34.4%



 Figure 6.4 : SPSS Gender and Employment Status Cross-Tabulations


	Gender * way of Shopping Crosstabulation

	
	way of shopping
	Total

	
	online
	offline
	online and offline
	

	gender
	Male
	Count
	18
	13
	44
	75

	
	
	% within gender
	24.0%
	17.3%
	58.7%
	100.0%

	
	Female
	Count
	19
	10
	53
	82

	
	
	% within gender
	23.2%
	12.2%
	64.6%
	100.0%

	Total
	Count
	37
	23
	97
	157

	
	% within gender
	23.6%
	14.6%
	61.8%
	100.0%



    Figure 6.5 : SPSS Gender and way of Shopping Cross-Tabulations
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	gender * way of shopping Crosstabulation

	
	way of shopping
	Total

	
	online
	offline
	online and offline
	

	gender
	Male
	Count
	18
	13
	44
	75

	
	
	% within gender
	24.0%
	17.3%
	58.7%
	100.0%

	
	Female
	Count
	19
	10
	53
	82

	
	
	% within gender
	23.2%
	12.2%
	64.6%
	100.0%

	Total
	Count
	37
	23
	97
	157

	
	% within gender
	23.6%
	14.6%
	61.8%
	100.0%





	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	.943a
	2
	.624

	Likelihood Ratio
	.944
	2
	.624

	Linear-by-Linear Association
	.254
	1
	.614

	N of Valid Cases
	157
	
	



	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 10.99.


Figure 6.6: SPSS Chi-Square Non-Significant Association for Gender


	Gender * O2O advantage Crosstabulation

	
	O2O advantage
	Total

	
	Online and offline dual channel shopping
	Reduces the need to operate stores in expensive retail areas
	

	gender
	male
	Count
	48
	27
	75

	
	
	% within gender
	64.0%
	36.0%
	100.0%

	
	female
	Count
	51
	31
	82

	
	
	% within gender
	62.2%
	37.8%
	100.0%

	Total
	Count
	99
	58
	157

	
	% within gender
	63.1%
	36.9%
	100.0%




	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	.055a
	1
	.815
	
	

	Continuity Correctionb
	.005
	1
	.945
	
	

	Likelihood Ratio
	.055
	1
	.815
	
	

	Fisher's Exact Test
	
	
	
	.869
	.473

	Linear-by-Linear Association
	.054
	1
	.816
	
	

	N of Valid Cases
	157
	
	
	
	



	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 27.71.

	b. Computed only for a 2x2 table
Figure 6.7: SPSS Chi-Square Non-Significant Association for Gender
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	Age * O2OAdvantage Crosstabulation

	
	O2O advantage
	Total

	
	Online and Offline shopping
	Reduces the need to operate stored in expensive retail areas
	

	Age
	40 and under 40
	Count
	41
	36
	77

	
	
	% within age
	53.2%
	46.8%
	100.0%

	
	40 above
	Count
	58
	22
	80

	
	
	% within age
	72.5%
	27.5%
	100.0%

	Total
	Count
	99
	58
	157

	
	% within age
	63.1%
	36.9%
	100.0%




	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	Exact Sig. (1-sided)

	Pearson Chi-Square
	6.243a
	1
	.012
	
	

	Continuity Correctionb
	5.444
	1
	.020
	
	

	Likelihood Ratio
	6.289
	1
	.012
	
	

	Fisher's Exact Test
	
	
	
	.014
	.010

	Linear-by-Linear Association
	6.204
	1
	.013
	
	

	N of Valid Cases
	157
	
	
	
	



	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 28.45.

	b. Computed only for a 2x2 table
Figure 6.8: SPSS Chi-Square Significant Association for Age
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	Age * Way of shopping Crosstabulation

	
	Way of shopping
	Total

	
	Online 
	offline
	Online and offline
	

	Age
	40 and under 40
	Count
	21
	13
	43
	77

	
	
	% within age
	27.3%
	16.9%
	55.8%
	100.0%

	
	40 above
	Count
	16
	10
	54
	80

	
	
	% within age
	20.0%
	12.5%
	67.5%
	100.0%

	Total
	Count
	37
	23
	97
	157

	
	% within age
	23.6%
	14.6%
	61.8%
	100.0%




	Chi-Square Tests

	
	Value
	df
	Asymptotic Significance (2-sided)

	Pearson Chi-Square
	2.258a
	2
	.323

	Likelihood Ratio
	2.263
	2
	.323

	Linear-by-Linear Association
	1.974
	1
	.160

	N of Valid Cases
	157
	
	



	a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 11.28.
Figure 6.9: SPSS Chi-Square Significant Association for Age
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Table 6.1: SPSS Mann-Whitney U Non-Significant Differences for Gender

	
	Null Hypothesis
	Test
	Sig.

	1
	The distribution of Q8 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.555

	2
	The distribution of Q9 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.722

	3
	The distribution of Q10 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.894

	4
	The distribution of Q11-1 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.398

	5
	The distribution of Q11-2 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.919

	6
	The distribution of Q11-3 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.219

	7
	The distribution of Q11-4 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.710

	8
	The distribution of Q12-1 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.297

	9
	The distribution of Q12-2 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.449

	10
	The distribution of Q12-3 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.175

	11
	The distribution of Q12-4 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.533

	12
	The distribution of Q13-1 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.948

	13
	The distribution of Q13-2 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.396

	14
	The distribution of Q13-3 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.710

	15
	The distribution of Q14-1 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.922

	16
	The distribution of Q14-2 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.699

	17
	The distribution of Q14-3 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.454

	18
	The distribution of Q14-4 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.844

	19
	The distribution of Q14-5 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.598

	20
	The distribution of Q16-1 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.854

	21
	The distribution of Q16-2 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.993

	22
	The distribution of Q16-3 is the same across categories of 性别.
	Independent-Samples Mann-Whitney U Test
	.446



6.2.3.3 Significant – Age

Q11-1
	Website page design of e-commerce is extremely satisfied

	Total N
	157

	Mann-Whitney U
	2465.500

	Wilcoxon W
	5705.500

	Test Statistic
	2465.500

	Standard Error
	264.616

	Standardized Test Statistic
	-2.322

	Asymptotic Sig.(2-sided test)
	.020



Figure 6.10: SPSS Mann-Whitney U Significant Difference for Age
Q11-3 
	 satisfied with the consistency of the product information displayed on the website and the physical store

	Total N
	157

	Mann-Whitney U
	2413.500

	Wilcoxon W
	5653.500

	Test Statistic
	2413.500

	Standard Error
	270.910

	Standardized Test Statistic
	-2.460

	Asymptotic Sig.(2-sided test)
	.014



Figure 6.11: SPSS Mann-Whitney U Significant Difference for Age
Q12-1 
	 Satisfied that the order will be delivered on time

	Total N
	157

	Mann-Whitney U
	2499.000

	Wilcoxon W
	5739.000

	Test Statistic
	2499.000

	Standard Error
	258.180

	Standardized Test Statistic
	-2.250

	Asymptotic Sig.(2-sided test)
	.024



Figure 6.12: SPSS Mann-Whitney U Significant Difference for Age
Q13-1 
	satisfied with the return and exchange mechanism of e-commerce

	Total N
	157

	Mann-Whitney U
	2413.000

	Wilcoxon W
	5653.000

	Test Statistic
	2413.000

	Standard Error
	262.063

	Standardized Test Statistic
	-2.545

	Asymptotic Sig.(2-sided test)
	.011



Figure 6.13: SPSS Mann-Whitney U Significant Difference for Age

Q13-3
	Satisfied with the timely reply of e-commerce customer service

	Total N
	157

	Mann-Whitney U
	2399.000

	Wilcoxon W
	5639.000

	Test Statistic
	2399.000

	Standard Error
	268.107

	Standardized Test Statistic
	-2.540

	Asymptotic Sig.(2-sided test)
	.011



Figure 6.14: SPSS Mann-Whitney U Significant Difference for Age

Q14-1
	satisfied with the efficient and convenient payment method

	Total N
	157

	Mann-Whitney U
	2544.000

	Wilcoxon W
	5784.000

	Test Statistic
	2544.000

	Standard Error
	266.389

	Standardized Test Statistic
	-2.012

	Asymptotic Sig.(2-sided test)
	.044



Figure 6.15: SPSS Mann-Whitney U Significant Difference for Age

Q14-3
	Satisfied with the discount

	Total N
	157

	Mann-Whitney U
	2275.000

	Wilcoxon W
	5515.000

	Test Statistic
	2275.000

	Standard Error
	270.487

	Standardized Test Statistic
	-2.976

	Asymptotic Sig.(2-sided test)
	.003



Figure 6.16: SPSS Mann-Whitney U Significant Difference for Age

Q14-4 
	Satisfied with product quality

	Total N
	157

	Mann-Whitney U
	2402.000

	Wilcoxon W
	5642.000

	Test Statistic
	2402.000

	Standard Error
	269.862

	Standardized Test Statistic
	-2.512

	Asymptotic Sig.(2-sided test)
	.012


Figure 6.17: SPSS Mann-Whitney U Significant Difference for Age

[bookmark: _Toc3870]6.2.3.4 Non-Significant – Age
                                 
	Question
Number
	Statement
	40 and Under
40(Mean,Rank)
	Over 40 ( Mean Rank)
	Significance
(p-value)

	8
	How much impact do you think the credibility and security of the Internet platforms have on consumers' attitudes toward purchasing agricultural products?
	
74.53
	
83.3
	
0.152

	9
	To what extent do you think the service quality of the Internet platform has influenced consumers' attitude towards purchasing agricultural products?
	
73.37
	
84.42
	
0.083

	10
	How much do you think the quality of product of the Internet platform has influenced consumers' attitudes toward purchasing agricultural products?

	
76.07
	
81.82
	
0.333

	11
	(3) It is easy to find the goods you want on the Internet
(4)The web shopping order payment process is clear and easy to understand,easy to operate.
	81.44

81.15
	76.66

76.93
	0.465

0.520

	12
	(2) delivery speed is fast
(3) The packing is complete 
without breakage
(4) Product distribution can be 
checked in time

	81.44
82.37
82.98
	76.65
75.76
75.17
	0.471
0.330
0.235

	13
	(6) E-commerce takes consumer 
complaints seriously, 
Reasonable demands from 
consumers will be met

	85.74
	72.51
	0.051

	14
	(2)Fast the delivery speed affect shopping on O2O platform
(5) After-sales service is reassuring and affects shopping on O2O platforms
	78.96

85.05
	79.04

73.18
	0.991

0.084

	16
	(1)The freshness of produce affects online buying
(2)Produce (e.g., fruits and vegetables) damaged during transportation can be purchased online
(3)Cold chain conditions for agricultural products affect online purchases
	84.88

79.04



85.39
	73.34

78.96



72.95
	0.089

0.991



0.071
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40 and under 40	
Website page design 	The product information is consistent with  physical stores	86.98	87.66	over 40	
Website page design 	The product information is consistent with  physical stores	71.32	70.67	
Mean Rankings of Responses





Order can be delivered within specified time
Order can be delivered within specified time	
40 and under 40	over 40	86.55	71.74	
Mean Rankings of Responses


40 and under 40	
 a good return and exchange mechanism	online customer service can reply in time	87.66	87.84	over 40	
 a good return and exchange mechanism	online customer service can reply in time	70.66	70.49	
Mean Ranking of Responses 



40 and under 40	
payment is efficient and convenient	Can be discounted	The product quality is good	85.96	89.45	87.81	over 40	
payment is efficient and convenient	Can be discounted	The product quality is good	72.3	68.94	70.53	
Mean Rankings of Responds



Q7 way of shopping
Male	
online	offline	online and offline	0.24	0.11	0.59	Female	
online	offline	online and offline	0.23	0.12	0.65	
percentage



Q15.What is the advantage of o2o platforms compared with other e-commerce ?
Male	
Online and offline shopping	Reduce stores in expensive retail areas	0.64	0.36	Female	
Online and offline shopping	Reduce stores in expensive retail areas	0.622	0.378	



40 and under 40	
online	offline	online and offline	0.273	0.169	0.558	40 above	
online	offline	online and offline	0.2	0.125	0.675	



40 and under 40	
Online and offline shopping	Reduce stores in expensive retail areas	0.64	0.62	40 above	
Online and offline shopping	Reduce stores in expensive retail areas	0.36	0.38	
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