Chapter 4  Data Analysis
4.1 Introduction
[bookmark: OLE_LINK1]This chapter will present and analyse the data collected. One hundred and fifty-seven respondents were recruited to the study, which investigated the general public’s views on the promotion agriculture product on O2O platform.

4.2 Data Analysis
The data was analysed using the IBM SPSS statistics 26.0 software package. Descriptive statistics were provided; this was done via cross-tabulations. Futher analyse were then complete using Chi-Square tests of association, and Mann-Whitney U tests examining for differences between the two independent variable i.e. gender and age against participants’ responses. The original SPSS analyses can be seen in appendix 4. Likert scale responses were used in the questionnaire, therefore it was necessary to code responses. Males were given a code of 1, females a code of 2. 40 and under 40s were given a code of 1, over 40s a code of 2. Similarly, Likert scale answers were coded by strongly disagree=1, disagree=2, neither agree or disagree=3, agree=4 and strongly agree=5. Similarly, not very satisfied=1, unsatisfied=2, general=3, satisfied=4, very satisfied=5; a very low level=1, low level=2, general=3, high level=4, very high level=5.

4.3 Method
Participants were categorised by gender and age to investigate any significant differences in respondents’ views. Participants were categorised into ages 40 and under 40 and over 40 years. 
4.4 Demographics and descriptive Statistics
   This study recruited 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.

4.5 Chi-Square Analysis

4.5.1 Chi-Square Analysis for Gender Association
Two chi-square analyses were performed to test whether the results showed a statistical association between males and females.Due to the nature of the chi-square analysis, 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 analysis was performed on questions 7 and 15.For easy reference, please refer to Appendix 6.2.1 for a list of questions.

The results can be seen below in figures 4.1 and figure 4.2 show non-significant associations between age and responses to questions 7 and 15.

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 Showing a non-significant association between gender and response to, “ What is the biggest advantage of O2O platforms compared with other e-commerce platform ?” ( p=0.815) in question 15


Table 4.1 below shows the remaining non-significant associations between gender and responses to question number 7,15 ( see appendix 6.2.2 for figures)
Table 4.1 : showing non-significant associations between gender and questions 7, 15
	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



4.5.2 Chi-Square Analysis for Age Association
A Further two chi-square analyses were performed to test whether the results showed a statistical association between 40 and under 40s.and over 40 .Due to the nature of the chi-square analysis, 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 analysis was performed 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 question 7, in figure 4.4 Show significant association between age and response to question 15




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



Figure 4.4 Showing a significant association between gender and response to, “ What is the biggest advantage of O2O platforms compared with other e-commerce platform ?” ( p=0.012) in question 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



4.6 Mann-Whitney U Tests

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. Due 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) [bookmark: OLE_LINK7]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) [bookmark: OLE_LINK3]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



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
[bookmark: OLE_LINK2]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


[bookmark: OLE_LINK5]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 


[bookmark: OLE_LINK9]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
	(2) 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



4.7 Discussion
This study aims to investigate the public's views 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.

4.8 Conclusion
In conclusion, this study are consistent with previous research, think the reputation and security of the Internet platform, service quality, and provide the quality of the product influence 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.
[bookmark: _GoBack]This chapter has successfully analysed the data and explored the general public’s view on the combination of agriculture produce O2O, the last chapter will complete the final objectives of understanding implications and some advice will be given.
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	



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


