R R LA 2016(9):120~123

Heilongjiang Agricultural Sciences

TH B B I g A i A 7 it 1) 52 W) DR 3 0

x=
(BRARLKRF Z2FFRFR,LH &F 210095)

WE . MAELSES A AL R RAANLGRF B, T ERARLAL RIS, BRI K& M0 £ st
REGHH AR E A TASOCHRTTHIES, AR FTTHEEFAAASIE. W FB KN KT AL,
R R Ak ERA ke, AR RERT TH(RABT)ELSEHENES XL ARNBASR R A
Fe R R Hon, FREREN ERERAN KT Rt AABEEEZH 0 RERZTEERN Y AN
FHEBNBKAKRTEEYOFERMBEGER T B ERET A E ABETHE LR MNESER® R
HMERRHEH ., AR ENASLRAEFETHINTHRLIFEPFP ESLAZFEN AT HRAAZE, TR
FER BT R, FRIORE ARG SO ELEE,

RE -R¥-FTE

KERAHR TR THSHRERLB0EE

HEAFES.S9 TEIRIRE.A XE4HS:1002-2767(2016)09-0120-04  DOI:10. 11942/j. issn1002-2767. 2016. 09. 0120

HE AR R AR AL AR T AR 7 R B L R 22
FEAT I TR R 75 RN AN B KW A7 5300 9™
it — FBROEL AR B S AR VIR 28 KoK AR B
Sl T A 9 T 2 IR A AR T K B B e AT
TN A S A 5 i 4 S B PR R R o 2 ff
P TR PR R 4 T 3 A s A 2 B 4% R
T RIS ARGy 4 90 R 00 R R V. SR B AT
F R R AN WHE A L T B R B AL A

Y75 B #3:2016-07-15

B2 B B a0 Rl K 2K 2 A B I 2R3 &) % Bl o
H (1516A21)

EZ B 21995, L LA B ML TEE 2+ A
HATHAF SRS P9, E-mail: 30113409 @njau. edu. cn,

W18 22 76 TG 1k 1k B RIURE 248 % 1 TR Rk A e A 7 o
AV RO | B B O A5 5 AU T AR ) Al
A4 fof L AT AL T 5 IR ES . A iR
W, HHETE WA ™ BB REE 4 000 K, HAUA
T%BHR L H AN TY%E 7. 88% I 75, 4 Y% 5 -, I
Gb o A R A A M, oA AR B R T 32
ARIRIBA &, ZHEOE A E IR TR T,
BT S D=0, TP e N S A A
7 AR A T T S R A R o 7 Y
AR P R R A T T EL A i R, R AR
PSS | RIA AT R TG B A e e R A R R R Y
R E ., B, A A R a0 BEER ORI 9
NBE P W BT IER A T e A, R R

Problems and Countermeasures Analysis on the
Vegetable Export Trade of Shandong

YANG Xu-dong, MENG Zhi-xing, HAN Yi.CHAO Fu-mei
(College of Economics & Management,Shanxi Agricultural University, Taigu,Shanxi 030800)

Abstract; Shandong province is famous for “big province for farm product export” of China,especially the vol-
ume of exporting vegetable kept the trend of growth for a long time. Problems of Shandong vegetable produc-
tion and trade were put forward such as the serious problem of pesticide residue,imperfect mode of industry-
chain management,lack of products of brand vegetable and deficiency in marketing capacity,imperfect standard
system of quality safety were still existing by studying the current status and advantages of export trade of
Shandong vegetable. Based on those,some countermeasures with pertinence were proposed,such as to reinforce
supervision on pesticide residues,to speed up market information network transformation and upgrading,to es-
tablish an effective industrial chain pattern.and to participate in formulation and popularization of international
trade rules positively, etc.
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Table 1 Significance results of independent

variables for Model 1

i H Items % 1 74 2% % Onlineshopper
iE Age -0.0062(0.0107)
Y& A Income 0.0003* * (0.0001)

H H K Education
I5f 5] ZE# 1E Plentytime
I W i ] Surftime
#E 2 Distance
* o FRFERAE S0 M R FWEAT T 25 B3, « RRE

L0 BFEMKTFFRE. TH.

#* % and * mean significant difference at 0. 05 and 0. 1 lev-

0.1126* (0.0608)
1.0768* * (0.4581)
-0.0160(0.1022)
0.0454(0.2799)

el. The same below.
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Table 2 Significance results of independent
variables for Model 2 and Model 3

e eI %

Consumption Frequency
AR 0. 0839 0. 0040
Age (0.2344) (0. 0080)
A 0.0039 " 0.0002"
Income (0.0013) (0. 0000)
HE R 5.7322* 0.0523
Education (1.3494) (0.0463)
o} B) 78 M P 9. 9408 0.6736"
Plentytime (8.8558) (0. 3037)
= R s 1.0785 —0.1114
Surftime (2.3627) (0. 0810)
iR 1. 9325 —0.3313
Distance (6.4498) (0.2212)
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Tactile Input: An Retailing

Analysis on the Impact Factors of Fresh Agricultural

Products by Consumers

LI Lin

(Nanjing Agricultural College, School of Economics and Management, Nanjing, Jiangsu

210095)

Abstract; As various types of commercial enterprises continued to pour into the fresh agricultural products,

market homogenization of enterprises increasing,the research on influencing factors of consumer online shop-

ping for fresh agricultural products was helpful to fresh business market segmentation. The consumers’ personal

characteristics were explored,such as age,income, education level, adequate leisure time,internet time length,

and from farmers markets or supermarkets distance and other factors on consumer single online shopping for

fresh agricultural products cost and frequency of influence. The results showed that the choice of whether con-

sumer income,education level and the ample of time significantly influenced consumer online shopping fresh;

the amount of consumption of consumer income, education level had a significant effect on each net purchase

fresh agricultural products; income and ample of time frequency of consumer online shopping for fresh agricul-

tural products had significant influence. Therefore, it suggested that fresh electricity suppliers in the market

when the target customers could be positioned as high education and high income people to improve the timeli-

ness of home delivery and to expand the coverage rate of self —help delivery points.

Keywords: fresh produce e—commerce;consumer demand; factors
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