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Abstract

The purpose of this study was to model Chinese consumers’ intention to purchase
fresh cherries through direct and indirect relations and mediating role between perceived
intrinsic quality, perceived extrinsic quality and satisfaction. The analytical method used
was a structural equation modeling (SEM). Surveys were applied to 388 buyers in three
traditional markets in Beijing, China. A confirmatory factor analysis was performed, which
presented an adequate goodness of fit to accept the model, according to the literature, which
confirmed the relations. The results showed, that perceived extrinsic quality and satisfaction
are directly and significantly related to Chinese consumers’ intention to purchase fresh
cherries. Additionally, an indirect and significant relationship was found between perceived
intrinsic quality and purchase intention, through the mediating role of satisfaction.
Keywords
consumers • fresh cherries • perceived quality • satisfaction • purchase intention • China

1 Universidad La República, Dirección de Postgrado e Investigación, Sta. Rosa 697.
Coquimbo. Chile. * andres.chiang@ulare.cl
2 Universidad de La Serena. Facultad de Ingeniería. Departamento de Ingeniería
Industrial. Casilla 554. La Serena. Chile.
3 Universidad de Chile. Facultad de Ciencias Agronómicas. Departamento de Gestión e
Innovación Rural. Santa Rosa 11315. La Pintana. Región Metropolitana. Chile.
A. Chiang
Revista
deetlaal.
Facultad de Ciencias Agrarias - UNCuyo | Tomo 53-2 - Año 2021

204

Chinese consumers’ purchase intention of fresh cherries
Resumen
El propósito de este estudio fue modelar la intención de compra de los consumidores
chinos de cerezas frescas a través de relaciones directas e indirectas y un papel mediador
entre calidad intrínseca percibida, calidad extrínseca percibida y satisfacción. El método
analítico utilizado fue un modelado de ecuaciones estructurales (SEM). Se aplicaron
encuestas a 388 compradores en tres mercados tradicionales en Beijing, China. Se realizó un
análisis factorial confirmatorio, el cual presentó una bondad de ajuste adecuada para aceptar
el modelo, según la literatura, confirmando las relaciones. Los resultados mostraron, que la
calidad extrínseca percibida y la satisfacción están directa y significativamente relacionados
con la intención de consumidores chinos de comprar cerezas frescas. Adicionalmente, se
encontró una relación indirecta y significativa entre la calidad percibida intrínseca y la
intención de compra, a través del papel mediador de la satisfacción.
Palabras clave
consumidores • cerezas frescas • calidad percibida • satisfacción • intención de compra •
China

Introduction
Chile is the main supplier of fresh cherries in China, which receives more than 85% of
the total exports of this fruit (6). An important leap forward considering that more than
10 years ago it was the 22nd supplier for the fruit industry in China (35). In addition, in 2018
Chile exported more than one hundred thousand tons of fresh cherries to China, almost
quadruple the tons for all of 2012 (32). Such rapid growth can raise questions about certain
factors and behavioral patterns that can provide information about the reasons for fruit
consumption and, in particular, fresh cherries in China. Yet few studies have been published
about the Chinese consumer generally and the way in which they buy food (19). It has been
stated that the Chinese consumer’s behavior is essentially different from other countries
due to its unique cultural, social and economic roots (3).
From this perspective, concepts such as purchase intention have been used in the
specialized marketing literature as a measurement for predicting behavior and subsequent
repurchase. The concept reflects consumers’ likely behavior in future purchase decisions
in the short term (7). Purchase intention is the possibility that determines customers’
willingness to buy the product; the greater the chances, the stronger the purchase intention
(25). It is crucial to recognize customers’ purchase intentions, since their behavior can
generally be predicted according to their intention Hsu et al. (2017) suggest that purchase
intention is a combination of the concentration of consumers in the purchase of a product
and the likelikhood of buying. For a complete representation of consumers’ purchase
behavior, their attitudes, preferences, motivations and perceptions of income must be
considered. It is also noted that purchase intention is a future projection of the consumer’s
behavior, which will significantly help form his/her attitudes (15).
In this area, the fresh fruit market in China has grown significantly, driven by growing
demand from consumers increasingly concerned about healthy diets, food quality
requirements and availability of fruit all year round (40), which has opened the Chinese
domestic market to influence by international trade (3).
Although, perceived quality cannot be determined objectively, there are currently four
main approaches to explain it: The economics of information approach, the means-ends
chain approach, integrative approaches and multi-attribute approaches (12, 28), with the
last being the one used in this study. The multi-attribute approach understands quality as a
dichotomous phenomenon between intrinsic and extrinsic cues (12, 19, 33, 48).
Intrinsic signals measure the quality objectively. These qualities pervade the product
with their functionality and are related to its physical appearance (1, 30). According to
Olson and Jacoby (1972), the intrinsic attributes are specific to each product, disappear
when they are consumed and cannot be altered without changing the nature of the product
itself (1, 5). Conversely, extrinsic signals are not physically part of the product, but they
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represent information related to the product, which can be modified externally, for example
use by dates, information related to the origin and information related to production and
processing practices (20, 30). Generally, high perceived quality reflects superiority, greater
reliability or greater functionality of a product. Therefore, when consumers favorably
perceive the quality of a product, they are more willing to buy it, i.e., a greater potential
intention to determine the mentioned behavior (11).
Satisfaction is the psychological state where the emotions that contain unconfirmed
expectations are combined with the consumer’s previous feelings about consumption
experiences (23). It is considered a cognitive and affective response by consumers to a
food product in a purchase context (14). The important factors for consumer satisfaction
when consuming foods appear before, during and after eating. For example, before eating,
the important factors are: expectations and desires based on memories of previous
food experiences and the context in which the meal is perceived (4). One of the most
studied approaches in the literature is the paradigm or theory of the disconfirmation of
expectations. This theory indicates that disconfirmation is a post-purchase process,
in which the consumer establishes a comparison between the results obtained and
the previously created expectations, and it is the difference between these two magnitudes
that leads the consumer to form judgments about a product or service (42). Consequently,
customer satisfaction can lead to a later behavioral intention as a purchase and a positive
communication. Several authors have shown a direct relation between consumer satisfaction
and the consumer’s behavioral intention (22).
Additionally, the perceived quality of and satisfaction with food are highly correlated,
with the former concept being a precursor of the latter (12, 14, 15, 31, 36).
Therefore, the main aim of this study was to model the purchase intention of Chinese
consumers of fresh cherries through direct and indirect relations and mediating role
between intrinsic perceived quality, extrinsic perceived quality and satisfaction. On this
basis, the following hypotheses were tested:
H1: Perceived intrinsic quality has a direct and significant relation with the satisfaction of
the Chinese consumer of fresh cherries.
H2: Perceived extrinsic quality has a direct and significant relation with the satisfaction of
the Chinese consumer of fresh cherries.
H3: Perceived intrinsic quality has a direct and significant relation with the purchase
intention of the Chinese consumer of fresh cherries.
H4: Perceived extrinsic quality has a direct and significant relation with the purchase
intention of the Chinese consumer of fresh cherries.
H5: Perceived intrinsic quality has an indirect and significant relation with the purchase
intention of the Chinese consumer of fresh cherries through the mediating role of satisfaction.
H6: Perceived extrinsic quality has an indirect and significant relation with the purchase
intention of the Chinese consumer of fresh cherries through the mediating role of satisfaction.
H7: Satisfaction has a direct and significant relation with the purchase intention of the
Chinese consumer of fresh cherries.
The structural model is shown in figure 1.

Indirect relations: H5
and H6 are provided
in the body of the text.
Direct relations; H3 and
H4 are provided in the
body of the text.
Relaciones indirectas:
H5 y H6 se proporcionan
en el cuerpo del texto.
Relaciones directas; H3 y
H4 se proporcionan en el
cuerpo del texto.

Figure 1. Causal model on purchase intention in Chinese consumers of cherries.
Figura 1. Modelo causal de intención de compra en consumidores chinos de cerezas.
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Materials and Methods
Sample and questionnaire
A survey was applied to a non-probability convenience sample in Beijing, China
(12, 28, 37) comprised of 388 people of Chinese nationality. The survey was developed in
Chile in Spanish and then sent to China for translation. After the completion of this process
by the specialized agency in Chinese, possible issues were identified and the writing was
modified to adjust to the local cultural contexts in terms of vocabulary, idiomatic and
syntactic equivalence where it was corrected and translated again back into Spanish. The
two versions were compared, ensuring their consistency.
To improve the survey-taking process, a user manual was designed in Chinese, which
was meant to instruct and guide the Chinese surveyors, reducing the likelihood of errors in
the data collection due to reports of similar studies conducted in China, warning of people
there being less familiar with surveys (19). The field work was conducted in two phases:
the first consisted of applying a pretest, where 30 individuals were surveyed in the Yuyan
Daxue market in Haidian district in Beijing, through which errors were detected that could
affect the result, and these surveys were thus excluded from the analysis. The second stage
consisted of applying the survey on a massive scale. The buyers of fresh cherries in three
characteristic sectors of Beijing were defined as the sampling unit: i) the Sanyuanli food
market, with 125 valid surveys, located in the international sector, is ample, with a good
infrastructure and location, and has fruits of different origins and qualities; ii) the Wuluju
market, with 128 valid surveys, located in the city’s southwest, is in a sector far from the
international area and focuses more on suburban life, and the prices of fruits are lower
than in the Sanyuanli market; and iii) the Wudaokou sector, with 135 valid surveys, in the
Haidian district, has a young population, as it is located near Tsinghua University and the
Beijing Language and Culture University. Data were collected on different days.
The evaluation instrument included questions corresponding to perceived extrinsic
quality (PEQ), perceived intrinsic quality (PIQ), satisfaction (ST) and purchase intention
(PI). The method used to collect the information was quantitative based on a structured
survey of 16 statements, (1: not important; 5: very important) for perceived quality, 5
statements for satisfaction (1: strongly disagree, 5: strongly agree), and 6 statements for
purchase intention (1: strongly disagree, 5: strongly agree).
For the construct PIQ, attributes were used based on the studies by Zeithaml (1988),
Grunert et al. (2015) and Chiang et al. (2018). The items used were: color, size, aroma,
juiciness, flavor, texture and freshness. For the construct PEQ, attributes were used based
on the studies by Ness et al. (2010), Grunert et al. (2015) and Chiang et al. (2018). The
items considered in this study were: price, region of origin, seller’s recommendation, seals
of quality, commercial brand, packaging and bulk sale.
The construct satisfaction included statements used in previous studies by Sanzo et al.
(2003), Espejel et al. (2009) and Chiang et al. (2018). The statements included in the study
were: I feel satisfied with the product, I feel happy with the product, the product fulfills my
purchase expectations, I am satisfied with the seller of the product and the product satisfies
my needs.
Finally, for purchase intention, statements were included such as: I intend to continue
buying the product (15, 21); if I couldn’t find the product in my usual store, I would look
for it another one (17); I want to buy the product (41); I intend to increase the size of the
purchases (11); I intend to increase the frequency of purchases (11), and I am going to make
an effort to buy the product in the near future (46).
To perform the exploratory factor and confirmatory factor analyses and the structural
equation model, the software SPSS Statistics v.21 was used with its complement Amos,
employing maximum likelihood extraction (27).
Exploratory and confirmatory factor analyses
The exploration of dimensions, Kaiser-Meyer-Olkin (KMO) index and Bartlett’s test of
sphericity (BTS) were applied, which must be significant, i.e., less than 0.05, being obtained
from the reduction of dimensions (44). In the confirmatory analysis, two tests of construct
reliability were determined: Cronbach’s alpha, which measures the internal consistency of
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the constructs individually, and the composite reliability index (CRI), which considers the
interrelations of the constructs, both with an accepted minimum value of 0.7 (8). In order
to obtain the validity of the latent variables, a convergent validity analysis was performed.
The convergent validity is verified through the average variance extracted (AVE) of the
constructs, with the recommended minimum of 0.5, with which it may be stated that the
variables explain more than 50% of the variance of their constructs, there being convergent
validity (38).

Structural equation model
Once these tests were completed, the goodness of fit of the model was estimated. For
this study, the following was determined: a) Relative Chi (X2/df), which must be less than
2, b) Mean root error of approximation (RMSEA), with the maximum accepted value less
than 0.05, c) Index Goodness of Fit (GFI), which must be greater than 0.95, d) Comparative
Adjustment Index (CFI), which must be greater than 0.95, and e) Average Goodness of Fit
Index (AFGI), which must have higher values at 0.80 (29).
Finally, based on the approach suggested by Baron and Kenny (1986), the bootstrap
technique was used to evaluate direct and indirect relations as well as the mediating role of
the variables on purchase intention with a 95% confidence level and a P value less than 0.05.
Results and discussion
With respect to the sociodemographic profile of the sample, table 1 illustrates greater
participation in the purchase and consumption of fresh cherries by women. Generally, they
are more aware of the implications of foods for health and the benefits of eating healthful
foods (34).
Table 1. Sociodemographic profile of the sample.
Tabla 1. Perfil sociodemográfico de la muestra.

Item
Gender
Age

Monthly income
Education level

Type
Male
Female
Between18 and 24 years
Between 25 and 34 years
Between 35 and 49 years
Between 50 and 64 years
More than 64 years
Less than 4000 (RMB)
Between 4000 and 4999 (RMB)
Between 5000 and 6000 (RMB)
More than 6000 (RMB)
Primary education
Secondary education
Technical professional
University education

Frequency
172
216
116
120
76
51
25
151
25
39
173
7
43
49
289

Percentage
44.3%
55.7%
29.9%
30.9%
19.6%
13.1%
6.4%
38.9%
6.4%
10.3%
44.3%
1.8%
11.1%
12.6%
74.5%

Williams, Ball and Crawford (2010), indicates that women have a greater gustatory
preference for fruits and vegetables, and even have greater self-efficacy when it comes to
following a healthy diet. Conversely, men worldwide consume fewer fruits and vegetables
than what is recommended (2, 13). With respect to monthly family income, Florkowski et al.
(2014) states that consumers with a higher income have greater chances of acquiring good
quality fresh fruits. One the other hand, for purchaser of imported food in supermarkets
of Beijing, Grunert et al. (2015) quantify a mean monthly family income of 7897 renminbi
(RMB) and over 84 percent of those surveyed have a higher education. This is consistent
with the results found in this research, especially if the data were collected in high-income
sectors and with many universities.
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Given that the sample obtained a value of 0.848 on the Kaiser-Mayer-Olkin index, a result
above the minimum of 0.5 established by Williams, Brown and Onsman (2010), it was valid
to perform a factorial analysis.
Bartlett’s test of sphericity was 0.00, indicating that the correlation matrix is not an
identity matrix. The individual reliability of the indicators (table 2) determined that the
observable variables of Chinese origin (ATRI01), Chilean origin (ATRI02) and US origin
(ATRI03) were significant for the construct PEQ, and the variables texture (ATRI10), size/
caliber (ATRI11) and color (ATRI16) for the construct PIQ.

Construct

Perceived
extrinsic
quality
(PEQ)

***p< 0.05. nd: not
determined, because
this regression
coefficient was
adjusted to 1 to
identify the model.
ns: not incorporated
as a variable to the
model because it is
insignificant.
*** p< 0,05. nd: no
determinado, porque
este coeficiente de
regresión se ajustó a
1 para identificar el
modelo.
ns: no incorporado
como variable al modelo
porque es insignificante.

Perceived
Intrinsic
Quality
(PIQ)

Satisfaction
(ST)

Purchase
Intention
(PI)

Table 2. Exploration of dimensions.
Tabla 2. Exploración de dimensiones.

Attribute
Origin China
Origin Chile
Origin U.S.A
Seller’s recommendation
Packaging
Bulk
Commercial brand
Seals of quality
Price
Texture
Size /caliber
Aroma
Juiciness
Taste
Freshness
Color
I feel satisfied with the fresh cherries purchased
I feel happy with the cherries acquired
The fresh cherries meet my expectations
I feel satisfied with the seller of fresh cherries
The fresh cherries satisfy my needs
I intend to increase the frequency of purchases of fresh cherries
I want to buy fresh cherries
If I couldn’t find the product in my usual store, I would look for it
another one
I intend to buy a greater amount of fresh cherries
I intend to continue buying fresh cherries
I am going to make an effort to buy fresh cherries in the near future

Code
ATR101
ATRI02
ATRI03
ATRI04
ATRI05
ATRI06
ATRI07
ATRI08
ATRI09
ATRI10
ATRI11
ATRI12
ATRI13
ATRI14
ATRI15
ATRI16
ATRI17
ATRI18
ATRI19
ATRI20
ATRI21
ATRI22
ATRI23

Critical ratio
nd
15.307***
15.664***
ns
ns
ns
ns
ns
ns
nd
9.851***
ns
ns
ns
ns
9.971***
nd
16.353***
18.202***
14.447***
18.207***
nd
18.716***

ATRI25
ATRI26
ATRI27

20.668***
ns
21.297***

ATRI24

ns

Intrinsic quality results are consistent with another study on fruits like goji conducted in
China by Yao et al. (2018), who reported that the Chinese consumer prefers fruits associated
with good quality based on color and texture. Liu and Niyongira (2015) also detected that
color generates the perception of safety that Chinese consumers have about foods. In another
study, Sun (2010) established that the buyers of fresh cherries at online food markets prefer
cherries according to their size and country of origin.
The indicators I feel satisfied with the fresh cherries purchased (ATRI17), I feel happy
with the cherries acquired (ATRI18), the fresh cherries meet my expectations (ATRI19),
I feel satisfied with the seller of fresh cherries (ATRI20) and the fresh cherries satisfy my
needs (ATRI21) were part of the construct satisfaction, confirming the studies conducted
on foods by Espejel et al. (2009) and Bech-Larsen and Tsalis (2018), which yielded results
similar to those found in this study. Finally, the construct purchase intention was comprised
of the indicators: I intend to increase the frequency of purchases of fresh cherries (ATRI22),
I want to buy fresh cherries (ATRI23), I intend to buy a greater amount of fresh cherries
(ATRI25) and I am going to make an effort to buy fresh cherries in the near future (ATRI27),
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obtaining results similar to the studies by Buaprommee and Polyorat (2016) on meats and
Fandos and Flavián (2006) on food products with denomination of origin.
The reliability of the constructs was determined in the confirmatory analysis (table 3).
Cronbach’s alpha was above 0.7 for the five constructs; thus, they can be reliably measured
individually. At the same time, the composite reliability determined that the constructs
were reliable to measure as a whole. The convergent validity of the construct indicated that
the attributes of the latent variables share more than 50% of the explained variance. The
goodness of fit of the model was good and fulfilled what was stipulated in the literature:
X2/d.f = 1.887, RMSEA= 0.048, GFI= 0.940 and AFGI= 0.915 and finally, CFI= 0.971.
Table 3. Reliability and convergent validity of the constructs.
Tabla 3. Fiabilidad y validez convergente de los constructos.
Construct

Cronbach’s α

Perceived intrinsic quality
Perceived extrinsic quality
Satisfaction
Purchase intention

0.745
0.860
0.891
0.889

Composite
reliability
0.751
0.863
0.895
0.890

Average variance
extracted
0.503
0.679
0.633
0.672

With respect to the direct and indirect relationships between the variables (table 4),
it was found with 95% confidence (p <0.05) that only the intrinsic perceived quality in
fresh cherries is directly and significantly related to the satisfaction of Chinese consumers,
generating indirect effects on the purchase intention through the mediating role of
satisfaction, which is opposed to the results obtained in extrinsic perceived quality. Other
authors such as Ness et al. (2010), achieve partial support in the indirect relationship
between perceived quality and behavioral intentions, possibly due to the behavioral duality
of intrinsic and extrinsic perceived quality.
* p<0.05. nd not
determined.
ns: not significant. DE:
Direct effect. IE: Indirect
effect. TE: Total effect.
* p< 0,05. nd no
determinado.
ns: no significativo.
DE: Efecto directo.
IE: Efecto indirecto.
TE: Efecto total.

Table 4. Type of mediation. Direct, indirect path coefficients and totals by construct.
Tabla 4. Tipo de mediación. Coeficientes de trayectoria directa, indirecta y
totales por constructo.
Construct

Perceived intrinsic quality
Perceived extrinsic quality
Satisfaction

DE
0.333*
ns
nd

Satisfaction
IE
TE
nd
0.330*
nd
ns
nd
nd

Purchase intention
DE
IE
TE
Ns
0.175*
0.175*
0.267*
ns
0.267*
0.228*
nd
0.228*

It was found statistically that there is a direct and significant relation between the PIQ
and satisfaction. Fan et al. (2017) and Chiang et al. (2018) showed that the signals of intrinsic
quality present a direct and significant relation with Chinese consumers’ satisfaction when
preferring fresh fruits. This statistical relation was also demonstrated in other food types,
e.g., Espejel et al. (2009) in ham and Grunert et al. (2015) in pork ribs in China. This result
means that hypothesis H1 is accepted.
There was no statistical significance between PEQ and satisfaction, which means
hypothesis H2 is rejected. In this respect, studies like those conducted by Espejel and Fandos
(2009) on wine and Chiang et al. (2018) on fresh cherries concluded that there is no positive
and significant relation between PEQ and satisfaction; however, Grunert et al. (2015)
determined that only in a narrow age group do the extrinsic attributes reach significance in
Chinese consumer satisfaction.
Little information is available in the scientific literature linking PIQ and PEQ purchase
intention; rather, various authors analyze it as a perceived general quality. For example,
Buaprommee and Polyorat (2016) demonstrated that there is no direct and significant
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relation between perceived quality and purchase intention in Thai consumers of red
meats; however, Ness et al. (2010) concluded that in 5 of 6 European countries a direct
and significant relation does exist between the two variables. The differences in the results
obtained by both authors might not only be due to cultural diversity, but also because there
was no dissociation between extrinsic and intrinsic attributes. The results obtained in
this study determined that PIQ presents no direct and significant relation with purchase
intention, a result in conflict with that obtained in PEQ. Therefore, hypothesis H3 is rejected
and H4 is accepted.
A similar context occurs when the indirect relations of PIQ and PEQ on satisfaction are
measured. Ness et al. (2010) determined that perceived quality has an indirect relation on
the behavioral intentions of European consumers of fruits like tomatoes. Also, in the services
sector, researchers like Wu and Li (2017) demonstrated that quality is a precursor of
satisfaction and a good predictor of behavioral intentions. In this study it was demonstrated
statistically that PIQ has an indirect and significant bearing on purchase intention through
the mediating role of satisfaction; therefore, hypothesis H5 is accepted, on the other hand,
no indirect and significant influence was found between PEQ and purchase intention as a
result of the mediating role of satisfaction. Therefore, H6 is rejected.
Satisfaction has a direct and significant relation on the purchase intention of Chinese
consumers. Thus, hypothesis H7 is accepted. This is consistent with studies conducted by
Espejel and Fandos (2009) on wines, Ness et al. (2010) on tomatoes and Konuk (2018)
on organic foods, which shows a direct and significant relation between satisfaction and
purchase intention.
In addition, the results obtained from hypotheses H1, H5, and H7 confirm that there
is complete mediation between PIQ and purchase intention from the mediating role of
satisfaction. The results of this research seem to be in line with the marketing initiatives
developed by ASOEX, enhancing the attributes of intrinsic quality, color and size, and linking
it to celebrations and traditions, through activities such as “Super Cherries days”, “Chilean
Cherries dance” and “Cherries from Chile”, activities that have also been enhanced by public
policies and agreements such as the free trade agreement between the two countries in
force since 2005.
The limitations of this study, considering the non-probabilistic nature of the sample, are
that the results cannot be generalized and that the sample is not representative according
to the population distribution.
Conclusions
The main aim of this study was to model the purchase intention of Chinese consumers of
fresh cherries through direct and indirect relations and mediating role between perceived
intrinsic quality, perceived extrinsic quality and satisfaction. It was found that Chinese
consumers’ satisfaction with fresh cherries is related directly and significantly to purchase
intention, and that in turn satisfaction acted as a mediator of the intrinsic perceived quality
variable, indirectly and significantly affecting purchase intention.
The study also found a direct and significant relationship between the latent variable of
perceived extrinsic quality with purchase intention, and although it is not explained by the
mediating role of satisfaction, it manages to be the variable with the best correlation in total
effects on the intention to purchase.
The attributes that comprise the latent variables are worthy of study for exporters of
fresh cherries to China, as the country of origin stands out for perceived extrinsic quality,
and the color, size and texture for perceived intrinsic quality. It is important that these
attributes are not neglected, because combined they can help generate the construction
of quality in consumers, who will be willing to acquire fresh cherries when they perceive a
greater value and useful life of the product than for the money they pay.
In summary, the exporter of fresh cherries should focus his strategy on the intrinsic
attributes of the product that directly satisfy the Chinese consumers (color, texture and size).
These attributes have a direct and significant relationship on the purchase intention these
consumers, through the latent variable of satisfaction. On the other hand, the exporters
should highlight the origin attribute (such as Chilean origin), because it shows direct
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and significant relationship with the intention of purchase, through of latent variable of
perceived extrinsic quality.
Future studies could include in the model variables related to the consumer’s purchase
intention such as: loyalty, sacrifice and perceived risk. Additionally, studying the moderating
role of these variables in consumers can be a feasible suggestion to delve more deeply into
the study discussed here.
References
1. Adasme-Berríos, C.; Sánchez, M.; Mora, M.; Díaz, J.; Schnettler, B.; Lobos, G. 2019. The gender role
on moderator effect of food safety label between perceived quality and risk on fresh
vegetables. Revista de la Facultad de Ciencias Agrarias. Universidad Nacional de Cuyo.
Mendoza. Argentina. 51(1): 93-109.
2. Adasme-Berríos, C.; Sánchez, M.; Mora, M.; Díaz, J.; Schnettler, B.; Lobos, G. 2019. Effects of
food-related health concerns and risk perception on the consumption frequency of fresh
vegetables. Revista de la Facultad de Ciencias Agrarias. Universidad Nacional de Cuyo.
Mendoza. Argentina. 51(2): 289-305.
3. Ali, T.; Huang, J.; Wang, J.; Xie, W. 2017. Global footprints of water and land resources through China’s
food trade. Global Food Security. 12: 139-145.
4. Andersen, B. V.; Hyldig, G. 2015. Consumers’ view on determinants to food satisfaction. A qualitative
approach. Appetite. 95: 9-16.
5. Ardeshiri, A.; Rose, J. 2018. How Australian consumers value intrinsic and extrinsic attributes of
beef products. Food Quality and Preference. 65: 146-163.
6. ASOEX. 2019. Asoex Informa N° 70. https://www.asoex.cl/images/asoexinforma/asoex70/mobile/
index.html#p=4 (accessed 11 November 2019).
7. Asshidin, N.; Abidin, N.; Bashira, H. 2016. Perceived quality and emotional value that influence
consumer’s purchase intention towards american and local products. Procedia Economics
and Finance. 35: 639-643.
8. Bagozzi, R.; Yi, Y. 2012. Specification, evaluation, and interpretation of structural equation models.
Journal of the Academy of Marketing Science. 40: 8-34.
9. Baron, R.; Kenny, D. 1986. The moderator-mediator variable distinction in social psychological
research: Conceptual, strategic, and statistical considerations. Journal of Personality and
Social Psychology. 51: 1173-1182.
10. Bech-Larsen, T.; Tsalis, G. 2018. Impact of cooking competence on satisfaction with food-related
life: Construction and validation of cumulative experience & knowledge scales. Food
Quality and Preference. 68: 191-197.
11. Buaprommee, N.; Polyorat, K. 2016. The antecedents of purchase intention of meat with traceability
in Thai consumers. Asia Pacific Management Review. 21: 161-169.
12. Chiang, A.; Schnettler, B.; Mora, M.; Aguilera, M. 2018. Perceived quality of and satisfaction from
sweet cherries (Prunus avium L.) in China: Confirming relationships through structural
equations. Ciencia e Investigación Agraria. 45: 210-219.
13. Dos Santos, Q.; Nogueira, B. M.; Alvarez, M. C. V.; Perez-Cueto, F. J. 2017. Consumption of fruits and
vegetables among university students in Denmark. International Journal of Gastronomy
and Food Science. 10: 1-6.
14. Espejel, J.; Fandos, C. 2009a. Wine marketing strategies in Spain: A structural equation approach
to consumer response to protected designations of origin (PDOs). International Journal of
Wine Business Research. 21: 267-288.
15. Espejel, J.; Fandos, C.; Flavián, C. 2009b. The influence of consumer involvement on quality signals
perception: An empirical investigation in the food sector. British Food Journal. 111: 1212-1236.
16. Fan. X.; Zhao, H.; Wang, X.; Cao, J.; Jiang, W. 2017. Sugar and organic acid composition of apricot and their
contribution to sensory quality and consumer satisfaction. Scientia Horticulturae. 225: 553-560.
17. Fandos, C.; Flavian, C. 2006. Intrinsic and extrinsic quality attributes, loyalty and buying intention:
An analysis for a PDO product. British Food Journal. 108: 646-662.
18. Florkowski, W. J.; Klepacka, A. M.; Nambiar, P. M.; Meng, T.; Fu, S.; Sheremenko, G.; Sarpong, D. B. 2014.
Consumer expenditures on fresh fruit and vegetables, in Postharvest Handling. 147-166.
19. Grunert, K.; Loose, S.; Zhou, Y.; Tinggaard, S .2015. Extrinsic and intrinsic quality cues in Chinese
consumers’ purchase of pork ribs. Food Quality and Preference. 42: 37-47.
20. Henchion, M.; McCarthy, M.; Resconi, V. 2017. Beef quality attributes: A systematic review of
consumer perspectives. Meat Science. 128: 1-7.
21. Hsu, C. L.; Chen, M. C.; Kikuchi, K.; Machida, I. 2017. Elucidating the determinants of purchase
intention toward social shopping sites: A comparative study of Taiwan and Japan.
Telematics and Informatics. 34: 326-338.
22. Jalil, N.; Fikry A.; Zainuddin, A. 2016. The impact of store atmospherics, perceived value, and customer
satisfaction on behavioural intention. Procedia Economics and Finance. 37: 538-544.
23. Kim, M.; Thapa, B. 2018. Perceived value and flow experience: Application in a nature-based
tourism context. Journal of Destination Marketing & Management. 8: 373-384.

Revista de la Facultad de Ciencias Agrarias - UNCuyo | Tomo 53-2 - Año 2021

212

Chinese consumers’ purchase intention of fresh cherries
24. Konuk, F. 2018. Price fairness, satisfaction, and trust as antecedents of purchase intentions towards
organic food. Journal of Consumer Behaviour. 17: 141-148.
25. Lee, W.; Cheng, S.; Shih, Y. 2017. Effects among product attributes, involvement, word-of-mouth,
and purchase intention in online shopping. Asia Pacific Management Review. 22: 223-229.
26. Liu A.; Niyongira, R. 2017. Chinese consumers food purchasing behaviors and awareness of food
safety. Food Control. 79: 185-191.
27. Loan, L.; Nomura, H.; Takahashi, Y.; Yabe, M. 2017. Psychological driving forces behind households’
behaviors toward municipal organic waste separation at source in Vietnam: A structural
equation modeling approach. Journal of Material Cycles and Waste Management. 19:
1052-1060.
28. Martínez-Carrasco, L.; Brugarolas, M.; Martínez-Poveda, A.; Ruiz, J.; García-Martínez, S. 2012.
Modelling perceived quality of tomato by structural equation analysis. British Food
Journal. 114: 1414-1431.
29. Mia, M.; Majri, Y.; Abdul, I. 2019. Covariance based-structural equation modeling (CB-SEM) using
AMOS in management research. Journal of Business and Management. 21: 56-61.
30. Mora, M.; Schnettler, B.; Lobos, G.; Geldes, G.; Boza, S.; Lapo, M. del C.; Paz, R. 2020. Olive oil and
the millennial generation in Chile. What do these consumers consider when buying this
product? Revista de la Facultad de Ciencias Agrarias. Universidad Nacional de Cuyo.
Mendoza. Argentina. 52(1): 233-245.
31. Ness, M. R.; Ness, M. B.; Oughton, E.; Ritson, C.; Ruto, E. 2010. Modelling consumer behavioural
intentions towards food with implications for marketing quality low-input and organic
food. Food Quality and Preference. 21: 100-111.
32. ODEPA. 2018. Fresh Fruit Newsletter March 2018. Office of Agricultural Studies and
Policies ODEPA of the Ministry of Agriculture”, https://app.powerbi.com/
view?r=eyJrIjoiMTY5NzkyZjYtZGEyMi00YWY5LWIyZGMtMTZiODE5ZmY1N2Y4IiwidCI6I
jMzYjdmNzA3LTZlNmYtNDJkMi04ZDZmLTk4YmZmOWZiNWZhMCIsImMiOjR9 (accessed
27 March 2019).
33. Olson, J.; Jacoby, J. 1972. Cue utilization in the quality perception process in Venkatesan M. (ed.)
Proceedings of the Third Annual Conference of the Association for Consumer Research,
Association for Consumer Research, Chicago. USA. 167-179.
34. Pearcey, S.; Zhan, G. 2018. A comparative study of American and Chinese college students’ motives
for food choice. Appetite. 123: 325-333.
35. ProChile. 2017. They emphasize interest to continue deepening relationship with China, http://
www.prochile.gob.cl/noticia/destacan-interes-de-seguir-profundizando-relacionconchina/ (accessed 09 May 2019).
36. Sanzo, M.; del Rio, A.; Iglesias, V.; Vazquez, R. 2003. Attitude and satisfaction in a traditional food
product. British Food Journal. 105: 771-790.
37. Schnettler, B.; Sepúlveda, N.; Bravo, S.; Grunert, K. G.; Hueche, C. 2018. Consumer acceptance of
a functional processed meat product made with different meat sources. British Food
Journal. 120: 424-440.
38. Sholekar, S.; Shoghi, B. 2017. The impact of organizational culture on organizational silence
and voice of Faculty Members of Islamic Azad University in Tehran. Iranian Journal of
Management Studies. 10:113-142.
39. Sun, C. 2010. The impact of auction characteristics on prices of agricultural products traded online:
evidence from cherries. Agricultural Economics. 41: 587-594.
40. Tian, X.; Yu, X. 2017. The quality of imported fruits in China. Emerging Markets Finance and Trade.
53: 1603-1618.
41. Tudoran, A.; Olsen, S. 2017. Analyzing the returns of the first transaction satisfaction on intention
to purchase and willingness to pay: Evidence for new food products. Journal of consumer
behavior. 16: 372-386.
42. Tuu, H.; Olsen, S.; Linh, P. 2011. The moderator effects of perceived risk, objective knowledge and
certainty in the satisfaction-loyalty relationship. Journal of Consumer Marketing. 28: 363-375.
43. Williams, L.; Ball, K.; Crawford, D. 2010. Why do some socioeconomically disadvantaged women eat
better than others? An investigation of the personal, social and environmental correlates
of fruit and vegetable consumption. Appetite. 55: 441-446.
44. Williams, B.; Brown, T.; Onsman, A. 2010. Exploratory factor analysis: A five-step guide for novices.
Journal of Emergency Primary Health Care. 8: 1-13.
45. Wu, H.; Li, T. 2017. A study of experiential quality, perceived value, heritage image, experiential
satisfaction, and behavioral intentions for heritage tourists. Journal of Hospitality &
Tourism Research. 41: 904-944.
46. Yadav, R.; Pathak, G. 2016. Intention to purchase organic food among young consumers: Evidences
from a developing nation. Appetite. 96: 122-128.
47. Yao, R.; Heinrich, M.; Zou, Y.; Reich, E.; Zhang, X.; Chen, Y.; Weckerle, C. 2018. Quality variation
of goji (Fruits of Lycium spp.) in China: A comparative morphological and metabolomics
analysis. Frontiers in Pharmacology. 9: 151.
48. Zeithaml, V. 1988. Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing. 52: 2-22.

Revista de la Facultad de Ciencias Agrarias - UNCuyo | Tomo 53-2 - Año 2021

213

