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Abstract

With the development of electronic commerce, agricultural products marketing also,
have a new development platform. In this paper, the author analyzes E- r&@!e

consumer factors of agricultural products in agritourism based on ing
technology. The agricultural product marketing in the perspective of agri mainly
takes the agritourism as an opportunity to carry out the s and E- platform
has greatly promoted the sales of agricultural products. ’y al research,
we find out the influence factors of agricultural pro a e as ion time, cost,
credibility, reputation and other performance indl nd créuibilify is one of the most
important indicators. On this basis, we put forwar ant rec ndations.

Keywords: Cloud computing, Agrit iSm, E- corhq%e trust, Data mining,

Agricultural products
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1. Introduction

With the development of«n%n ion t gy and the innovation of e-commerce on
traditional industry is more an mor us especially in the field of agriculture,
agricultural products e- c erce, e-C ce in rural areas such as pattern, breaking the

traditional agrlcultu rculation \way [1-2]. Electronic commerce can will sell
agricultural produ ctly *Aimers reduce the middle link in the circulation of
agricultur the shor g ‘of the agricultural products "from the field to the
table" in th’b e, ea mer tangible market geographical limitations, to help solve
the proble asym@

China, to expand th e

Commerce Rese

roduction and market demand of agricultural products in

Is of circulation of agricultural products [3]. China Electronic
ter statistics report shows that in our country enter the total value
of agricultural ts circulation channel 2. 45 trillion Yuan, and through the online
channel for the Circulation of agricultural products is only about 1%, with 14. 5 per cent
retail cloffig=17%, electronic products accounted for than compared to visible, the e-
comme @ agricultural products have great market development space [4]. Agricultural
d@e ectronic commerce has become a large-scale e-commerce enterprises have set
% the blue ocean, comprehensive e-commerce platform lynx, Jingdong, Dangdang,
ao and other, agricultural products as an important business development, market

also emerged vertical type of e-commerce business of fresh agricultural products, such as
every orchard, originally life, SF optimization. Agricultural product electronic commerce
involves complex industrial chain, agricultural products from production to sales to after
the breeding, cultivation, processing and storage, online retail sectors, industry chain is
very difficult to full control, easy to form a plurality of trust breakpoints, a link problems
will affect consumer perception of the quality of agricultural products, increase consumer
mistrust and insecurity [5-7]. Agricultural products, especially fresh agricultural products
with the characteristics, such as fresh activity, regional, seasonal and the standardization
degree low, which brings to the enterprise in the fresh agricultural product selection,
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preservation of cold chain, logistics and distribution proposed new requirements, easy to
cause the user experience is not stable, lead consumers to online purchase fresh
agricultural products lack of trust. In addition, China's social credit system is not perfect,
food quality and safety issues frequently, the list of unsafe food almost all kinds of food,
the public is generally low sense of trust in food [8-10].

Under the background of the rapid development of agritourism, agricultural products
marketing homeopathy have more extensive sales channels, although current needles and
more research for the development of agritourism, but take enhance the research related to
the marketing of agricultural products quality is relatively small [11]. And from the point
of view of the significance of the marketing of agricultural products, with the aid of in the
development of agritourism for the marketing of agricultural products to open a broader
market for rural industrial structure adjustment and agriculture intensive development has
a positive role in promoting, which is conducive to the income of farmers to promote the
further deepening of the "three rural issues". However, from the perspec ofe
agritourism, agricultural product marketing, as a new mode of agricultural s
marketing, both theory and practice can be used for reference, so some prob I exist.
According to this, the agricultural product marketing strategy in @ ive of
agritourism has a positive practical significance for the c orary I product
marketing to provide ideas for innovation. When consupag 0 |ne agricultural
a —to face ing environment

products, the uncertainty and risk perception of thesr
of E-commerce will increase [12]. Therefore, lac onsuanence restricts the
fresh agricultural products e-commerce healthy ard rapid devélopment, how to break
through the plight of a crisis of confldence%onsum%@whance consumer trust of
electronic commerce of fresh agricultural f ts, it is thexfresh agricultural products in
our country electronic commerce deve pro S ich is in an urgent need to solve
the problem, it is also a difficult i |ss urren % . Based on this, the research on
agricultural products as al omblne our country agricultural product
features of the electronic coﬁ nd the lopment of the status quo, according to
the fresh agricultural pro istiCs, agricultural industry and market
characteristics, study on agrlculm& ducts under the environment of e-commerce

consumers trust buydr@
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Figure 1. Agricultural E-commerce
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2. Cloud Computing and Data Mining

With the rapid development of cloud computing and service computing and other
related technologies, the idea of network is the computer is becoming more and clearer. In
the philosophy of IT resources service is the most important external characteristics, can
will be a large number of computing resources, storage resources and the software
resources to service (also known as cloud services, grid service etc.) in the form of a link
together, forming large scale shared virtual pool of IT resources, for the remote computer
users with "unlimited" ability of cloud services resources, such as cloud services platform
azure, blue cloud other. Due to the limited functionality of a single cloud services, the
need to cloud computing environment in a number of services into a more granular value-
added services or systems, for other remote users to use. Trusted service evolution
mechanism of the main objective of the study is to cloud services trust relationship
between the development of reasonable metric analysis and effective, achieve real erV|ce
subject to effective evolution and self-organization, and false service subjgect
shielding the trust service set, thereby enhancing the cloud calculation %ent
service selection is effective. é

Cloud service models Security, privacy, and co\ ction meas@
.................................... needed at varj sedice le

n 2 Network IDS/IPS, firawalls, data processing information,
anti-DDoS, QoS, DNSSEC

&d e Hardware and software RoT and APls,
(RS trust-overlay and reputation systems

Applications . ‘
E g vy analysis, sc pp firewalls,
A : - Applicatons actional seﬂm ht protection

| Q
E Data lo& tigin, common log file,

Dara Content  Metadata : Daw’l dar.abase a %mtormg encryption,

=~ ! : oring Lermarklng

Integration OS and middleware : rn lent risk management and compliance,
E - agemem: and access management, virtual machines (VMs),
] @ management
H
1

IDS/IPS, host-based firewalls, integrity and fire/log

ompute and storage i )
management, encryption, masking

IPS: Intrusion-prevention system
RoT: Root of trust
23S @ : DDoS:  Distribted denial of service
e~ (L e S 4 DNSSEC: Domain Name System Security Extensions

(;)- ---------- a (b) QoS: Quality of service

A that there are N services in the cloud computing environment, the main body
ig d into 2 types of service providers and service users according to the different
Definition and main properties of service quality, mainly including execution time
execution cost (C), credibility, reputation and other performance indicators. Trust
service selection problem is actually a service consumer to find reliable service
composition path problem, apparently credibility is the most key indicators, main service
reputation just for SC subjective choice of reference. In order to study the problem of
simple, we will be the credibility of the QoS indicators from the independent research,
that is, the following QoS indicators do not contain credibility and other indicators of
confidence.
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At the same time set up ¢ as the importance of VP.

M
> 4. =1, 0<¢ <1
m=1

1)
F means cloud service QoS evaluation in the process of interaction:
M
fij(t) =f (Xi ' X5, S,t)= Z¢QO (Xij ) 2
m=1

H is the maximum number of interactions in the service interaction.

h
1 (k)
Tij = ZEﬂ(k)fij
®)
According to the characteristics of people's behavior in real life, it can give a higher
weight to the recent interaction behavior, so it can be expressed as:

1, k=d

wk)=
|- v, 1k=0 O?“(4)
Reliability evaluation of multiple interactionS' %
C (x X;, st \/

(5)
The overall evaluation of the credibility of alléerwce a nteractlng with the
subject Xi, using the weighted average:

Ct(xi,xj,s,t): %

(6)

Among:

n

i=1l j=1 (7)

The higher th b ity of &%rvice agent x claims that the more true; on the
contrary, that its ior is istent with its claimed property. From this we can

adibility of SR and*SC has a slightly different meaning, of which SP is to
i is consistent with its claims, and SC is to say that the

say that t pvice p
evaluation is . %

Service consumeﬁ& e basis of the interaction process of service composition, if the
service set too ist between the service portfolio behavior, and make the service

interaction betweer® "upstream” and "downstream™ reached a certain level of trust. In this
ice composition path service set after trust evolution formed larger can
lete service composition service set is called trust assemblies. This not only
single service choice, but also can choose the high credibility of the service
rove the efficiency of service selection, as shown in Figure 3.
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Figure 3. Trust Evolution 0
NI
3. Theoretical Model and Research Hyp@ \/

Agritourism is different from the distinctive feat of tourime pursuit of natural
ecology and the development of modern soci eople fo Ith advocate of more and
more high, and villages as far away from ity's natura\ dscape, cities do not have
natural resources, therefore decided th tages ritourism. And the agricultural
product marketing its characteristi% thro agritourism superiority mainly

manifests in several aspects: fi characteristic. The production of
ifference. And agritourism from the

agricultural products to sales certain dme
perspective of the agricultu roducts ting can with consumers, "home" and
Il

provides more convenienge,for the thag of agricultural products, in the process of
agritourism, the selli int of ultural products marketing is to ensure the
authentic self, it "b%kial to romotion of the agritourism place of consumption.
Second, food cultratourism h@aj highlight of agritourism, food culture and regional
culture has ghetRost direct corretation. And from our country's actual situation, the main

features of ast tersitdpy,plarge national, diet culture thus formed obvious regional
differences. “Therefore itourism in different regions also has the difference of
agricultural productg. is regard, agritourism marketing also has distinctive regional

characteristics,
products has

ny foreign tourists; with local characteristics of agricultural
ry high appeal. Third, people's material life level is rising, for
roducts and other food fresh is no longer in the past, such as like strong, for
, the focus of agritourism is through participation in and gets the sense of
In this situation, development of agritourism have to follow the market

n of r agritourism and strengthen innovation activities of agritourism experience,
%as the popular tourism projects, through fishing, picking and other activities to
actileve agricultural products marketing, not only to promote the marketing efficiency of
agricultural products, but also to meet the needs of tourists experience. Under the
electronic commerce environment, because there is no formal contract, between the
consumer and the business transactions mainly rely on the trust between the two sides to
maintain, although electronic business to consumers shopping bring the convenience of
time and space, but the uncertainty and risk of the network environment, making a more
prominent problem of consumer trust in e-commerce environment. For fresh agricultural
product electronic commerce enterprise engaged in agricultural products and how to
establish consumer confidence, making between consumers and businesses remain stable
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trading relationship, for the enterprise market development is particularly important.
Under the electronic commerce environment, the consumers mainly rely on the trust of
the business to promote the purchase of agricultural products. Therefore, the study of
what factors influence consumer trust of agricultural products e-commerce businesses,
can be in more of proposed management strategy, improve the relationship between
businesses and customers, make the business access to consumer trust and promote sales.

3.1. Product Quality and Perception

Product quality is one of the important attributes of the product, mainly includes two
aspects: first, the inherent quality of the product; the two is the appearance quality of the
product. Agricultural products as a kind of products, is a necessity of life. Agricultural
products, bring a person is not only taste enjoyment, but also beneficial to physical and
mental health, the quality also has intrinsic quality and external quality, if enterprise
online sales of agricultural products so that consumers feel better intrinsic quality, a
external quality may get of consumer trust and recognition. Previous studies h nd
that consumer perceptions of product quality positively affect their trust esses.
Therefore, this paper puts forward the following assumptionsy,

H1: The higher the quality of agricultural products, L\Q*ners’ tr@i-commerce
enterprise will be higher

Perceived value definition is more extensive, ¢ ined i f money, quality,
and income and so on. From a monetary point of when c \v{ers pay less money,
the value is generated, in other words, ue of the mount of increase in

i
g

economic relations. Perceived value refers fferenc een the highest price and
the actual price paid by the consumer roduct or service. From the
guality point of view, the value that ers.a pay the difference between the
price and the perception of the qu of‘the p %That is to say, when consumers to
spend less money to buy the p of hig erceived value is produced. From
the perspective of revenue, ived valu@ to the overall evaluation of the benefits
and sacrifices of consum that'is t sumers will be aware of the integration of
their income and acces oduct ne crlflce not only refers to the purchase of the
product's monetar @&es non- onetary expenses, such as transaction costs, search
costs, coordinatio and ts are also a sacrifice. This research is to examine
the value of percept the perspective of income. Past studies have found
that the vabc sto elved value has a positive impact on trust in the context of
online servig Consu agrlcultural products have their own cognitive judgment,
agricultural product used as a regular purchase of food, can also be used as a gift
to others in order, or, can be given a different concept of value. By increasing the
added value of@ttural products, businesses can better explore the market, to get more
recognitiqn and deceptance of the consumer products. So let consumers perceive the value
of agric %’products, recognized the value of agricultural products, the value of the
purch lue, is one of the important ways to enhance consumer trust. Therefore, this
@s forward the following assumptions:

%: he higher the value of product perception, the higher the trust level of electronic
cowimerce enterprises of agricultural products.
3.2. Logistics Service and Communication

Logistics service quality and agricultural products e-commerce consumer trust in the
relationship between the quality of service is the consumer of a service expectation and
actual performance difference between service quality mainly includes five dimensions:
tangibles, response, reliability, assurance and empathy. Under the electronic commerce
environment, the service quality of the electronic commerce enterprise mainly includes
the service quality of the network and the service quality of the network. Logistics service
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guality includes nine aspects, respectively is personal contact quality, order release
guantity, quality information, ordering process, order accuracy, the goods in good
condition and degree, the quality of the goods, error handling and timeliness. The e-
commerce of agricultural products logistics transportation and distribution and general
product electronic commerce, agricultural products due to the products of the
vulnerability and short shelf life, makes the enterprise to develop agricultural products e-
commerce and logistics costs, logistics is one of the bottlenecks of e-commerce of
agricultural products, logistics service level of quality influence the consumer's trust of
electronic commerce of agricultural products. Therefore, this paper puts forward the
following assumptions:

H3: The higher level of logistics service quality, the higher the trust level of the
agricultural products electronic commerce enterprises.

Under the network service quality of the electronic commerce enterprise refers to the
logistics service quality, and the quality of the web service quality refers to the wgebsitee
design quality. Website design quality mainly includes the information quality a
quality of website, the website, the quality of information refers to information(can be

understanding, usefulness, accuracy and reliability of the, the site's qualityisystém refers
to the site of the ease of use and interactivity. In the e:commercede ment, the
previous research found that the quality of the w sign significantly affect
[ i Q$Yis the object of

h

paper puts forward the following assumptions

consumer trust. Electronic commerce website of Ittral

consumer shopping when facing the face, when c@ers ca %v about the normal

use of the site function, then the site will be a% tain therx trust. Therefore, this
H4: website design quality positive mfl

consume?\ ust in agricultural products

e-commerce enterprises

The Internet for consumers an %cultu cts e-commerce enterprises to
provide communication chanpel arketin I bring the changes, the Internet
provides a new media of com tlon, mmunication mode of multi marketing
activities provides a large numbe¥ of onli ent consumers actively participate in the
communication process provide feedback has become a reality, consumers
now have the site as&’ortant 0 nlcatlon tool, in the shopping site, consumers
can talk with sel&\ he elew%ic commerce environment, the active control and
mutual exchan he m N;Par teristics of the communication, the active control
refers to g% hoose information and guidance interaction, mutual

ility t
communic refers @ability of the two party or multi-party communication.
Because the online p of agricultural products in line with the traditional face face
communication trar%on process, consumers can not experience the appearance and
intrinsic qualit agricultural products to buy, only through site pictures and text
introduction o icultural products to understand, so on the Internet to do effective

communi with consumers is to promote relations between consumers and sellers,
improvi f the key factors of consumer trust and good communication can develop
mor customers. Previous studies have found that communication is conducive to

otion of consumer trust and purchase intentions. Therefore, this paper puts
rd the following assumptions:
5: Interactive communication is more effective, the higher the trust level.

4. Empirical Analysis

4.1. Scale Design

In this paper, the questionnaire survey method to verify the theoretical model and
research hypotheses, agricultural products quality (FQ), logistics service quality (LSQ),
communication (COM), website design quality (WDQ), perceived value (PV) and trust
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propensity (pro) six variables as influence consumer trust variables, variable measure is
mainly adapted according to the previous literature. Level 5 Likert scale is used in this
study, in order to improve the validity of scale, this study first invited agricultural
products in the field of Electronic Commerce three experts on the scale and the content of
the statement suggests, in the expert opinion based on the table is improved. Then, select
the 30 students were pre tested, based on the results of their feedback, scale expression is
not clear statement to make further improvements, eventually formed the formal scale,
scale of measure items and sources such as Table 1 shows.

Table 1. Measurement Index

Factor item content
FQ1 Good color, no spots and damage
FQ2 Fresh agricultural products N

(FQ) FQ3 Size is basically the same
LSQ1 | There is little error in logistics distr n
Logistics service quality (LSQ) | LSQ2 | Transport processes are safe (A

LSQ3 | delivered timely\mapner /
COM1 | willingto c i

Quality of agricultural products

*

Communicate

COM2 | Provi dition
(COM) COM3 | Pay dlten edbdck | put forward
Website design quality WDQ1 | Web pageé to attractaetple
(WDQ) WDQ2 | Website is a pfofessional design
Perceived value PV1, roduct valueN\*"

(PRO) N | be that man is kind.

Trust Q U1+ | @he seller is honest.

(TRU) TR ers are trustworthy.
4.2. Sample Colleqi& \

The objects \Q survejﬁ line purchase of agricultural products after the

mple sdurce in twosdomestic large fresh agricultural products e-commerce
enterprises 0 CO main fresh agricultural products, investigators are the two
company's omers. the corporate database randomly selected customers and
customer service st telephone consultation whether they agreed to participate in
the survey of fr icultural products e-commerce, who agreed to participate in the
questionnaire tomer groups. The questionnaire is via email or print form mail to
them. The fesearch respectively from each company randomly select 200 willing to
particip h%(he questionnaire to fill out a customer, to recover a total of the 338
guesti es, excluding the invalid questionnaire and important information is missing
%E estionnaire. Finally, we received a total of 300 valid questionnaires. Samples of
52%

(PV) PV 2~ > rice | table.
Trust tendency M are trustworthy
q%Z

mographic characteristics are shown in Table 2, 156 men, women accounted for
, 144 people, accounting for 48%, the sex ratio and Chinese Internet Network
Information Center (CNNIC) with Internet users statistics; from the age structure, the
number between 20 to 29 years old the most, accounted for 60.2%. The second is 30 to 39
years old, young people accounted for 30.4%, indicating the age structure of online
purchase of agricultural products; from the academic point of view, bachelor degree or
above accounted for 81%, online purchase of agricultural products, the population level of
education is generally good; from the point of view of income, monthly income more than
5000 accounting for 52.8% of the net. Purchase of agricultural products, the higher
average income crowd.
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Table 2. Descriptive Statistics

variable Category frequency | Percentage (%)
Gender Male 148 49.0
Female 152 51.0
Under 20 68 20.6
Age 20 -29 years old 156 49.2
30 -39 years old 76 25.4
Over 40 14 4.8
high school 51 16.9
Education level | Undergraduate 197 65.8
Master 46 15.2
< 3000 RMB 88 29.0
monthly income | 3001 - 5000 RMB | 158 52.8 .
>5000 RMB 54 18.2 ?y
4.3. Reliability Analysis 0

Through SPSS 22.0 software calculated the variables GQ\C’ronba ha value as
shown in Table 3, the variable Cronbach's alpha value :@e is 0. 82§ to 0¥926. Therefore,
scale has high reliability; also the variables w easurementNitem deletion, the
variables of the Cronbach alpha value reduced, if sure o iable measure plays
an important role. Exploratory factor analysts\(EFA) is & statistical method used to

identify the intrinsic structure of multiple ed variab&/ he variables related to the
agricultural product quality, perceived” ies, service quality, website design
st

logist
guality, communication, propensity @ @t each variable has multiple
measurement indicators, the indi betwea same variables with a certain
correlation, index of different \akidhles between the different degrees of. 0 exploratory
factor analysis, based on iax rotafe ncipal component analysis method of

calculation results show that the sam o0 value is 0.929, and is significant at the.
001 level, higher than _t itical V:SSQ' f 0.80, indicating the data suitable for factor
analysis, the rotate

r load_matrix display, spin out of the seven factors were
values are hig
the scale h: @

of wari 77.690%, each measurement item in variable load
{ 0. 50, a the other variables load values are below 0. 50, that

eceiée vergent validity and discriminant validity.
@ able 3. Variable Cronbach’ a[J
N

, . Cronbach’a o after

1:ac I'\|  Cronbach’a a item the item is deleted
FQ1 0.858
() Q 0.914 FQ2 0.895
O FQ3 0.876
LSQ1 0.742
@ LSQ 0.858 LSQ2 0.770
LSQ3 0.735
COoM1 0.849
COM 0.872 COM?2 0.828
COM3 0.835
WDQ1 0.824
WDQ 0.883 WDQ?2 0.859
PV1 0.826
PV 0.852 PV2 0.837
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PROL 0.730
PRO 0.813 PRO2 0.687

TRUL 0.885
TRU 0.904 TRU2 0.846

4.4. Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) is used to analyze the relationship between
variables and the corresponding measure items in accordance with the logical relationship
between the researchers and the design. Validation results of factor analysis as Table 4
shows, ave (average variance extracted) are refers to the factor of the average variance
extracted, the ave values reflect the measure convergent validity, its critical value is 0.50,
the ave of the variables in this study value in between 0.718 and 0.872, measure has good
convergent validity; Cr (composite Reliability) is refers to the composite reliability, the,
CR value greater than 0. 7 factors of reliability is better, the study variables fo E%R

scale had good convergent validity. The dlscrlmmant
difference between the different variables, which refle e clos&ydegree between the
measure items and the corresponding variables. TeSt ofd Cri%t validity, the first step

is to calculate the values of variables between the“matrix of ¢ ion coefficients and
each variable ave square root, if a variable aﬂ‘alue sgu%oo than it between other
variables and the correlation coefficie icating ﬁQ this variable has good
discriminant validity. Discriminant validi he tes ults are shown in Table 5 shows

that values of each variable in the squa greater than it between other
variables and the correlatron co , sugg&i t the variable measure has good
discriminant validity.

Tabl Factor \d AVE, CR analysis
?é,- R d

. - . composite
Factor ﬂ@ ‘S‘L rd load Mean variance reliability
FQ] ND.9123
F FQ2 />  0.8765 0.748 0.948
FQ 0.8397
0.7541
LSQ 0.8462 0.702 0.922
Q3 0.8589
CoM1 0.8420
COM?2 0.8169 0.754 0.904
<Q COM3 0.8748
WDQ1 0.9124
@JNDQ WDO? 0°9259 0.842 0.928
PV ﬁx; 8'212? 0.736 0.855
PRO Egg; 8'232}1 0.728 0.874
TRU1 0.9238
TRU TRU2 09267 0.856 0.961
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In this paper, the proposed model is verified by PLS-Graph 3 software. Perceived value
(0. 358), agricultural products quality (. 350), website design quality (0 288), logistics
service quality (. 267), communication (0. 252), trust propensity (0. 23) of trust has
significant positive effect, all the hypotheses are supported; hypothesis H1, H2, H3, H4 in
significant probability p is 0. 001 level significantly, hypothesis H5 and H6 in significant
probability p is 0. 01 level significantly; in all the factors affecting trust, based on the
characters of agricultural products agricultural products quality and perceived value
factors is most important. Trust is explained by the R2 value of 0.568, which indicates
that the model explained 56.8% of the variation in the trust of agricultural products (R2),
which shows that the theoretical model has better explanatory power.

Table 5. Square Root of the AVE Value of the Variable and Its Correlation
Coefficient

PV | FQ [ LSQ [COM [WDQ | PRO | TRU \/’
PV | 0.859 v
FQ [0.574]0.874

LSQ | 0.515 [ 0.625 | 0.828 L /,\.9

COM [ 0.587 | 0514 | 0.615 | 0.826 | NN\ N /
WDQ | 0.585 | 0.426 | 0.446 0583«3“ N )Y
PRO [ 0.535 | 0.484 | 0.435 [ 0.5 60849 |V

TRU | 0.627 | 0.550 | 0.515 | 0.579%=0.545 0\1 0.926
L 2
5. Conclusions . ()Q \6
The agricultural products as an ex @ ex Ox influencing factors of buyers of
fresh agricultural product electr 7{ mmer \Q rprise trust, agricultural product

electronic commerce trust thepr I" model, was» constructed based on characteristic
factors of agricultural pro and serVi
Wi

ality factors, consumer characteristics
factors, and between the_way the size of the empirical validation, finally
improved the effective r@anism 0

rust of consumers. The results show that the
agricultural produet

ity, perceiyed value, logistics service quality, website design
quality, communi and opensity positively influence consumer trust of
i enterpri of agricultural products, the role of the product
i prominent. Fresh agricultural products with ordinary
¥ make ordinary products under the environment of e-
olution is not suitable for fresh agricultural products under the
electronic comm vironment. Therefore, for fresh agricultural products under the
environment oﬂ@merce consumers trust mechanism construction is necessary to sort

out and explore, this is also the theory innovation.
Enha value of the customer's perception of the product, so that consumers feel
value _f oney. Perceived value has a positive impact on consumer trust that if
rs feel that online purchase of agricultural products in line with their consumer

&

commerce consume

and consumer value, which will enhance the confidence of consumers to
p ipate in online purchase of agricultural products. Consumers are the pursuit of
maximizing the value of products, online purchase of agricultural products often tend to
choose to provide more product value businesses, product value perception has a greater
impact on the online purchase attitude. Therefore, enhancing the value of agricultural
products has a significant impact on enhancing consumer trust and purchasing behavior.
Therefore, the electronic commerce enterprises of agricultural products should pursue the
interests of consumers, and constantly improve the value of agricultural products, and
continuously improve customer satisfaction and consumer trust. Group difference,
geographical features, time special allows consumers to the diversification of the demand
for agricultural products, businesses must better meet consumer demand, prompting
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consumers recognized for its products, in order to enhance the trust of consumers to
businesses, get more customers resources.
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