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Abstract With the development of Information Technology (IT) in China, e-commerce has gradually
become the norm and e-commerce of agricultural products has developed rapidly. This study
investigated the attention and satisfaction of Chinese consumers on the service quality of an
e-commerce platform of agricultural products. The analysis of reliability and efficiency of the
importance and satisfaction of the data was carried out, and the statistical significance of the
questionnaire items was verified. The difference between the two data was analyzed by the t-test.
Consumers' satisfaction with an e-commerce platform of agricultural products was low. The Z-score
benchmark value method was used to accurately identify the variable's location. Through IPA analysis,
this paper studied the current situation of consumers' perception of the service provided by the
e-commerce platform of agricultural products and intuitively revealed consumers' attitudes towards the

service quality of the e-commerce platform of agricultural products.
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Table 1. Importance and Performance Measured

variable
E-commerce platform's own Agricultural products' own
factors(A) factors(B)
B1, Brand recognition
Al, Security of website B2, External packaging design
transactions and privacy of agricultural products
A2, Website design style and B3, Reasonable price of
convenience agricultural products
A3, Pre-sales and after-sales B4, Fresh degree of
service system is perfect agricultural products
A4, Website visibility B5, Whether a green food is
certified
Logistics distribution factors(C) Seller factors(D)
D1, Commodity diversity
D2, Whether the commodity
picture is consistent with
the physical object
C1, Delivery timeliness D3, Seller integrity level
C2, Shipping convenience D4, Sellers protect buyers'
C3, Logistics service level personal intelligence
C4, Agricultural products D5, Commodity quality and
preservation measures safety guarantee
C5, Logistics, packaging and D6, Seller service attitude
personal intelligence D7, Establish a traceability
protection system for agricultural
products
D8, After-sales "return" and
"replacement” guarantee
measures
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Table 2. General characteristics of subjects

Item Frequency | Percentage(%) Item Frequency Percentage(%)
Male 271 50.8
Sex Online Midwk 214 40.1
Female 263 49.3 shopping
Under 20 years old 27 5.1 time per
week Weekend 320 59.9
20 to 30 years old 191 35.8
30 to 40 years old 145 27.2 Less than 1 time 174 32.6
Age 40 to 50 years old 104 19.5 Average 1~2 times 188 35.2
50 to 60 years old 37 6.9 number of 2~3 times 75 14.0
online
Over 60 years old 30 5.6 purchases 3~4 times 71 13.3
Freelance 75 14.0 per month 4~5 times 26 4.9
General company employees 220 41.2 More than 5 times - -
Non-profit sectors such as RMB 2,000 is not
education and health 76 142 full % 49
Job Housewife 40 75 Monthly 2,000~5,000 266 49.8
Student 30 5.3 average | 5000-10,000 113 21.2
income
Farmer 71 13.3 (Unit: Yuan 10,000-15,000 92 17.2
Other 22 4.1
15,0000ver 37 6.9
Under high school 91 17.0
Junior C‘élrzgdi;eieadmg / 157 29.4 Marital Married 322 60.3
Educati . status -
on University student / Graduated 265 49.6 Unmarried 212 39.7
Master graduate studying 16 3.0
/Graduate Sum 534 100.0
PhD 5 0.9
Table 3. T-test analysis result for service quality
Importance(l) Performance(P) .
latent variable Measured standard standard Difference T-value P-value
variable | Average Rank | Average Rank (P-1)
value value
commerce Al 6.24 0.007 10 | 583 0710 | 14 | -041 437 0.000
platform's own A2 6.14 -0.378 15 5.75 -1.002 20 -0.39 -4.26 0.000
factors A3 6.2 -0.147 13 5.75 -1.002 19 -0.45 -4.33 0.000
® Ad 6.13 -0.416 16 5.62 -1477 | 22 -0.51 -4.89 0.000
Bl 6.45 0.814 4 6.05 0.093 11 -0.4 -4.58 0.000
Agricultural B2 6.18 -0.224 14 | 579 085 | 18 | -039 410 0.000
pro‘fif‘ct“ own B3 6.22 -0.070 11 5.81 -0783 | 16 -0.41 -4.13 0.000
B B4 659 1353 | 2 | 58 0820 | 17 | 079 | -69 | 0000
B5 6.5 1.007 3 5.96 -0.236 12 -0.54 -5.25 0.000
Cl 6.21 -0.108 12 5.83 -0.710 13 -0.38 -4.42 0.000
Logistics c2 5.74 -1.915 22 6.2 0.641 7 0.46 4.98 0.000
distribution factors C3 5.84 -1.531 21 6.11 0.312 9 0.27 2.85 0.005
© C4 6.26 0.084 8 5.82 -0.747 15 -0.44 -3.40 0.001
C5 6.33 0.353 7 5.7 -1.185 21 -0.63 -6.10 0.000
D1 5.96 -1.070 20 6.41 1.407 3 0.45 4.43 0.000
D2 6.07 -0.647 18 6.36 1.225 4 0.29 3.31 0.001
D3 6.01 -0.877 19 6.3 1.006 6 0.29 3.54 0.000
Seller factors D4 6.26 0.084 9 6.52 1.809 1 0.26 2.84 0.005
o) D5 6.95 2.737 1 6.33 1.115 5 -0.62 -4.21 0.000
D6 6.13 -0.416 17 6.42 1.444 2 0.29 3.08 0.002
D7 6.39 0.584 6 6.13 0.385 8 -0.26 -3.01 0.003
D8 6.44 0.776 5 6.05 0.093 10 -0.39 -4.04 0.000
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Table 4. Importance-performance Analysis of Service Quality in China's Agricultural Product E-commerce

Quadrant 2 (Concentrate here)

Quadrant 1 (Keep up the good work)

Al, Security of website transactions and privacy B1, Brand recognition
B4, Fresh degree of agricultural products D4, Sellers protect buyers' personal intelligence
B5, Whether a green food is certified D5, Commodity quality and safety guarantee
C4, Agricultural products preservation measures D7, Establish a traceability system for agricultural products
C5, Logistics, packaging and personal intelligence protection D8, After-sales "return” and "replacement’ guarantee measures
Quadrant 3 (Low priority) Quadrant 4 (Possible overkill0
A2, Website design style and convenience C2, Shipping convenience
A3, Pre-sales and after-sales service system is perfect C3, Logistics service level
A4, Website visibility D1, Commodity diversity
B2, External packaging design of agricultural products D2, Whether the commodity picture is consistent with the
B3, Reasonable price of agricultural products physical object
C1, Delivery timeliness D3, Seller integrity level
D6, Seller service attitude
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