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INTRODUCTION

The remarkable economic changes since reform and 
opening–up in 1978 have resulted in Chinese consumers 
earning higher incomes and shifting consumption away 
from grains and legumes toward safe–quality livestock 
products.  The increase of Chinese consumer income and 
the food safety issues lead to the demand surge of safe–
quality agricultural products.  The safe–quality agricul-
tural products are rapidly developing with recent date 
indicating annual average growth rates of 15–20% in 
China.  Forecasting the purchase intention of a new prod-
uct, it needs to know the consumer’s preference of agri-
cultural product quality information.  In some cases, 
researchers collect the data of consumer’s stated prefer-
ences (known as SP) to predict his actual purchase 
behavior (known as Revealed Preference, RP) for safe 
food.  Besides, the manufacturers make producing and 
marketing decisions based on these data in order to 
reduce market risks.  However, the authenticity of stated 
preferences data was questioned by the economists who 
generally believed that there are significant differences 
between consumer’s stated preferences described in the 
assumed experimental environment and his choice made 
in the real market (Loomis et al., 1996).  One reason is 
that some tests are conducted in the circumstances that 
the consumers did not fully understand the specific char-
acteristics of the new products, therefore, it would exist 

a large deviation in the quality characteristics of the con-
sidered products between hypothetical and actual mar-
ket circumstance.  The second reason lies in that some 
products have public good characteristics such as zero–
emission electric vehicles or natural gas vehicles.  
Consumers Sometimes will be inclined to choose such 
products based on the national strategies.  However, in 
reality, the consumers do not want to pay the extra cost 
for cars with such features, especially in the case that 
their prices are much more expensive than the common 
ones.  Although there are several limitations above, it is 
still widely used in the market researches.  Some litera-
tures analyzed correlation between SP–RP toward finan-
cial products and travel route selection (Loomis, 1993; 
Verhoef and Franses, 2003), and now few researches 
focus on the correlation between SP–RP in agricultural 
market.

Many studies have indicated that information asym-
metry is one of the critical reasons that cause food safety 
issues and affect consumer’s food choice (Mccluskey et 
al., 2000; Feddersen and Gilligan, 2001).  The agricultural 
market is a lemons market typically in which emerges 
market failure during the information transmission and 
drives the safe–quality food out of the market or result-
ing in an inefficient allocation.  The quality guarantee 
from the third party and food traceability networks are 
examples of systems used to help bridge the information 
gap between market players and reduce inefficiencies that 
arise from asymmetric information (Piggott and Marsh, 
2004; Ortega et al., 2011).  However, consumer’s prefer-
ence and confidence about safe–quality food have stead-
ily dropped with the outbreak of a series of food safety 
scares, such as mad cow disease scandals and melamine 
contamination in milk powder.  There is a clear link 
between the mad cow disease scandals and the beef con-
sumption decrease sharply (Wallace et al., 2005).  In 
some cases, consumer’s actual purchase behavior will be 
different from his stated preference for safe–quality food.  
Deeper understanding the consistency of SP–RP will 
take an important effect in the supply and policy–making 
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of safe–quality agricultural products.  
This paper discusses the affecting factors of consist-

ency of consumer’s SP–RP for safe–quality food and influ-
ence degree by using Binary Logistic model.  The paper 
is organized as follows: Section 2 introduces a framework 
and specification for empirical model.  Section 3 provides 
the descriptive statistics of collected date.  Section 4 
gives the regression results and discussion, and finally 
summaries the conclusions and suggestions.  

A FRAMEWORK AND SPECIFICATION FOR 
EMPIRICAL MODEL

A theore tical frame work
Pork has historically been the primary animal protein 

source in Chinese diets, and its consumption amount has 
more than tripled between 1980 and 2008.  Safe–
certification pork products are popularized in large and 
medium–sized retail markets.  Taking the fresh certified 
pork as example, the paper analyzes the consumer’s 
stated preference and revealed preference.  We design 
some characters of fresh pork such as price, certified 
marks, manufacture date, the convenience and health of 
sale place, nutrition and taste, and inquire the respond-
ent which characters is his primary consideration when 
taking his purchase decision.  If the respondent takes cer-
tified marks as his primary purchase basis, we consider 
the consumer has stated preference for certified fresh 
pork.  Unlike other home appliances, agricultural products 
are of higher purchase frequency.  Previous studies ana-
lyzed consumer’s once purchase behavior for certified 
agricultural products in experiment or real market, 
which cannot reflected his stable purchase preference.  
Considered above reason, we investigate respondent’s 
purchase cases about fresh pork including certified pork 
and ordinary pork in recent one month, and his recall of 
certified fresh pork purchase behavior in the year of 
2010, and then assess the consumer’s certified pork pur-
chase proportion.  We assume that if the consumer daily 
purchase proportion for certified pork more than half of 
total fresh pork, and he will have purchase preference 
for fresh certified pork.  If consumer has stated prefer-
ence and his purchase rate for fresh certified pork 
exceeds 50% in his daily life, then his SP–RP is consist-
ent.  Otherwise, although consumer has stated prefer-
ence, the purchase rate is less than 50%, and his SP–RP 
is inconsistent.  

Consumer’s purchase decision is a complicated and 
rational process which aims to the maximization of util-
ity.  The outbreak of food safety problems will induce con-
sumer’s concerns about the safe–quality because the mar-
ket failure caused by asymmetric information between 
sellers and buyers in imperfect market.  Consumer’s con-
cern about food safety issue leads to increased demand 
for wholesome foods.  With the increase of food safety 
risks, consumers tend to be aware of and involved with 
nutrition, and adopt a healthy eating habit (Kraft and 
Goodell, 1993).  In addition, they have preference for buy-
ing high quality, nutritious, healthy foods which help 
enhance wellbeing and avoiding foods with additives or 

preservatives (Harper and Makatouni, 2002).  Consumers 
having more perception about food safety risks will tend 
to consistent with their SP–RP for healthful food.

Quality certification is an important signal for the 
manufacturers to transmit quality information to consum-
ers smoothly.  Some researches show the consumers have 
more knowledge about quality information, the much 
more possibility they would have purchase intention 
toward these products.  Briz and Ward (2009) studied the 
Spanish consumption behaviors of organic food, and 
found that with the rising of consumer cognition about 
organic food, the consumption ratio of organic food had 
been greatly increased.  Kim et al. (2001) showed that 
regardless of the type of nutrition information provided, 
label use would improve the overall quality of consumer 
diets.  In order to get knowledge about whether qualities 
of agricultural products were safe, consumers needed to 
spend time and efforts.  The consumers bought such 
products that they familiar with could reduce the search 
costs on product quality, and it was a more economical 
choice (Yi and La, 2004).  Consumers grasping much 
more knowledge about certified products, their consist-
ency of SP–RP will be higher.

Azevedo et al. (2003) found that, compared to their 
answers about SP questions, consumers made actual 
purchase decisions often considered their budgets, and 
price orientation played an important role in purchase 
decisions in real market.  Compared with ordinary agri-
cultural products, the price of safe–quality food is gener-
ally higher.  All other conditions being equal, the stronger 
the consumers’ purchase intention and willingness level 
to pay for safe agricultural products, the lower probabil-
ity of difference of SP–RP will be (Loureiro et al., 2003).

After consuming the product, consumer will compare 
its actual quality with his expectation by which accumu-
lating experience for later purchase behavior.  The higher 
level trust toward safe–quality products, the consumer 
has much more inclination to purchase these products in 
later purchase choice.  Some research shows that there 
is a positive and significant effect between acceptance 
for gene technology and purchase behavior (Rosati and 
Saba, 2000).  Thus, the high–level trust consumers had in 
certified products, the much more consistent of SP–RP.

Socio–demographic variables also affect consumer’s 
attitude and purchase intention to the safe food in some 
literatures.  Wandel and Bugge (1997) found that older 
consumers are more concerned about healthiness when 
buying organic produce compared to younger consum-
ers.  Thompson (1998) found positive correlation between 
education and organic purchases behavior.  The consum-
ers’ income positively correlated to their household con-
sumption number and quality, which mainly because 
higher income could lead to stronger purchase ability 
(Bowman and Gortmaker, 2004).  Consumers of higher 
income would have more option and endurance for high 
quality and high price products, thus, they will have larger 
possibility of the consistency of SP–RP.

Using these findings, the proposed conceptual model 
is graphically presented in Fig. 1.
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Specification for empirical model
The paper summaries 12 factors influencing con-

sumers’ consistency of SP and RP for certified pork 
products according to Fig. 1. 

We set up the following equation: 

yi = β0+β1 x1 +β2 x2 +......β12 x12   (1)

In Equation (1), yi is the probability that the i–th 
consumer has consistent SP and RP. 

yi is valued o if the consumer’s SP and RP is differ-
ent; yi is valued 1 if the consumer’s SP and RP is consist-
ent.  x1, x2, ......, x12 represent explanatory variables.  The 
paper uses binary logistic model to do the regression 
analysis.  And the model form is: 

pi = F(α+Σβji  xj )=1 / { 1+ exp[ –(α+Σβj xj )]} (2)

Rewrite the Equation (2) as:

In (———) =α+Σβj xj  (3)

In equation (3), pi represents the probability of the 
ith consumer has consistent SP and RP for certified fresh 
pork.

In order to take further study about the effects when 
explanatory variables change taken on consumer’s SP–RP 
consistency probability, the paper established the mar-
ginal effects formula as follows:

—— =βk ———————— =βkΛ(xiβ)[1– Λ(xiβ)] (4)

Another complication for computing marginal effects 
in a binary choice model arises because x will often 
include dummy variables.  In this binary logistic model, x 
contains such dummy variables as consumers’ marital sta-
tus, whether the household has children under 18 years 
old, or has old person over 60 years old.  According to 
the  Greene (2007), the appropriate marginal effect for a 

binary independent variable, say d, would be as follows:

Prob [Y = 1 /x– (d), d = 1 ] – Prob [Y = 1 /x– (d), d = 0 ] (5)

Where x– (d) denote the means of all the other varia-
bles in the model.

DATASET AND DESCRIPTIVE STATISTICS

Dataset
Data were gathered from consumer questionnaire 

surveys in December 2010.  Combining with economic 
development level, population characteristics, distribu-
tion of major shopping malls and supermarkets in Beijing, 
we selected typical survey districts in which chose 2–3 
supermarkets (such as Carrefour, Chaoshifa, Lotus 
Supercenter, et al.), shopping malls, residential squares 
and agricultural products retail market.  Our respond-
ents are main buyers of food for the household.  The sur-
vey totally gathered 614 samples.  

Table 1 provides details of the sample characteris-
tics.  The samples comprise 74.3% females and 85.9% 
married respondents.  The ages of the samples mainly dis-
tribute among 21~40 accounting for 57.7% of totals.  The 
education levels are mainly concentrated on high school 
and university degree.  50.7% respondents’ monthly 
household income varies between 4001 and 6000 RMB.  
The average family scale of the samples is 3.2.  The sam-
ples are mainly occupied in enterprises, which take up 
44.9% of totals.  The samples are comparable to Beijing 
Census by Beijing Statistics Bureau 2010 in terms of age, 
monthly household income, occupation and family scale.  
However, the samples’ educational level is higher than 
the average level of the Beijing Census statistics which is 
features common to many other surveys.

There are 342 samples taking safety certification 
marks as the first basis of purchasing decisions and hav-
ing stated preference for certified pork which account 
for 55.7% of total samples.  Only 95 consumers have the 
consistency of SP and RP for certified pork in their daily 
life and take up 15.5% of the totals.  There are 247 con-
sumers have inconsistent probability of SP and RP for 
certified pork products.  The survey shows that there is 
a big difference between urban residents’ SP–RP for safe 
certified pork products in Beijing currently (See Table 2).  
The paper empirically analyzes the factors of consumer’s 
SP–RP using those 342 samples that have sated prefer-
ence for certified pork products.

Variables explanation
This study has 12 explanatory variables, of which 

the descriptive statistics analysis is shown in Table 3.  
The interpretations for some of the explanatory variables 
are given.

(1) Consumer’s knowledge of certified agricultural 
product’s quality and safety information.  There are three 
kinds of certified marks designed in the questionnaire: 
green food, free–pollution food and organic food.  We 
design four aspects questions such as certified product 
symbols, certification procedures, quality control proc-

Fig. 1.  Conceptual framework.
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esses and inspection standards, let consumers answer 
these questions in order to investigate consumer’s under-
standing about three certified products.

(2) The consumer’s trust in the quality of certified 
pork products.  This paper designed “Do you believe that 
the pork with quality–certified marks is strictly produced 
in accordance with the certification standards?”, and 
consumers could choose from five options, such as “totally 
distrust, slightly distrust, do not know, slightly trust, and 
completely trust” which respectively valued 1–5 accord-
ing to Likert–type scale.  The higher value indicates that 
consumers have higher trust level in certified pork prod-
ucts.   

(3) Consumer’s willingness–to–pay for certified pork 
products.  Based on the market survey in the typical 
supermarkets and shopping malls in Beijing, we evalu-
ated the prices of three kinds of certified pork products, 
respectively as 36 RMB/kg, 50 RMB/kg and 64 RMB/kg.  If 
the respondents think the certified pork price is too high, 
then continue to investigate their willingness–to–pay for 
this kind of certified pork product.  If the price of certi-
fied pork is within the scope of their ability to pay, then 
their willingness–to–pay would be current estimated 

price.  The average payment for three kinds of certified 
pork is their willingness–to–pay for the certified pork 
products.

 
Descriptive statistics of consumer’s safe purchase 
behaviors

The willingness–to–pay for certified pork products 
and their respective ratio to present market price are 
given in Table 4.  The ratio of willingness–to–pay to 
present market price for three certified pork products 
(free–pollution food, green food, and organic food) are 
87.9%, 80.0% and 75.3% respectively.  The difference 
between consumers’ willingness–to–pay for the organics 
and its relative market price is larger than the other cer-
tified products.  Compared with consumers who having 
inconsistency of SP and RP, consumers having consist-
ency of SP and RP have higher willingness–to–pay for 
certified pork products.  

Regarding to the consumer’s knowledge about certi-
fied agricultural products, there are 12.2% samples among 
41 respondents with low–level knowledge about certified 
products (the number of their correct answer is less 
than 6), and 34.9% samples among 132 respondents with 

Table 1.  Socio–demographic characteristics of respondents

characteristic percentage characteristic percentage

Gender Marital status

male 25.7 Unmarried 14.1

female 74.3 Married 85.9

Age Education level

21–30years old 20.9 Junior middle school and below 11.3

31–40 years old 36.8 High school 36.0

41–50 years old 16.2 Junior College 10.0

51–60 years old 12.8 Undergraduate 39.1

Over 60 years old 13.3 Master and above 3.6

Monthly household income Occupation

2000RMB and below 1.6 Administrative and public institutions 25.6

2001~4000RMB 14.6 Enterprises 44.9

4001~6000RMB 50.7 The others 29.5

6001~9000RMB 10.1

9001~12000RMB 12.6

12001~16000RMB 5.7

16001~20000RMB 2.9

Over 20000RMB 1.6

Notes: 1 RMB = 0.1538$
Source: self calculation based on field survey 2010

Table 2.  The overview of consumer’s SP and RP (person)

Consumers having RP Consumers not having RP Total

Consumers having SP   95 247 342

Consumers not having SP   28 244 272

Total 123 491 614

Source: self calculation based on field survey 2010
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high–level knowledge (consumers can answer more than 
10 questions correctly) having consistent SP–RP.  From 
the view of the group having consistent SP–RP, with the 
improvement of knowledge, the consumer has much more 
probability of consistency of SP–RP (See Table 5).  

As to consumer’s trust level of the quality of certified 
pork products, only a handful of respondents completely 
believe that the pork with quality–certified marks is 

strictly produced in accordance with the certification 
standards.  More than 80% respondents have suspicious 
attitude about the quality of certified pork products (See 
Fig. 2).  The results indicate that frequent food safety 
accidents in China cripple the consumer’s confidence in 
safe–quality of pork products and in turn restrict his pur-
chase intention for those healthy foods.  

Table 3.  Assignment and descriptive statistics of the explanatory variables 

Explanatory variables Variables assignment Mean SD

Gender 0=female; 1=male 0.06 0.23

Age 21–30=1, 31–40=2, 41–50=3, 51–60 =4, over 60 =5 2.65 1.44

Educational level Junior middle school and below =1, High school =2, Junior 
College=3, Undergraduate =4, Master degree and above=5

2.94 1.12

Monthly household income 2000 RMB and below=1, 2001–4000 RMB =2, 4001–6000 RMB=3, 
6001–9000 RMB=4, 9001–12000 RMB=5, 12001–16000 RMB=6, 
16001–20000 RMB =7, over 20000 RMB=8

3.85 1.39

Family scale According to the actual population in family 3.25 1.16

Whether consumer’s household has children 
under the age of 18

0=no; 1=yes
0.88 0.33

Whether consumer’s household has the elder 
over 60 years old

0=no; 1=yes
0.42 0.49

Consumer’s searching frequency about food 
quality information

Totally not searching=1, not searching =2, uncertain=3, more 
searching =4, most searching =5

1.96 0.58

Consumer’s perception of the current safe–
quality risks of pork market

There is no safety risks=1, there is less safety risks=2, uncertain=3, 
there are more safety risks =4, there is a strong safety risks=5

3.82 0.60

Consumer’s knowledge about certified 
agricultural products

Based on the number of correct answer for these questions
8.58 1.77

Consumer’s willingness–to–pay for certified 
pork products

The average willingness to pay of three kind of the certified pork
19.98 2.06

Consumer’s trust in the quality of certified 
pork products

Totally distrust=1, slightly distrust=2, do not know=3, slightly 
trust=4, completely trust=5 2.21 0.61

Source: self calculation based on field survey 2010

Table 4.  The correlation of consumer’s willingness–to–pay and consistency of SP and RP

Total samples
Consumers having 

inconsistency of SP and RP
Consumers having 

consistency of SP and RP

WTP (RMB/kg) Percentage WTP (RMB/kg) Percentage WTP (RMB/kg) Percentage

free–pollution food 31.6 87.9 30.6 84.9 34.5 95.7

green food 40.0 80.0 38.5 77.1 43.9 87.7

organic food 48.2 75.3 46.1 72.0 53.7 84.0

Source: self calculation based on field survey 2010

Table 5.  Consumer’s knowledge about certified agricultural products

The level
The inconsistency of SP–RP The consistency of SP–RP

Sample size
frequency percentage frequency percentage

low 36 87.8 5 12.2 41

moderate 125 74.0 44 26.0 169

high 86 65.1 46 34.9 132

Total   247 72.2 95 27.8 342

Source: self calculation based on field survey 2010
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EMPIRICAL ESTIMATION RESULTS AND 
DISCUSSION

We firstly take z–score normalization about the differ-
ent nature of explanatory variables except dummy varia-
bles such as gender, whether consumer’s household have 
children under 18 years old and the elder over 60 years 
old before regressing.  The purpose of normalization is to 
resolve the comparability of parameters.  This study uses 
binary logistic model to do the regression and Model I is 
the regression result directly and Model II is the regres-
sion result after normalization (See Table 6).  According 
to Equation (4) and (5), Marginal effects coefficients of 
significant explanatory variables in Model I and Model II 
are shown in Table 7.

The regression results indicate that consumer’s indi-
vidual characteristics such as gender, age and education 
level have not a significant effect on the consistency of 
SP–RP for certified pork products.  

The findings show that consumer’s monthly house-
hold income and willingness– to–pay for certified pork 
have positive effect on the consistency of SP–RP at a sig-
nificant level of 1%.  Household income is a variable 
reflecting consumer’s payment ability; consumers with 
higher income have much more consistency of SP–RP.  

According to the survey, it is found that compare with 
ordinary pork, the price of current certified pork are 
generally higher than respondents expected.  The price 
of the same part of certified fresh pork is about 60% 
higher than the ordinary in Beijing.  Furthermore, the 
price of organic pork is almost twice as much as those of 
the ordinaries and far exceeds the acceptable of low–
income consumers.  Both consumers’ income and pay-
ment have direct impacts on their purchase behavior of 
certified products.  The probability of SP–RP consistency 
will increase 9.27% if consumers’ monthly household 
income increases one unit.  Consumers’ willingness–to–
pay increase one unit and it will raise 10.99% SP–RP con-
sistent probabilities respectively (see Table 7).  

Compare with families without children under 18 
years old, consumers whose household with children has 
higher consistent probability of SP–RP for certified prod-
ucts at 10% significance level.  Compared with families 
without children, consumers having children will increase 
14.17% of the probability of the SP–RP consistency (see 
Table 7).

There is a positive interrelation between consumer’s 
searching frequency about food quality information and 
his SP–RP of certified pork products at significant level 
of 10%.  The increase of searching frequency will affect 
consumer’s attitude and acceptance of credence goods, 
such alleviates asymmetric information between produc-
tion and consumption link in imperfect market.  The result 
in Table 7 shows that consumer’s searching frequency 
about quality information increases one unit, consumer’s 
consistent probability of SP–RP will raise 8.31% corre-
spondingly.

Consumer’s knowledge about certified agricultural 
products affects positively the consistency of SP–RP at 
the significant level of 10%.  Consumer could make 
rational purchase choice only by the ways of learning 

Fig. 2.  Consumer’s trust in the quality of certified pork products.
Source: self calculation based on field survey 2010.

Table 6.  Binary logistic model regression results 

Parameters Model I Model II

Gender   –0.493   –0.493

Age     0.058     0.084

Education level     0.273     0.306

Monthly household income     0.765***     1.067***

Family scale     0.275     0.318

Whether consumer’s household have children under 18 years old     1.169*     1.169*

Whether consumer’s household have the elder over 60 years old   –0.191   –0.191

Consumer’s searching frequency about food quality information     0.685*     0.401*

Consumer’s perception of the current safe–quality risks of pork market     0.641     0.382

Consumer’s knowledge about certified agricultural products     0.245*     0.433*

Consumer’s willingness–to–pay for certified pork products     0.907***     1.871***

Consumer’s trust in the quality of certified pork products     0.347     0.211

χ2     0.459     0.459

–2 Log likelihood 194.223 194.223

Nagelkerke R2     0.662     0.662

Note: ***, **, * respectively represents statistical significance in 0.01, 0.05, 0.10 level. 
Source: self calculation based on field survey 2010
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much knowledge about certified agricultural products in 
imperfect market.  Consumer’s accurate judgments about 
production standards of certified agricultural products 
would reduce the degree of information asymmetry and 
raise his purchase preference of these healthy foods.  
Consumer’s knowledge about certified agricultural prod-
uct increases one unit, his consistent probability of SP–RP 
will raise 2.97% (Table 7).

The two factors of consumer’s perception about the 
current safe–quality risks of pork market and trust in the 
quality of certified pork products have no significant 
effects on the consistency of SP–RP.  A series of food 
safety issues arouse the consumer’s inclination about 
healthy food and make his potential motivation to actual 
purchase behavior, but consumers can not change the 
potential preference into real purchase behaviors because 
of some economic limitation.  

Marginal effect coefficients in Model II can reflect 
the real impacts of consistent probability of SP and RP 
when explanatory variables change without the limita-
tion of dimension.  It is showed that the economic factors 
of consumer’s household income and willingness–to–pay 
have the largest impacts on his consistency of SP an RP, 
and followed by the variable of whether consumer’s 
household have children under 18 years old and the lack 
of knowledge caused by asymmetric information.

CONCLUSIONS AND SUGGESTIONS

This paper examined urban consumer’s stated pref-
erence and revealed preference for safety certified fresh 
pork in Beijing, and then conducted an empirical study 
on factors affecting consumer’s SP–RP consistency and 
the effect degree.  It is found that despite more than 50% 
of the consumers have stated preference for certified 
pork products, but only 15.5% of the consumers have 
the consistency of SP and RP for certified pork in their 
daily life.  The number of urban residents who have sta-
ble purchase preference for certified pork in Beijing cur-
rently is smaller compared with those in developed coun-
tries.  There is a big difference between consumer’s stated 
preference and revealed preference for certified pork 
products.  The food safety accidents in China reduce the 
consumer’s trust in safe–quality and restrict his pur-
chase intention.  The constraints of consistency of SP and 
RP are income, higher–price of certified products and 
the lack of knowledge caused by asymmetric information 
currently in Beijing.

Compared with developed countries, the realities of 

small–scale farmer production, lack of severe regulations 
and imperfect supervised systems in China restrict con-
sumer’s trust in the food safe–quality and inclination for 
healthy food.  The government should improve legisla-
tions and establish a strict food traceability system from 
farmer to consumer in order to control producing and 
marketing behaviors in agricultural market.  The knowl-
edge publicity such as consumer–training program, qual-
ity authentication conference presided by experts and 
technicians, products advertisements and promotion will 
ease the asymmetric information and enhance the con-
sistency of SP–RP for safe food.  

The finding in this study indicates the important fac-
tors of income and price bind restrict safety consump-
tion.  Support policy in livestock industry should be taken 
into consideration in China.  Declining the costs in the 
link of production, circulation and marketing will cut 
down the final price of certified pork products and 
enhance consumer’s the acceptable for safe food.  

The survey results about consumer’s purchase inten-
tion may be inclined to exaggerate consumer’s actual 
purchasing ability for safe food.  Therefore, the market-
ers should not be blindly optimistic to survey results of 
consumer’s demand for certified agricultural products.  
Those who have higher income, cognition and willing-
ness–to–pay for certified agricultural products will have 
higher probability of real purchase preference.
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