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Research on the Impact of Agricultural Product Blockchain
Traceability System on Consumer Repurchase Intention
CHEN Qi, WANG Guan—nan, ZHAO Meng, HU Xiang-pei

Abstract: Agricultural product blockchain traceability system can effectively solve the problems of low
security and poor transparency in traditional traceability systems, thus improving consumers’ shopping
experience. However, given the difference and complexity of agricultural products and consumers them-
selves, there is still uncertainty about the importance of the implementation of this system in consumer
purchasing decisions, especially regarding repurchase intention. From the socio-technical perspective,
this paper conducts an empirical study on consumer comments related to agricultural products’ block-
chain traceability, uses the content analysis method to extract consumers’ perceptions, and quantifies
the data of unstructured comments, Logit regression model is used to analyze the influencing factors of
consumers’ repurchase intention and clarify the formation mechanism of the intention in the agricultural
product blockchain traceability system. The results show that the blockchain traceability system can im-
prove consumers’ repurchase intention; Agricultural product price and origin attribute play moderating
roles in the relationship between system use and consumers’ repurchase intention. The study can not only
improve the research system of consumer behavior, but also provide a reference for the use and promo-
tion of blockchain in agricultural products.

Key words: agricultural product blockchain traceability system; consumers’ repurchase intention; so-

cio-technical theory; content analysis; Logit regression model
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