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Abstract. Existing research shows that agricultural products with distinctive 

packaging are more likely to be accepted and recognized by consumers. At pre-

sent, most of the packaging designs of agricultural products lack regional cultural 

characteristics, and the expression of regional culture is not obvious. In order to 

investigate the influence of regional cultural elements on consumers' purchase 

intention, this study takes perceived authenticity as the mediating variable, di-

vides it into two sub-dimensions: constructive authenticity and existential authen-

ticity, and constructs a mechanism for the influence of regional cultural elements 

on the purchase intention of consumers of agricultural products. The results of 

this study show that the packaging of agricultural products with regional cultural 

elements enhances consumers' perceived authenticity, which in turn increases 

consumers' purchase intention, and perceived authenticity plays a mediating role 

between regional cultural elements and consumers' purchase intention. This study 

provides theoretical guidance for the development of agricultural packaging. 

Keywords: Packaging of agricultural products; Regional cultural elements; Pur-

chase intention; Perceived authenticity. 

1 Introduction 

As the competition in the agricultural market becomes more fierce, companies are re-

alizing that in addition to continuously improving product quality, agricultural packag-

ing design has also become a key factor in the marketing of agricultural products. Wu 

(2021)[1] believes that packaging design takes use value and visual value as the main 

goal, and the effective penetration of regional cultural elements can give packaging 

personalized artistic value, and meet people's aesthetic needs. The packaging design of 

agricultural products should not only meet the aesthetic enjoyment of consumers, but 

also deeply cultivate the "local culture". In summary, whether the integration of tradi-

tional regional elements into the packaging of agricultural products will increase the 

purchase intention of agricultural product consumers on e-commerce platforms, and 

how the perception of authenticity affects the purchase intention of agricultural product 

consumers, has become an urgent problem to be studied in this paper. 
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2 Literature Review 

2.1 Regional Cultural Elements 

Yong (2008)[2] Regional culture is a cultural phenomenon that has been accumulated 
over a long period of time in a certain region and is recognized by people. Graphic 
elements, as elements without language barrier, can show the designer's thoughts more 
intuitively and influence people's judgment of the product; text elements have strong 
artistry, and the use of national text in packaging design not only enhances the visual 
effect of the picture, but also is an expression of the cultural genes of regional agricul-
tural products[1]. Therefore, this study selects picture and text as the two dimensions 
of regional cultural elements. 

2.2 Perceived Authenticity 

According to Wang (1999)[3], authenticity is the projection of one's own beliefs, ex-
pectations and opinions about an entity, often linked to culture, origins and history; This 
paper focuses on the dimensions of existential authenticity and constructive authentic-
ity. constructive authenticity refers to the authenticity based on the indisputability of 
history, trying to reproduce the most trustworthy and persuasive past[4], i.e., authentic-
ity is socially constructed; existential authenticity refers to the psychological state of 
consumers[5], emphasizing the emotional stimulation between the individual and the 
subject. At this stage authenticity has been tested in the field of art, cooking, tourism 
and other fields[6], but it has not yet been sought in the field of regional characteristics 
of agricultural marketing. 

2.3 Purchase Intention 

Purchase intention is the consumer's interest in purchasing product[7]. In recent years, 
China's e-commerce industry has been developing continuously, and online display 
have become an important way to sell agricultural products. At present, China's e-com-
merce in the study of the consumption context lacks the exploration of regional cultural 
elements on the purchase willingness of agricultural products, so it becomes the re-
search direction of this paper. 
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3 Research Hypothesis 

3.1 Research Model 

This paper constructs a model as shown in Fig. 1. 

 

Fig. 1. Research model 

3.2 Research Hypothesis  

(1) The Relationship Between Regional Cultural Elements and Purchase Intention 
Wang (2005)[8] believes that consumers need external clues to help them grasp ac-

curate and comprehensive information to make purchase decisions. The regional cul-
tural elements on the product packaging can be used as external clues to convey infor-
mation such as product origin to consumers through text, pictures, etc. These regional 
cultural elements form specific emotional associations with consumers and improve 
consumers' purchase intention. Therefore, this paper proposes hypothesis 1:  

H1: Compared with the absence of regional cultural elements on the packaging of 
agricultural products, the presence of regional cultural elements on the packaging of 
agricultural products has a significant positive impact on the purchase intention of con-
sumers on the e-commerce platform. 

(2) The Mediating Role of Perceived Authenticity 
The use of regional cultural elements can affect the perceived authenticity of con-

sumers, and the use of these elements in the packaging of agricultural products can 
convey information such as product origin and production mode to consumers. This 
kind of information transmission is conducive to improving consumer trust, which is 
the premise of purchasing behavior. The stronger the perceived authenticity of consum-
ers, the stronger the sense of trust in the product, the higher the willingness to buy. 
Given that perceived authenticity plays a mediating role in multiple situations, this 
study makes the following hypothesis 2: 

H2: The perceived authenticity plays an intermediary role between the regional cul-
tural elements on the packaging of agricultural products and the purchase intention of 
consumers on e-commerce platforms. 
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4 Experimental Process 

4.1 Experimental Design 

Single-factor intersubject experimental design was adopted. The stimulus materials of 
independent variables were selected from Inner Mongolia beef jerky packaging on a 
well-known e-commerce platform in China, and the independent variables were set into 
four test scenarios, with packages with no regional characteristics text and pictures as 
the control group, and the other three test groups were: regional characteristics text and 
ordinary pictures, ordinary text and regional characteristics pictures, and both regional 
characteristics text and pictures.  

A total of 360 subjects (172 males) aged 18-45 were recruited for the experiment. 
90 subjects in each scenario group were randomly assigned to participate in the test 
without interference when filling out the questionnaire. On the first page of the ques-
tionnaire, a description page of regional cultural elements was set up to ensure that all 
subjects could identify similar regional cultural elements.  

4.2 Operational Test 

One-way ANOVA for purchase intention found that the main effect of regional cultural 
elements on purchase intention was significant (p<0.001). Multiple post-hoc compari-
sons showed that there were significant differences between no text and no picture 
(M=2.53, SD=0.97), picture without text (M=3.42, SD=0.97), and text without picture 
(M=3.67, SD=0.98) compared with those with text and picture (M=3.95, SD=1.05). 
The results showed that, The text and picture in regional cultural elements have a sig-
nificant impact on purchase intention. Consumer purchase intention under different 
testing scenarios as shown in Fig. 2. 

 

Fig. 2. Consumer purchase intention under different testing scenarios 
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5 Findings 

5.1 Descriptive Statistical Analysis 

A total of 360 participants were involved in this study, and 320 valid questionnaires 
were collected. The ratio of men and women is close to 1:1, and from the overall dis-
tribution of the sample, the respondents in this study are mainly18~45 years old with 
consumption power, with regional agricultural product purchase experience, consump-
tion potential is large, and has good representativeness. 

5.2 Reliability and Validity Analysis 

In terms of reliability, the Cronbach Alpha coefficient for the main section of the ques-
tionnaire was 0.925 (a>0.8), indicating good overall reliability of the scale. Cronbach 
Alpha coefficients for constructive authenticity, existential authenticity and purchase 
intention were 0.921, 0.919 and 0.917, respectively, all of which were greater than 0.8, 
indicating good reliability, the overall KMO value was 0.911 (KMO>0.8), indicating 
that the scale had good validity. Using SPSS for varimax rotation, the variance expla-
nation rate of the largest factor was 48.912% (less than 50%), and the cumulative vari-
ance explanation rate of the first three factors was 75.953% (greater than 50%). The 
factor analysis results were good. At the same time, the factor load of each measurement 
item is higher than 0.6, and the structural validity of the measurement scale in this study 
is relatively good. 

5.3 Hypothesis Testing 

5.3.1 Influence of Regional Cultural Elements on Consumers' Purchase Intention 
This study uses one-way Anova to explore the differences among the four scenarios. 

The results show that regional cultural elements have a significant impact on consum-
ers' purchase intention (F = 30.735, p <0.001). Secondly, comparisons were made be-
tween different scenarios, and the results were shown in Table 1. Compared with the 
scenario with no picture and no text, the three scenarios: picture without text, text with-
out picture and picture with text all had a significant difference of 0.000 (p <0.05), so 
different types of regional cultural elements will significantly positively affect the pur-
chase intention of consumers, assuming that H1 are supported. 

Table 1. Post-hoc comparison of regional cultural elements on purchase intention 

 
(I) Scenario 

coding 
(J) Scenario coding 

Mean differ-

ence (I-J) 

Standard 

error 
Sig. 

95% confidence interval 

 
Lower 

bound 
Upper limit 

LSD 
No picture no 

text 

Picture without text - 8925 * .15674 .000 -1.2009 -.5841 

Text without picture -1.1400 * .15674 .000 -1.4484 -.8316 

With picture with text -1.4200 * .15674 .000 -1.7284 -1.1116 

*.mean difference is more significant on the.05 scale. 
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5.3.2 The Mediating Role of Perceived Authenticity Between Regional Cultural 
Symbols and Consumers' Purchase Intention 

This study uses Model4 in the SPSS macro Process to test the mediating effect. In 
the mediation effect analysis model of this study, situations of different regional cul-
tural elements were coded as dummy variables, and the perceived authenticity of inter-
mediary variables and the purchase intention of dependent variables were continuous 
variables.  

As can be seen from Table 2, the mediating effect was based on the no picture and 
no text situation, and the mediating effect of perceived authenticity on purchase inten-
tion in the situation with picture and no text was 0.4295, The 95% Bootstrap confidence 
interval [0.2696, 0.6150]; The mediating effect of perceived authenticity on purchase 
intention in the situation with text and no picture was 0.5861, and 95% Bootstrap con-
fidence interval [0.3893, 0.7905]; The mediating effect of perceived authenticity on 
purchase intention in the situation with picture and text was 0.7301, and the 95% Boot-
strap confidence interval [0.5144, 0.9377], this three scenarios did not include "0", in-
dicating that the mediating effect was significant. This result shows that perceived au-
thenticity plays a mediating role between regional cultural elements and consumers' 
purchase intention, and the hypothesis H2 are supported. As shown in Fig. 3. 

 

Fig. 3. Results of mediating analysis 
Note: ***p<0.001, **p<0.01, *p<0.05 

Table 2. PEOCESS analysis of the mediating effect of perceived authenticity on purchase in-
tention 

Mediating effect Path Effect SE 
95%CI 

low high 

Using no picture no text as a reference:     
No text with picture -> Perceived authen-

ticity -> Purchase intention 
0.4295a 0.0876 0.2696 0.6150 

No text with picture -> Purchase intention 0.4630a 0.1550 0.1580 0.7681 
Text without picture -> Perceived authen-

ticity -> Purchase intention 
0.5861a 0.1021 0.3893 0.7905 

Text without picture -> Purchase intention 0.5539a 0.1637 0.2318 0.8760 
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Picture with text -> Perceived authenticity 
-> Purchase intention 

0.7301a 0.1073 0.5144 0.9377 

Picture with text -> Purchase intention 0.6899a 0.1735 0.3486 1.0312 

Note: a stands for significant intermediation effect 

6 Research Conclusions and Suggestions 

This paper draws the following conclusions: First, compared with no regional cultural 
elements on the packaging of agricultural products, regional cultural elements on the 
packaging of agricultural products have a significant positive impact on consumers' 
purchase intention, and consumers have a higher purchase intention on agricultural 
products with regional cultural elements on the packaging. Secondly, perceived authen-
ticity plays an intermediary role between regional cultural elements and consumers' 
purchase intention. Therefore, the regional cultural elements on the packaging of agri-
cultural products can arouse consumers' perceived authenticity, and then improve their 
purchase intention of agricultural products packaged with regional characteristics. 
Packaging designers should dig deeply into the representative regional text and pictures 
applied to the packaging of agricultural products. 
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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