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Influence of food recall strategies on trust and
purchase intention
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(1. College of Economics and Management, China Agricultural University, Beijing 100083, China;
2. School of Economics, Beijing Technology and Business University, Beijing 100048, China)

Abstract In order to promote the implementation of China’s food recall system, solve the issues of declining
consumer trust and purchase intention after the food safety crisis effectively, and ensure the sustainable
development of enterprises, this study adopted a scenario simulation experiment method based on a survey
questionnaire of 1 053 consumers nationwide to explore the effect of food recall strategies on trust and
purchase intention. The role of trust violation types and consumer’ disposition to trust in the impact of food
recall strategies on trust was explored, and the mediating effect of trust between food recall strategies and
purchase intention was verified. The results showed that: 1) Food recall strategies have significant different
effects on trust and purchase intention, with voluntary recall being the best, mandatory recall being the

second, and no recall being the worst. Moreover, the voluntary and mandatory recall have a positive effect
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on trust repair, while no recall have no positive effect on trust repair. 2) The type of trust violation plays a
moderating role between the impact of food recall strategies on trust. There is no significant difference in
competence between the mandatory and voluntary recall if a company violates integrity. There is no
significant difference in integrity between the mandatory recall and no recall if a company violates
competence. 3) Disposition to trust plays a moderating role between the food recall strategies and trust.
For consumers with high disposition to trust, the mandatory recall is significantly superior to no recall on
competence, benevolence and integrity. For consumers with low disposition to trust, there is no significant
difference between the mandatory recall and no recall on benevolence and integrity. 4) Trust plays a
complete mediating role between food recall strategy and purchase intention. Therefore, enterprises should
implement recalls actively in the event of a food safety crisis. Government departments should supervise the
implementation of recalls by enterprises strictly if enterprises delay passively. Only in this way can
consumers’ confidence in food enterprises and the consumption environment be enhanced and their trust
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and purchase be restored to the maximum extent.

Keywords food recall; trust; trust repair; purchase intention; consumer
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Fig. 1 Theoretical model of the impact of food recall strategies on trust and purchase intention
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Fig. 2 Effect of food recall strategies on trust and purchase intention
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HUREeZ 687, 524 4 [l 2 (0 75 2% 4 0 &8 £l 1F 1
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53 5 LhBE TG AT 3% B AR AT E BAF AT S RS
L DL A ] SR R A1) Dy [ R OB
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(2,1 047)=98.832,F 45(2,1 047)=107. 608, F 1
(2,1047)=143.125) G AL 7] (F 4, (1,1 047)=
75.552, Fuu(1,1 047)=057.596,F ;x(1,1 047)=
63. 5200 9 RV I AE 1% K LB, HW A 15C
HAEMWE 1Y% KF LR EFg, (2,1 047) =
6.625, Fuu(2,1047)=6.214, F (2,1 047)
=8.207), HARNYGAE , B A5 AT 5 1 % £ 5 A [ 3
WS e {5 A AR AR . RS S AR w4, 554
HAEEMEZMEEGERZFNLTAG N
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0.51,P<C0. 01) s FEAR A5 AT i 1 41, 55 4 AR 44 [0l
(3 B ANIE BASAETC W 3 25 57 (M je— M 15=0. 22,
P>0.01;M s0—M 54 =0.13,P>0.01) ., % 5 M {5
b N B9 B 3 6 A 3 RREE BURCS EE Ch Alk
IR AR Sl B AR R A2 T 2R, I L AT LA
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8] (Bn=—0.228,CI=[—0.296,—0.167] , AL &
0;84s=—0.191,CI=[—0.250,—0.137], N %
0;8pn=—0.162,CI=[—0.221,—0.106] , A%
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7 171 5 W 38 o 5 e 3 2 2 09 A AT TR e 0 3K
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