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The influence of quality attributes and socio-demographics on Chinese
consumers’ general and online consumption of Canadian, U.S. and Australian
lobsters
Abstract
Structured Abstract:
Purpose - This study explores the influence of quality attributes and socio-demographics on
Chinese consumers’ general and online consumption of three origin-specific lobsters: Canadian,
United States, and Australian.
Design/methodology/approach - A web-based survey was administrated to 981 consumers from
two cities in China: Shanghai and Qingdao. Descriptive analysis and binary logistic regression
were used in the data analysis.
Findings - Chinese consumers were more willing to pay for the lobster quality attributes vitality,
meat content, texture, size, and safety. Their general and online consumption of three originspecific lobsters is significantly linked to the following quality attributes and socio-demographics:
meat content, size, shell hardness, texture, safety, nutrition, age, income, education, occupation,
residential place and marital status.
Originality/value – This is the first study to explore the influence of quality attributes and sociodemographics on consumers’ online consumption of luxury seafood.
Keywords: Chinese consumers, lobster, online purchase, quality attributes.
Article Classification – Research paper
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1. Introduction
China has become the world’s largest seafood market and it is still experiencing expansion
(Fabinyi et al. 2016). In particular, there has been a dramatic growth in imported luxury shellfish
in China over the past few years: a growth of around 5142% from 2009 to 2016 for the import
value of lobster from the United States, and a growth of around 2178% from 2010 to 2015 for the
import value of lobster from Canada (Phippen 2017; Statista 2017; Whittle 2015; Xiao 2015). This
growth is caused by China’s huge population, the rise of the middle-class consumer segment and
the important symbolic meaning of luxury seafood consumption in many social aspects, such as
networking with important people, showing social status and enhancing face-consciousness
(Fabinyi et al. 2012; Lindkvist 2008; Wang and Somogyi, 2020).This expanding demand presents
a major opportunity for global luxury seafood producers who wish to diversify their export
destinations (Chopin 2015; Fabinyi et al. 2012; Taylor 2015).
China is the world’s largest e-commerce market and it has recently experienced a rapid
increase in online grocery shopping (Perez 2016; Tong 2017; Xu and Zhao 2016; Wang and
Somogyi, 2018; Yuan 2017). In particular, there has been dramatic growth in China’s online
seafood shopping, which experienced a growth rate of 300% in 2016 (Harkell 2017; ITE Food &
Drink 2017). This new trend provides an innovative channel for global seafood products to reach
Chinese consumers. Consequently, global seafood marketers need to gain a better understanding
of Chinese consumers (in general) and online purchase behaviours for luxury seafood (in
particular) if they wish to develop effective online retail strategies for their products in this huge
and emerging market.
Only a few empirical studies have identified the important factors that influence the
consumer’s luxury seafood consumption. These studies were all published in recent years and
focused on Chinese consumers, due to the significant and emerging role of China in global luxury
seafood consumption. For example, Wang and Somogyi (2020) explored the consumer’s choice
motives for luxury seafood as a general food type and indicated that symbolic values had a more
important influence on luxury seafood consumption than food values in China. Wang et al. (2018)
recognised that Chinese consumer’s general image of lobster was significantly linked to their
lobster perceptions, including delicious, Western flavour, umami, nutritious, high in protein, enjoy,
upscale, appetite, spicy/hot, Chinese flavour and risk in illness. Zheng et al. (2018) noted that
seafood consumption habits, and perceived intrinsic and extrinsic attributes had significant effects
on the Chinese consumer’s purchase intentions towards Alaskan salmon parts (e.g. head, bone and
fillets). Furthermore, these studies found that socio-demographic characteristics played important
roles in luxury seafood consumption in China, including income, education, household size,
region, marital status, occupation and age (Wang and Somogyi, 2020; Wang et al., 2018; Zheng
et al., 2018). While there is still a lack of understanding of the consumer’s quality perceptions and
preferences regarding luxury seafood, the consumer’s expected or experienced quality has an
important impact on their consumption behaviours for food and seafood products (Almli et al.
2011; Cicerale et al. 2016; Lee and Yun 2015; Ophuis and Van Trijp, 1995; Wang and Somogyi
2018; Wang et al. 2018).
A number of studies have aimed to find the important factors that have influenced the
consumer’s online food shopping behaviours in the past decade or so. The consumer’s online food
purchases were significantly influenced by their psychological motivations (i.e. innovationadoption characteristics and food choice motives), perceived product attributes (i.e. price and
convenience) and socio-demographic characteristics (i.e. income, marital status, occupation, age,
gender and household size) (Chintagunta et al. 2012; Chu et al. 2010; Degeratu et al. 2000; Hansen
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et al. 2004, 2005, 2008; Lian and Lin 2008; Mortimer et al. 2016; Schnellbächer et al. 2015; Ramus
and Asger Nielsen 2005). The Chinese consumers who are most likely to become frequent users
of online food shopping are married and aged between 31 and 40. They have a medium or high
income level and a high occupational level (Wang and Somogyi, 2018). However, to our
knowledge, no study has examined the consumer’s online shopping behaviours with respect to
luxury seafood (especially luxury shellfish).
This study will explore this area to examine the influences of quality attributes on the Chinese
consumer’s general and online consumptions of Australian, Canadian and U.S. (Boston) lobsters.
Meanwhile, due to the significant role played by socio-demographic characteristics in luxury
seafood consumption and online food shopping, the current study will also explore the influence
of socio-demographics on the general and online consumptions of these three categories of lobsters
in China. Lobster is selected as the focal luxury seafood product because it has experienced
dramatic growth in recent years in the Chinese seafood market, and had an import value of USD
529 million in 2016 (Burman 2017). Australian, Canadian and U.S. lobsters have experienced
dramatic growth in import values and have experienced the greatest volume of purchases on
Chinese business to consumer (B2C) online platforms (e.g. Tmall.com and JD.com) in recent years
(Burrell 2017; Phippen 2017; Statista 2017; Whittle 2015; Xiao 2015).
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This study associates Chinese consumer’s willingness to pay (WTP) for qualitative attributes and
their socio-demographics with their general consumption and online purchase of lobster. In
particular, this study aims to identify the significant socio-demographic characteristics and quality
attributes for the online and general consumption of lobster. This hypothesis is developed based
on the significant influence of product quality attributes and socio-demographics on consumer
adoption of online food shopping and (luxury) seafood. The following subsections will indicate
the theoretical and empirical background of the hypothesis.

2. Theoretical background

2.1 Willingness to pay for lobster quality attributes
The consumer’s expected or experienced quality is greatly influenced by, or composed of their
product attribute perceptions and has an important impact on their consumption behaviours for
food and seafood products (Almli et al. 2011; Cicerale et al. 2016; Lee and Yun 2015; Ophuis and
Van Trijp, 1995; Wang and Somogyi 2018a; Wang et al. 2018). Previous studies have recognised
some of the important product attributes that influence the consumer’s attitudes, general image,
and consumption concerning shellfish, including sensory attributes, nutrition, price, farmed/wild,
safety, convenience, freshness, consumption place, consumption accompany, mood, and origin
(Batzios et al. 2003; Gomez-Jimenez and Rodriguez 2001; Lin and Milon 1993; Manalo and
Gempesaw 1997; Wang and Somogyi 2018a; Wang et al. 2018). However, we still do not
understand the consumer’s quality perceptions and preferences regarding shellfish (especially
luxury shellfish); in particular, which product attribute perceptions have the most significant
influence on the consumer’s quality perceptions of shellfish? Most researchers consider freshness
to be a vital indicator in the evaluation of shellfish quality (Batzios et al. 2003; Gomez-Jimenez
and Rodriguez 2001; Lin and Milon 1993; Manalo and Gempesaw 1997). Wang and Somogyi
(2018a) find statistically significant relationships between the Chinese consumer’s quality
perceptions and their three product attribute perceptions of shellfish (i.e. freshness, mood, and
perceived ethics). However, the previous studies have mostly been designed based on second-hand
literature reviews, and no consumer-based study can be found that identifies significant shellfish
3
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quality attributes based on a qualitative design (i.e. eliciting relevant product attributes directly
from consumers themselves and validly relating them to their quality perceptions).
This quantitative study aims to fill this gap and examine the Chinese consumer’s WTP for
nine lobster quality attributes: vitality, texture, safety, size, appearance, nutrition, shell hardness,
body integrity, and meat content. The nine quality attributes were included based on a prior
qualitative survey (November 2016) that elicited Chinese consumer’s quality perceptions of
lobster and on brainstorming meetings that were held with stakeholders in the Canadian lobster
industry (August and October 2016). The definition of WTP is the sum of money that reflects the
discrepancies between the consumer’s surplus with and without adding or improving a food
product attribute, in this case the nine quality attributes of lobster that were used in this study
(Rodriguez et al. 2007; Verbeke et al. 2013). The consumer’s WTP decisions are composed of two
successive stages: first, making the decision to pay a price premium and then deciding how much
more they are willing to pay if they desire to purchase the product (Verbeke et al. 2013; Wu et al.
2014). Consequently, a two-stage method was employed in this study to elicit WTP for the lobster
quality attributes.
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2.2 Socio-demographics
Previous studies have indicated some of the significant socio-demographic characteristics that
influence the consumer’s seafood consumption, including age, gender, education, income,
household size, occupation and place of residence (Batzios et al. 2003; Cardoso et al., 2013; Lin
and Milon 1993; Myrland et al., 2000; Pieniak et al., 2010; Skallerud et al., 2012; Verbeke and
Vackier, 2005; Wang and Somogyi 2018a; Wang et al. 2018). More recent studies have indicated
the significant differences in socio-demographic distributions between different consumer
segments for luxury seafood consumption, including income, marital status, education,
occupation, age and place of residence (Wang et al., 2018; Wang and Somogyi, 2020). Meanwhile,
previous studies have also identified some of the significant socio-demographics that drive
consumer adoption of online food shopping, including income, marital status, occupation, age,
place of residence, gender and household size (Wang and Somogyi, 2018b; Wang et al., 2020).
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However, there is still a lack of understanding of the significant socio-demographics that
have an effect on the consumer’s online purchase of seafood, particularly luxury seafood. Given
the important impact of socio-demographic characteristics on (luxury) seafood consumption and
online food shopping, this study will examine how socio-demographic characteristics influence
the Chinese consumer’s general consumption and online purchase of lobster. Eight sociodemographics will be used in this study, as follows: income, gender, household size, marital status,
education, occupation, age and place of residence.
3. Methods and materials
3.1 Participants
A questionnaire was developed in English and translated into Chinese. It was then programmed
into an online questionnaire and sent to registered members of a consumer panel owned by a
Chinese research agency (with strict identification practices based on the panel member’s national
ID card and IP address). A convenient sampling method was applied. Only those participants who
had eaten or consumed lobster before and who had carefully finished the questionnaire were kept
by the survey platform.
Two cities, Shanghai and Qingdao, were selected for data collection to observe the
similarities and differences in the consumer’s general and online consumptions of lobster between
4
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first-tier and second-tier cities. We made this decision because there are many differences in
dietary habits, lifestyles, and development levels between different tiered cities in China (Liu et
al. 2011; Wang et al. 2017a; Xiao and North 2017). Shanghai is one of China’s four first-tier cities,
with a population of 24.2 million and per capita monthly disposable income of RMB 4525.
Qingdao is one of China’s 15 second-tier cities, with a population of 9.2 million and a per capita
monthly disposable income of RMB 2973 (Qingdao Statistics Bureau 2017; National Bureau of
Statistics of the People's Republic of China 2017; Xiao and North 2017). A total of 981 valid
responses were obtained for this survey—511 from Shanghai and 470 from Qingdao. All of the
valid participants received a monetary incentive from the research agency and had consumed
lobster before. Table 1 shows the socio-demographic characteristics of the sample.
3.2 Procedures and measures
The participants were asked to imagine that they were shopping for live lobster in an online shop
selling three origin-specific lobsters. They were shown a picture scenario that presented the prices
and sizes of the three origin-specific lobsters that they could choose: Canadian lobster, Boston
(U.S.) lobster, and Australian lobster (Figure 1). Prices and sizes were formulated based on the
average selling prices and sizes of the three origin-specific lobsters in December 2016 on
Tmall.com, which is China’s largest B2C online platform. The respondents then had to indicate
their readiness to purchase these three types of lobster in an online shop, with four choice
categories: (1) I do not want to buy any of them, (2) I want to buy Canadian live lobster, (3) I want
to buy Boston (U.S.) lobster, and (4) I want to buy Australian live lobster. The variable was first
recoded as a binary variable in the total sample to represent whether or not (yes, n = 756; no, n =
225) the consumers were ready to pay for lobster as a general food type from an online shop. Those
consumers who chose to purchase one of the three origin-specific lobsters were coded as “yes” to
purchasing lobster as a general food type in this study. A categorical variable with three categories
was then selected based on the “yes” sub-sample (n = 756) to represent the consumer’s readiness
to purchase one of the three origin-specific lobsters: Canadian lobster (n = 202), U.S. lobster (n =
252), and Australian lobster (n = 302).
Participants who chose to buy one of the three lobsters were asked to indicate their WTP for
nine quality attributes for the lobster that they had chosen. The participants were then presented
with definitions of the nine quality attributes in the survey (shown in Table 2).
To elicit WTP for the quality attributes, a two-stage method was employed: the participants
were first asked to indicate their WTP for each of the nine quality attributes of lobster; they were
then asked to indicate how much more they would be willing to pay for the quality attributes that
they had expressed WTP for in the first stage. The variables of WTP for the quality attributes of
the three lobsters were recoded into WTP variables for lobster quality (binary variables for the first
WTP stage, and continuous variables for the second WTP stage). The continuous WTP variables
were recoded and represented as additional percentages that the participants were willing to pay
for the quality attributes over the original lobster prices (based on the original prices RMB
130/500g for Canadian and U.S. lobsters, and RMB 540/500g for Australian lobster; as shown in
the picture scenario in Figure 1).
The participant’s experience of online purchase of live lobster was measured by the question:
“How would you describe your online purchase of live lobster?” The answer categories were
presented on a four-point ordered scale, as follows: (1) I have never purchased live lobster online,
(2) I stopped purchasing live lobster online for a long time, (3) I sometimes purchase live lobster
online (less than once a month), and (4) I often purchase live lobster online (more than once a
5
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month). This design was developed based on a previous study that assessed the Chinese
consumer’s purchase experiences of European beer (Wang et al. 2017). Due to the relatively low
response rates for other answer categories, the responses were recoded into a binary variable with
three categories for further data analysis, as follows: (0) I have never purchased live lobster online
(n = 665) and (1) I stopped, sometimes or often purchasing live lobster online (n=316).
The participant’s general consumption experience of lobster was measured by the question:
“In how many meals per week (or per month) did you eat lobster in the past year?” The answer
categories were presented on a nine-point ordered scale, as follows: (1) almost never, (2) once a
month, (3) two to three times a month, (4) once each week, (5) twice a week, (6) three times a
week, (7) four to five times a week, (8) six to seven times a week, and (9) eight times and above a
week. This design was developed based on a previous study that examined the consumer’s
consumption experiences of seafood (Olsen 2003). Due to the relatively low response rates for the
other answer categories, the responses were recoded into a binary variable with three categories
for further data analysis, as follows: (0) almost never (n = 460), (1) once a month or more (n =
521).
>> Insert Figure 1

246 >> Insert Table 1
247 >> Insert Table 2
248
249
250
251
252
253
254
255
256
257
258
259
260
261
262
263
264
265
266
267
268
269
270

3.3 Data analysis
The statistical software tool Stata 14.0 was used to perform all of the analyses in this study.
Descriptive analyses were conducted by calculating the percentage of participants who were
willing to pay for each of the nine quality attributes and the additional percentages of WTP for the
quality attributes over the original prices (Diagne et al. 2017; Koppmair et al. 2017; Verbeke et al.
2013). This aimed to identify the most important product attributes for Chinese consumers in
evaluating lobster quality (i.e. those quality attributes with the largest percentages).
Binary logistic regression was employed to associate the Chinese consumer’s general and
online lobster consumption experiences as dependent variables, with their socio-demographic
characteristics and WTP concerning the nine lobster quality attributes (i.e. the binary decision and
the decision to pay more than original price) as independent variables. The adoption of a limited
dependent variable makes this binary decision appropriate for modelling, in this case concerning
the general consumption and online purchase of lobster (Verbeke 2005; Verbeke 2015). Binary
logistic regression is a common approach to solve this problem (Verbeke 2005; Verbeke 2015).
The binary dependent variable 𝑦𝑖 takes the value 1 for a “yes” response to the general consumption
and online purchase of lobster by 𝑝𝑎𝑟𝑡𝑖𝑐𝑖𝑝𝑎𝑛𝑡𝑖 if a latent continuous variable 𝑤𝑖 is larger than 0;
otherwise, 𝑦𝑖 takes the value zero, representing a “no” response to the general consumption and
online purchase of lobster by 𝑝𝑎𝑟𝑡𝑖𝑐𝑖𝑝𝑎𝑛𝑡𝑖, as in Equation (1):
1 𝑖𝑓 𝑤𝑖 > 0
𝑦𝑖 =
0 𝑂𝑡ℎ𝑒𝑟𝑤𝑖𝑠𝑒 (1)
The latent continuous variable 𝑤𝑖 is specified as in a usual regression model, where 𝑥𝑖 is a
vector of explanatory variables explaining the general consumption and online purchase of lobster
by 𝑝𝑎𝑟𝑡𝑖𝑐𝑖𝑝𝑎𝑛𝑡𝑖, with 𝛼 denoting a vector of coefficients and 𝜀𝑖 denoting the unobserved error
term (with the standard logistic distribution) for 𝑝𝑎𝑟𝑡𝑖𝑐𝑖𝑝𝑎𝑛𝑡𝑖, as follows:

{
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𝑤𝑖 = 𝛼'𝑥𝑖 + 𝜀𝑖 (2)
272
Consequently, a logistic function is gained with the transformation of 𝑦𝑖 creating 𝑤𝑖. The
𝑦 = 1) is given by:
273 probability of choosing to buy lobster online ( 𝑖
271

𝑃𝑟𝑜𝑏(𝑦𝑖 = 1) =

℮

𝛼 ' 𝑥𝑖
𝛼 ' 𝑥𝑖

1+℮
274
(3)
275
Based on the variables of the general consumption and online purchase of lobster, the
276 socio-demographic variables, and the WTP for lobster quality attributes, the complete empirical
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𝑤𝑖 is as follows:

𝑤𝑖 = 𝛼0 + 𝛼1𝑉𝑖𝑡𝑎𝑙𝑖𝑡𝑦𝑖 + 𝛼2𝑀𝑒𝑎𝑡 𝑐𝑜𝑛𝑡𝑒𝑛𝑡𝑖 + 𝛼3𝑆ℎ𝑒𝑙𝑙 ℎ𝑎𝑟𝑑𝑛𝑒𝑠𝑠𝑖 + 𝛼4𝑆𝑖𝑧𝑒𝑖
+ 𝛼5𝑇𝑒𝑥𝑡𝑢𝑟𝑒𝑖 + 𝛼6𝐵𝑜𝑑𝑦 𝑖𝑛𝑡𝑒𝑔𝑟𝑖𝑡𝑦𝑖 + 𝛼7𝐴𝑝𝑝𝑒𝑎𝑟𝑎𝑛𝑐𝑒𝑖 + 𝛼8𝑆𝑎𝑓𝑒𝑡𝑦𝑖
+ 𝛼9𝑁𝑢𝑡𝑟𝑖𝑡𝑖𝑜𝑛𝑖 + 𝛼10𝐺𝑒𝑛𝑑𝑒𝑟𝑖 + 𝛼11𝐴𝑔𝑒𝑖 + 𝛼12𝐼𝑛𝑐𝑜𝑚𝑒𝑖 + 𝛼13𝐸𝑑𝑢𝑐𝑎𝑡𝑖𝑜𝑛𝑖
(4)
+ 𝛼14𝑂𝑐𝑐𝑢𝑝𝑎𝑡𝑖𝑜𝑛1𝑖 + 𝛼15𝑂𝑐𝑐𝑢𝑝𝑎𝑡𝑖𝑜𝑛2𝑖 + 𝛼16𝑂𝑐𝑐𝑢𝑝𝑎𝑡𝑖𝑜𝑛3𝑖 + 𝛼17𝑂𝑐𝑐𝑢𝑝𝑎𝑡𝑖𝑜𝑛4𝑖
+ 𝛼18𝑂𝑐𝑐𝑢𝑝𝑎𝑡𝑖𝑜𝑛5𝑖 + 𝛼19𝑃𝑙𝑎𝑐𝑒 𝑜𝑓 𝑟𝑒𝑠𝑖𝑑𝑒𝑛𝑐𝑒𝑖 + 𝛼20𝐻𝑜𝑢𝑠𝑒ℎ𝑜𝑙𝑑 𝑠𝑖𝑧𝑒𝑖
+ 𝛼21𝑀𝑎𝑟𝑖𝑡𝑎𝑙 𝑠𝑡𝑎𝑡𝑢𝑠1 𝑖 + 𝛼22𝑀𝑎𝑟𝑖𝑡𝑎𝑙 𝑠𝑡𝑎𝑡𝑢𝑠2𝑖 + 𝜀𝑖
4. Results and discussion
4.1 WTP for the quality attributes of lobster (descriptive analysis)
Tables 3 presents the results of the descriptive analyses for the participant’s WTP for the three
origin-specific lobsters. More than 50% of participants were willing to pay for the quality attributes
vitality, meat content, texture, and safety for all of the three specific lobsters. Moreover, the
participants were willing to pay more than 10% of the original prices for the quality attributes
vitality, meat content, texture, and size for all of the three specific lobsters. Therefore, vitality, meat
content, texture, size, and safety are the most significant product attributes for Chinese consumers
in terms of evaluating lobster quality.
Previous studies have indicated the important effect of taste and freshness on consumer
behaviour when purchasing shellfish and seafood (Batzios et al. 2003; Birch et al. 2012; Ding
2012; Gomez-Jimenez and Rodriguez 2001; Hu et al. 2014; Li and Wu 2015; Lin and Milon 1993;
Manalo and Gempesaw 1997; Wang et al. 2018; Wang and Somogyi 2018a). In particular,
freshness is an extremely important factor for Chinese consumer’s consumption and quality
evaluation in terms of seafood and shellfish (Fabinyi and Liu 2014a, b; Fabinyi et al. 2016; Hu et
al. 2014; Li and Wu 2015; Wang et al. 2018; Wang and Somogyi 2018a). Consequently, it is
reasonable to expect that Chinese consumers will be more willing to pay for freshness-based and
taste-related quality attributes (e.g., vitality, meat content, and texture) than other quality attributes
of lobster. Furthermore, Chinese consumers are more likely to pay for the quality attribute safety.
This corresponds to the rising safety concerns regarding seafood among Chinese consumers, due
mostly to costal pollution and the frequent food safety events arising in China (Lin et al. 2015; Xu
et al. 2012; Wang et al. 2018; Wang and Somogyi 2018a). In addition, Chinese consumers are
willing to pay a higher percentage on top of the original price for the quality attribute size, possible
because lobsters are sold at a higher price with increasing size/weight. Moreover, more than 40%
of participants were willing to pay for the quality attribute body integrity for both lobster as a
general food type and for the three origin-specific lobsters. This importance of body integrity might
7

312 be due to consumers evaluating the vitality of lobster based on its body integrity—lobsters with
313 the loss of claws or feet may be dead or have less vitality.
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4.2 Significant quality attributes for the general and online consumption of lobster (binary
regression)
Table 4 indicates the results of the binary logistic regression analyses that associate the Chinese
consumer’s general lobster consumption experience with their socio-demographic characteristics
and WTP concerning the nine lobster quality attributes (respectively, for the binary decision and
the decision to pay more than original price). Regarding quality attributes, meat content and
nutrition have a significantly positive influence on the Chinese consumer’s general consumption
of Canadian lobster. Safety has a significantly positive influence on their general consumption of
Boston lobster. Size has a significantly negative influence on their general consumption of
Canadian lobster. No quality attribute can be found to have a significant influence on the Chinese
consumer’s general consumption of Australian lobster.
Table 5 indicates the results of the binary logistic regression analyses that associate the
Chinese consumer’s online lobster consumption experience with their socio-demographic
characteristics and WTP concerning the nine lobster quality attributes (respectively, for the binary
decision and the decision to pay more than original price). Nutrition has a significantly positive
influence on the Chinese consumer’s online consumption of Canadian lobster. Texture has a
significantly positive influence on their online consumption of Boston lobster. Shell hardness has
a significantly negative influence on their online consumption of Canadian lobster. No quality
attribute can be found to have a significant influence on the Chinese consumer’s online
consumption of Australian lobster.
In general, meat content, texture, size, and safety have a significant influence on the
Chinese consumer’s general or online purchase of lobster. This is in line with our findings that
they are the most significant product attributes for Chinese consumers in terms of evaluating
lobster quality. While vitality has no significant influence on the Chinese consumer’s general
consumption of lobster, this might be caused because most luxury seafood products are consumed
when eating out rather than at home in China. In this case, the food service sector takes on the
majority of the responsibility to ensure the freshness of the luxury seafood (e.g. vitality) rather
than the consumers themselves (Fabinyi et al., 2016; Wang and Somogyi, 2018a). Furthermore,
nutrition has a significant influence on both the general and online lobster consumption. This is in
line with the significant role that Chinese consumers place on nutritional values in luxury seafood
consumption (Wang et al., 2018; Wang and Somogyi, 2020). In addition, this study is the first to
recognise that shell hardness has a significantly negative influence on the online consumption of
lobster in China. Consequently, lobster marketers should ensure the shell hardness attribute of their
products to meet the consumer’s needs in China.
No quality attribute can be found to have a significant influence on the Chinese consumer’s
general and online consumption of Australian lobster. This might be a reflection of fact that U.S.
and Canadian lobsters have much higher sales volumes than lobsters of other origins (e.g.
8
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Australian lobster) in China (Chen 2016). Consequently, although the quality attributes that are
linked to real consumption experiences cannot be identified as the important influencing factors
for Australian lobster consumption by Chinese consumers, the quality attributes may become
significant factors in the future when the Australian lobster market is as mature as U.S. and
Canadian lobsters in China.
4.3 Significant socio-demographics for the general and online consumption of lobster (binary
regression)
Regarding the influence of socio-demographics on general lobster consumption, age has a
significantly negative influence on Chinese consumer’s general consumption of Australian lobster.
Income and managing employee have a significantly positive influence on their general
consumption of Australian lobster. Shanghai is significantly and positively linked to the general
consumer for lobster with all three countries of origin. Education has a significantly positive
influence on the general consumption of Australian lobster, while it has a negative influence on
that of Canadian lobster.
Regarding the influence of socio-demographics on the online consumption of lobster, age
has a significantly negative influence on the online consumption of Canadian and U.S. lobsters.
Income has a significantly positive influence on the consumption of U.S. lobster. Worker has a
significantly positive influence on that of Canadian lobster. Marital status- No, but with a partner
has a significantly positive influence on the online consumption of Australian lobster in China.
The findings show that Shanghai consumers have more general consumption experiences
for lobster with all three countries of origin. This is expected because consumers living in firsttiered cities (e.g. Shanghai and Beijing) are more experienced in luxury seafood consumption
because of their higher income levels and more developed living environment (e.g. economic and
other social sectors) than their counterparts living in other tiered cities in China (Fabinyi et al.,
2016; Wang and Somogyi, 2018a; Wang and Somogyi, 2020). While the significant influence of
residential place is not found for the online consumption of the lobsters from all the three countries
of origin. Given that online shopping can break geographical restrictions for food shopping,
residential place is not a significant influencing factor for Chinese consumer’s online luxury
seafood shopping, unlike that for their general luxury seafood consumption (which is mostly
offline).
Young age has a positive influence on the general consumption of Australian lobster and
the only consumption of U.S. and Canadian lobsters. This is in line with the previous findings that
young consumers are more likely to purchase food online because of their higher adaptive ability
to innovative technologies than older consumers (Hanse, 2005; Wang et al., 2020). Furthermore,
previous studies indicate the significant effect of age on consumer behaviours related to seafood
purchase; that is, older people are more willing to consume seafood and lobster (Cardoso et al.
2013; Myrland et al. 2000; Olsen 2003; Pieniak et al. 2010; Wang et al. 2018). However, there are
no extant studies regarding the effect of age on consumer choice related to seafood of foreign
origin. However, the findings of this study indicate that age has a significant influence on the
Chinese consumer’s choice of foreign origin related to luxury shellfish (i.e. lobster).
Income has a significantly positive influence on the Chinese consumer’s general consumption
of Australian lobster, and their only consumption of U.S. lobster. This confirms the previous
findings that consumers with a higher income level are more likely to become frequent luxury
seafood consumers (Wang and Somogyi, 2018a; Wang et al., 2018; Wang and Somogyi, 2020).
9
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The findings also reflect the fact that Boston lobster has a much higher online sales volume and
Australian lobster has a much higher price than lobsters of other origins in China.
Although previous studies have pointed to the important effects of education, occupation, and
marital status on the consumer’s luxury seafood consumption and online food shopping (Wang
and Somogyi 2018 a; b; Wang et al., 2018; Wang and Somogyi, 2020), no study has focused on
how these socio-demographic characteristics influence the Chinese consumer’s general and online
consumption related to luxury seafood from different countries of origin. The current study is the
first to fill this gap and contribute to our understanding of this market. Consequently, these findings
should carefully be considered when developing marketing strategies and promotions for luxury
seafood from different origins to meet the right socio-demographic groups in China; for example,
the general consumer of Canadian lobster for people with a lower educational level and selfemployed people, or the online consumption of Australian lobster for people with a higher
educational level and a marital status of ‘no, but with a partner’.
4.4 Limitations
This study has observed some limitations. First, all of the participants in our study have previously
eaten or consumed lobster. Consequently, the sample does not fully represent the general
consumers of these two cities. Second, the general consumption experience question—‘For how
many meals per week (or per month) did you have lobster in the past year?’—demands a memory
exercise, which might lead to incorrect answers. Third, our sample was collected in 2016.
However, the majority of the participants had no online shopping experience of lobster at that time.
Given the rapid growth of online seafood market in recent years, there may now be a higher
percentage of Chinese consumers who have online purchase experience of lobster.
5. Conclusions
Online food shopping is currently a popular research topic and many relevant consumer studies
have been published in recent years. In particular, e-commerce increased the availability and
accessibility to food resources during the Covid-19 epidemic of 2020. However, there is still a lack
of empirical consumer studies in the field of online seafood shopping. Seafood is an extremely
perishable food product and needs special consideration for e-commercialisation compared to
other food categories that are more easily e-commercialised (e.g. snacks and packaged food).
Therefore, understanding the consumer’s quality expectation and their significant sociodemographics for shopping seafood online is essential for the success of its e-commercialisation.
As far as we know, this is the first study to explore the influence of quality attributes and sociodemographics on the consumer’s online consumption of luxury seafood. This is also the first study
to recognise significant quality attributes for luxury seafood consumption through a highly reliable
approach, including a qualitative consumer survey and the brainstorming among lobster industry
stakeholders, which has been confirmed by the quantitative consumer survey. This is an
improvement on the previous consumer studies, which only include seafood quality attributes
based on literature review and second-hand materials. Our findings are exploratory in nature and
have significance for future research that aims to develop reliable confirmatory models to explore
the lack of understanding of consumer behaviour for online (luxury) seafood shopping, particularly
in East Asia and Chinese-speaking regions (e.g. Malaysia and Singapore) that have similar seafood
consumption patterns and cultures.
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The empirical findings reported in this study also provide valuable insights in bridging the current
gap in understanding the consumer’s online purchase behaviour and quality evaluations of luxury
seafood in China, which is one of the most desired markets by global seafood producers and is
currently experiencing a rising demand for imported high-quality luxury shellfish. The authors
have attended many industry and academic conferences in recent years. When they have attended
these events in Nova Scotia or in Western Australia, they have always met lobster producers who
have expressed their concerns and inquired about the Chinese market. From that perspective, our
findings have significant industry implications and can enlighten global lobster or other seafood
producers, marketers and exporters to make effective online and offline promotion strategies for
their products in the huge Chinese market. For example, they can recognise the correct target
groups for online or general consumption of luxury seafood based on the significant sociodemographics of the Chinese consumer’s general and online purchase of lobster (e.g. younger
consumers for more online shopping of lobster, and living in a first-tier city for more general
consumption of lobster). These producers can also improve the quality of their luxury seafood to
meet Chinese consumer’s expectations based on the significant quality attributes for lobster
consumption in China (i.e. safety, shell hardness, texture, and nutrition).

465
466
467
468
469
470
471
472
473
474
475
476
477
478
479
480
481
482
483
484
485
486
487
488
489
490
491
492

Almli, V. L., Verbeke, W., Vanhonacker, F., Næs, T. and Hersleth, M. (2011), “General image
and attribute perceptions of traditional food in six European countries”, Food Quality and
Preference, Vol. 22 No. 1, pp. 129-138.
Batzios, C. H., Angelidis, P., Moutopoulos, D. K., Anastasiadou, C. H. and Chrisopolitou, V.
(2003), “Consumer attitude towards shellfish in the Greek market: a pilot study”,
Mediterranean Marine Science, Vol. 4 No. 2, pp. 155-174.
Birch, D., Lawley, M. and Hamblin, D. (2012), “Drivers and barriers to seafood consumption in
Australia”, Journal of Consumer Marketing, Vol. 29 No. 1,
pp. 64-73.
Burman, A. (2017), “Is lobster China’s latest seafood craze?”, Available at: http://www.foodexhibitions.com/Market-Insights/China/Is-lobster-Chinas-latest-seafood-craze (accessed
31 May 2018).
Burrell, A. (2017), "Extra lobster catch for locals defies China’s constant craving”, Available at:
www.theaustralian.com.au/news/extra-lobster-catch-for-locals-defies-chinas-constantcrayving/news-story/851648f7bad9944bd8594e40cf128eb3 (accessed 31 May 2018).
Cardoso, C., Lourenço, H., Costa, S., Gonçalves, S. and Nunes, M. L. (2013), “Survey into the
seafood consumption preferences and patterns in the Portuguese population. Gender and
regional variability”, Appetite, Vol. 64, pp. 20-31.
Chen, L. C. (2016), “Trend analysis to lobster import in China”, Available at:
http://www.chinafishex.com/content/?1002.html (accessed 31 May 2018).
Chopin, T. (2015), “Marine Aquaculture in Canada: Well‐Established Monocultures of Finfish
and Shellfish and an Emerging Integrated Multi‐Trophic Aquaculture (IMTA) Approach
Including Seaweeds, Other Invertebrates, and Microbial Communities”, Fisheries, Vol. 40
No. 1, pp. 28-31.
Chintagunta, P. K., Chu, J. and Cebollada, J. (2012), “Quantifying transaction costs in online/offline grocery channel choice”, Marketing Science, Vol. 31 No. 1, pp. 96-114.
Chu, J., Arce-Urriza, M., Cebollada-Calvo, J. J. and Chintagunta, P. K. (2010), “An empirical
analysis of shopping behavior across online and offline channels for grocery products: the

References

11

493
494
495
496
497
498
499
500
501
502
503
504
505
506
507
508
509
510
511
512
513
514
515
516
517
518
519
520
521
522
523
524
525
526
527
528
529
530
531
532
533
534
535
536
537

moderating effects of household and product characteristics”, Journal of Interactive
Marketing, Vol. 24 No. 4, pp. 251-268.
Cicerale, S. G. Liem and R. S. Keast. (2016), “Consumer perception, attitudes, liking and
preferences for olive oil”, In: Boskou D. and Clodoveo M. L. (eds) Products from Olive
Tree, pp. 157-171. InTech, Rijeka.
Degeratu, A. M., Rangaswamy, A. and Wu, J. (2000), “Consumer choice behavior in online and
traditional supermarkets: The effects of brand name, price, and other search attributes”,
International Journal of research in Marketing, Vol. 31 No. 1, pp.55-78.
Diagne, M., Demont, M. and Ndour, M. (2017), “What is the value of rice fragrance? Consumer
evidence from Senegal” African Journal of Agricultural and Resource Economics, Vol. 12
No. 2, pp. 99-110.
Fabinyi, M., Pido, M., Harani, B., Caceres, J., Uyami‐Bitara, A., De las Alas, A. and Ponce de
Leon, E. M. (2012), “Luxury seafood consumption in China and the intensification of
coastal livelihoods in Southeast Asia: the live reef fish for food trade in Balabac,
Philippines”, Asia Pacific Viewpoint, Vol. 53 No. 2, pp. 118-132.
Fabinyi, M. and Liu, N. (2014a), “Seafood banquets in Beijing: consumer perspectives and
implications for environmental sustainability”, Conservation and Society, Vol. 12 No. 2,
pp. 218-228.
Fabinyi, M. and Liu, N. (2014b), “Social trust and luxury seafood banquets in contemporary
Beijing”, Asian Anthropology, Vol. 13 No. 2, pp. 92-105.
Fabinyi, M., Liu, N., Song, Q. and Li, R. (2016), “Aquatic product consumption patterns and
perceptions among the Chinese middle class”, Regional Studies in Marine Science, Vol. 1
No. 7, pp. 1-9.
Gomez-Jimenez, S. and Rodriguez, G. (2001), “Benefit sought and attitudes toward shellfish by
Spanish and British consumers”, Journal of International Food & Agribusiness Marketing,
Vol. 12 No. 3, pp. 53-67.
Hansen, T., Jensen, J. M., and Solgaard, H. S. (2004), “Predicting online grocery buying intention:
a comparison of the theory of reasoned action and the theory of planned behavior”,
International Journal of Information Management, Vol. 24 No. 6, pp. 539-550.
Hansen, T. (2005), “Consumer adoption of online grocery buying: a discriminant analysis”,
International Journal of Retail and Distribution Management, Vol. 33 No. 2, pp. 101-121.
Hansen, T. (2008), “Consumer values, the theory of planned behaviour and online grocery
shopping”, International Journal of Consumer Studies, Vol. 32 No. 2, pp. 128-137.
Harkell, L. (2017), “Imported seafood sales surge at leading Chinese e-commerce store”, Available
at:
https://www.undercurrentnews.com/2017/05/19/imported-seafood-sales-surge-atleading-chinese-e-commerce-store/ (accessed 31 May 2018).
Hu, Y., Yuan, C., Yu, K., Qu, Y., Chen, S., Wang, X. and Kimura, I. (2014), “An online survey
study of consumer preferences on aquatic products in China: current seafood consumption
patterns and trends”, Fisheries and Aquaculture Journal, Vol. 5 No. 2, pp. 1-6.
Koppmair, S., Kassie, M. and Qaim, M. (2017), “The influence of farm input subsidies on the
adoption of natural resource management technologies”, Australian Journal of
Agricultural and Resource Economics, Vol. 61 No. 4, pp. 539-556.
Lee, H. J. and Yun, Z. S. (2015), “Consumers’ perceptions of organic food attributes and cognitive
and affective attitudes as determinants of their purchase intentions toward organic food”,
Food quality and preference, Vol. 39, pp. 259-267.

12

538
539
540
541
542
543
544
545
546
547
548
549
550
551
552
553
554
555
556
557
558
559
560
561
562
563
564
565
566
567
568
569
570
571
572
573
574
575
576
577
578
579
580
581
582

Li, C. K. and Wu, C. (2015), “Income, consumer preferences and analysis on demands for shrimp
products of household consumers: based on field survey in Guangzhou and Zhanjiang”,
Modern Fisheries Information, Vol. 30 No. 4, pp. 265-271.
Lian, J. W. and Lin, T. M. (2008), “Effects of consumer characteristics on their acceptance of
online shopping: Comparisons among different product types”, Computers in Human
Behavior, Vol. 24 No. 1, pp. 48-65.
Lin, C. T. J. and Milon, J. W. (1993), “Attribute and safety perceptions in a double-hurdle model
of shellfish consumption”, American Journal of Agricultural Economics, Vol. 75 No. 3,
pp. 724-729.
Lin, C., Liu, Z. S., Tan, C. Y., Guo, Y. P., Li, L., Ren, H. L. and Lu, S. Y. (2015), “Contamination
of commercially available seafood by key diarrhetic shellfish poisons along the coast of
China”, Environmental Science and Pollution Research, Vol. 22 No. 2, pp. 1545-1553.
Liu, S., Smith, J. R., Liesch, P. W., Gallois, C., Ren, Y. and Daly, S. (2011), “Through the lenses
of culture Chinese consumers’ intentions to purchase imported products”, Journal of
Cross-Cultural Psychology, Vol. 42 No. 7, pp. 1237-1250.
Manalo, A. B. and Gempesaw, C. M. (1997), “Preferences for oyster attributes by consumers in
the US Northeast”, Journal of Food Distribution Research, Vol. 28 No. 2, pp. 55-63.
Mortimer, G., Fazal e Hasan, S., Andrews, L. and Martin, J. (2016), “Online grocery shopping:
the impact of shopping frequency on perceived risk”, The International Review of Retail,
Distribution and Consumer Research, Vol. 26 No. 2, pp. 202-223.
Myrland, Ø., Trondsen, T., Johnston, R. S. and Lund, E. (2000), “Determinants of seafood
consumption in Norway: lifestyle, revealed preferences, and barriers to consumption”,
Food Quality and Preference, Vol. 11 No. 3, pp. 169-188.
National Bureau of Statistics of the People's Republic of China. (2017), China Statistical Yearbook
2016. China Statistics Press, Beijing, CN.
Olsen, S. O. (2003), “Understanding the relationship between age and seafood consumption: the
mediating role of attitude, health involvement and convenience”, Food quality and
Preference, Vol. 14 No. 3, pp. 199-209.
Oude Ophuis, P. A. and Van Trijp, H. (1995), “Perceived quality: a market driven and consumer
oriented approach”, Food Quality and Preference, Vol. 6 No. 3, pp. 177-183.
Perez, B. (2016), “China tipped to overtake US as world’s largest retail market this year”,
Available at:
http://www.scmp.com/tech/e-commerce/article/2005784/china-tippedovertake-us-worlds-largest-retail-market-year (accessed 31 May 2018).
Phippen, T. (2017), “China Can’t Stop Gobbling Up America’s Lobster”, Available at:
http://dailycaller.com/2017/03/19/china-cant-stop-gobbling-up-americas-lobster/
(accessed 31 May 2018).
Pieniak, Z., Verbeke, W. and Scholderer, J. (2010), “Health‐related beliefs and consumer
knowledge as determinants of fish consumption”, Journal of Human Nutrition and
Dietetics, Vol. 23 No. 5, pp. 480-488.
Qingdao Statistics Bureau. (2017), Qingdao statistical yearbook 2017. China Statistics Press,
Beijing, CN.
Ramus, K. and Asger Nielsen, N. (2005), “Online grocery retailing: what do consumers think?”,
Internet Research, Vol. 15 No. 3, pp. 335-352.
Rodriguez, E., Lacaze, V. and Lupin B. (2007), “Willingness to pay for organic food in Argentina:
Evidence from a consumer survey”. In: Canavari M., Regazzi D. and Spadoni R. (eds)

13

583
584
585
586
587
588
589
590
591
592
593
594
595
596
597
598
599
600
601
602
603
604
605
606
607
608
609
610
611
612
613
614
615
616
617
618
619
620
621
622
623
624
625
626
627

International Marketing and International Trade of Quality Food Products, pp. 187–213.
Wageningen Academic Publishers, Bologna.
Schnellbächer, C., Behr, J. and Leonhäuser, I. U. (2015), “Potential of online food shopping: An
opportunity to relieve mothers’ everyday life food routines”, Ernahrungs Umschau, Vol.
62 No. 11, pp. 178-187.
Skallerud, K., Myrland, Ø. and Olsen, S. O. (2012), “Buying Norwegian salmon: A cross-cultural
study of store choice behavior”, Journal of Food Products Marketing, Vol. 18 No. 4, pp.
257-267.
Statista. (2017), “Value of lobster imported to China from Canada by category 2013-2015”,
Available at: https://www.statista.com/statistics/689597/china-lobster-import-value-fromcanada-by-category/ (accessed 31 May 2018).
Taylor, P. (2015), “Rising demand for seafood will keep Nova Scotia exports growing in 2015”,
Available at: http://www.edc.ca/EN/About-Us/News-Room/News-Releases/Pages/gef-nsspring-2015.aspx (accessed 31 May 2018).
Tong, F. (2017), “Online shopping in China grows 26.2% in 2016”, Available at:
https://www.digitalcommerce360.com/2017/02/06/online-shopping-china-grows-2622016/ (accessed 31 May 2018).
Verbeke, W. (2005), “Consumer acceptance of functional foods: Socio-demographic, cognitive
and attitudinal determinants”, Food quality and preference, Vol. 16 No. 1, pp.45-57.
Verbeke, W., Rutsaert, P., Bonne, K. and Vermeir, I. (2013), “Credence quality coordination and
consumers' willingness-to-pay for certified halal labelled meat”, Meat science,Vol. 95 No.
4, pp. 790-797.
Verbeke, W. and Vackier, I. (2005), “Individual determinants of fish consumption: application of
the theory of planned behaviour”, Appetite, Vol. 44 No. 1, pp. 67-82.
Verbeke, W. (2015), “Profiling consumers who are ready to adopt insects as a meat substitute in a
Western society”, Food Quality and Preference, Vol. 39, pp. 147-155.
Wang, O. and Somogyi, S. (2018a), “Chinese consumers and shellfish: Associations between
perception, quality, attitude and consumption”, Food Quality and Preference, Vol. 66, pp.
52-63.
Wang, O. and Somogyi, S. (2018b), “Consumer adoption of online food shopping in China”,
British Food Journal, Vol. 120 No. 12, pp.2868-2884.
Wang, O., Somogyi, S. and Ablett, R. (2018), “General image, perceptions and consumer segments
of luxury seafood in China: A case study for lobster”, British Food Journal, Vol. 120 No.
5, pp. 969-983.
Wang, O. and Somogyi, S. (2020), “Motives for luxury seafood consumption in first-tier cities in
China”, Food Quality and Preference, Vol. 79, pp. 103780.
Wang, O., Somogyi, S. and Charlebois, S. (2020), “Food choice in the e-commerce era: A
comparison between business-to-consumer (B2C), online-to-offline (O2O) and new
retail”, British Food Journal, Vol. 122 No. 4, pp. 1215-1237
Whittle, P. (2015), “Maine lobster is booming in China”, Available at:
http://uk.businessinsider.com/maine-lobster-is-booming-in-china-2015-2?r=US&IR=T
(accessed 31 May 2018).
Wu, B., Chen, Y., Si, W. and Chien, H. (2014), “A double‐hurdle analysis of demand for powdered
milk: Evidence from household survey data in an urban Chinese province”, Agribusiness,
Vol. 30 No. 3, pp. 331-344.

14

628
629
630
631
632
633
634
635
636
637
638
639
640
641
642
643
644
645
646
647

Xiao,

L.
(2015),
“Lobster
exports
to
China
rise”,
Available
at:
http://usa.chinadaily.com.cn/world/2015-01/29/content_19433889.htm (accessed 31 May
2018).
Xiao, L. and North, D. (2017), “The graduation performance of technology business incubators
in China’s three tier cities: the role of incubator funding, technical support, and
entrepreneurial mentoring”, The Journal of Technology Transfer, Vol. 42 No. 3, pp. 615634.
Xu, P., Zeng, Y., Fong, Q., Lone, T. and Liu, Y. (2012), “Chinese consumers’ willingness to pay
for green-and eco-labeled seafood”, Food Control, Vol. 28 No. 1, pp. 74-82.
Xu, X. and Zhao, Y. L. (2016), “Changing of shopping habits in China: buy fresh food online”,
Available at: https://social.shorthand.com/zylkiki/3y3XZBdjJP/changing-of-shoppinghabits-in-china-buy-fresh-food-online (accessed 31 May 2018).
Yuan, L. (2017), “China thinks it has figured out online grocery shopping”,
https://www.wsj.com/articles/china-thinks-it-has-figured-out-online-grocery-shopping1489661415 (accessed 31 May 2018).
Zheng, Q., Wang, H. and Lu, Y. (2018), “Consumer purchase intentions for sustainable wild
salmon in the Chinese market and implications for agribusiness decisions”,
Sustainability, Vol. 10 No. 5, pp. 1377.

15

Table 1. Socio-demographics of the sample
Sample size (n)

Shanghai
511

Qingdao
470

Total sample
981

Gender

Male
Female

45.0%
55.0%

54.7%
45.3%

49.6%
50.4%

Marital status

Married
No, but has a partner
Single

60.7%
13.7%
25.6%

61.7%
16.6%
21.7%

61.2%
15.1%
23.8%

Age

Mean value

32.9

31.1

32.1

Personal income
(RMB, monthly)

0–5000
5001–10000
≥ 10001

37.2%
42.7%
20.2%

64.7%
33.4%
5.5%

48.7%
38.3%
13.0%

Education

Junior college and below
Bachelor degree
Master degree and above

27.6%
56.6%
15.9%

42.8%
46.2%
11.1%

34.9%
51.6%
13.5%

Occupation

Managing employee
Salaried employee
Student
Worker
Self-employed
Other

29.9%
38.0%
14.5%
6.7%
3.5%
7.4%

25.3%
28.3%
15.5%
8.9%
12.1%
9.8%

27.7%
33.3%
15.0%
7.7 %
7.6%
8.5%

Household size

Mean value

3.44

3.72

3.57

100%

100%

100%

0%

0%

0%

Have eaten or consumed
Yes
lobster?
No

1

Table 2. Statements defining the nine quality attributes of lobster shown to participants in the survey
Quality attribute
Statement
Vitality
Texture

Vitality is related to the quality of lobsters. “Vitality” means “lobsters move a lot.” The more vitality a lobster has, the more the
lobster moves around, and the higher is its perceived quality. Are you willing to pay an extra amount of money to buy
Canadian/Boston/Australian live lobsters online that have a high level of vitality when they are delivered to your place of residence?
The texture of the meat is related to the quality of lobsters. “Good texture” means the lobster is less chewy and is easier to swallow.
The better the meat texture of a lobster, the less chewy it is, and the higher the quality. Are you willing to pay an extra amount of
money to buy Canadian/Boston/Australian lobsters that have a high grade of meat texture?

Safety

Hygiene and safety assurance of lobster is important for consumers' health (to avoid becoming ill by eating lobster). Lobster can be
given a certificate of hygiene and safety assurance from professional organizations after inspection and confirmation (e.g., pollutionfree and of reliable origin). Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters online
that have certificates of hygiene and safety assurance?

Size

Size is an important factor for lobster. Smaller lobsters are usually sweeter and tenderer, but a bigger lobster means you get more
meat. Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters of large sizes (over 600 g
each for Canadian or Boston lobster, and over 850 g for Australian lobster)?

Appearance

Appearance is an important factor for lobster. Good appearance means that the lobster has a replete body and the shell has a bright
color. Are you willing to pay an extra amount of money to ensure getting Canadian/Boston/Australian live lobsters with a good
appearance from an online shop?

Nutrition

Lobster is high in nutritional value, containing plenty of nutrients, such as protein, copper, selenium, vitamin B12, and so on.
Lobster can be given a nutritional label (with a list of all its nutrient contents) from professional organizations after inspection and
confirmation. Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters online that have
nutritional labels?

Shell hardness

Shell hardness is related to the quality of lobsters. The harder the shell of a lobster among lobsters of the same size, the higher the
quality. Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters online that have a high
level of shell hardness?

Body integrity

Body integrity is related to the quality of lobsters. A lobster that is not missing legs, claws, or other parts is higher in body integrity
and is higher in quality. Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters online
that have a high grade of body integrity?

Meat content

Meat content is related to the quality of lobsters. The more meat a lobster has compared to lobsters of the same size, the higher its
quality. Are you willing to pay an extra amount of money to buy Canadian/Boston/Australian live lobsters online that have a high
level of meat content?
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Table 3. Descriptive statistics of WTP for quality attributes of the three origin-specific lobsters
Canadian lobster (n = 202)
U.S. lobster (n = 252)
Australian lobster (n = 302)
Quality attribute Participants
Mean
Percent
Participants
Mean
Percent
Participants
Mean
Percent
(%)
(RMB)
(%)
(%)
(RMB)
(%)
(%)
(RMB)
(%)
Vitality
69.8
21.0
16.2
71.0
19.4
14.9
71.2
39.3
7.2
Meat content
63.9
19.3
14.8
61.1
21.1
16.2
61.9
38.5
7.1
Shell hardness
26.7
13.8
10.6
29.4
15.8
12.2
34.8
35.7
6.6
Size
38.6
20.9
16.1
46.0
20.8
16.0
46.0
43.1
8.0
Texture
55.9
17.5
13.5
56.4
19.2
14.8
60.6
42.2
7.8
Body integrity
43.0
14.2
10.9
43.2
14.4
11.1
46.7
34.0
6.3
Appearance
21.3
12.2
9.4
23.4
12.5
9.6
29.1
29.7
5.5
Safety
68.8
15.7
12.1
65.1
16.0
12.3
66.2
32.2
6.0
Nutrition
21.3
10.8
8.3
21.0
12.3
9.5
31.8
29.6
5.5
Notes: Participants = those willing to pay for a quality attribute; mean = the mean value of the extra amount participants are willing to pay for a quality
attribute; percent = the average additional percentage participants are willing to pay for a quality attribute (based on the original prices RMB 130/500 g
for Canadian and Boston lobsters, and RMB 540/500 g for Australian lobster).
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Table 4. Coefficient estimates from binary logistic regression analyses explaining the influences of consumers’ socio-demographics and willingness-topay (respectively for the two stages of decisions) for quality attributes on their general consumption of the three specific lobsters
General consumption (with the binary decision for quality
General consumption (with the decision to pay an extra
attributes)
amount of the original price for quality attributes)
Independent variable
Canadian lobster
Boston lobster
Australian lobster
Canadian lobster
Boston lobster
Australian lobster
Coefficients (Standard errors)
Vitality
0.34 (0.39)
0.01 (0.38)
0.54 (0.37)
0.01 (0.01)
-0.005 (0.01)
-0.002 (0.006)
Meat content
0.99* (0.42)
-0.28 (0.39)
0.71 (0.39)
0.02(0.01)
-0.01 (0.01)
0.01 (0.009)
Shell hardness
-0.35 (0.45)
-0.19 (0.41)
-0.03 (0.39)
-0.03 (0.02)
-0.005 (0.02)
-0.01 (0.009)
-0.28 (0.37)
-0.13 (0.32)
-0.03 (0.33)
-0.03** (0.01)
-0.009 (0.01)
-0.004 (0.006)
Size
-0.43 (0.40)
0.19 (0.36)
0.33 (0.35)
-0.008 (0.01)
0.01 (0.01)
0.007 (0.006)
Texture
0.52 (0.43)
0.41 (0.37)
-0.01 (0.37)
0.004 (0.02)
0.004 (0.02)
0.0003 (0.007)
Body integrity
- 0.89 (0.54)
-0.26 (0.42)
0.17 (0.41)
-0.004 (0.03)
-0.02 (0.02)
-0.0001 (0.01)
Appearance
-0.16 (0.39)
1.31** (0.37)
-0.61 (0.35)
-0.01 (0.01)
0.03* (0.01)
-0.006 (0.007)
Safety
1.18* (0.53)
0.12 (0.43)
0.07 (0.36)
0.09* (0.04)
0.01 (0.02)
0.01 (0.009)
Nutrition
Gender (Male)
0.16 (0.35)
0.05 (0.34)
0.45 (0.30)
0.22 (0.35)
0.02 (0.33)
0.40 (0.30)
Age
-0.03 (0.02)
-0.006 (0.02)
-0.05* (0.02)
-0.02 (0.02)
-0.007 (0.02)
-0.04 (0.02)
Income
0.55 (0.31)
0.39 (0.28)
0.65* (0.25)
0.36 (0.31)
0.34 (0.28)
0.68** (0.25)
Education
-0.80** (0.29)
-0.09 (0.26)
0.48* (0.23)
-0.67* (0.29)
-0.007 (0.25)
0.44 (0.23)
Occupation1(Managing
1.58* (0.65)
0.99 (0.70)
1.33* (0.61)
1.67* (0.67)
1.41* (0.70)
1.38* (0.60)
employee)
Occupation2 (Salaried
0.53 (0.63)
0.62 (0.65)
0.55 (0.62)
0.63 (0.64)
1.12 (0.65)
0.78 (0.60)
employee)
Occupation3 (Student)
-0.98 (0.88)
0.32 (0.78)
-0.46 (0.77)
-0.95 (0.90)
0.75 (0.78)
-0.33 (0.75)
Occupation4 (Worker)
0.05 (0.84)
1.26 (0.86)
0.57 (0.74)
0.05 (0.83)
1.77* (0.87)
0.69 (0.72)
Occupation5 (Self1.59 (0.83)
0.92 (0.97)
1.42 (0.74)
1.74* (0.84)
1.13 (0.96)
1.54* (0.74)
employed
City (Shanghai)
0.97* (0.37)
1.28*** (0.35)
1.36*** (0.33)
0.96* (0.37)
1.18** (0.34)
1.35*** (0.32)
Household size
-0.19 (0.15)
0.20 (0.15)
-0.07 (0.13)
-0.17 (0.15)
0.20 (0.14)
-0.04 (0.13)
Marital status1 (No, but
0.66 (0.68)
-0.00002 (0.46)
0.92 (0.49)
0.60 (0.69)
-0.31 (0.47)
1.28* (0.49)
with a partner)
Marital status2 (Married)
-0.15 (0.59)
0.20 (0.44)
-0.04 (0.49)
-0.32 (0.60)
0.16 (0.44)
0.03 (0.48)
Sample size (n)
202
252
302
202
252
302
Prob > Chi2
0.0002
0.0006
0.0000
0.0001
0.0039
0.0000
Pseudo R2
0.1901
0.1538
0.2700
0.1970
0.1340
0.2493
Note: *** p < 0.001; ** p < 0.01; * p < 0.05.
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Table 5. Coefficient estimates from binary logistic regression analyses explaining the influences of consumers’ socio-demographics and willingness-topay (respectively for the two stages of decisions) for quality attributes on their online purchase of the three specific lobsters
Online purchase (with the binary decision for quality
Online purchase (with the decision to pay an extra amount of
attributes)
the original price for quality attributes)
Independent variable
Canadian lobster
Boston lobster
Australian lobster
Canadian lobster
Boston lobster
Australian lobster
Coefficients (Standard errors)
Vitality
-0.23 (0.39)
0.04 (0.37)
0.08 (0.35)
-0.001 (0.01)
-0.02 (0.01)
0.001 (0.005)
Meat content
0.35 (0.40)
0.007 (0.37)
0.32 (0.36)
0.002 (0.01)
0.006 (0.01)
0.00005 (0.007)
Shell hardness
-0.92* (0.46)
-0.02 (0.40)
-0.15 (0.34)
-0.04 (0.02)
-0.01 (0.02)
-0.001 (0.008)
0.22 (0.36)
-0.60 (0.31)
-0.05 (0.30)
0.01 (0.01)
-0.01 (0.01)
-0.008 (0.005)
Size
0.16 (0.39)
0.73* (0.35)
0.52 (0.33)
0.01 (0.01)
0.03* (0.01)
0.005 (0.005)
Texture
0.48 (0.42)
-0.18 (0.35)
0.24 (0.33)
-0.004 (0.02)
0.004 (0.01)
0.005 (0.007)
Body integrity
-0.33 (0.51)
0.73 (0.40)
0.61 (0.36)
0.007 (0.03)
0.03 (0.02)
0.01 (0.009)
Appearance
-0.65 (0.40)
0.32 (0.35)
-0.08 (0.33)
0.003 (0.01)
-0.01 (0.01)
0.002 (0.006)
Safety
1.19* (0.52)
-0.04 (0.39)
0.10 (0.32)
0.06 (0.03)
0.02 (0.02)
-0.002 (0.007)
Nutrition
Gender (Male)
-0.10 (0.34)
0.02 (0.32)
-0.10 (0.29)
-0.02 (0.34)
-0.04 (0.32)
0.02 (0.28)
Age
-0.11*** (0.03)
-0.09*** (0.02)
-0.02 (0.02)
-0.10*** (0.02)
-0.08** (0.02)
-0.02 (0.02)
Income
0.59 (0.32)
1.02*** (0.28)
0.05 (0.22)
0.49 (0.31)
1.09*** (0.28)
0.06 (0.22)
Education
-0.31 (0.28)
0.19 (0.26)
0.42 (0.21)
-0.18 (0.28)
0.22 (0.26)
0.44* (0.22)
Occupation1(Managing
0.87 (0.72)
-0.86 (0.71)
0.88 (0.57)
0.84 (0.71)
-0.79 (0.72)
0.85 (0.55)
employee)
Occupation2 (Salaried
0.73 (0.70)
-0.82 (0.67)
0.40 (0.58)
0.65 (0.69)
-0.73 (0.67)
0.36 (0.56)
employee)
Occupation3 (Student) -0.69 (0.91)
-1.41 (0.81)
-1.48 (0.80)
-0.96 (0.93)
-1.41 (0.82)
-1.44 (0.79)
Occupation4 (Worker)
1.94* (0.90)
0.23 (0.84)
0.95 (0.67)
1.74* (0.88)
0.31 (0.85)
0.79 (0.65)
Occupation5 (Self0.64 (0.86)
0.11 (0.97)
0.34 (0.69)
0.76 (0.85)
0.25 (1.01)
0.32 (0.69)
employed
City (Shanghai)
0.59 (0.37)
0.67 (0.35)
0.12 (0.29)
0.48 (0.36)
0.62 (0.35)
0.14 (0.29)
Household size
-0.07 (0.15)
-0.03 (0.14)
0.0005 (0.12)
-0.11 (0.15)
-0.03 (0.14)
-0.01 (0.12)
Marital status1 (No,
1.17 (0.65)
-0.68 (0.47)
1.13* (0.48)
1.19 (0.64)
-0.86 (0.49)
1.13* (0.47)
but with a partner)
Marital status2
1.18 (0.61)
0.00007 (0.43)
0.52 (0.46)
1.08 (0.60)
-0.16 (0.42)
0.51 (0.45)
(Married)
Sample size (n)
202
252
302
202
252
302
Prob > Chi2
0.0040
0.0004
0.0000
0.0159
0.0003
0.0002
Pseudo R2
0.1616
0.1504
0.1517
0.1430
0.1509
0.1318
Note: *** p < 0.001; ** p < 0.01; * p < 0.05.
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Figure 1. Picture scenario with three origin-specific lobsters shown to participants in the survey

