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Empirical Study on Mobile Phone Message Incident about Citrus
Bactrocera Minax, Consumer Psychology and Consumer Behavior
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D College o f Economics & Management s Huazhong Agricultural University ,Wuhan s Hubei ,430070)

Abstract In October 2008,a mobile phone message that citrus of Guangyuan, Sichuan Province was
infected by Maggot-like worms caused the consumer’s panic about citrus consumption. In order to find
out the real psychological response by consumers and the impact on consumer behavior, this paper makes
an empirical study through questionnaire, interview and statistics. The results showed that first most
consumers didn’t have the experiences of buying citrus infected by bactrocer minax; second, psychologi-
cal cost of rural consumers is apparently lower than that of urban consumers; third,single lowering price
to reduce the consumer cost will not be effective; finally, most consumers are still confident with the cit-
rus market, Based on the above analysis,this paper puts forward such measures as softening psychologi-
cal feelings of consumers, adopting all kinds of marketing strategies, pushing forward the brand con-
struction of citrus and strengthening the management of various media.
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