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Effect of agricultural productsregional brand on consumer’s perceived quality:
Based on consumer’s product knowledge, involvement and origin
YANG Jiali
(Economic Management School, Shaoguan University, Shaoguan 512005, China)

Abstract: Taking three regional brands of agricultural products (Hunan Anhua dark tea, Qidong day lily, Yongxing
orange) as samples, this paper tests the impact of regional brand of agricultural products on consumer perceived quality
and verifies the effects of adjustment variables such as consumer product knowledge, customer involvement and origin
on the two variables mentioned above through SPSS15.0 and STATA 11.0 for data analysis. It illustrates that agricultural

products regional brand has significant impacts upon consumer perceived quality; as we introduce adjustment variables

into the experiment, the impact intensity will change. That is, the less consumer product knowledge, the lower degree of

intervention, the better effect of the regional brand of agricultural products on consumers' perceived quality, the
conclusion remains true as taking the consistence between the agricultural products region and consumer source into
account. This conclusion explains the reasons why we should take consumer into account when we start to establish

regional brand of agricultural products.

Keywords: agricultural products regional brand; perceived quality; consumer; product knowledge; involvement; origin

—. [EREATER
2002

2010 =& 7
2015 2016

WisSHE 2016 12 27
EEWHE (2014WTSCX

094) (Z2014020) ce
EE BN (1982—)



16 (

http://qks.hunau.edu.cn/

201

7 2

20 70

[1-4]

Babcock Clemens

(X3 + a4
[71
(7]
8] Thode
71 Zaichkowsky

[10-12]

STATA 11.0

—. Bt ESMRRKL

Zeithaml

[14]

[15]

1 Knox

16
(11 Gronroos

[13]

SPSS15.0



18 1

17

H;
[21]

Smith  Beatty

[17]

Malhotra
H;
Malhotra
U8 Qchreier  Malhotra
91 Meeds
[12]
H2 = &
H,
Zaichkowsky
[9]
Berens

(201 Rossiter Percy

[22]

[23]

(1]

[23]



18 ( ) http://qks.hunau.edu.cn/ 2017 2

‘ ‘ %‘I ‘ ‘:-:.-:.-::;. I—,
: Q22

1 RPEmXEmiEx i 2R E AR E & AR iELR

Q26
[— B4 N 5
=, BRERE S HhAE Q32
1 <« 70
- RO1 X002
1 Dodds Monroe
Grewal
5
[24] 5
Ql Q5
2
7
Han
5
[7] 7
7
7 Q8 Ql4 32 “ oo >
““1 777 5
GDP cc > cc LR
3 Berens Ql Q5 QI5 QI19
[20]
4 5
4
Q27 Q30 7

4 Brucks  Dacin

[25]



18 1 19

140
40 52 48
SPSS15.0 STATA 11.0 310
Cronbach’s a A 143
140 B
143 140 C
KMO 142 135
428 415
¢ 96.97%
2.
M. #HARKIES RS Cronbach’s o 0.8
1. 0.6 0.8
0.6
Cronbach’s a 0.5 0.7
<< ABC Cronbach's a 09407 0.9539
7ML RE P 0.934 7 0.7 1
RATR AR IE T B R LR b S BEE S 7 7
AU TF e 25 SR R 097 - 46 25 R
KMO
ABC KMO 0.853 5
09081 0.8543 0.8~0.9 1
F 1 EEMBEST
Cronbach’s  a KMO
A 0.940 7 0.853 5
B 0.9539 0.908 1
0.9347 0.854 3
3
1
ABC
t 2
A 5
B C 2
H,
90
2016  5~8 30
450 ABC 150 AB 97%

236 214



20

) http://qks.hunau.edu.cn/

2017 2

F2 ReEmEXEmEEEERARERSE (RN

C A B C
ol Q5 3.077 0% 4.596 0% 3.769 %%
(0.002 5) (0.000 0) (0.000 2)
1.807 0* 1.669 0* 2207 6**
Q2 Qi6 (0.073 0) (0.097 2) (0.029 0)
3.876 0%k 1.908 0* 1.023 1
Q@ Qi (0.000 2) (0.058 5) (0.380 1)
1.712 0% 0.654 9 2.048 5%
75% Q4 QI8 5 0890) (0.513 6) (0.042 5)
cc 2.078 0% 2.838 O 1.130 6
A -B -C Qs Q19 (0.039 0) (0.005 2) (0.260 2)
7z 140 140 135
90% *ookk ek 10% 5% 1%
P
2
55%
23%
3
C Q1 Qi5
H,
#z3 RERMLADIEANSHE IR
Ql QI5 Q2 Ql6 Q3 Q17 Q4 QI8 Q5 QI9
A 0.123 6 0.285 8 0.239 6 0.9317 0.276 7
0.005 8 0.048 1** 0.000 0% 0.016 0** 0.076 1%
B 0.485 8 0.259 4 0.674 7 0.107 1 0.203 1
0.000 0% 0.001 3## 0.071 2* 0.030 7** 0.010 8**
C 0.060 1* 02238 0.179 7 0.391 4 0.1815
0.001 1 0.066 1* 0.000 0% 0.047 6** 0.000 0%
Bk 10% 5% 1%
3 BC
4 H;
T4 HBENNERATIERSAE t 1518
Ql QI5 Q2 Ql6 Q3 Q17 Q4 QI8 Q5 QI9
A 0.153 6 0.634 6 0.237 1 1.000 0 0.384 1
0.002 2% 0.030 2%* 0.000 0 0.019 7** 0.032 5%
B 0.750 2 0.2155 0.5243 0.148 7 0.1245
0.000 0% 0.102 2 0.053 2* 0.031 2% 0.017 4%*
C 0.1310 0.3240 04120 0.296 4 0.103 4
0.001 9% 0.025 0** 0.127 4 0.064 0* 0.067 4*

10% 5% 1%



18 1

21
4
A Q3
Q17 B Q3 Q17
5 Hy
ABC
x5 HEZREMFAHIERANSE ARG
Q1 QIs Q2 Ql6 Q3 Ql7 Q4 QI8 Q5 QIl9
A 0.001 0%** 0.013 1%+ 0.000 5*** 0.033 8%* 0.013 5%*
03529 0.5679 0.015 3%* 0.1305 02738
B 0.053 4* 0.078 1* 0.1210 0.083 2* 0.028 1%*
0.136 1 0.1432 0.293 1 0.144 5 0.153 1
C 0.012 0** 0.043 9** 0.061 0* 0.007 3#++ 0.061 4*
0.1342 0.542 1 02134 0.126 8 0.368 3
¥ e 10% 5% 1%

. FREEETR

73%



22

http://qks.hunau.edu.cn/

2017 2

S 3R

(1]

Koert VI MathJJM Matthew T G The influence of
the image of a product's region of origin on product
evaluation[J] Journal of Business Research 2003(5)
215-226
[J]
2011 (7) 68-71

] 2008(8) 176-177
(D]
2013 18-25
[J]
2009(1) 45-49
[ 2011(4) 42-46
(D]
2015 11-20
[N 2010(7) 71-75
Zaichkowsky J L. Measuring the involvement constructs [J]
Journal of Consumer Research 2005 12 (3) 341
1] 2013(3) 205-208
[ 2015(1) 33-37

Meeds R Cognitive and attitudinal effects of technical

advertising copy the roles of gender self-assessed and

objective consumer knowledge[J] International Journal
of Advertising 2004 23(3) 309-350
Zeithaml VA Berry L L

Communication and control processes in the delivery of

Parasuraman A.

[17]

[21]

service quality[J] Journal of Marketing 2001 52(2)

35-48

J] 2007 (11) 97-102

J] 2008 (7) 583-589
Knox S Positioning and branding your organization[J].
Journal of Product 2004(7)
126-141
Beatty S E Smith S M External search effort An
investigation across several product categories[J]. Journal
14(8) 83-95
An Applied
2004

Brand Management

of Consumer Research 2002
Malhotra N K  Marketing Research
Orientation[M]
3) 67-90

Schreier

Sydney Prentice Hall Australis
Martin  Reinhard P Extending lead-user
theory Antecedents and consequences of consumers’
lead userness[J] of Product
2008 (25) 331-346

Guido Cees BW Corporate associations and

Journal Innovation
Management
Berens
consumer product responses The moderating role of
corporate brand dominance[J]
2005 69(3) 35-48

Rossiter John R Percy
planning grid[J] Journal of Advertising 1990 25(21)

252

Journal of Marketing

et al A better advertising

[J] 2009 (5)  52-58

] 2004(12) 96-103
Dodds Monroe KentB etal Effects of price brand
and store information on buyers’ product evaluations[J].
Journal of Marketing Research 1991 (28) 307-319
Dacin P A Mitchell A A The measurement of
declarative knowledge[J]
Research 2006 13 (1) 454-456

Advances in Consumer

WAL BRI



