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A Study of Regional Brand Positioning Strategy for Linhai Orange

Based on Soft Laddering
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Abstract In this paper, Means-End Chain Theory is used for the positioning strategy study on regional brand of Linhai Orange, and based on

soft laddering method, 33 Linhai Orange consumers are interviewed. By understanding the individual needs of Linhai Orange consumers, this

paper establishes the " Attributes- Consequences-Value" matrix and hierarchical value map. This study aims to explore the regional brand posi-

tioning strategy of Linhai Orange, in order to promote the regional brand building and extension of Linhai Orange and enhance the sustained re-

gional brand development of Linhai Orange.
Key words

1 Introduction

From the theoretical or practical point of view, brand positioning
plays a crucial role in the process of brand building. At present,
there have been many problems in quite a number of Chinese en-
terprises when brand is developed to a certain stage due to fuzzy
brand positioning, eventually leading to failure. Zhejiang Province
is a major orange producer in China, and many important orange
producing areas have expanded sales by building the regional
brand to improve the competitiveness of orange. In just a decade,
Zhejiang’s Linhai Orange has become a well-known regional
brand, and won the honors of Famous Brand in Zhejiang Province
and Ten Gl Regional Brands in Zhejiang Province. It becomes a
promising new brand of orange in the province. However, there
are still many problems restricting the development of Linhai Or-
ange brand such as unobvious shelter effect of regional brand and
chaotic individual brand. Therefore, with Linhai Orange in
Taizhou City as sample, we use " Means-End Chain Theory" based
on soft laddering to conduct in-depth interviews with 33 Linhai Or-
ange consumers. Through the survey of Linhai Orange consumers’
personal value demand, we establish the " Attributes- Conse-
quences-Value" matrix and hierarchical value map according to
the survey results, to finally get the real needs of consumers for
Linhai Orange, in order to explore the regional brand positioning
strategy of Linhai Orange, promote the building and extension of
Linhai Orange brand, and enhance sustained development of Lin-

hai Orange brand.

2 Soft laddering

Currently, the mainstream analysis method of Means-End Chain
Theory (MEC) is a qualitative research method-laddering meth-
od, which uses induced way to find the relationship between con-
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sumers and ACV (Attributes, Consequences and Value) of prod-
ucts, and build the ACV structure. Soft laddering developed by
Gutman is one of the laddering methods. Soft laddering operates in
the form of " -+ in-depth interviews with respondents following as
far as possible their natural flow of speech -+-". In soft laddering,
researchers aim to learn the meaning of the given answers and to
link them to the means-end chain model. Soft laddering is a
process of reminiscence, which can reveal more details on the

product perception, so it is suitable for small-size sample survey.

3 Research methods

In this study, we use the Means-End Chain Theory for the study
on positioning strategy of Linhai Orange brand. Means-End Chain
Theory (MEC) is described by Grunert and Valli (2001 ) as the
most promising theoretical progress in the consumer research since
the 1980s, and developed by Gutman (1982) on the basis of
Means-End Theory proposed by psychologist Tolman (1932) and
economist Abbott (1995). Means-end chains are a set of measures
for the purpose of questioning interview participants regarding the
reasons for their decision choice and capturing the responses in
terms of linkages between different outcomes. Means-End Chain
Theory is a simple structure linking attributes, consequences and
values, and through the A-C-V ( Attributes-Consequences-Val-
ues) connection, we can explore the consumers’ value target and
describe the meaning of goods or services to consumers. This study
is the interview survey based on soft laddering, and according to
scholars’ use of this method in the study, we can get plenty of in-
terview information by interviewing 30 — 50 people, so we inter-
view a total of 33 respondents. From specific product attributes to
consumption consequences and personal values, we ask the re-
spondents questions in one-to-one way until the respondents can
not give the answer. At this point, the interview is over. Then
using content analysis, we encode the relevant information about
attributes, values and consequences, build the meaning matrix

and make the hierarchical value map which reveals the dominant
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orientation of value chain, and reflects the A-C-V connection for
Linhai Orange consumers.
3.1 Data collection In this paper, we use soft laddering for
data collection and analysis, and links the product attributes with
personal values. The interview steps based on soft laddering start
from asking some questions such as " Why is it important to
you?" , to the progressive questions on specific product attributes,
consumption consequences and personal values, to get the con-
sumers real demand for Linhai Orange. Interview forms are as fol-
lows :

Question 1: Did you ever bought Linhai Orange?

Answer 1: Yes ( interview continued ); no ( interview
stopped ) .

Question 2: Why do you choose to purchase Linhai Orange?

Answer 2; Reason 1, 2,3 ......

Question 4; Why do you think the reason is very important?

Answer 4 ------

The questions are continued until consumers can not give an
answer. Using one-to-one way, the interviews spanned from No-
vember 2014 to December 2014, lasting two months, and the in-
terview with each respondent took about 30 minutes or so. Inter-
view principle is to allow respondents to talk in a relaxed and com-
fortable atmosphere, and timely adjust questions for different per-

sons, to get information as much as possible.

Table 1 Demographic characteristics of respondents

Percentage
Variable Quantity
%
Sex Male 17 51.5
Female 16 48.5
Age 25-35 23 69.7
36 -45 6 18.2
46 -55 3 .1
56 - 65 1 .0
Education Senior high school and below 11 33.3
level Technical secondary school 2 6.1
University (including junior college) 17 51.5
Master degree and above 3 9.1
Occupation ~ Government and public institutions 7 21.2
Employees 12 36.4
Self-employed people 8 24.2
Others 6 18.2

Note: Number of samples is 33.

3.2 Respondents The interview used by soft laddering is in-
depth interview, which is relatively time-consuming in the survey,
so we use the convenience sampling way in the research. The in-
terview object is the person having ever actually consumed Linhai
Orange. Based on previous scholars’ research results, we success-
fully interviewed 33 Linhai Orange consumers. Respondents in-
clude 17 males and 16 females; there are 23 respondents aged 25
—35, accounting for 69.7% ; there are 6 respondents aged 36 —

45, accounting for 18.2% ; there are 3 respondents aged 46 — 55,

accounting for 9. 1% ; there is only one respondent aged 56 — 65,
accounting for 3% ; the respondents with education level of univer-
sity (including junior college) account for 51.5% , while the re-
spondents with education level of senior high school and below ac-
count for 33.3% ; 21.2% of respondents working in government
and institutions, 24.2% of respondents are self-employed people,
and the remaining respondents account for 18.2%.

3.3 Data analysis  After obtaining the interview data based on
soft laddering, the next step is to organize and process these data.
The entire soft laddering process is shown in Fig. 1. And the data

analysis methods and processes are shown in Stage I of Fig. 1.

Phase [ data
compilation, coding

' !

Phase II: establishing
the meaning matrix

i

Phase III: drawing
HWM graph

Element category: attributes,
consequences and values.

-

Tabulating the elements
obtained in interview

Phase IV: determining
dominant intuition orientation

Fig.1 Data analysis process
4 Research results
4.1 Consumption attributes, consequences and values of
Linhai Orange
we finally extract five Attributes (A), four Consequences (C),
and four Values (V) (Table 2). In the five Attributes (A),

" perceptual feature" is most frequently mentioned, followed by

Through the content analysis of soft laddering,

"regional characteristics" and so on; in the four Consequences
(C), "good taste" appears most frequently, followed by " contrib-
uting to learning" and so on; in the four Values (V), "sense of
belonging" appears most frequently, followed by " achievement
and self-esteem" and so on. If there are more Attributes, Conse-
quences and Values, it indicates that consumers pay more atten-
tion to them.

4.2 The value linking matrix about Linhai Orange con-
sumption According to various levels of elements generalized a-
bove, we calculate the frequency of linking between A and C, A
and V, Cand V, to generate the value linking matrix about Linhai
Orange consumption (Table 3). In the linking between Attributes
and Consequences, perceptual feature (A,) and good taste (C;)
are linked most frequently (18: 4) (directly linked 18 times and
indirectly linked 4 times) , indicating that Linhai Orange is deli-
cious, expensive, famous and well-packaged, so that consumers
feel the enjoyment of high-grade tasteful fruit. In the linking be-
tween Consequences and Values, emotional contact ( C,) and
sense of belonging (V) are linked most frequently (0:13) , indi-
cating that in the process of buying Linhai Orange and sharing with
family, consumers better feel affection and friendship, thereby
achieving the ultimate value of "sense of belonging" .

4.3 Linhai Orange’s value hierarchy Based on the linking
matrix in Table 3, we draw Linhai Orange’s value hierarchy figure
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(Fig. 2). The lines represent the intensity of linking between the

ment and self-esteem" are consumers’ main ultimate value de-

elements, and the thicker the lines, the closer the relationship. mand.

Through the overall analysis, "sense of belonging" and "achieve-

Table 2 Various levels of elements of Attributes, Consequences and Values

Attributes (A) Description Answer
Regional characteristics (4, ) Taizhou specialty, home of orange Taizhou specialty, tangerine town 15
Perceptual feature (A, ) Sweet taste, attractive packaging, national fame, high price 32
Nutritional value (4;) Water replenishing, containing vitamin 8

Symbolic rituals (A, ) Sending orange to customers, friends or relatives, to express good will 12

Habits and preferences (A;) Like oranges, necessities 2
Consequences( C) Description Answer
Feeling good (C,) Enjoying eating 6
Broadening social networks (C,) Oranges with exquisite package can be sent to customers and friends 19

Good taste (C;) Orange nobility, high-grade food 24
Emotional contact (C,) To share with family and friends 18

Values( V) Description Answer

Sense of belonging (V,) Feelings of family affinity, friendship, love 24
Enjoying life (V,) Enjoying daintiness, happiness and satisfaction brought by orange 9
Achievement and self-esteem (V) Having the honor, getting others to respect, gaining socializing success 16

Health care (V,) Good health, relieving a cough 8

Table 3 The value linking matrix about Linhai Orange consumption

Elements A, A, A, As C, C, C, Vi v, Vv, v,
A, 15.0 8:0 8:4 1:4 0.7 0:2 0.8

A, 8:0 100 2:4 18.4 10.8 0.23 0:9 0:15 1.5
A, 2.0 1.1 2.3 1:6
A, 9:1 2.5 0.8 0:9

A 0:2 0:2 0:1 0:1 0:1
C, 2.0 0.4 0.5 0.2
c, 9:3 5.8 0.8 0:5 0:11

G 6:7 0:12 0:2
C, 013 0:4 0.9 0.3
v, 0.6 0.11

v 0:3

v,

Vs

Note ;: The numbers before the colon are the frequency of linking; the numbers after the colon are the frequency of indirect linking; the blank part means that there

is no linking.

4.4 Main value chains of Linhai Orange The chain having

the greatest impact on Linhai Orange consumption is " perceptual

feature" — " good taste" — " achievement and self-esteem". This
result suggests that the reason for consumers’ choice of Linhai Or-

ange lies in the perceptual features of Linhai Orange such as good

taste and attractive packaging. In addition, there are also three

secondary consumer value chains: " perceptual feature" — " exten-

ding social intercourse" — " achievement and self-esteem" ; " re-

" "

gional characteristics" — " good taste" — " achievement and self-

"

esteem" ; " perceptual feature" — " emotional contact" — " sense
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of belonging" . The first chain indicates that the unique character-
istics of Linhai Orange can help consumers to better achieve suc-
cess in the process of interaction with others; the second value

chain suggests that Home of Orange-Linhai can improve the grade

V, Sense of belonging

Values V

L]
Consequences
¢

Attributes A

A, Regional features 4 Nutritional value

of orange and help consumers to get the respect of others; the third
value chain suggests that consumers achieve the ultimate value of a
sense of belonging by sharing the delicious taste of Linhai Orange

with relatives and friends.

V, Achievement and self—esteem

» V, Health care

C Good. taste

€, Emotional contact
N

A, Custom symbol .
A, Preferences and habits

Note : The thick lines represent the linking between the elements, and the thickness of lines represents the in-

tensity of linking.

Fig.2 Linhai Orange’s value hierarchy
5 Conclusions and recommendations
5.1

Means-End Chain Theory to get the basic elements of Attributes,

Conclusions  In this study, we use soft laddering in

Consequences and Values concerning Linhai Orange brand, estab-
lish the " A-C-V" value linking matrix, and draw the value hierar-
chy chart. (i) The Attributes of consumers’ preference for Linhai
Orange include " perceptual feature", " regional characteristics"
and so on, and they want to use these Attributes to meet the con-

sumer Consequences such as " good taste" and " extending social

intercourse" , to ultimately achieve the Values such as "sense of

belonging" and "achievement and self-esteem". (ii) By drawing
the value hierarchy chart of Linhai Orange consumption, we can
clearly understand the linking between Linhai Orange Attributes
and Consequences, between Consequences and consumers’ values,
and find the consumers’ cognitive path of Linhai Orange. (iii)

The chain having the greatest impact on Linhai Orange consump-

tion is " perceptual feature" — " good taste" — " achievement and

self-esteem" . In addition, there are also three secondary consum-

er value chains; " perceptual feature" — " extending social inter-
l

course" — "achievement and self-esteem" ; "regional characteris-

tics" — " good taste" — " achievement and self-esteem" ; " percep-

tual feature" — " emotional contact" — " sense of belonging".
(iv) The positioning based on attributes has provided a reason to

buy product and strengthened consumers’ buying behavior, but it

is easy to generate similarity with competitors, while the brand po-
sitioning based on consequences and values has a long-term com-
petitive advantage, because it is difficult to be imitated and ex-
celled.

5.2 Recommendations The study finds the value chain domi-
nating Linhai Orange consumption, and we can extract the core
brand value on this basis, and make effective advertising and mar-
keting strategies based on the predicted consumer attitudes to stim-
ulate consumers’ buying motives. The value chain " perceptual fea-
ture" — " extending social intercourse" — " achievement and self-
esteem" indicates that companies can position the products as
high-end gifts to make consumers achieve the ultimate success in
the social intercourse. The value chain "regional characteristics"

[

— "good taste" — '

"achievement and self-esteem" suggests that
enterprises can position the target market as the out-of-town con-
sumer markets, and conduct characteristic culture marketing by
highlighting the origin attributes. The value chain " perceptual fea-

ture" — " emotional contact" — "

'sense of belonging" suggests that
companies can focus on taste and emotion to position brands in or-
der to achieve the ultimate goal of emotional resonance when con-

sumers share with others.
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plant cash crops, to obtain economic benefits and famous brand
benefits, so as to boost rural economy.

5.3 Guiding development of new financial institutions un-
der the premise of guaranteeing development of traditional
financial institutions  Our study results indicate that there is a
long-term co-integration relation between rural finance and rural
economy of Yunnan Province. Therefore, government should is-
sue pertinent policies to promote rural financial development, es-
pecially development of rural informal financial institutions, and
carry out proper supervision. In this way, it is expected to pro-
mote rural economic development. In the past, farmers obtain
funds mainly from normal financial institutions like banks. The
amount and convenience of available funds are limited and im-
pede farmers’ obtaining agricultural production funds and conse-
quently restricts agricultural economic growth. Therefore, it is
recommended to properly develop informal financial institutions,
such as rural private financing and fund raising, and properly su-
pervise operation and development of funds, to facilitate agricul-

tural production of farmers, invigorate rural financial develop-
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ity fresh fruit for customers, adjust supply of products in dull and
busy seasons, extend the industrial chain, increase added value
of products, improve quality of Gauri Gvong Phyllanthus embica
Linn, increase income and ability of planting farmers.

4.7 Establishing fine brand of Gauri Gvong Phyllanthus
embica Linn and extending the market It is recommended to
actively carry out geographical identification and origin certifica-
tion trade mark certification of Gauri Gvong Phyllanthus embica
Linn, protect and strengthen variety resources of Gauri Gvong
Phyllanthus embica Linn, and enhance the intellectual property
right protection of Gauri Gvong Phyllanthus embica Linn. It is
recommended to combine tourism development of Gauri Gvong,

fully explore ecological and cultural resources of Gauri Gvong
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(in Chinese).

[5] LU WH, ZHANG WH, LI Y. Application of mean — end chain theory in
digital library development[J]. Journal of Library and Information Sciences
in Agriculture,2010(9) :12 —=15. (in Chinese).

[6] HU J, ZHANG JF. The means —end chain model focused on consumer val-
ues[ J]. Advances in Psychological Science,2008, 16(3):504 - 512. (in
Chinese).

0@00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00S00 SO0

ment, promote rural economic development, and so as to guide

development of rural finance.
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and enrich tourism culture and tourist industry of Gauri Gvong.
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