%‘““‘“\N Ag Econ sxes
/‘ RESEARCH IN AGRICUITURAL & APPLIED ECONOMICS

The World’s Largest Open Access Agricultural & Applied Economics Digital Library

This document is discoverable and free to researchers across the
globe due to the work of AgEcon Search.

Help ensure our sustainability.

Give to AgEcon Search

AgEcon Search
http://ageconsearch.umn.edu

aesearch@umn.edu

Papers downloaded from AgEcon Search may be used for non-commercial purposes and personal study only.
No other use, including posting to another Internet site, is permitted without permission from the copyright
owner (not AgEcon Search), or as allowed under the provisions of Fair Use, U.S. Copyright Act, Title 17 U.S.C.

No endorsement of AgEcon Search or its fundraising activities by the author(s) of the following work or their
employer(s) is intended or implied.


https://shorturl.at/nIvhR
mailto:aesearch@umn.edu
http://ageconsearch.umn.edu/

Asian Agricultural Research 2016, 8(12): 24 -28, 34

Brand Construction of Agricultural Enterprises:

A Case Study of

Hubei Hanway Ecological Agriculture Group

Yi YU, Xingxing MEI"

Henan University of Animal Husbandry and Economy, Zhengzhou 450046, China

Abstract Brand construction of agricultural enterprises is a fundamental path for industrialized development of agriculture, an essential meas-

ure for increasing agricultural efficiency and farmers’ income, and also an effective approach for development of agricultural modernization. Ef-

fective carrier of brand construction is agricultural enterprise. However, at present, there are problems of weak awareness of most agricultural

enterprises, low science and technology content of products of agricultural enterprises, lack of carrier for brand construction, and imperfect

mechanism of survival of the fittest brand. On the basis of successful experience of Hubei Hanway Ecological Agriculture Group, this paper

came up with theoretical conception for brand construction of agricultural enterprises in China from raising social recognition of brands, increas-

ing science and technology content of brand products, improving management and control of quality and safety of brand products, and cultiva-

ting effective carrier for brand construction.
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1 Current situations of domestic and foreign resear-
ches

1.1 Foreign research situations The brand concept firstly ap-
peared in Europe in the middle of the 18th century, such as Carls-
berg produced in 1759. After entry to the 19th century, commodi-
ty brands became diverse, such as famous brand Colgate and Sie-
mens. In the 20th century, brand competition became fierce, es-
pecially in the 1960s and 1970s. Serious scarcity of material con-
sumption products was further alleviated, brands became numer-
ous and the brand promotion became specialized, and consumers’
awareness for product quality got constantly increasing!"*'. Amer-
ican scholar Philip Kotler defined brand as combined use of a
name, term, sign, symbol or design. Mike Meldrum defined
brand as the combination of sensory, rational and perceptual de-
mands. David Ogilvy firstly broke the traditional understanding of
brand and put forward the brand image theory, and firstly turned
product to brand image and individuality. Kim. P stated that
brand is a combination of consumers’ thinking, feeling, perception
and imagination aroused by brand”’'. Lasser believed that band is
the cognition utility and advantage added to products and increased

4] Aaker and David defined brand from 5 dimen-

[5]

in consumers
sions from the viewpoint of consumers Japanese enterprises
started studies of brands from the 1970s. According to opinion of a
famous professor, hot study of brands was attributed to develop-
ment of information technology, high demands of consumers for
brand evaluation, and intense competition of logistic system.

When creating brands, Toshiba adopted cross development mode,
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Sharp Corporation applied trans-departmental development mode,
while Toyota introduced central system organizational form to cre-
ate brands as early as in 1992'°). According to current situations
of studies of American and Japanese scholars on brands, the core
is to study how to build powerful brands, to show unique charac-
teristics and obtain huge benefits.

1.2 Domestic research situations Chinese enterprises build-
ing up brands and consumers’ brand consumption awareness started
from consumption of Japanese household appliance brands in the
beginning of reform and opening-up'”’. From the Long March to
Quality Campaign in the 1990s to the present, China has been
constantly undertaking practical exploration and theoretical re-
search of brand construction. From OEM ( original equipment
manufacturer) to OBM ( Original Brand Manufacturer) , China has
accumulated experience and knowledge of operation, management
and technologies, and also has created a good many famous
brands, such as Haier, Lenovo, Bossden, Changyu, and Ton-
grentang, etc'™ . However, no matter in growth or distribution of
brands, the brand development of Chinese enterprise still remains
at primary stage compared with developed countries'’. Specifical-
ly, brand culture includes three levels of contents: (i) external
manifestation such as enterprise name, logo, and trade mark; (ii)
essence of social culture permeated in management and marketing
activities and achievements of ethnic culture; (iii) deep level cul-
ture containing enterprise concept and benefit relation, and enter-
prise conscience. The ultimate mission is double, it not only cre-
ates complete corporate culture system, but also creates products
with cultural meaning, realizing material and spiritual develop-

[10,11]

ment of brands . This can satisfy basic material demands, and

125) - Under the present condition

spiritual demands of consumers
of highly developed commodity economy, agricultural products
should take the road of brand and brand culture construction to
succeed in market. In China, agricultural enterprises are separate
and weak, so that most agricultural enterprise brands are regional ,

such as Xinyang Maojian Tea, Xinzheng Jujube, Yantai Apple,
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and Lu’an Guapian Tea, etc'"*'. As Kevin Lane Keller stated, like
product and people, geographical position or certain space region
may also become a brand. However, public goods nature of re-
gional brand of agricultural products, externality of utilization sub-
ject action, regional uniqueness, invisibility of quality and "lemon
market" effect, all of these lead to difficulty of brand maintenance
and improvement, let alone construction of agricultural prod-

ucts[ls] .

2 Brand construction of agricultural enterprises; tak-
ing Hubei Hanway Ecological Agriculture Group as an
example

2.1 Development history of Hanway brand

the 1990s, China’s green food production was in the ascendant and

In the early of

established the development mode of "taking technical standard as
basis, quality certification as form, and trade mark management as
means". In the new century, people care more about food securi-

ty. In 2003, Chen Shigui invested 1.2 million yuan to set up

Awarded as agricultural industrial leading

Hanway
I enterprise of Hubei Province

established

2003 i

Qingjiang Fish was rated as
famous brand of Hubei Province

H

Tiancheng Wild Vegetable Food Company ( former Hanwan
Group) in Wangjiafan Town of Yidu City, Hubei Province. In
2005, Hanwan was formally registered and became Hanway Eco-
logical Agriculture Group (Hanway hereinafter). In 2007, Han-
way was identified as an agricultural industrial leading enterprise
of Hubei Province; in 2009, Qingjiang Fish was rated as famous
brand of Hubei Province; also in 2009, Hanway was rated as fa-
mous trade mark of Hubei Province, and was listed in China’s fa-
mous brands by State Administration for Industry and Commerce of
the People’s Republic of China; in 2011, Hanway trade mark won
top 60 competitive brands of agricultural products in the whole
country, and Qingjiang fish products were awarded as characteris-
tic tourist products of Hubei Province, and Hanway was identified
as a national agricultural industrial leading enterprise; in 2014,
Hanway was included into top 100 private enterprises of Hubei
Province and won national famous trade mark of seasoning prod-

ucts, as shown in Fig. 1.

Won national famous trade‘
Qingjiang fish products mark of seasoning products
were awarded as
characteristic tourist

Awarded as top 100 private

products of Hubei Province| [enterprises of Hubei Province

2013 M 2014 |

China’

| Hanway registered |

Hanway was awarded as
s famous brand

Hanway seasoning products were
awarded as consumer satisfied
products in Hubei Province

Fig. 1 Development history of Hubei Hanway Ecological Agriculture Group

2.2 Experience of Hanway brand construction
2.2.1
laws. Firstly, production of branded products should take the road

Production of branded products should follow objective

of scale development. Agriculture is weak industry, and market
competitiveness of agricultural products is relatively weak, thus
sustainable development of agricultural enterprises should take the
road of scale development. Products of Hanway set foot on local
rich Qingjiang fishes, citrus, and sauce bittern products, and were
deeply rooted in agricultural industrialized and scale development.
(i) With near ten years of development, Hanway has won the title
of national key agricultural industrialized leading enterprises and
built a strong enterprise in weak industry. (ii) The operation scale
expanded from the single factory to a big enterprise group consisted
of 5 companies, 2 centers, and holding more than 500 employees,
with total assets up to 250 million yuan, and products are sold in
both domestic and foreign countries. (iii) Process of leading prod-
ucts was developed from simple and traditional to modern and re-
fined, marketing of products changed from simple to diversified.
(iv) Standard of product quality control changed to ecological
leading. Secondly, production of branded products should take the
road of sustainable development. Ecological agriculture is the
foundation of circular economy in agricultural field. Through recy-

cling of agricultural product, it is able to realize circular economy

and invigorate the ecological agriculture. To realize ecological de-
velopment of production and operation, Hanway has built " citrus
biological technology park" and " wholesale market of agricultural
and sideline products", develops circular economy, and solves
problems of resource waste in production and processing of citrus
and Qingjiang fishes relying on biological technology park. In the
production process, Hanway produces citrus vinegar using unmar-
ketable citrus, produces fish soy sauce using fish heads tails, and
viscera with the aid of biological fermentation, process fish bones
into sauce products and high calcium leisure foods, uses residues
of processing and excrement of fishes as fermentation materials of
marsh gas or organic fertilizer, to realize zero emission and cyclic
development, as shown in Fig. 2. Besides, through introducing
advanced agricultural planting technology and management experi-
ence, Hanway develops modern organic sightseeing agriculture, to
promote development of product brands.

2.2.2 Brand construction should attach importance to character-
istics, quality, and safety of products. Product characteristics are
basis for expansion and strengthening of agricultural products, and
quality and safety are guarantee. For this, Hanway takes full ad-
vantage of citrus and Qingjiang fresh-water fishes to develop harm-
less products and green foods with local characteristics, introduces

advanced production equipment, and takes strict control over qual-
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ity, to guarantee harmless and natural products. In the develop-
ment of characteristics, Hanway focuses on developing characteris-
tic fermented soya bean, Qingjiang wild fish, and Yidu citrus
using local wild plants and green agricultural and sideline products
as raw materials. In the guarantee of product safety and quality,
Hanway takes production base as the first workshop, strictly con-
trols materials, production and inspection procedures, and establi-
shes the quality and safety traceable system integrating organization

system, production system, management system and test system.

4 Leisure foods
Meat IIIIIIIIIIIII’

To strengthen quality and safety of products, Hanway has estab-
lished and improved the Product Recall Procedure, Procedure for
Product Return and Exchange, Compensation System, and Respon-
sibility Investigation System, and established organization system,
production system, management system and test system with infor-
mation database as the hub, implements " company connecting core
farmers, and core farmers connecting farmers" three-level organi-
zational mechanism, and implements quality traceability system to
trace the product quality.
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Fig. 2 Brand construction mode of Hubei Hanway Ecological Agriculture Group

2.2.3

branded products. Advanced science and technology are support of

It is required to increase science and technology content of

brand. Agricultural enterprises should have unreproducible and
competitive agricultural product production and processing technol-
ogies to ensure sustainable development. To promote brand image,
Hanway has set up technology research and development center
and it increases science and technology content of products in co-
operation with colleges and universities relying on advanced tech-
nologies. In cooperation with Huazhong Agricultural University,
Hanway promotes harmless production technologies. Besides, it
cooperates with  Wuhan University and Southwest University to
jointly research and develop fresh water fish soy sauce making
technology and citrus vinegar biological fermentation technology,
and constantly increases science and technology content of Hanway
products, to establish core technology system. For example, Han-
way produces citrus vinegar using defective and unmarketable cit-
rus, promoting increase of farmers’ income near 100 million yuan
and creating about 1.5 billion output value. In sum, Hanway pro-
motes traditional advantageous resources through scientific and
technical innovation, and converts low value raw material agricul-
tural products into high value deeply processed products. This not
only improves quality of Hanway products, supports brand con-
struction, but also increases income of farmers and raises social

reputation of Hanway.

2.2.4 Brand construction should be market demand oriented.
(1) Enterprise should have leading products. Leading products are
fundamental for enterprises and carrier of brand construction. Han-
way succeeded in developing local agricultural products with eco-
logical characteristics such as wild pepper, wild bamboo shoots,
Kudzuvine root powder, Chinese toon, and cured meat. On this
basis, Hanwan has gradually established three leading products,
namely seasoning products, fine citrus, and Qingjiang wild fish.
These create this famous trade mark, Hanway. (ii) Product pro-
duction and marketing should be closely connected with market de-
mands. Product production is to sell, so products should conform
to market demands. Market demands need cultivation. Therefore,
successful product marketing is important assets of enterprises. For
this purpose, Hanway makes effort to build sales network and es-
tablishes integrated transaction market for agricultural and sideline
products. It has established offices in Yichang and Wuhan, set up
monopolized shops, and established long-term cooperation with
Carrefour, RT-Mart, Walmart, and Zhongbai Holding Group, and
realized Farming-Supermarket docking. Besides, Hanway actively
participates in various agriculture expositions and trade fairs, and
carried out export businesses, and has established long-term fruit
export business with Russia and Kirghizstan. In addition, in coop-
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eration with QQ farm and Taobao, Hanway sets foot in e-commerce
field, innovates upon marketing methods, expands marketing chan-
nels, and closely connects market demands.

2.2.5

Brand culture is the soul of brand power and represents value of

Brand construction should integrate regional culture.

brand. To a certain extent, brand culture reflects recognition of
consumers for brand in spirit, and is the root source for creating
brand belief and forming brand loyalty. Hanway becomes the lar-
gest fruit brand of Hubei Province and the first famous brand of
Yidu City largely because it maximally integrates regional culture.
Hanway has Chinese name of Tulachan, Tu means natural and eco-
logical, Lao implies long term brand, and Han manifests sincerity.
Together, it reveals high standard positioning of Hanway. Brand
culture of Hanway reflects its adherence to quality, respect for ag-

riculture, and responsibility to the society.

3 Restrictive factors for brand construction of agri-
cultural enterprises

3.1 Weak brand awareness of agricultural enterprises (i)
Producers of agricultural products have weak brand awareness. At
present, agricultural production in China is mainly small peasant
production and it lacks enterprise-like operating entities. Restrict-
ed by traditional agricultural production and operation habits,
farmers often take for granted that harvest means completion of pro-
duction. In addition to their limited operating strength, farmers
usually value commodity name but neglect trade mark. Besides,
they have weak marketing awareness and brand cultivation aware-
ness, leading to backward brand development. Furthermore, some
agricultural enterprises have inadequate understanding of brand
construction. They care about only short-term economic benefits,
but neglect strategic planning, and are unwilling to make effort to
build brands. (ii) Agricultural administrative service division has
mistaken ideas of brands. Agricultural administrative divisions of
some areas or even local government consider that brand construc-
tion of agricultural enterprises is the matter of agricultural enterpri-
ses, and the success of brand construction has no close connection
with government, so they provide weak policy guidance and sup-
port. (iii) Consumers have weak brand awareness of agricultural
products. In recent years, China’s agricultural product brands are
increasingly valued by agricultural enterprises and more than 1.25
million trade marks of agricultural products have been registered,
but consumers do not trust brand of agricultural products'’. Stud-
ies have shown that about 60% consumers are not sure whether ag-
ricultural products are three kinds and one GI products, and they
are unwilling to buy branded agricultural products at high
pricem]

3.2 Insufficient science and technology content of products
of agricultural enterprises The essence of brand construction
for agricultural enterprises is the competition of science and tech-
nology. To win the market, brand construction must rely on scien-
tific and technological innovation. However, according to current
situations of production and operation of agricultural enterprises,
some enterprises still have a great gap with modern agricultural

standard. Enterprises have widespread development concept of

high sales and low price, but neglect product brand and quality.
Some enterprises pay little attention to science and technology re-
search and development. Few enterprises have independent intel-
lectual property rights, which restrict brand construction and de-
velopment of agricultural enterprises to a great extent'™’ . In Hubei
Province, many local characteristic agricultural products such as
Huangzhou turnip, Wuxue Bergamot yam, and Rhizoma Coptidis,
still have not built up strong brands due to backward production
and marketing means and lack of new technology for update.

3.3 Lack of carrier for brand construction of agricultural
enterprises Brand construction needs carrier, agricultural enter-
prise, which should have certain production and operation scale,
increase additional capital input, while separate small peasants are
weak for brand construction. Firstly, individual household produc-
tion and operation mode leads to high production costs of agricul-
tural products and low agricultural economic benefits. Secondly,
agricultural production entities are small and fund accumulation is
slow, which restrict production innovation and new technology de-
velopment, consequently limit brand construction. Thirdly, agri-
cultural production entities have limited risk resistance ability. It
is difficult for them to establish independent and stable marketing
channels, and high fluctuation in market share of agricultural prod-
ucts leads to low expectation of brand construction for agricultural
enterprises[ ol

3.4 Imperfect mechanism of survival of the fittest brands for
agricultural enterprises At present, according to current devel-
opment situations of agricultural enterprises, there is serious prob-
lem of repetitive brands of agricultural products. Since market cir-
culation system of agricultural products is not highly developed,
market access threshold of agricultural products is relatively low.
In addition, rigid demands of agricultural products are high, and
external package is simple. In consequence, brand anti-falsifica-
tion level is low. In the processing or sales of the same agricultural
products, different enterprises have different levels of brands.
Some brands are too many to be counted. Furthermore, some agri-
cultural enterprises or production and operation entities are not
standardized in market behavior. There are problems of vicious
competition and substitution of defective goods for qualified goods.
All of these impair reputation of brands of agricultural products and
exert high adverse effect on brand construction of agricultural en-

ter’prisesmJ .

4 Recommendations for brand construction of agri-
cultural enterprises
4.1 Cultivating brand awareness and raising social recogni-

tion of brands Enterprise scale and economic strength are pre-

™17 However, due to different

condition for brand construction
conditions, different entities have different brand construction
awareness. Different social groups have different understanding of
brands, and their recognition of brand is also varied. Therefore, it
is required to treat different enterprise entities and social groups in
different manner. For enterprises already obtained famous brand ti-
tle, it is recommended to further deepen the brand effect, raise the

brand cognition of the public, and promote brands to become rec-
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ognized brands. For enterprise brands with registered trade mark,
it is recommended to promote them to famous brands, raise recog-
nition of the public and make their trade mark become brands in
the heart of consumers. For enterprises unable to create product
brands, it is recommended to strengthen regional brand construc-
tion of agricultural products, and strengthen recognition of consum-
ers for certain industries or characteristic agricultural products.
4.2 Promoting scientific and technological innovation and
increasing science and technology content of branded products
Firstly, it is recommended to update concept and create innova-
tion atmosphere in the whole society. Strengthening innovation
awareness of managers, raising the management level, cultivating
new professional farmers, developing modern agriculture, and en-
hancing employee training to realize role switching. Secondly, it is
recommended to improve conditions and set up comprehensive in-
novation platform. Competent agricultural enterprises can establish
scientific and technological innovation and research and develop-
ment center, build enterprising talent training base, establish sci-
entific and technological achievement conversion park, and input
the scientific and technological innovation concept into mind of ev-
ery employee. Thirdly, it is recommended to improve innovation
mechanism and increase the whole process innovation benefits.
Through improving benefit leading mechanism, wage incentive
mechanism, and integrated culture, science and technology and
agriculture development mechanism, it is recommended to in-
tegrate the innovation concept into every link of agricultural enter-
prises, and make culture, science and technology become engine
for increase of product value.
4.3 Strengthening law publicity and improving management
control of quality and safety of branded products Firstly,
government leaders should actively guide mainstream news media
to publicize quality and safety laws and regulations in the form of
special columns and programs, news report, typical exposure, and
basic knowledge of laws and regulations. Secondly, it is recom-
mended to guarantee quality and safety of agricultural products. To
ensure stable establishment and development of brands, agricultur-
al enterprises, should improve the awareness of quality and safety
management and control, and cultivate brand reputation with strict
product quality. Besides, government departments should improve
quality management and control standard and system. Thirdly, ag-
ricultural enterprises should establish the whole-process quality
and safety monitoring and tracing system with the aid of science
and technology, to ensure monitoring and trace of the quality and
safety of agricultural products at any time. Finally, it is recom-
mended to establish three-party cooperation and information com-
munication mechanism.
4.4 Supporting new agricultural enterprises and cultivating
effective carrier for brand construction Government depart-
ments and various circles of the society should strengthen support
for development of agricultural enterprises and cultivate effective
carrier for brand construction. For developed agricultural enterpri-
ses, government should increase policy support, reduce adminis-
trative approval for qualification and administrative intervention,
promote market to lead enterprises towards leading enterprises and
group development, and constantly expand both domestic and for-

eign market. Various social circles should treat development of ag-
ricultural enterprises with tolerance attitude, and attract industrial
and commercial capitals to flow to agricultural industrialized devel-
opment fields. For agricultural enterprises not developed, govern-
ment should encourage related areas or entities to guide farmers to
participate in building agricultural enterprises and gradually im-
prove the situations of separate and small scale of agricultural pro-
duction and operation.
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ments as reference, and pay attention to the quality, quantity, va-
lence and timeliness of online comments, to help themselves make
correct shopping decision.

References

[1] CHRYSANTHOS D. The digitization of word of mouth: promise and chal-
lenges of online feedback mechanisms [ J]. Management Science, 2003,
49(10) : 1407 —1424.

[2] DUAN W, GU B, WHINSTON AB. Do online reviews matter: An empiri-
cal investigation of panel data [ J]. Decision Support Systems, 2008, 45
(4): 1007 - 1016.

[3] ZHENG XP. An empirical study of the impact of online review on Internet
consumer purchasing decision[ D]. Beijing; Renmin University of China,
2008. (in Chinese).

[4] QIN W. Study on the influence mechanism of online reviews on online
consumers’ impulse buying intent [ D]. Wuhan: Huazhong University of
Science and Technology, 2009. (in Chinese).

[5] CHATTERJEE P. Online reviews do consumers use them[J]. Advances
in Consumer Research, 2001, 28.129 - 133.

[6] BICKART B, SCHINDLER RM. Internet forums as influential sources of
consumer information [ J]. Journal of Interactive Marketing, 2001, 15
(3): 31 -40.

[7] LEE J, PARK DH, HAN 1. The effect of negative online consumer re-
views on product attitude; An information processing view [ J]. Electronic
Commerce Research and Applications, 2008, 7(3) : 341 —352.

[8] PARK DH, KIM S. The effects of consumer knowledge on message pro-
cessing of electronic word of mouth via online consumer reviews [ J].
ElectronicCommerce Research and Applications, 2008, 7(4) : 399 —410.

[9] ZHAI LK. Research on the effect of online consumer review on purchasing
intention [ D]. Dalian: Dongbei University of Finance and Economics,
2011. (in Chinese).

[10] LIU SL. An empiricial study on the influence of online comments on on-

line bookstores” sales volume [ D]. Changsha: Hunan University, 2013.
(in Chinese).

[11] DODDS WB, MONROE KB, et al. Effects of price, brand, and store
information on buyers’ product evaluations [J]. Journal of Marketing Re-
search, 1991,28(3) . 307 -319.

[12] HAN R, TIAN ZL. Effects of alternative promotion types on consumers’
value perception and purchase intentions [ J]. Management Sciences in
China, 2005(2) ; 85 -91. (in Chinese).

0060000 S00S00S00S0SO0SO0SO0SO0SO0SO0S 0080000 S00S00S0

€00®00S00S00S

(From page 28)

[19] XI GQ, LI YY. Research on brand development strategy of China’s agri-
cultural products [J]. Chinese Rural Economy, 2001 (9): 65 - 68.
(in Chinese).

[20] FAN SJ, HAN L. The SWOT analysis for the brand construction of agri-

[13] FISHBEIN M, AJZEN 1. Belief, attitude, intention, behavior; An intro-
duction to theory and research [ M]. Reading, MA: Addison — Wesley,
1975.

[14] ENGLE JE, BLACKWELL RD, MINIARD PW. Consumer behavior
[M]. Chicago: The Dryden Press, 1993.

[15] MNLLET GM, KARSON MJ. Analysis of purchase intent scales weighted

by probability of actual purchase [ J]. Journal of Marketing Research,

1985(2) :35 -42.

NAN H, PAUL A, ZHANG PJ. Can online reviews reveal a product’s

true quality ; Empirical findings and analytical modeling of online word —

of — mouth communication [ Z]. In; Proceedings of the 7th ACM Confer-

ence on Electronic Commerce, New York, 2006 324 —330.

FENG JY, MU WS, FU ZT. Research overview on consumers’ purchase

Modern Management Science, 2006 (11): 7 = 9. (in

[16]

[17]
intention [ J].
Chinese) .
PAN Y, KONG D. A research on estimation of credible degree of electric
commerce website [J]. Journal of Intelligence, 2007(7) . 81 —82, 87.
(in Chinese).

LIU YY. An empirical study of the impact of online review on Internet

[18]

[19]
consumer purchasing decision [ D]. Nanchang: Jiangxi University of Fi-
nance and Economics, 2014. (in Chinese).

[20] ZHOU JJ. The study of online cosumer reviews Impact on consumers pur-
chasing decision [ D]. Hangzhou: Zhejiang University, 2009. (in Chi-
nese) .

[21] XIAO L. Study on the influence of online comments on risk perception in
the shopping online process [ D]. Cnetral South University, 2012. (in
Chinese) .

[22] WANG XX, WANG HQ. Study on the influence of online comments on
online consumers’ purchase intension [ J]. Oriental Enterprise Culture,
2013(5): 106. (in Chinese).

[23] BERKOWITZ EN, WALTON JR. Contextual influences on consumer
price responses: An experimental analysis [ J]. Journal of Marketing Re-
search,1980, 17(3) :349 - 359.

[24] JIANG XD, YAO H, CHAO GL. The effect of consumers’ perceived
risk , materialism and ethical ideology on their intention to purchase luxu-
ry counterfeits [ J]. Economic Management, 2009(12) ; 103 —108. (in
Chinese) .

[25] YAN M. Research on the influence of Internet word-of-mouth on college
students’ purchase intention [ D]. Wuhan; Huazhong University of Sci-
ence and Technology, 2011. (in Chinese).

Ce0OS00®

ERYER LR IR

1 #00#0080080040040000S00S00S00S00S00S00S00S

cultural products in Hubei Province [ J].
2012 (10) : 4436 —4439. (in Chinese).
[21] XI GQ, LI YY. Research on brand development strategy of China’s agri-
Chinese Rural Economy, 2001 (9): 65 - 68.

Hubei Agricultural Sciences,

cultural products [J].
(in Chinese).



