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Abstract

On the e-commerce platform, the existing agricultural products are not known and the local geo-
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graphical identification effect is relatively weak. Will the local natural geographical features, in-
cluding terrain, climate, hydrology, vegetation and soil, convey the uniqueness of the product to
consumers, thus affecting the product evaluation? Further, is the natural geographical description
better in the title or in the thumbnail of the product? In this paper, on the basis of combing related
literature, based on the theory of origin effect, through two scenarios simulation test, discusses
the electric business platform, in helping agricultural name plus regional natural geographical
characteristics will affect consumer product evaluation and natural geographical characteristics
present way of the effect of consumer memory, expect to enrich electric business platform to help
agricultural products marketing strategy, power “consumer help farmers”.

Keywords

Origin Effects, Geographical Indications, Unique Perception, Product Evaluation,
Memorizing Effect

Copyright © 2023 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 53|

WEE LR, ARG MERE, AR IEGREIE. SR, KO, gL, Hrp
AT S AR, BRI IR H A B R B AR AR AR R VbR R L R ESE
R,

AN T RS i R A i, RSB S RS R TP R e AT A DL R ) 1 AR BRI T
JUORNED, TR T RSO AR C AR s BIARP il JE 7 L DX AR AT SRR AR 2 e DRIt i)
APERAEY), AEBA SR HELL . RrCutl e il 9 35 T R DL SRS R IB AR JE BE AR S5 .

WEZ G R B X FEAMEF X, . &E. Tl B 56 RS X ol
HUR, 25 RAS R, (BRI FLOR SR AR 3t BB ) DR b B AR it B0 BT e s B4, Bk
PR S B RN BB SGE, HE 2 e BAREIERE QBB BRI, (HRR ™
WA A, HERARERCRES, (R AR T G 18 R I R R 5 S PR RE S LR R R, AR X
35k H SR PARFAE A5 B AR MR 3 45 2 .

IR AAE T it o A5 B AN GZ X3 B PR B AR AL A 32 15 2 S MR 238 X AR ™ il K7 PP A e 2
BE—20, B IR ERRR L A8 IA 1] 2 7E 7 b R I S R o S B R BRACAZ BOR A 7 A S WF 7T R
& BIAGT R A5 2 R B AR TR Z % 75 S U7 S P R 5 DR AR 3K I R R R R R ) A
A BRARRANAR Y AR BRFAE ) S AR IR L2 g ot 24 s L0 i i A R 9 2 1 AZ ORI R ok
ESI

2. HipE®
2.1, FEFEMRHMN

FEAR ™ b E R A, AT SR ERAR A il B O 1 S R R A [ 1] o MW ER PEAR S e R 2
ZAR, PERERXE, %R RRE R (EE e AR, B ER A X &R A
IR RIREE A NSCR AT SRR R g, X5 L RN M S AH BRI R Z AL

DOI: 10.12677/wer.2023.124050 470 HAZGIRER


https://doi.org/10.12677/wer.2023.124050
http://creativecommons.org/licenses/by/4.0/

1&:

M

’ $

JE 7= b ) N TE T RG2S T 7 S T S A XA, e L 36 [E 223 Schooler $2 H 5 7 1
T G0 [ B Tl 3 77 b PAN B SENE, "E A2 48 bR T 390 9 28 8 7 i P S 7 5 5 7 6 ) PN 7 B G i
XPZE AN A JEk, BT EELERE, AKX EARRE. A SCHRERAME, N
FE5| H B[R] — [ 5K A B[R0 X = PR (520, JEA3 R T SRR 5 1T 2 A A [ 1 X
PR AN [2] 0 PR FRAT 2 R AR ity it A ) T B BEAR B AR, WU IOK . G IR,

AR [ 7= b RS TE S A FR IR S, B ATR I, AR Wk, filiE. Rk A
AFEEK3], B4 %#H —RIEE SRR R 5 5 7= A B 25 G 7E —if2, PRIULAE AR 7T okt J5 = e
% (Country-of-Origin Image, COOI)E X Hy: ¥ 9 5 R4 HON— AN B 52 El 8 1 X0 7 ot A 7 86 A DG A7 O 110
TR, 1% E B XA B TR S EYE 970 H TR UK AR T B [4]. KT 5 %08 (Country-of -
Origin Effect, COOE) M2, AR Fernanda Lazzari 2542 Hi MRS, KI5 = MRS 58 SCA: JEUP= I
BERE TS P PN S F SR ST AT RS2 [5] . R 2R H L, CAUESRE - P R 82
H MR A T B 0 AT

2.2. BRERENTR

FURTA SR S R (5 B, w4 1 B ol AR A I E TS 9 AN 22, 6 TR A J2 L A P9 2 R A
ST, A I b R AR SR SR AR RS TR T PR A AR AL PR R b UM £ PP VR R A ] 2 %
JIEEE[6], A SRS RE h Zee 1E BOIT T 5G STHR I 2 T 72 i s P A 6 B L RS S X 3 e i s sl 7]
BZ HBARNE BT LA O R S b v B SR B ARG 7 i PP AR DA S AN ) S BT
AR AL RBORZ R AN T, BT R & B dhE e -

2.3. HIBFRIRR =R R E

FEF R RO O AN R] L 21 2 83 I8 38 () — [ SR R X 2 T ) B SR BN ST R 3R AN R iy ok
7 i PEN ANFI (8], MUFAR SRR E 2 Rt o AR B B, A S RS SR B
I S R EEATI T B E AP il 2218, P BRE R, SRR AR E PR (5
B HAM RSO, 32 2R I DR 2 A B AR AR AT I R s s NSORAFERER UE, X5 7 A
WA BRI RIRZAR[9 . A7 ft 0 il bt DCIRAE AL F R 52 22 B VE I A Z X A G AR e R 4
b B FoAts AR S5 AR IR RN 1, AR R B s XN AT PR B R B SIS S [10],
T it B 5 7 B ORAT R e T B Pz A B VR, R AR RS A

24. FFMERBET REBRIMS

77 b VR A A T Bl TR RN B B R B R A DO TSR e R RE D, B A R T B AR,
HEFFILE I AOAE I [LL] [12]0 — A abAEAE 2 45 F— A7 il — N 32 R ORI I — A7 i s
P, Gt b B ZR b, EEENRERCRE, BT TS R IR AR A T
7P AR s BRIEZ A SO0 2 R EIZ T S A B RGBT R R Y, XA
BRI N 1Lk 28 2 B i AR R S AR S, NS BT e 3, [R) I 1 ¥ 9% A% 08 HH i
oot PR 5B PRAIE[13] o H 2 BRAESURF A ARSI, 3 Bt 2 i S 3 F) 7 i SR e 3R R 6 2 i X T A B A
(K07 AR BURFE[14] o RIURAE e R AR A B0 S ¥ 2 AL i IR EE B3R, A RETR B PO AR

TEHLRE P G BAR P SE A I R b, 8 S U I B (5 A E [ Y 2 3 A0 7 AR, AR
B AR LA B X TAG™ T 5 R B REE, FEERROTFE R R RI: AT TS, Kl
it R MR R, LTS RN BRI Y o W00 AT R A 45 SRR B, AR b S M) ¥ 2t 5 T
SRR P S R MR BE K e T A [15] 0 9 3838 AE X7 bty O BURF PR HEAT VAR I, — B 2R R

DOI: 10.12677/wer.2023.124050 471 HARLFIRR


https://doi.org/10.12677/wer.2023.124050

’ %‘t

M

WS B RIR LM ANAL B, VPAh A a5 2007 i A5 2, BIVH 2 3800 17 il SRS B A A RE S5 L4
SO XS 77 i AT PPAS A0 45 R [16], VB AN R SRR AT 98 FE 0 177 wh IR PR A 2R 2 52 (H
MCEEEER, ZAF AU TNy A TR AR R A T 9 e B AR I 7 i

25. MICIZHR?EBTRAERILE

TEERER, FEANTEE R S NRPAAIZM 456, ARBAEICIZ (Human Associative Memory)
ARG AR T . NSRS BT A A7 IO RR 2 B AT RO BT B %, BB R 545 R, WM& ahfEdt
AR A — I, BT AR R B 9 [17] . AR IX— Mﬁ ﬁ%%ﬁ%m%%%ﬂﬁﬁ&%%ﬁ%
JIAHRIR I 22 5 45 RA R, HARIG KR AL 2 R (18] FEE UK, JAMNBERRELEREEE, &
X} I LG S A B AT R L%G%%%mﬁ%%ﬁﬁ#m%ﬁ%ﬁ%ﬁ%%%%ﬂ%ﬁﬂ%&

i A SRS R, LR P T b AR R e P BT R PR S 0T B AL B i BRI A e AT,
MNTITARASE VS 2 255 50 AR AR FR 7 i VP -5 0 B ) e S 3 e A ST 7 ) B

26. FRRRESXERTHNE R

TEHLT T 6 1 o 5 B, MU JE Ve Ve R S BOR RS o J8 e =35 72 P O FE ARG B v 1 [X 5[ 20]
WHEEN T, maREESENENEE B UCRREA Rk, st BRI, —
WmE, mmEAMEETS2EIEmE MM, M5, Reb B REEEEFER. EHFTEHR
FrIH, AV B AN S A OGBSO R AR R R g ] BASUR App R ERAKIR N
i, a1 R

< RRER

wa 0his S 8: g — T
- = =y
l/ P b it
/\ HRF AR TEE R REOmm12...
PR
rﬁ.]p;:],,ﬂjﬂ]ﬁg] T AR RIS M2,

ﬂ'

RIS IDSBRREZHLMES

K9 I BREREH LM RS,

6‘“@”&

Figure 1. Product title and product picture
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Figure 2. Theoretical model
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Figure 3. Group 1 commodity display information
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Figure 4. Group 2 commodity display information
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Figure 5. Group 1 commodity display information
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Figure 6. Group 2 commodity display information
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