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Abstract

The report of the 20th National Congress of the Communist Party of China highlights the accelera-
tion of building a strong agricultural nation, in which agricultural products play a crucial role. With
the rapid expansion of e-commerce platforms, online consumption has become a major distribution
channel for agricultural goods, making brand image and regional origin increasingly influential in
shaping consumers’ purchasing decisions. As a representative regional brand, Yantai Fuji apples
are well recognized for their superior taste and nutritional value, yet they are facing growing chal-
lenges of market saturation and intensified brand competition in the e-commerce environment.
Drawing on literature review and questionnaire survey methods, this study develops an analytical
framework based on the Stimulus-Organism-Response (S-0-R) theoretical model to investigate the
impact of regional brand effects on consumers’ purchasing preferences in the e-commerce context.
The framework examines three key dimensions—regional characteristics, ecological attributes,
and social identity—and incorporates perceived value as a mediating variable. A total of 328 valid
responses were collected and analyzed using SPSS for reliability and validity testing, followed by
structural equation modeling with AMOS to verify the proposed hypotheses. Empirical results re-
veal that regional characteristics, ecological attributes, and social identity all exert significant pos-
itive effects on consumers’ purchasing preferences, while perceived value plays a partial mediating
role in this relationship. The findings provide practical implications for optimizing brand market-
ing and sales strategies of Yantai Fuji apples on e-commerce platforms and offer valuable insights
for the digital development of regional agricultural brands in China.
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Figure 1. Research model
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Table 1. Data regional brand effect scale
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Table 2. Perceived value scale
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Table 3. Purchase preference scale
=3 MEmIFER

%

T H
F1: BB E & 3RS T HAl ™ XAtk
F2: JrTRIEARK A G I 5 5 37 2R B A
Wy S A F3: BB FASR AN G 3R
Fa: 0of ECHAR R i, A8 65 i SR R K39 SRR A 1 8 i At
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ASHITFER I ) A o VAR B S 170 26 T0R e Bl o R AR R R (K i e S B B2 o 9
DRAERYAL TR E I, LR A% 350 £, AR 328 fy, AN 93.7%. il 2 BEHLAIFEfE ] 52
VB HISNIKT SIE SR, A1Ex 22 4 o0 & (AR e 8IS L JE TR — SRS I (A 4 41 L)
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3.4. (BESHT

A FEiE L Cronbach’s Alpha 2% CITC fEX M =R IATEE ST, R KL OTEE
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Table 4. Confidence analysis table of consumers’ purchase preference

4. HEBWIRFEEINR

idies I CITC MB35 %1 Cronbach’s o 1A B-YEFE (K] Cronbach’s o {H

Al 0.677 0.840
A2 0.647 0.845

X IRAFAE 0.881
A3 0.641 0.854
Ad 0.689 0.850
B1 0.692 0.797
B2 0.669 0.807

A 0.844
B3 0.680 0.802
B4 0.678 0.803
C1 0.732 0.837
) C2 0.736 0.836

=Nl 0.874
C3 0.708 0.847
C4 0.741 0.834
D1 0.697 0.829
D2 0.713 0.822

BEnE 0.862
D3 0.731 0.816
D4 0.697 0.829
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F1 0.734 0.903
F2 0.720 0.905
W ST A F3 0.724 0.898 0.918
F4 0.711 0.896
F5 0.737 0.898

WE AHETUIE H, #4811 Cronbach’s a 73542 0.881. 0.844. 0.874. 0.862. 0.918 ¥J##id 0.8,
CICT {Hi#Ed 0.6, WHIZEEGRIFAEE, WEEREH,

3.5. MESHT
35.1. REMERS

RO TT 2 7] DA R %A BN B, AR IR ER GT M RE RO AR L, TS DR 1 0y o o B A 2

R AR PR TE LA 5o

Table 5. KMO and Bartlett test
2 5. KMO FnE4FF4F4658

AP KMO F1 45 ) 45 6 56
KMO 0.886
EALR T 1999.781
i3 R 5
EEL AR TR TR T P A B H 66
BEME 0.000
KMO 0.824
EALR T 587.517
EINE
EEL AR TR TR T P A B H 6
BEM 0.000
KMO 0.901
i Ve Syi 1109.210
T S AR T
EELARE TR TR T P A B H 10
T 0.000

FR4E 4 5 4 RN, Hods 5 RS () KMO BN 0.886, B AIMME Y KMO BN 0.824, LRI
KMO {85 0.901, ¥J& Tk A briE 0.5, X528 & 317 1) Bartlett BRFEAS U645 R EoR, BE M%)/ T 0.05,
X — &5 B3R B 1) 26 1) 1) 8L A s A5 280 DN BT e I SR IR R

1) AR b M O

AT il 3 it PR AL (1) 5 5 ZE AR R TR 4R B 3 AR 7, R DTHRF S 71.692% > 70%, i /2 b,
U 6 P o AR dl 3 it RS PR 1 0 R BCR LA 7
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Table 6. Total variance explanation table of regional brand effects for agricultural products

6. R mitbim RN B B 5 E MR

N BIAEHFAE PRI A F- 77 F
psin TTEHEE FZH% ot T EE 2%
1 5.081 42.344 42.344 5.081 42.344 42.344
2 2.193 18.278 60.621 2.193 18.278 60.621
3 1.329 11.071 71.692 1.329 11.071 71.692
4 0.484 4.035 75.727
0.453 3.776 79.504
6 0.427 3.557 83.061
7 0.400 3.336 86.397
8 0.365 3.041 89.438
9 0.351 2.921 92.360
10 0.329 2.738 95.098
11 0.308 2.567 97.665
12 0.280 2.335 100.000
Table 7. Factor loading coefficient table of regional brand effects for agricultural products
7. REmUIEARAEN N EFH A AR
AR HE BT B 1 By 2 Ry 3
Al 0.818
A2 0.827
X BRI
A3 0.774
A4 0.825
Bl 0.798
B2 0.798
AT
B3 0.813
B4 0.758
C1l 0.833
C2 0.824
N
C3 0.830
C4 0.850

2) A E
BRI B 8T Z BRI L AT, BiF ok 70.824% > 70%, i brE, 1VEILE 8.
BREME RT3 fmr R Z 9.
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Table 8. Total variance explained table of perceived value
< 8. BRAMNMENRFERER

N BIAEFRFAE(E PRI AT 177 Al
Bt JIEES K% Bt JIEES 2%
1 2.833 70.824 70.824 2.833 70.824 70.824
2 0.438 10.957 81.781
3 0.393 9.813 91.594
4 0.336 8.406 100.000
Table 9. Factor loading coefficient table of perceived value
9. BAEINMEREFERE AR
e B D%
D1 0.834
D2 0.843
EHHE
D3 0.855
D4 0.833

3) WP W KA L

M B W SR G (0 T ZE R R PRI 1N T, RIF TR A 75.427% > 70%, 2 ARifE, 0

100 {15 B W S A e AL 7380 R B ML 11

Table 10. Total variance explained table of consumers’ purchase preference

10, HBEMLREFNDHERER

o WIS HEE Se AT 75 A
Mt TIEA 2% Mt TIEA FEH%
1 3.771 75.427 75.427 3.771 75.427 75.427
2 0.350 6.994 82.421
3 0.329 6.575 88.996
4 0.285 5.697 94.693
5 0.265 5.307 100.000
Table 11. Factor loading coefficient table of consumers’ purchase preference
=11 HBRENLmTE TR
A TR By
F1 0.859
F2 0.851
W S A 4 F3 0.875
F4 0.882
F5 0.874
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3.5.2. WFMERESH

A 53 I 45 ) 7 A AR S 0 IE 14 DR T A AT AR R (CFA), R Gk 3o I & T H AR KT, 1
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Figure 2. Model diagram of confirmatory factor analysis (CFA)
E 2. WiEMEF 2 (CFA)RELE
Table 12. Model fit results
12, BENSER
EPNEELIN ZiitE PN bR WA
CMIN 160.4
DF 179
CMIN/DF 0.896 <3 Ut
GFI 0.925 >0.9 Ut
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CFI 0.968 >0.9 58
NFI 0.918 >0.9 58
TLI 0.963 >0.9 58
RMSEA 0.042 <0.05 58

AR AL HE 5 ANGERE I A, SE T 21 NI, Hh L KOARE . A S A2 A
TR AN S, AEBEATIRAE 1 R M 5 45 4 Rt 12,

SR IeAF, R A MELN 0.896, 1E 1~3 i), 4bT 1~3 &AL IE X [A]; AR RE R0 A0 2 Fa 4L
GFI = 0.925 & T 0.9 & KibadE; LWEGERLHE bR CFI = 0.968 15 TLI = 0.963 34142 & & T 0.95 AR 3 ik
#HE: MVEIEACTEE NFI1 = 0.918 ik BIFAE /K IR 2650 RMSEA = 0.042 i# /£ RMSEA <0.05 FrIFRH#E-
FUUE LS HII A AT G I E S Ar e, 8T 2 AR bR Y [R50 E SE B R AR 5 W 5Hhs () 2 A v FE DT R

3.5.3. BEHE

MCEFE 13 15, S0 I FR A R T A T 0.7 MK BRME , AR 22 (SE) b T4 FYE [,
HSHUESET L . ERUERIN T, B AVE 5t 0.5, AAEE RAE(CR)WIYET 0.8, K15
PR IR SGIE 7RSS (1 ] SR

Table 13. Convergent validity table
=13 BYMER

PA% Estimate S.E. C.R. p CR AVE
Al - X I AFAE 1 0.979 0.921
A2 - X I AFAE 0.95 0.058 16.346
A3 - X IFRAE 0.937 0.059 15.938
Ad - X I AFAE 0.95 0.06 15.942
B1 - AN 1 0.973 0.899
B2 - AN 0.945 0.072 13.133
B3 - AN 0.915 0.07 13.165
B4 - S 0.931 0.069 13.445
D1 - BRI A 1 0.990 0.965
D2 - AN 0.997 0.07 14.24
D3 - AN 0.937 0.066 14.289
D4 - AN 0.994 0.072 13.886
C1 - i INE] 1 0.993 0.932
C2 - AN 1.014 0.066 15.392
C3 - i INE] 0.989 0.068 14.463
ca - AN 1.03 0.067 15.279
F1 - W AR I 1 0.980 0.944
F2 - W SEAR T 0.97 0.058 16.67
F3 - W SEAR I 1.104 0.061 18.002
F4 - T SEAR I 1.086 0.06 18.103
F5 - T SEAR I 1.041 0.058 17.922

H: UHRIR p <0.001 (BUEKEE).
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4, SCHEST AR
4.1. RS
AR FTIE H SPSS HEATH I AT, FeT 328 M HidE M 2 4EE R IT R M St #r . ik 14.

Table 14. Descriptive analysis table
= 14, iR

REAE I BEI(N) 43 L (%)
e & 328 100
% 0 0
% 150 45.7
P
% 178 54.3
17 B KULF 20 6.1
18~24 % 80 24.4
S 25~35 % 118 36.0
36~50 ¥ 73 22.3
51 % KLk 37 11.3
W RLLE 28 8.5
mEh 84 25.6
HE KT N 77 235
ENE 110 335
AR 29 8.8
2000 JG & LA R 52 15.9
2001 7G~5000 JG 103 31.4
LN 5001~8000 J& 98 29.9
8001 7t~1.5 /it 56 17.1
15 7ioekl b 19 5.8
£ 1k 62 18.9
fH 2-3 1k 147 44.8
ngé s yi=d Ve
FEEF 1K 68 20.7
18 7K I 3% 51 15.5

Wik 14, FEARMERIRI ST 150 2o B, 178 Lok, ERILLE 2B oA, Hp 18 S Lk
I 3 5 KRSy, BB KPR AR A RS0, Eh EARE R E R L. A5k
ANJZH, 2000~8000 JoHVE %8 JE 2, U\ 2000 JT AT iH 2 A1 8000 T LA b ivH 9 A #354s, DAkt
TREBIHAER RN CRE R, FEARSRE A B R R .
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4.2, HEXBEZEIE

421 HBHRHEEREYUEESIH

ASTIF SR FH 45 0 7 R TR st 3 ot st 2k 7 308 3o e 11 S 0 4 90 2 D) S A, S A L S A
P A A A ER HELR,  HE S0 UE AR & (W) A B R SRR R S AR RS . 5 R R 15 Fo . &
WkE, SR AL, B RIFMRERET, VEILE 15.

Table 15. Goodness-of-fit test results
< 15. HEEREER

E{YREE Ep I it e P AR AT
CMIN 282.766
DF 179
CMIN/DF 0.896 <3 32
GFI 0.925 >0.9 32
CFI 0.968 >0.9 32
NFI 0.918 >0.9 I
TLI 0.963 >0.9 L5
RMSEA 0.042 <0.05 I

422 EEERARE

AW GO T G5 RS AL, AR O T A i M 3 R A5 R T SE AR A PR R, R A A R AR 1
PR AR I S0 25 KT AR RS BCRE R . 5T Amos23 B, SRA BORUBRVERT FEAR IR HEA T A 1, &Y
H 25 T L] 3 Fk 16
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Figure 3. Path coefficient diagram of structural equation modeling (SEM)
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Table 16. Hypothesis testing results
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Table 17. Mediation effect test
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