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Abstract

Zhejiang Province is a major bayberry-producing area in China, with a planting area of 1.3 million
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mu and an estimated total output of 740,000 tons in 2025. Xianju Bayberry and Yuyao Bayberry
occupy a dominant position in Zhejiang Province, relying on their brand advantages. In contrast,
although Shaoxing Shangyu Erdu Bayberry has obtained the certification of “National Agricultural
Product Geographical Indication”, its total sales volume in 2024 was only over 3 million yuan, with
insufficient brand premium capacity, and there were problems such as inconsistent brand image
and low cross-regional visibility. There is also a gap in academic research, as no quantitative re-
search on the brand loyalty of Erdu Bayberry has been conducted. To solve the bottlenecks of the
Erdu Bayberry industry and explore the upgrading path of regional agricultural product brands,
this study conducts an empirical survey with the brand loyalty of Erdu Bayberry as the driving force,
integrates questionnaire data and interview conclusions in combination with the actual situation of
the Shaoxing Shangyu Erdu Bayberry industry, and finally formulates brand promotion strategies.
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Figure 1. Model of factors influencing brand loyalty
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Table 1. Planned sample allocation
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Table 2. Analysis of brand product competitiveness
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Table 4. Analysis of brand emotional power
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