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Abstract

This article studies the consumption cognition structure of Shaanxi apple brands using the means-
end chain theory by using survey data from 200 consumers of Shaanxi apple brands. And catego-
rizes and organizes the data from the perspectives of product attributes, outcome benefits, and, fi-
nally, ultimate values. An association matrix and a value hierarchy chart were created. The article
concludes with research findings and policy recommendations, providing theoretical guidance for
the market branding positioning of Shaanxi apple brands.
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Table 1. Demographic characteristics of respondents
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Table 2. Summary of MEC coding for apple brand consumption in Shaanxi
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Table 3. Association matrix of apple brands in Shaanxi
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Figure 1. Value hierarchy of apple brands in Shaanxi
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