LZHAR AR Journal of Anhui Agri. Sci.2015,43(21) ;357 - 360 EERE Hws BERX 2

SHmMEIHESHEBEXRZLIERR
— A T AT AT T A

W

(AT AR A 22 FFE B4 B, W LI % 311300)

WE EAHSMARE S LEFGTHER AR ZFZN E LT 8, A B0 R RS20 5 12k 4o R AR W 5o M A7 S A A
PEAEMIF R, A Y it — AR, AR A L B SN SR RE L R 2R3 A M I s L AR R Ak 4R BE S M Sy 45, s R B o
o S 9 RLEAT T AT, A R )3 e M T R ST T AR ML M | S M AR BB B R A AR AL,

KPR AR R A YR AT AR SRR
HESES S-9;F276.2 XEAFRIZAS A XERS 0517 -6611(2015)21 =357 -04

Research on the Relationship between the Cluster Brand Authenticity and Customer Loyalty—Based on the Mediating Role of Brand
Trust

YAO Peng
Abstract Cluster brand is an important means to maintain the sustainable development of industrial cluster and promote economic develop-

(School of Economics and Management, Zhejiang A&F University, Lin’an, Zhejiang 200433 )

ment. However, questions such as cannot reflect the brand core value, the individuality fuzzy and so on of the cluster brand restrict it further
to develop. This paper takes Zhejiang Linan pecan agricultural cluster brand as an example to study the truthfulness of cluster brand by intro-

ducing the brand authenticity theory, and analyzes the cluster brand authenticity, brand trust and customer loyalty mechanism.
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