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Brand Strategy of Animal Products under the Environment of E-commerce
YAN Hong-mei
Abstract
tion and rational cognition of consumers. From the aspect of rational cognition of consumers, the risk of purchasing animal products on the inter-

(Department of Agriculture-Forest Economic Management, School of Agronomy, Yanbian University, Yanji, Jilin 133002)
Brand strategy of animal products marketing company under the environment of e-commerce was analyzed from the aspects of emo-

net was greater than the traditional environment due to the characteristics of internet and animal products. Therefore, it is particularly critical for
animal products enterprises to reduce the perceived risk of consumers through establishing brand trust of animal products. From the aspect of con-
sumers’ emotion, animal products enterprises made consumers continue to like their animal products brands through obtaining consumers’ animal

products brand identity and brand satisfaction, and enhanced consumers’ brand loyalty.
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