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Abstract

spots in rural tourism researches. Based on SEM, the paper probes into the paths and effects of main factors’ influence on brand building of

From the perspective of culture and tourism industry integration, the brand building of traditional villages has become one of the hot

traditional villages in Gansu Province, the main factors include brand niche, brand ecological potential, brand support system and customer
perceived value. The results showed that: Brand support system has the largest influence to brand building; customer perceived value has a
certain influence to brand building; brand niche has weak influence to brand building; brand ecological potential has no obvious influence to
brand building. Therefore, it should focus on brand support system and customer perceived value on brand building of traditional villages in

Gansu Province.
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Fig.1 Conceptual model of brand building of traditional villa-

ges in Gansu Province
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Table 1 Factors influencing the brand building of traditional villages in Gansu Province

o i sy SRR gy Wefir
Variable Measurement problem Mean deviation Skewness Kurtosis
SR 2507 Brand niche(A)  HIN LGN SR IE SRR L B ARG | ) A, 2.92 0.34 -0.61 8.67
HN B E SRR i E AT A, 3.04 0.65 -0.05 0.97
N B G RIEBRR A R A, 2.72 0.76 -0.04 0.15
H R A8 15 G T i iR 5 BT i s A 2.73 0.74 -0.13 0.40
AR 2 IR LG R G e B0 B, 2.78 0.79 0.18 0.34
Brand ecology(B) HN B LG T BB RE I EGR B, 2.72 0.78 0.03 0.24
HR B G RIS BIHTEIV . B, 2.77 0.81 0.04 0.33
Hf B LG TR SR R 2 B, 2.79 0.79 0.01 0.30
S P R HN B eV i S 22 A AT R C, 2.97 0.79 0. 06 0.44
Brand support system(C) HIN B GG RIS 5 JRETA ) C, 2.86 0.78 -0.01 0.28
HNE LGN BRAS BNk ¢, 3.34 0. 80 0.22 -0.12
B A HR B LG TR Al R S5 W e b 5 3 JCHRAE D, 3.16 0.78 0.02 0.57
Customer perceived value(D) Tl & &Gk il Al 8 )5 I gs A 250 D, 3.17 0. 80 0.02 0.41
B GEATE Al IR 5515 B4k S5 A AR — BT D, 3.11 0.77 0.07 0.69
it % Brand building(E)  FXSH & (2 Ge R & iR Y37 B S L IR 95 W 25 3.17 0.82 0.03 0.02
FXTH IR AL G B R ROl PR S5 T A E, 3.27 0.81 0.06 -0.17
KAWL R KB H R B LG TR E, 3.42 0.86 0.00 -0.46
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Table 2 Data test of potential variables in the model
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fb i AR 254 Brand niche 0.706 0. 407 0.914 0.911
S A 253 Brand ecology 0. 886 0. 661
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Table 3 Fitness test of brand building model of traditional villages in Gansu Province
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Fig.2 The influencing factors model of traditional village brand construction in Gansu Province
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Table 4 The non standardized evaluation value of path coefficient and
its significance test of traditional village brand construction in

Gansu Province

ER N
5 jiLoe T HE P{g
No. Path Unstandardized P value
valuation

1 il A A — B A 0.738 0.263
2 B A S A B A (L -0.094 0.556
3 i RS PR R — I SR 0.627 ok
4 T WA B VA B 20 -0.294 0.726
5 JB SR — i R 1 0.632 ok
6 PR S A i R -0.199 0.346
7 S PR R — 0.730 0. 003
8 m A AL A, 6.225 T
9 BB A LA, 5.941 K ox ok
10 F A LA, 3.143 T
11 F iR A AL —A, 1. 000

12 SR B, 1. 198 % % %
13 m A S #—B, 1.162 w ok ok
14 A A#—B, 1.131 P
15 mn i E SR —B, 1. 000

16 TS PR R —C, 0.577 ® ok ok
17 ri S R R —C, 1.131 * ok %
18 rp SR R —C, 1. 000

19 B B H—D, 1. 000

20 B RN (H—D, 1.330 w ok
21 B SN (H— D 1.313 ok %
22 riR A —E, 1.000

23 r R —E, 0. 980 P
24 r i —E, 0.673 ook

e+ % % FR PE/NT 0.001

Note: * * % means P value is less than 0. 001
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Table 5 Analysis of the total effect of various factors on the traditional

village brand construction in Gansu Province
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No. Influence path Direct Indirect Total
effect effect impact
[TV A SR AT 5 4 -0. 042 0. 087 0.045
2 BERANEREE 0.457 0 0.457
30 AR B -0.164  -0.072 -0.236
4 SRR R 0.596 0.437 1.033
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