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Research on the Influence of Brand Image of Agribusiness on Purchase Intention—Based on Biel Model

MO Fan (School of International Exchange,Guangdong AIB Polytechnic, Guangzhou , Guangdong 510507)

Abstract The development of agricultural reclamation is an important guarantee for the development of agricultural brand.How to build brand
image and improve consumers’ purchase intention is an important issue by enterprises.This paper just verifies the applicability of the model to
the brand of agricultural enterprises and its impact on consumers’ purchase intention,which based on the Biel brand image theoretical model.
The results show that Biel model is applicable to the study of agricultural enterprise brand image ;the corporate image ,user image, product or
service image all have a positive influence on consumers’ purchase intention,among which the corporate image has the greatest influence on
consumers’ purchase intention, followed by the user image.Individual characteristics of consumers have little impact on the purchase of agricul-
tural enterprise brands.Create brand personality and corporate image positioning are worth to get more attention.Set up the correct brand con-
struction consciousness, further excavate the culture of reclamation,improve the style and grade of the brand, deepen the internal value of the
brand , strengthen the Internet thinking, increase the publicity,and strive to make “Guangdong Agricultural Reclamation” to become the nation-

al brand of China’s agricultural reclamation.
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Fig.1 The influence of brand image on the measurement index of purchase intention
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Table 1 Results of the reliability and validity of the questionnaire
o .
.. AT SLHEE B
ZH Number of o R
Variable . Kronbach’ s
questions
alpha
ET4123 5 0.873
Corporate image
HHHTES 7 0.885
User image
B TS 6 0.932
Product or service image
WA TR 5 0.957

Purchase intention
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Table 2 Correlation analysis of each factor ( N=249)
et S A% IS 7 S el WK
Variable Project orporate User image Pr(.)dU(.'t o ]?urch'aae
1mage service 1mage intention
£ IE4: Corporate image BRI 1 0.690" " 0.732"" 0.602° "
Sig. (X2 ) 0.000 0.000 0.000
HHHEIZR User image B RHAR G 0.690"* 1 0.742"* 0.529"
. ., . Sig. (3B ) 0.000 0.000 0.000
i;;?ﬁﬁ%ﬁ}% Product or service B R 0732 * 0742 * | 0.555° *
Sig. (W) 0.000 0.000 0.000
3K 7 I Purchase intention Bz R AME A 0.602" " 0.529" " 0.555"" 1
Sig. (W) 0.000 0.000 0.000

TE: # o« FORTE 0.01 U (XUR) HISe: B 3%
Note: #* * means significant correlation at 0.01 level (two—tailed)
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Table 3 Regression coefficients of demographic variables on purchase intention

EN N FrifE Ak R L Standardiza- Lkt
25 Unstandardied coefficient coefficient . TERs Collinearity statistics
Variable 5 FiER Beta Sig. P ViF
Standard error ’ Tolerance

‘Wi Constant 12.049 1.593 7.562 0.000

5] Gender 0.101 0.488 0.013 0.207 0.836 0.973 1.028
Y Age -0.503 0.356 -0.141 -1.411 0.160 0.377 2.652
2# 7 Education 1.132 0.520 0.165 2.178 0.030 0.657 1.522
H WA Monthly income -0.137 0.260 -0.051 -0.525 0.600 0.400 2.499
HO Profession -0.532 0.387 -0.145 -1.375 0.170 0.339 2.953

334 SRS SIS R IER BTt RE S
X S 7 JE A Oy R A0 A EE A TR A 52 m 0, PR AR IS ) R Oy
0.386, I IrA AAS & X AT UERER S & Y (HASEAY 38.6%
PSP, R 9% 5 WA SR R AR Ak 38.6% 11 J5E R S Hh i LI
R0 3 YL I s D-W AN 1.607, £z 2, A BA T A
FHSCME , UEIARRA Z RIS AT S 2R o

ANOVA J5 25580 o , [mHA 7 BRAERUE) F 4ei )
A 39.557, 5k 2257 ik 5] 2233.388, ¥ iRk 22 H 9.116, 7F
95% 1y EfF /K-l F RS (P AR 0.000) , BEA HAT 45
RIS M. IS 3 N B 1A
RN H WS I A 5

SR G0 W S R SR ) Rl 0T R B 3 4 PR 4 T
FEARUEAL I U5 2250 B (240 15, 4528 H X6 91 2 g 5 i
PR I m s m, o A B4 fHEE S O ik
FICGHRAE 0.05 1 i FHACE Lt T ¢ kg MALZetAs
kA, A8 ) VIF [EBKT 5, Ui B 2 5 L2 0 i Al
s ma AN K, AR Hy, JHy, JHy, #87 gy w1
73‘*53

Vigsesrm =2.343+0.493 % /3 Gl 2 + 0. 185 x i FH E . 4 +
0.149% 7 i B il 55 TE 4

TERMIE S 3 ANERE b AV T 0 9 38 W 3K R S Y
MR, HUGR M FIE R, 5 2 i BUIRFIE L
4 MRERERBR

AR DR i I AR B A |, 4351 Al
B4 MHEES 78IRS IE S 3 e RS M AR 18
AR T B T A EIE SR 3 AN Z [ AR 2 R
XIS ARR B A SR B T RIS S, AR
AT BT AR A B A A T DL i 25 S A B 98
A S IIES MEHE RS 7 iSRS IE S, LIRS
TP T B 50 1 B 45 0 o T 3R A D Geit
7 NPT 2 A SE BRI AN K (A — 3R AR, Bl
TN ()2 T (A9 2 2 Rk A 7 i it ) 3K R SR 2 A [l L R
R G KA D T 23 B0 S B 3K, JLk e
AR, AL A 0 5 TR PR R AR 32 A, R A
76.3% it LA iz R A Bag G it #E Lo



49 A 12

U AR S Y AT T R & R A AT AL 229

F4 REEEMEISREMEERS

Table 4 Regression coefficient of brand image to purchase intention

ARt R 5 bRt R 5L B {7 95.0% ‘B IX ] ML pgeit

Unstandardized Standardized 95.0% confidence Collinearity
L, coefficient coefficient J— interval for B statistics
A ' M
Variabl — g Sig.

e FifEiR ® T EIR .-
B Standard Beta Lower Upper VIF
. S Tolerance
error limit limit

‘W& Constant 2.343 0.940 2.492 0.013 0.491 4.194
ANT)JES Company image 0.493 0.105 0.383 4.701 0.000 0.286 0.699 0.374 2.675
{fiF#ETE S User image 0.185 0.089 0.161 2.085 0.038 0.010 0.360 0.416 2.406
e RS S 0.149 0.093 0.140 1.592 0.013 -0.035 0.333 0.320 3.123

Product or service image
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