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Abstract

This article conducts a survey on consumers’ purchase of branded agricultural products in
Changsha by means of a questionnaire. From the perspective of sales promotion, this paper ex-
plores and summarizes current situation and existing problems of Changsha characteristic agri-
cultural products brand in the actual development process, and puts forward relevant counter-
measures and suggestions to further promote the establishment of Changsha characteristic agri-
cultural products brand and support the agricultural development of Changsha.
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2. KibTHaRTRAERLRIKILS
2.1. KiPTHFFER™ mmhiB Ak RAGIER

AR, RV HF A fh i AL A Rk . HAT, VDT A S R A 1600 A3, Horhiih
bR 30 AL, FHARAR 102 B AR EHIEARE 6 4, =R AR IR 666 N[2]. EEhZ R
FAN A NEERE, TPR T T 288 WHBWLFE B RE 7K RS T7 4R 07 i B i

2.2. KPR ER™mmERRFF O

AN Z% PEST #iM, TENBUAMEL. BRGHINE. I, BRI J5 R (a7 20 #r
KD TR E A i i R AR R R A (3]

2.2.1. BUAIFE (Political Factors)

Kb 1T BURT i B AR A it R AR P i R B, MR H & T 2 BRI, RIRESE BT
i RS . JF HARM, $ 2022 £, 4T EATIE 50 A A A dh L RN RS 5000 77
BT A, YRR AHE)T T DR R AL Rh 4]

2.2.2. BALZFFFE (Natural and Economic Factors)

HARFM B, KWDET IR Z %, FFSIRAE 16.8°C~17.3 CZ i), UGN 5457°C, 4
SERE KR 1358.6~1552.5 2K, SAFLHHIEN: SEEA, FEK7en, WAEN, PUZR0[5]. [F,
MR ZHE, K RTEEE, MR WNEAT, KEEFEE. Kb BA KRR A =43 KM 1 51 2444,
FRAlE B E . SR SRR L5 5 R R

M1 HRTRUE H, gt b, KT EABIEAENE S, SF KN KIS, I HITFERE R
SRR AN AT — HAP R, X AKIDRR AR M R AL T RAF I S .
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2.2.3. $LS¥FE (Social Factors)

M 2 RRIRIIR 2 R AT SCEIN . k2 NITH TS AR ORI KR =T TR R, Kb &
R AN KR 2K PR R R TR A . 1hAh, KD R BRI 2 IR R K, Ui
Kb 1 J RO T 4850 v ) A 3 o 3 e LB RV R AR 11, o) B i AR V5 KT R B SR 0 SR 2 3 BUTH 2R & A
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2.2.4. HiARIFEE (Technological Factors)

Kb it AR AR IS . A IR A RO R T b, R AR R Mol R R
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3.1. BEF RO
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Table 1. The economic aggregate and agricultural economy of Changsha from 2013 to 2017
® 1.2013~2017 FKIPHLF D ERRUEFHEXER

o 20134F 20144 20154 20165F 20174
E T
X A 72 B (2 7T) ) 7153.13 7824 .81 8510.13 9356.91 10,535.51
WK (%) 12.0 10.5 9.9 9.4 9.0
ARG S FAE (2 TT) 45225 490.9 537.1 583.6 599.6
WK (%) 3.0 45 3.6 32 33

(BERRIE: Kb E IR Tt 2 R R AR

Table 2. Urban and rural residents’ living conditions in Changsha from 2013 to 2017
= 2.2013~2017 FRIPHH 2 BREERR

?gﬁﬁhﬁﬁ’\ 2013 4 2014 4F 2015 4F 2016 4F 2017 4F
L RS ] SRR () 33,662 36,826 39,961 43,294 46,948
K (%) 10.5 9.4 8.5 8.3 8.4
AT RS AT SZECIA (OT) 19,713 21,723 23,601 25,448 27,360
WK (%) 12.6 10.2 8.6 7.8 7.5
WA S On) 22,346 26,779 29,753 31,826 34,645
K (%) 14.8 19.8 11.1 7.0 8.9
AT NI B HOT) 11,586 13,147 15,954 17,574 19,189
MK 2 (%) 14.1 13.5 21.3 102 92

(BERRE: P Kb i E IR Tt 2 R IR AR
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PR O ESR . SR B RO 4 I B B i, B R R S A sk B R . BB TR
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TRILAGE T, FEK S TR SR, B excel BN IR IF G0

3.2. WEHIESH

3.2.1. HKERENPEERBFRARER~RNEE_HENE

TR AR R, 51k 81 N, 15 36.32%, Zofth 142 N, 5 63.68%, T3 HUlHIT 1:2, FFRbE,
b, FELL18~50 BT HFEANE, 5 79.37%. =i L ESCHRREER) & 91%, Ui BIARA TR #R 320 R 4
HE, EBIHA —H B EN T TR A flk. BEKRA RN E 26%). WAL 1000~8000
THIEZ, 5 82%, R KHSE TSR HEHT R AABRKAD N2, 142
HARE — AR IZ T RO AR 7 i T 3% AT 9 S5 R o AR T S5 (9 R KT, B2 R AR A% S PR 2 i R
SRR ERTT I, A A B 2B HEA,  PITIETH 2O BRI o ST BN T2 —2E N, AT AR T
B2 52 R S i RRFD 44 AR AR 72

3.2.2. JHBEXMMERTmXEREE R

M1 AN 2 ATBAE H, HORTRD T I 2 2 AN R T AR I MR A it il R AR RTE A T i
REFEHAR AN, X — T3 T AT Re At AR GUAR P il B AR B AT, 55— D5 B AR TS = A v
FERZME ) B i i RRAT 5% o 55 LT FORE LU PRI, e 3T XA i 411 2 [ 1) 42 0 < BN PRl i o L
HRZIRE IR T RRIN T B (0% AV 9 ST 8L, T PR i B AR P D9 2t ST AL 0 25038 SN W sl o N
MR A AR 7 R AN B 0 AL T B3 060 il AR W SRR AR, BB 2 SR i < TRAETR
FEAARIR” 5 oMM R, 00 T A A (7 i i R T 2 — DM BRI BEAS

B3 Bl tt, 7RV 9B PRI A fh AR B RS A RE T, AL, SRR W BT BRI
Yo BN, XHE P AR R iR K o 54> EE IR B A A I AR Ve R B A T ROR
IR o T Bl L RPN TR R A S T 9 PR AR S 52 i A i A LR B
b, HAERI b o 3Kt N Ui B b TV 98 6T il R i R TE R R
3.2.3. RERTREERNBEARKNIZEEN

HORERIREATT =, MR EE (S 4 For), QWL HASIASRE 1710, Ky

Table 3. The situation of questionnaire distribution
F® 3. FERIELBHERER
T Ml

WE Ediikety Kbl X Kb B T2l KA T
KRR () ) 242 109 46 43 44
BB 223 103 43 38 39
R (%) 0.92 0.95 0.93 0.88 0.90
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Figure 1. Concern of brand agricultural product
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Figure 2. Awareness of brand agricultural product of Changsha
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Figure 3. Information acquirement way of brand agricultural product

3. mBR~BESRMER

Figure 4. Purchase frequency of brand agricultural product
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Figure 5. Annual expenditure of brand agricultural product
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Figure 6. Major purchasing types of brand agricultural product
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Figure 7. Major purchasing place of brand agricultural product
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Figure 8. Major concerns when purchasing brand agricultural product
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Figure 9. Acceptable premium range of brand agricultural product
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Figure 10. Major problems when purchasing brand agricultural product
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