364, 1M H ol W5 X K Vol. 36, No. 1, pp38-43
15 H Chinese Journal of Agricultural Resources and Regional Planning February, 2015

doi: 10.7621/cjarrp. 1005-9121. 20150107
C BARTTE

B S iE & X i8ian b B i B = SRR BT
— X FHEHELNA
WiRE, TEES, 2EA

(1. RIURT R G Eg:, S 430023; 2. MRy K2R BaEE: il 430074)

B OE AR AL, A DI OO B e R AT BRI o B e 2R X
St R (ELAT B T B T DX e 4 g, T R IR R B R LA AZ L o R TS MBS 25, I
M BB BN, A5 BIAS A0 R (SEM KAL) | IS T ok 2400 2% DA UL ) S i PR 3R . SC R
LA 207 {7 25 TE A i R AC G 9 A () 5 D Sy, e R A A PR L SO R L A L SO X
Sl DR S AV AR e A 14 AN ORI 7 i 14 3 A DX Al LR DR W) ALK SEML AREAY 4R T 2R X
Il SR B2 DR B A B A% N R Z I A LG AR o WRFE 4 SRR W] i 2K 0 9% 38 X 2R i (9 I A JEE
st AR | SO AR T IR 20 SCA BRI T 9% 2 S0 B AT B B B Al R s, He v 9% 2 1) SCAR R X
st LSS BB RE R MR T it B ARy, I LI B 1) SCAG R RIRT 31 91 2 S0 BE v R s R W 2, IR TN
B X BCYIE A B SCAEROR i T I REVROR o B, LM 7 it J5T B 1 B SCAL IR O TS T, BT
IRH T 2 DI R (L

KR RCHEAE KA EUEIE IR ST R

My, HHARAGT AR R, SO TR RSO, HIBEMOIR 2 i DA AU AR A
Wi, JY A A RO BT AN ARG DR AR R, AP R HEAR A . IR DX AN B A R
A i — AR A BB AE , 1T ELIE AT SN 35 0 SCA SRR AE BT LUK T 255 i DXl e O F 5
SO DX T o ERT AR T RO, A G TS I DA MR ST AR D, U A A BRI
WE9E, MARIEIRARG I BIEHEZ . ANPRRE AN BRI (2012) B SRA 218 I DIl it Rt 14 B0 B A A8 T B BES
S AR RIS RIRM BL R D 3 G (2012) LT ML AR I A BERF O T R B I DX S i 2
B, IR EER TSR | Z el A SO B IR 5 W B o DX M R R R, (R
B2 A TREM . AREERE (2013) Sl A R R s, SR AR A A DI R B S A
£ RS2 S ST N L et e IR E SO 2 R A 078 S R AT E i A T R o e
DI I BB

ZOCHHERT AT BCR , S5 A T IE A P E P RS B R Z — 1Rl MIH B IR T3
M 1224 TE 23S DXl i RERAE ) 4 A R BE DN, BRSO, 2 i R 44 58 L 23 ikt B PR 6 A I SR AR
%, FEMNEH TR ME /R T IURINR Z MO R, DL S8 R 2 5 50 2% DX Ik it RS D A8 52

1 #HR{EESERER

1.1 HEEFEXEmEDRZMEZRENFRERIZ
ARMAE R A, M A B ARR ((. . IRSE) R E M 2 ks, F L,

Wk H 3BT 2014-10-14  WIRENA L TSR NESZ . B4, WilEE REFENELAE
CHREETUH %SO 2013 SRR HOE T ASCGHE SRR R E BT LSRR A LA A5 o Al it e B i RS AL R
WF5E” (13d063) IR BEMERIT R LR



551 WAIR TS BT I 2R DA LD G TR 3R R S R A T 3 A 39

RN . AR (2013) UL SLUE A BT IE I T i, 10K 2 BRI 2 0 B R . %2430 26 1
WS — (SIBMEIER) | W LT A 00 SO E PR R, 126 2 0
WATH A, R W B SO . (RIS 0% . PRI 2 B RS (7= B AT 56 A 1
W, L 40 B RS - 2B 226 1 R I RSO I B, 31 0 24 L 2
WAl SR BRI, 2 SRR M S IR 22 5, TR0 90 1 A T
TSCHCHRS . B 4 /TR 2 1A PRI G0 2 24302 S M

LT LT AMAT, 50 T8 A X B B B W K 2 R I B

Hla: 1 240 SCULRRA T o) WL 2% 2430 261 R PR30

Hib: 51594 SO HBRITE OIS A M IR (CRIATE) 5

Hic: 1240 SCULRRA T o) B L% 2430 261 S AL P56

H2a: 90 AFR NS0 MR (R 1F BN EL A M0 56 0 TR

H2b: 208 E S ORI RREE (I JE ) TF [ SO FERt 28 30 25 0 S

H3 285 0 P T ) B 28 4356 0 5 o L

He . 5205 RN IR R TF 1 B M EL A28 3056 0 L L

HS 128 6030 PRI T ) BT EEh 28 43056 0 5 o L

HG : 124 0 SC R i A7 B ] 3 B FEF 28 2438 21 B s
1.2 4 X L A M [ S TR A

HRIEBFFE L, M P RS | HEth T T ’
PRI SO BIZJE . SR . XSRS I 5 A4 —
VI BT 14 /1 OLB225 B 71 14 1 2% 24585 25 DX 6 A B

Cmat
WO 360 )T R (SEM BURY) | FLER A kbt b ‘

B 1, HigHEAmE 1,

3

B1 RIGEFREDHRZIERVREIRRE
®1 RIgBEFmEBBHMERRIMNERER
WACE A L MBS (]
ySIEYEs T Bl % i 23 2% R FDE P L YIE AR 44 X
FRENZE 24 B I Y 2 X2
KRG EZR O FAREF X3
AR T B 2 R A 2 24 BT 7 A B SR AR R Y IEAE B X4

PR 2 % B REAE B3 230k XS

PR B AR AEAR 3 2 KR e 2 S X6
it B T B2 % X 23 2% B i B A I YIE 2R TR G XT

RYERBUG . SV X8

BB AR LA R A X9

SCARR EELEPOP P8 AN v B AN W P A S T B XS . RSO B T % X10
IS0 | Y SRS ER X1
DI TH 325 %0 B S B 2R A i e ALk WAKZE, oz i YiE% Y1

R AR Y2
HIH LA AR A OB S 2% Y3

2 RFAESHEEE

2.1 HRFAE
FIFHZE R FERR TR (SEM) B9 SR iR o8 3 24 38 45 I i, DX el 8 1 i, SEM AR AU AL



40 Hh A B IR XA 2015 4

AT DA 7S Y T 2% DXl A ) 5 e R 2 %o L L 4 B ) 42 B S e LB, 3 R SR A R R 2 TR Y 58 AR
FH 6 S SRS AR Y 1) 35 TE e — P LA AR A T v o

SN AR R AL AR I AR | AR ER 25 AR N ) — S S8 4 1 SEM R, Jf5d ik SPSS16. 0 2k
YRR I AT 40T, ARFE AMOSL7. O BR44-5¢ AR R (#4135 S 800k 11
2.2 HIRWEREEREEN
2.2.1 FEde

FREEE A TREMLIR S A . 8 THUD SIS NGO RUR, ERRIHRERE T, Hif
14 &GRS JEA NF BT, BRI 1, [ R LikertS Z it 3075, BN 1 (BREIXT) . 2 (X
)3 (BEARXMWAFE) . 4 (FE). 5 (EERE) .

[ 1 & A WA Ah . XTI, il s B L L BUBH 3 XA R RIS 50y, R
M A RAIE . AL SRt & T 5 SEX 8 A6, 1R BHE R Se B i i TE R 92 26 43 il #E R e, b
B B TR WL S A RN 20 My, RIS R A5 RASIE S A, B R RS 6 J], &
IR A 250 By, [N 228 £y, SIBRICRRIE: 21 4y, ILECE RS 207 £y, ARG R 82. 8% .

ARG B A LR 76. 8% , 30 % L 1 5 88.4% , FEEEH WA 6 000 sl B35BT 5 LAslh 85%
LR UL 22175 38. 6% , FEARAEAITT A B AT NFEbRIE
2.2.2 FAEBEIEH

(1) BRGS0, 15 B s Arid ik SPSS16. 0 %k
He, R BN — 545 Cronbach’ s R A W
ﬁﬁﬁ,ﬂ%%%m%2OW%¢ﬁﬁ,%Ti%@imm;mwi% 0.853
Jh T D, Cronbach” s ZBUE/NN, HAMHER o x7. xs. X0 0,846 0.937
0.8 DL b, SAE KM Cronbach’ s RECHIZIEE] woppmm  x10, x11 0. 640
T0.937, UiBAEUREMGEERL, Wi TEERE. g v, Y2, 3 0.877

(2) BHRBERY . R 5 AridE ik SPSS16. 0 4%
fF, RABETFTE, X EROZEWREEATHHr, a2k 3 Por, aTLE BB SCfusmmsh, Hilb
WA s KMO {H# K T 0. 6, Bartlett BRUKAS 56 19 5 3 K F-#R /T 0.001, HH Z it )5 22 sTsk 8w T
60% (ARAEZR3 ) ; LB H T HA WA DR i, KMO ARG AR IR, (HAT LA F 5]
H B 22 5Tk R B 1 73.56% , itm R SR T T AU R

®3 EEERNBERR

R2 BEERNEERE

TR Cronbach’ s a M H 3 Cronbach’ s «

#

& | R

¥ X1, X2, X3 0. 886

I SRS i R SCALIERA A
KMO {# 0.726 0.725 0. 694 0. 500 0.734
Bartlett BRIAK I P {E 0. 000 0. 000 0. 000 0. 000 0. 000

A RG22 I, 0 P Ao e A 1) o P A 54 s AT e R A R, At —
A BT 3T o

3 SEM &R

3.1 SEM B RIEIE

N T IR TE AR B 0 12 DS i RS S MR DR 2K, AR IR BT LU D N AR TR i, DASC
PR, S BUASS: . RN R SCIIRER D S A AR e Y 2 AR, TR R TOIA B ELILEE, A i
AL A 14 AL AR B 220 B R R i A NS B, R RIS TSR BE, AT AMOS17. 0 4t
THRPE X AR ) A 0 2B PR EA T TGS, SRR, A - SRS i B e Rl g A g, K P
Rk 0. 125 i TAE DR 32 ZOR T AC A A SO AR M X B 2R 2R b, P LB A8 2 ROk %



551 WAIR TS BT I 2R DA LD G TR 3R R S R A T 3 A 41

U, INXRAIREA T, 2R A4 BEXT I 9 MR I RO ma AP S 3 0T =% rE M B 4 1 — SCAB A
B A B i AR P 2R A
RZARE AMOS17. 0 R BIESR KL, MR IS M2 IBIE, #5215 Bhe -5 8ol 1y i 1E
ZAH e SR R TR R AR I SR AR R, BARINIA] 2 i
€

B2 KIEFHREDWLMERREE

3.2 HEAMSERR

R ALL 5 HEAG 30 2l i A S UL BE R PR R R IR R AT b, 12 TGS THER I AMOSLT. 0 LI R AR
SRIEXT SEM BERVHEAT TAGTE, P PROBIREAEIR, BMORB ' /df Jdibs, [REHEEAMOS1T. 0 SR 4t 4 X
R SERR: GFL (RAPEERE X0 . RMSEA GEUIRZEH TR, M EIE RS br: NFL (RUfEE BC g
¥ . CFL (HEBGERCHED , WIZIERIRPr: PCFL (R Z0E Mo &) , PNFL (fa) £ 3 B 5 i R i3 o e
BO ST AMERS T, SEAIEEIE (2004) F5 I ABARFERR AR, XEBOREATILA RS, K IR
W4, FTLIE, BRT RMSEA MR T 0.05 4b, HAl i M8 BOS7E S LIS bR, H RMSEA /N T
0.1, UiHIBIR ARG, B EF, BORIFIREALEE (5 By, BRI 1S LU AR

x4 HEBRERRE

SRR X/df GFI RMSEA NFI CFI PGFI PNFI
TR SR 1.884 0.924 0. 065 0.936 0. 969 0. 598 0. 700
P E bR <3.000 >0. 900 <0. 050 >0. 900 >0. 900 >0. 500 >0. 500

3.3 REZERSH

AMOSI17. 0 it AR AR HE AL AR R EINER 5 PR

HI8 5 AR, BR T — BB M PR AR R AR T 0. 001 A1, HoAh P42 RAGERIA ] 1 0. 001 1y 1
K, AR FMIKF 0.05 AL T, Fr A AR R B rE A g . 456 1 2 s iOBER kA2 5], IR
il Hla, H1b, Hle, H3, H4, H5, H6 ¥J4#33| I UESE, 1 H2a, H2b WIPHEL,

BAE, M TSR R, 3 B B SO L AR | SCAR IR AR i 2 2R A A e A
SN A2 25001500 0. 800, 0.880, 0. 805, 1 ATH B 4o 1 214 B T8 5 SCA A S A B2 e JHL i 25 T8 28k 1Y)
TH 2RI AT AR SR A IR e R0 o R TOE R RBAERAL T4F, e SO ARG, Ml 25



42 Hh RO B R XK 2015 4F
ﬁﬁ%%ﬁ@%fﬁﬁ%@%$ﬁ%%i%W@,@ £S5 TR
HH SRR TR ARG, — —
WS FTLATR S, BRI B i — R AT
AL TS LR RO HIE o mm oses 8596
PR B AR W, AR R BN 05310 ane o s 0880 7,933
0.368 ., 0.140, H e AL AL 1) 52 M K T b B A 56, U —  SCfvikEE 0.531 5.924
R RS IER BB OISR S m, (B30 miy < B&A%R 0.368  5.200
RIBTEE Z WS e, Boh, YA HRE S ik« WA 0140 2076 0.038
R R 27 T R ORI A (R ), S AR R X1 —  JfEgm o 0.539 6594
BA 0.874 (0.8 = 0.368 + 0.805 = 0.14 + 0.88 = X10 —  JdEEEm o 0.633
0.531), EATFHM = HMEREBWEE, xgm), Vo %k 08
— s e 5 y - X8 — i N s 0. 878 15. 866
XIS R L 2 SO B RS A T ol R % ‘ O kB o6 1o
BRI e, PR R DI R, ey o wmEmR 0.7
TE A I ELAT (R € SR PR T 3 3500 X5 o B 0821 11397
ﬁ‘{j(, %*ﬁ%fm“i*ﬁﬂﬁf%ﬂ, %@Iﬁﬁg¥ﬁﬁ X4 — SCABAR S 0. 876 12. 146
ARMALL 70,5, 150 BB 700 98 A 5 R 45 g St S o7 45 O X1 — & 0.929
i, e LRI, TEMBURLE Y 3 40 AR 5 1 X2 — s/ 0.813 15421
e, X9 ik FHALWI, Ui X9 Xfdh ik X3 —  RAK  0.810 15337
Xk — W F T 2 STEkR A X7, X8, [ E Y < g 0.870
BiF, XO RFR M A MR, ARG EA 7 o BRE 080 e
Y3 — I 0. 837 15.511

ISR RS, T 9 R A8 A 3l I X s i
NI N VN DS S T =153 £ v BE PN U T
(k- N A PR E R e N ES = B TR e D w1 T2
AR R R BEOR F AR

4 FRREW

e Rrp o R P <O

(=
S

1

, TP E X R E AR SRR B, MBI, X

AT DL B Al A, T B AL, T 20 i T 2 U B R R A T e R
BOYIE A A HIGERRRE T 235 X 25 il BT P R 36 0% 2% 4 3 2% Jr i (4t ) SC AR IR 55 9 AR 30 5 T 422 5 g IR 22
A HF ARG E SR SR (BIE SRR Y SCfE) A RGIRERE

WFFEIERNT . T P W IRCHTE 2R B SO BER (BB SRR S0fk ) IR B 22 ELHE 2 WA 2%
HRFECHTE R A RIGERESE | X 2R i o R AT LR ox i 4l 2 P 4 3 1) SCAR R 55 ARG

M AT, 8 2 BCHE A B SO TRaloltad T OIREVRR . Ik, D4 i il 2 X a8

B, MR 7 A R SO R TR T, A R SRR A E

SAPAT T E S

S 30k

] HBE. IEHERFRREEEEENEY. FERLKEL KX, 2005, (4):51~54
] B, #W. B REEBNRKBEERRRAE. GERLEER, 2012, (5):39 ~42
] s TPV EBNRERTRASBERFE. KEFKFMN, 2012, (6): 41 ~45
41 HEL, ANk BELEXRERBELRGYHEEFE. FEKFERER, 2013, (20): 105 ~108
] ek, L. PERH I AL ARKEE M. KR, 2011, 31 (2): 160 ~ 165
] AR, RKEF KRBMAREFEFRARKEEYE. BREEAT, 2004, (1):35~37
] EZx, B4EE EERHBERERELTERESF WY mEEX. KrbRF, 2009, 29 (6): 475 ~482

XA

H, 4RR7 S R,



551 WAIR TS BT I 2R DA LD G TR 3R R S R A T 3 A 43

[8] vk, Mgk, &0, & FEEXHFLEREFAME. LFERFRFWR, 2013, (2):69~72

(9] 4%, RaE. REFTHERIHEELSBRETAE. FERLEARSE XX, 2009, (4): 58 ~63

[10] &%, &My BHEA (SEM) wREKHEE. TRAFFR. 2005, 27 (2):39~43

[11] E4ipn, &4, 2T SEM Wik H B LY nEZHE. BiFgHE, 2010, (3):92~100

[12] ZmE. ETEHAFREANRIGRES LEE DTN, TRAFFR, 2006, 29 (10): 154 ~158

[13] BB, EAK, Dfiktass. My EHEEARK. NAEKE F7EN. QEFH, 2004, 36 (2): 183 ~194
[14] #Enl. KRB th SWOT 4 5 B 45 F ek ars. wEK W EES XX, 2013, 34 (2): 80 ~84

RESEARCH OF FACTORS INFLUENCING REGIONAL BRAND
LOYALTY OF WUDANG TAOIST TEA
——BASED ON THE PERSPECTIVE OF CONSUMER PERCEPTION

Hu Zhentao' , Xiang Xizhang', Wu Suchun’
(1. School of Economics and Management, Wuhan Polytechnic University, Wuhan 430023 ;
2. School of Management, Huazhong University of Science and Technology, Wuhan 430074 )

Abstract The tea industry has significant regional distribution characteristics. Since ancient time many tea region-
al brands were well known in China such as West Lake Longjing tea, Xinyang Maojian Tea, Anxi Tieguanyin Tea
and Wudang Taoist Tea. Nowadays, the choice of the tea consumption tended to be significantly influenced by the
tea origin and brand. Therefore, it was helpful to improve the value of regional brand for strengthening the competi-
tiveness of regional tea industry, while the loyalty for one brand is the core of brand value. Wudang Taoist tea is
one of the two religious teas, which are famous for the rich culture connotation in China. Based on the theoretical
and practical experience, the paper explored the factors influencing consumers”brand loyalty of Wudang Taoist Tea
from the perspective of consumer perception by the method of structural equation modeling (SEM). The SEM mod-
el can show the causality and relationships between the factors and results. Taking 207 Wudang Taoist Tea brand
questionnaires as data sources, this paper built the SEM model which contained 5 latent variables (i. e., quality
experience, culture experience, brand awareness, culture awareness, and regional brand loyalty) and 14 observed
variables, and revealed the influencing factors of the regional brand loyalty of Wudang Taoist Tea. The results
showed that the brand awareness, quality experience and culture experience had direct or indirect impacts on cus-
tomers”brand loyalty, and the impact of culture experience on brand loyalty was greater than that of quality experi-
ence. In addition, the indirect impact of culture awareness on brand loyalty was significant, which indicated con-
sumers” cultural appeal was stronger than functional appeal for Wudang Taoism Tea. The results could conform to
not only the hypothesis of the model, but also the Chinese tea culture. Accordingly, in order to improve the region-
al brand value of Wudang Taoist Tea, the product quality should be enhanced and the brand culture should be en-
riched.

Keywords Wudang taoism tea; regional brand loyalty; influential factors; structural equation modeling



