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Abstract

Traditional agricultural products sales rely on offline channels, often faced with regional restrictions,
limited publicity and promotion ability, so that many high-quality, local characteristics of the special
agricultural products can not enter the consumer market. With the development of Internet technology, the
openness, communication and convenience of the Internet have brought new development opportunities for
the sales of featured agricultural products, and online shopping has quickly become the main channel for
consumers to buy featured agricultural products. However, the superposition of massive information on
e-commerce platforms and the serious homogenization of characteristic agricultural products make it
difficult for consumers to identify characteristic agricultural products, and brand has become an important
strategy to identify characteristics of characteristic agricultural products and improve the competitiveness
of enterprises. In the process of brand building, it has become an important marketing method for
enterprises to shape characteristic agricultural product brand elements. Existing studies have explored the
factors affecting the purchase intention of characteristic agricultural products in traditional contexts. This
study builds the index system of characteristic agricultural products' brand elements according to the
content of online reviews, explores the mechanism affecting consumers' purchase intention, provides
reference for promoting the consumption of characteristic agricultural products, and further satisfies
consumers' demand for high-quality characteristic agricultural products. Help to promote the healthy
development of characteristic agricultural products enterprises.

By combing domestic and foreign researches on brand elements, brand authenticity, brand sensitivity
and consumers' purchase intention of characteristic agricultural products, this study adopts qualitative
research methods and empirical analysis methods to carry out specific research work from the perspective
of brand. The specific research contents are as follows: Research content 1: Select representative
characteristic brand agricultural products, obtain the original online review data through crawler, use text
analysis method to extract and analyze the high-frequency words, and then conduct open coding, spindle
coding and selective coding for the original online review data through rooted programs. Seven main
categories, namely packaging design, regional image, brand personality, brand culture, brand authenticity,
brand sensitivity and consumer purchase intention, are extracted, the story line of this study is summarized,
and the relationship between each main category is sorted out. Research content 2. On the basis of the
above rooted results, the theoretical framework of brand elements, brand authenticity, brand sensitivity

and consumer purchase intention of characteristic agricultural products is further established based on SOR
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theory and authenticity theory, and the research hypothesis is proposed. Then, based on text data mining
and questionnaire data, brand authenticity is selected as the intermediary from the perspective of
authenticity, and the boundary conditions of the influence of brand sensitivity on consumers' purchase
intention are further explored. The results show that: (1) the brand elements (package design, regional
image, brand personality and brand culture) positively affect consumers' purchase intention; (2) Brand
elements of characteristic agricultural products (packaging design, regional image, brand personality and
brand culture) positively affect consumers' purchase intention through brand authenticity; (3) Brand
sensitivity has a positive moderating effect on the influence of brand authenticity on consumers' purchase
intention.

Finally, this study puts forward some suggestions for the brand marketing of characteristic agricultural
products enterprises in the context of online shopping. (1) Characteristic agricultural products enterprises
should build comprehensive brand elements to improve brand awareness and influence; (2) Characteristic
agricultural products enterprises are committed to improving brand authenticity, enhancing consumers'
perception of the naturalness, originality and sustainability of characteristic agricultural products, and
promoting consumers' purchase intention; (3) Characteristic agricultural products enterprises need to pay
attention to and improve consumers' brand sensitivity, and enhance consumers' cognition and emotional
connection to the brand.

Key words: Characteristic agricultural products; Brand elements; Consumer purchase intention
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