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Influence of price promotion on consumers’ purchase decision of

brand agricultural products:
An empirical study based on Double-Hurdle model

WANG Yunjuan, MA Ji*
(College of Economics & Management, China Agricultural University, Beijing 100083, China)

Abstract In order to study the influence of promotion on the purchase decision of consumer for brand agricultural
products under the background of long-term promotion and aggregation promotion, 1 260 consumers behavior data
obtained from the real situation of “consumers purchase eggs” were used. An empirical analysis using Double-Hurdle
model was conducted. The results showed that price promotion improved consumers’ willingness to buy brand
agricultural products. However, due to the perishable characteristics of agricultural products, the effect of price
promotion on the purchase quantity was not significant. The brand loyalty of consumers weakened the influence of price
promotion. In conclusion, brand agricultural production enterprises could improve consumers’ cognition and recognition
of brand by means of promotion, but it is more important to increase consumers’ purchase through improving product
quality.
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Category Number o o
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M A 80 37 22 EHEEEX E T8/, HF %ﬁ%ﬁﬂ%%?ﬁﬁ:ﬁ?ﬂ
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Table 3 Situation of egg purchase in sample family
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Ak 5 50. 32 3. 14 11. 02 16. 55 34.37 7.65 16. 55
No brand
hh 49. 68 2.94 9. 80 19. 04 22.46 17. 83 30. 02
Brand
S 3. 04 10.42 17.79 28.45 10. 99 23.24
Average
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Table 4 Variable selection of model
. N ¥I{E T 22
5 i 2 BN o L AE
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Type Varible Meaning
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A 72 WEkw Y s WS B W S AR/ - IR 11.16 14.79
Dependent variable Purchase quantity
W78 Msfess X1 1= AL B AN A& 5 JE M 1Y L (B 0.36 0.14
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firt% X2 Price i WA B M A% L 0/ AR 1. 40 0. 30
L S5 BT X3 SR L BT W G e 822 0.51
L Brand recognition FUBR A (WA TR BE , 43 S R AE . 1 = JE % R
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IEJ,ZZI%EJJZK‘?%%A:’%EJﬁ:ﬂE
B R SRR
FREAE NEL X4 TEZ A NE N 3.04 1.12
e Number of people having
Consumption meal at home
characteristics Wy KA X5 T Z R 1 WA K /K 10. 42 6.17
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P4 X6 Gender 1=%8.,0=% 0. 35 0.48
FE X7 Age 1=TH4F . 2=H 4 ,3=%4F 2.22 0.75
A~ N ) . , ) .
HH KV X8 Education  1=H KUAF .2=%FRt3=AR} 4=H50E 2.18 0.92
Personal
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5=20 000 Ll I~
T HAS & RS Gl ZUTHEN L EE R 1= R, 2= % & 2.39 0. 64
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Regression results of Double-Hurdle model

R 1 Modle 1

i 2 Modle 2 Fi# 3 Modle 3

Ean WK R WEcR MR EE W WREE s
Variable Purchase Purchase Purchase Purchase Purchase Purchase
intention quantity intention quantity intention quantity
A AE4Y X1 Price promotion 0.80"" —4.96 0.96"" —3.63
L85 E G1 Promotion attitude 0.23" 0.98
4% X2 Price —0.62" —10.53"" —0.54" —11.93"™ —0.58"" —11.72™
i IA AT X3 Brand recognition 0.76"" —0. 45 0.70"" —0.60 0.88" —0.76
FEEWE NE X4 —0. 04 3.03" —0.04 3.00™  —0.05 3,49
Number of people having meal at home
W SE A7k X5 Purchase frequency —0.02" 0.31" —0.02* 0.32"  —0.02"" 0.32"
5] X6 Gender 0.04 1.56 0.06 1.44 0.11 2.05
AEHY X7 Age —0.30"" 2,84 —0.29" 2.75 —0.32" 3. 11"
HH K X8 Education 0.23* 1.41 0.22 1.38 0.21 1.88
A X9 Income 0.09 —0.18 0.10" —0.07 0.10 —0.20
# B Constant —1.61"" 15,15 —1.82* 13.38  —1.98" 13.81"
FEAEL Number 1260 1260 1093
Log likelihood —3118.56 —3116.07 —2 747.06
chi® of Wald 457,17 462,15 453,91
Tow Lowx o SMIERRTE 10%0 5% 1N MG HKFE EBE. TR,
Note; #, #x and x%x respectively represent the significance levels of 10% . 5% and 1%. The same below.
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TN R T B A X 7 5 7 A o A A T
FE T K ) S i 25 /b o EL S RS B 2 A A
A/NTAE SRS B . PR, A A B A T 0 T B
TR T B il R RGO S HIC  HL of A
SR BB — 3L

XoF T i R URE A T L U A% A A XTI 2R
XS 6 g I 35 B 1 g S B3 1 5 ) DO I 3L X
B L 247 9% 08 U E (1 b R LR S A0 IR BT X T
B W S PN 5 ) B 2 /0N . U PR RO i R L A
J il W S S R L 29 R X R A ) SR TR

R6 XOBEBERBBRHERAY RO ITER

Table 6 Regression results of brand loyalty samples

LR 4 (TG i it A6 90)
Model 4 (without brand loyalty)

BEAY 5 CA W80
Model 5 (with brand loyalty)

=N
AR

Variable W 3K 5 R W KB W 3K 7 B W) K K o
Purchase Purchase Purchase Purchase
intention quantity intention quantity
M5 AE4S X1 Price promotion 1,41 —20.45" 0.22 4.69
#r¥% X2 Price —0.81" —23.92" —0.65"" —4.83"
i IA R B X3 Brand recognition 0.50™" —1.60 0.98"" 0.16
FEEME NE X4 —0.17" 5.98™ 0.05 1.93"
Number of people having meal at home
W ARk X5 Purchase frequency —0.011 0. 60 —0.02" 0. 20
5 X6 Gender —0.13 6.04" 0.05 —0.67
W X7 Age —0.26™ 2.04 —0.25" 2,247
#H /K F X8 Education 0.12 2.88 0.26" —0.24
& A X9 Income 0. 10 0.45 0. 10 0.02
B Constant 0. 35 21. 36 —2.77" 13.71
FEA %L Number 402 858
Log likelihood —1 316.76 —1 705.42
chi® of Wald 127. 247 371,477

O YH B b ORI AR K AR RS S I L T A RS R AR
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2020 4 55 25 &

T B A i e 0 SR B R A
BO Bl 8 W K DR SRS IR 2 A0 ARSI DAL £ 4 8l )
TH B8 DA B 52 R gt 23 08 58 - P I 2 B 7= A T
by SRS 2 MR F B T R B i RN A T SR S
PRI T B0 A0 R i T X8 DU SIS PR SR 4 5 W) A A

W ZEE RIS =
5 H#RS5EN

ABIEFE LA it ARG 2 A 51 30 Ao U %56 B S b B
F R WX S AR 1 260 AN 2% AT o BdE
iz RS 45 38 (Double-Hurdle model) 52 {IE 43 #f #y
& AR 55 X T 2 2 i LA 7 it ) K R RN g 3K B8 1Y
WA 38 2k DX B 2 A B R R L
— 2 I3 T T B B R AR TR DR B ROR 1Y 5
M, A58 B

B — o BLSEHAR O3 i LA T A RS AR B ) AR
KT 2 BB AR A T 22 )7 i K I AL 23 R0 B Ry
M 18 o PRI B 4% AR 5 BB T 5 21 5 A S i AR 7 i
P 1 T B O A 7 o 3K R

55 B BB A0 it AR 7 A B T N 2R
AL G W, A7 AR R A T 5 i AT B
I 59 195 3 7 B8 R B0 o A R O W SE B, —
T A7 i Ty R VDR 2 T T 28 3 %) W) K A0 23 A Il 3
. oy — 5 T AR AR B T Bl R BOH O AR R
T S T A (LN R R TR B
XoF 77 gl R R TS R N T S A B K
PRos e ) XU T 91 o 2 0l 2 ot R 7 o T S

B = TH R AR Y LR TR 55 T M R R B R
B S RA T S SE PR R . B AR B B
T2 T W5 1 IH 2 2 W S I 1 it ke, PRt — ELTH
B 0 B i R 7 o 7 A TR DU A o A
77 i AR 8 15 B AN 23 X6 L SIS e S AR S

L5 TR M A% A2 B 0T TH B A T 3K
TR B 52 M 55 Tl i Cln e Bl T B0 5D AR AE — 0 22
S5 A AL B BE i = TH 2 R T 1 ) K R
ELH T4 77 i o Jg A5 AR A A A 0 Wl S 80 7 5 T AN
W3 o IR T R T A P AT AT DA IR
U0 B A B T Be A v 8 2l Ok i A 7 a1 T 3K
JE 8 3 e O R v A A R AR R B
XoF it R IR R DA AT LR 0B A 2 5 T 2 O AN g
W3 9% 3 W S T 22 1 i LA 7 o 38 3o 0 R T 2
2 SR AR i 7 B A I T B L
WY S

AT S 3 A — R B AR A
JUH B T PR R R BT B B S ST AR
ARy J 1) b SR 5 55— it R 5 A T B
S5 AR A TR Al O B T 9 ROA R AT R
A 1 TR AR AE TR0z i 20 2 i R v
AR A oMb ol R A R 1) B BE A i R R AR BOAH
IO AR i TR R O 0 A A T A i 4 4 ) U
X AR B 15 Bl LA G BT Bl R R B Y
Al s 268 = B — 42 I 9 2 R 4T3 22 S AL o
Jde » DA A i [R) S5 A 7™ B L 9 2 3 I i S
ZARFEAR B SN A D AV o DUAC ™ il i o
ST ot AR Al i R R R G 2 T
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