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Research on Fuzzy Measure of Brand Extension of Agricultural Products
CHEN You-xing et al
Abstract Based on the apprehension of the connotation of brand extension, five factors were adopted to evaluate brand extension of agricul-
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tural products, including the attitude of consumers toward original brand of agricultural products, the correlation between the original products
and extensive products, association concerning the product brand, difficulties in making the extensive agricultural products and cultural com-
patibility of original brand. The index system of the influential factors of brand extension for agricultural products was established. Extension
effects of brand A and B were analyzed empirically by adopting multi-level measure model. The results showed that the comprehensive measure
values of brand A and B were 77.35 and 78. 25 respectively, and the extension effect evaluation of the two brands were general. On this basis,
proposals were put forward on promoting the technology content and manufacture difficulty of brand A, contracting the extensive industries and

strengthening concentration of brand extension of brand B.
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Table 1 Index system of influencing factors about agricultural brand
extension
— AR (U,) BEE(R,)  “HEER(U,) HE(R,)
First grade index Weight Second grade index Weight
THPERFAR G 0.400 R SUEAI(U, ) 0. 900
HIZRBE(U) — e AN (U ) 0.085
R BURRAI(U,, ) 0.015
JEUR S RE A 0.350  FHAME(U, ) 0. 600
Ktk (U,) BAUE(U,) 0. 300
R ( Uzs) 0. 100
A7 it it AL I AEL 1 0.150  TUREVEEXAH (U, ) 0.550
(Uy) TR (U, ) 0.350
T RHEIRAR (U, ) 0. 100
SEMAR PRI 0,075 WIREITHERER(U,)  0.800
(U,) I T (U,) 0,150
HlEMIHERZ /N (Us)  0.050
FAAT SR 0,025 mSUfRArE(Uy) 0. 850
P(Us) — WO (Uy,) 0,100
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Table 2 Evaluation of A and B brands extension effects

PEMPREE (A F8) Evaluation standard (A brand )

PEMPRYE (B ) Evaluation standard (B brand )

o E  RE B RE  E "E  RE B RE  E
Excellence Good General Poor Bad Excellence Good General Poor Bad
TR A B 0.10 0.50 0.20 0.10 0.10 0. 50 0.20 0.10 0.10 0.10
— R R 0. 10 0.30 0.30 0.20 0.10 0.70 0.10 0.10 0.05 0.05
{5 i R 0.10 0.10 0.10 0.10 0. 60 0.10 0.20 0.20 0.10 0.40
HAME 0.50 0.20 0.10 0.10 0.10 0.10 0.20 0.10 0.40 0.20
s 0.20 0.40 0.10 0.20 0.10 0.10 0.40 0.20 0.20 0.10
1=5°2 0.10 0.10 0.30 0.10 0.40 0.60 0.20 0.10 0.05 0.05
TheEMEA 0.55 0.20 0.10 0.05 0.10 0.40 0.30 0.20 0.05 0.05
FEHAMRIAR 0.50 0.20 0.10 0.10 0.10 0.55 0.20 0.10 0.05 0.10
TERY : 0.30 0.20 0.10 0.10 0.40 0.30 0.10 0.10 0.10
0.10 0.20 0.40 0.20 0.10 0.50 0.20 0.10 0.10 0.10
0.35 ) 0.30 0.10 0.10 0.30 0.40 0.20 0.05 0.05
BEAERE /N 0. 10 0.30 0.20 0.10 0.10 0.20 0.40 0.20 0.10
[=pglai e i ) 0.10 0.10 0.35 0.45 0.05 0. 10 0.05
—R b A 0.20 : 0.10 0.30 0.35 0.25 0.05 0.05
BRSO R A 0.40 0.10 0.10 0.20 0.40 0.20 0.10 0.10
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