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The effects of the interaction between root appeals and product types on consumers’ willingness to
buy products with origin label

TONG Hai-fang', LI Yan-jun', HUANG Qing-jie’

( 1. College of Economics and Management, Huazhong Agricultural University, Hubei Rural Development
Research Center, Wuhan, Hubei 430070, China; 2. North China Institute of Aerospace Engineering,
Langfang, Hebei 065000, China )

Abstract : Cultivating origin label brands is a critical practice for the realization of the rural vitalization strategy.
However, consumers have limited awareness of the value of origin label currently, which directly affects the exertion
of the competitive advantage of origin label brand. Based on the cue utilization theory and the authenticity theory, this
paper discussed the effects of the interaction between root appeals (“natural root” and “sociocultural root”) and product
types (“primary agricultural products” and “processed agricultural products”) on consumers’ willingness to buy products
with origin label by using the quasi-experiment method. Result shows that the “natural root” appeal is more conducive
to increasing the consumers’ willingness to buy primary agricultural products. While the “sociocultural root” appeal is
more conducive to increasing the consumers’ willingness to buy processed agricultural products. The mechanism is that
the “natural root” appeal can increase consumers’ willingness to buy primary agricultural products mainly through the
enhancement of consumers’ perceived naturalness. The “sociocultural root” appeal can increase consumers’ willingness
to buy processed agricultural products mainly through the strengthening of consumers’ perceived continuity. Therefore,
to improve the promotion effect of products with origin label, marketers should attach great importance to the content
management of origin label advertisement appeal and adapt specific appeal information based on product attribute

characteristics.
Key words : products with origin label; root appeals; product types; perceived naturalness; perceived continuity;
willingness to buy
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