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Table 1. Classification of brand name for the grape product
Item Number Percentage (%)
Personal brand 13 325
Farm brand 2 5
Production and marketing team brand 20 50
Farmers' Association brand 5 125
Total 40 100
(brand name)
(brand mark) (10) (brand mark) 57.5%
( 30%) ( 27.5%)
37.5%
35% 45% 35%



Table 2. The sources of the brand designer for the grape product

35

Item Number Percentage (%)
Team leader 15 375
Team member 14 35
Farmers' Association 5 12.5
Friend and relatives 6 15
Total 40 100
( 90%)
()
( 32.9%)
( 23.2%) ( 20.7%)
( ) 67.5%
27.5% 10%

Table 3. The origina concept of brand name for the grape product

Item Number Percentage (%)
Increase beauty 6 7.3
Promote publicity 27 32.9
Coagulate team cohesion 17 20.7
Provided design by supervisor 8 9.8
Attract consumer 19 232
Demand by sdle 3 37
Others 2 24
Total 82 100

( 60%)

®) (private

brand)
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(licensing brand)

62.9%)

(corporate identity system; CIS)

( 52.9%)
(
27.9%) ( 19.8%) ( 17.4%)
C )
Table 4. The analysis of benefit of applying brand name for the grape product
Item Number Percentage (%)
Increase income 34 19.8
Increase subsidy 6 35
Enhance publicity 48 27.9
Increase exchange 10 5.8
Increase sale amount 24 14
Increase marketing channel 30 174
Stimulate production technique 17 9.9
Others 3 1.7
Total 172 100
21% 79%
26.8%
( 62.5%)
58.9%

28.6%
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94.6%
@
( 51.8%) ( 33.9%)
14.3% )
Table 5. The opinion of using the common brand instead of the team brand
Item Number Percentage (%)

For newly joint variety 56 100

Kyogo 50 89.3

Honey-Red 1 1.8

Italian 3 5.4

All of Above 2 3.6
Ratio for future joint brand movement 56 100

Below one half 4 7.1

Above one half 2 3.6

All of them 15 26.8

None 35 62.5
The original channel could shift to 56 100

Joint marketing 33 58.9

Direct marketing 16 28.6

Shipper 5 8.9

Others 2 3.6
For future material purchase 56 100

Joint purchase 53 94.5

Individual purchase 3 5.4
For future sale price 56 100

Guarantee price 29 51.8

Fixed price 19 33.9

Self-decided price 8 14.3
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The Attitude and Verdict of Grape Growersfor
Establishing Common Brand of the Production
and Marketing Team in Taichung Area’

Deng-Tsann Day?

ABSTRACT

In the absence of information on the attitude and verdict of grape growers for
establishing the regional common brand, we investigated and analyzed the grape brands in
Taichung area, which were feasible and adoptable for the Grape Production and
Marketing Team. Four farmers' organizations in Nanton County, such as Hsinyi, Suilee,
Chichih, and Chusan, have already joined the system of applying National Agricultural
Brand for their grape product. Several teams in each town have joined this system so that
their agricultural product can be directly marketed to Taipei Fruit and Vegetable Auction
Market. Due to the limited quantity of grape, the brand name is not popular to other areas.
However, grapes are still marketed with team or farm brand in Tatsuen, Chihu, and Pushin
town in Changhua area. It indicated that growers are highly interested in the application
of regional brand. However, in view of the tendency of jointing the regional brand, the
establishment of common brand is not obviously popular. It revealed that if the guarantee
prices policy could be carried out by the government, more attraction would cause more
members to join this system. The benefit of grape growers of the production and
marketing team will be become well. Most of grape growers prefer to design a mark to
represent the symbol of township level. Most brands were designed and supervised by
experts. The favorite colors of logo revealed on brand were green, red, blue, and purple or
mixture. The size of logo should be larger than the size of 10 NT coin but the character
style of logo is of inconsistency. In general, it is considered that growers applying
common brand can make the team more popularity and bring a great benefit.

Key words: grape, production and marketing team, regional joint brand.
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