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14.2% 13.4% 23.6% 26.8%
1-5 48.86% 6~10 26.14% 11~15 11.36%
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3 11
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Table 1. The distribution of samples Unit: Household
Item Mailed copies Recovered copies Recovery rate

Taichung Pref. 45 34 75.6
Changhua Pref. 67 37 55.2
Nantou Pref. 30 27 90
Taichung City 2 2 100

Tota 140 100 100

)
63 19

18
200 ha 0.6 ha 23.65 ha



Table 2. The management types of survey teams

Management types Teams
Facilities 18
Unsheltered 63
Facilities and unsheltered 19
Tota 100
()
1~-5 48.86% 6~10 26.14% 11~15 11.36%
20 6.82% 1 16~20 3.41% 10
10 ( )

Table 3. The established years of brand samples

Brand years Frequency %
Under 1 year 3 341
1~5 years 43 48.86
6~10 years 23 26.14
11~15 years 10 11.36
16~20 years 3 341
Above 20 years 6 6.82
Tota 88 100

(4,5,6)
«C )
1.
14.2%
2.
13.4%
3.
23.6%
4.

26.8%



5. 4.7%
6. 7.9%
7. 9.4%

Table 4. The brand categories for samples

Item Frequency %
Personal brand 18 14.2
Farm brand 17 134
Production and marketing group brand 30 23.6
Farmers' Association brand 34 26.8
County joint brand 6 4.7
Local brand 10 7.9
No brand 12 94
Tota 127 100

()
88 12
25.8% 25.2%
3.8% 3.8% ( )

Table 5. The products of brand samples

Products brand samples Fregquency %
Root and tuber crops 41 25.8
Leafy greens 40 25.2
Flower vegetables 66 414
Mushrooms 6 38
Others 6 3.8
Tota 159 100

()

79.55%



Table 6. The products sources of brand samples

Products sources Frequency %
Production by oneself 70 79.55
Contract 5 5.68
Production by oneself and contract 5 5.68
Production by oneself and purchase 2 2.27
Contract and purchase 1 114
Others 5 5.68
Tota 88 100

()
50.3% 34.2% 13%
2.5% 58.8% 35.3% 5.9% ( )
Table 7. The products marketing region of brand samples
Marketing region Frequency %
Brand No-brand Brand No-brand
North 81 6 50.3 35.3
Middle 55 10 34.2 58.8
South 21 1 13 59
East 4 0 25 0
Tota 161 17 100 100
()
56.7% 18.25%
14.85% 1.14% 9.06%
« )
Table 8. The products marketing channel of brand samples unit; %
Marketing channel Brand No-brand
Supermarket and wholesale mall 14.85 12.97
Direct sale by organic vegetable shop 114 0
Cooperative marketing by Farmers' Association 56.7 58.3
Local shipper 18.25 20.7
Others 9.06 8.03
Tota 100 100




()

69
65.7% 17 16.2% 4.8%
13.3% ( )
Table 9. The products post-handling method of brand samples
Handle method Brand No-brand
Frequency % Frequency %
Cleaning 17 16.2 3 18.8
Without cleaning 14 13.3 2 125
Different grading 69 65.7 7 43.8
Without grading 5 4.8 4 25
Tota 105 100 16 100
()
67% 20%
5% 4% ( )
Table 10. The products packaging method of brand samples
Packaging method Brand No-brand
Frequency % Frequency %
Small parcel package 20 20 3 17.6
Tied bundle 5 5 3 17.6
Two package 4 4 0 0
Box or case 67 67 11 64.7
Others 4 4 0 0
Tota 100 100 17 100
()
34.1% 56.8% 9.1%
16.67% 83.33% ( )
Table 11. The products grading method of brand samples
Selection method Brand No-brand
Frequency % Frequency %
Thejoint selection 30 34.1 2 16.67
Single selection 50 56.8 10 83.33
Joint and single selection 8 9.1 0 0
Tota 88 100 12 100




(9) 3

MOA 1
GMP CAS
5
1-5 (
) ( ) (
) (1)
Table 12. The recognition degree of team organi zation resources
Brand No-brand
Item . :
Mean Ranking Mean Ranking

Source of goods circulation 10.48 3 8.67 2
Hardware installation 5.79 7 5.00 6
Staff conditions 7.50 5 6.25 3
Operation condition 6.57 6 5.33 5
Products design 10.83 1 8.67 2
Information capability 8.57 4 5.42 4
Customer charisma 10.70 2 9.08 1

note: Source of goods circulation score is 1~15, Hardware installation score is 1~10, Staff conditions scoreis 1~10,
Operation condition score is 1~10, Products design score is 1~15, Information capability scoreis 1~10,
Customer charisma score is 1~15.



Table 13. The effect of products with established brand

Item Frequency
Elevated product price 36
Increased selling quantity 27
Improvement of consumers’ loyality and marketing channel stability 48
No significant effect appeared 13
No effect at all 0
86 3
11 ( )

Table 14. The willingness to apply the joint vegetables brand name for the samples

Item Frequency %
Willingness 86 86
Unwillingness 3 3
Others 11 11
Total 100 100

Table 15. The willingness and incentive of joined brand name for vegetable production and marketing

team

Item Mean Ranking
Increase quality 1.42 7
Increase income 1.82 3
Management efficiency 1.46 6
Increase wellknown 1.65 4
More easier to sale brand vegetable 1.87 1
More easier to sale no-brand vegetable 0.26 9
Increase brand price 1.85 2
Increase no-brand price 0.27 8
It's necessary for farmers’ to develop vegetable industry 154 5
Others 0.1 10




Table 16. The rejection reason of joined brand name for vegetable teams

Item Mean Ranking
Higher cost 6.67 3
Lower profit 1.33 8
Accustomed to the traditional way 7 2
It's okay without join brand 5.3 5
Without guidance 7 2
Not enough confidence in products quality 3.33 7
Not much demand 6 4
Marketing channel 4.3 6
Consumer don’t know brand vegetable 10.67 1
8 1. 2
3 4.

Table 17. The willingness of vegetable teams in joining the joint brand name under production conditions.

Ver No
Weighted . _ _y Willing .
Item Ranking willing Moderate Reluctant willing
total score t
to at all
1.Vigorous help and guidance of the
. - 414 4 44 38 10 4 4
coordinating organization
2.Maintain the usage of herbicide within the
range of safety regulation and obtain of
e - . 403 5 45 31 13 4 7
GAP certification or certificate of organic
products
3.Stable supply of vegetable from the 379 8 22 44 27 5 2
members
4.Sufficient fast chilling equipment 360 7 27 30 25 12 6
5.Compensation of paper box from 439 1 67 20 5 1 7
government
6.Government assists advertisement and sale 432 2 58 31 3 1 7
7.Set up stringent QC criteria to distinguish
416 3 47 34 12 2 5

high quality market from the rest
8.Must joint selection and joint marketing 390 6 36 38 13 6 7
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The Study of Willingness of Establishment of
National Brand Name in Vegetable Production
and Marketing Teamsin Taichung District*

Shih-Fun Chen and Te-Chen K ao?

ABSTRACT

Vegetable crops have wide range of varieties and species in Taiwan. Recently the
concept of brand name establishment have been adopted by farmers. This study was
analyzed through the 100 available questionnaries out of 140 vegetable production and
marketing teams sampling data. The results indicated that 14.2% of vegetable P& M team
have their own individual brand name, 13.4% is farm brand name, 23.6% is team brand
name, 26.8% is local Farmers Association brand name. The brand name used period,
between 1-5 years have 48.8%, between 6-10 years have 26.14%, between 11-15 years
have 11.36%, over 20 years have 6.82%, under one year and between 16-20 years have
3.41%, respectively out of the available data. The major produce source is come from own
farm production, thus the produce supply is unstable and not enough. The marketing areas
is focused on Northern and Central Taiwan. There are 86 of vegetable P&M teams have
the willingness to apply the national brand name. Because they think the brand name
could increase the produce price and marketing potential, thus increase the farm income.
There are three teams didn’t have the willingness to apply the brand name, and 11 teams
hope the priority is having good incentive. In the future, the assistant target of teams to
join the brand name project should be start with those already have brand name and with
high recognition degree, marketing experience, certification of GAP or organic vegetable,
and those teams capable of join selection, packing, pricing and grading operation system.

Key words: brand name, brand name certification, vegetable production and
marketing team.
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