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ABSTRACT

Through literature analysis, factors affecting corporate brand image strategy were divided into two categories:
dynamic capabilities and market orientation in order to explore the impact and effect of different factors on the
implementation of corporate brand image strategies. Taking the quantitative questionnaire data of 36 agricultural
high-tech enterprises in Gansu Province as samples this paper made empirical analysis by 13 observed variables
and three latent variables, which showed: 1. the dynamic capabilities of agricultural high-tech SVIEs play a positive
role in promoting corporate brand image strategy; 2. the market orientation of agricultural high-tech SMEs plays a
positive role in promoting corporate brand image strategy; 3. there is mutual influence between the dynamic
capabilities and the market orientation of agricultural high-tech SMEs. Hence, it was concluded that the
agricultural high-tech SMEs brand image strategies are mostly influenced by market orientation, followed by
dynamic capabilities.
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INTRODUCTION

Western China's agricultural science and technokggrprises have entered the Warring States Paritetms of
brand marketing. It is of great significance foriagltural enterprises to choose a brand markettrgfegy that can
upgrade the marketing performance. At this stageetthave been some research results showing thgonsl
between corporate marketing strategy, especialgndrmarketing, and corporate success in maintaiging
competitive advantage, but these studies only focuthe marketing performance of the brand margedinategies
taken by enterprises, i.e. the "results", and tlheeevery limited studies on the "antecedents"itentb agricultural
enterprises adopting brand marketing strategies,factors affecting brand marketing strategy ameirtacting
mechanisms and pathways, and so on.

A field survey by Horizon China, etc. on the satesditions of Gansus characteristic agriculturaduocts in the
nationwide market showed that Gansus charactea@sticcultural products have several problems imtiramage
such as low consumer awareness, low marketing ,lde@ marketing capabilities, indicating that Gassu
characteristic agricultural products are in urgeeeds to enhance the level of brand marketing. dBase
preliminary studies, this paper explored and aralyfactors affecting corporate brand image straguy their
acting mechanisms and pathways and selected aomjgte brand marketing strategy for enterprisesyiging
reference for enterprises to enhance the levédigrapplication of brand marketing strategies.

RESEARCH DESIGN

1. Sructure

The current academic studies of corporate brandketiag strategy are somewhat inclined to qualitagwnalysis,
but qualitative analysis lacks credibility becaasethe lack of support by quantitative data analysind there is
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some differentiation and subjectivity. The reseanehein made a fuzzy search October 7, 2014 dhallelevant
literature (2000-2013) at "wos", "jcr", "EI", "Chése Journal Database", "China's Proceeding Papetefdu

Database", and "Chinas Theses and DissertatiorabBsd" using "factors affecting corporate brandyenstrategy”

as the research theme and found 1211 copies afjfotigerature and 92 copies of Chinese literataned after

excluding literature in relatively low relevancatgnore than a dozen papers relevant to the rdseatiect which
were then analyzed to find out all the factors cifey corporate brand image strategy. By collatioa research
found that these factors can be broadly summaiitedwo categories, namely, enterprises dynampabdities or

resources or strategic capabilities and enterprisadket orientation; in addition, the review of d@gn literature

showed that many scholars consider that there Erg@ number of factors affecting the corporamdrmarketing,
but many feature particularity. In this end, thappr sorted and analyzed factors affecting thecbraarketing of

agricultural science and technology enterpriseggssting that factors that affect the brand mankedif agricultural

science and technology enterprises mainly incledeurce capacity, market orientation, business@emvient, and
product type, in which the impact of dynamic capibs and market orientation on the brand markgstrategy of
agricultural science and technology enterprisamisersal, but the impact of others such as busie@vironment
and product type is particular, which vary withfeliént industries and different regions of entesgsi This paper
studied the impact of corporate strategic capaslicomposed of dynamic capabilities and markegntgition on

corporate brand marketing strategy [8] and sumradrizvo categories of the important factors affectorporate
brand image strategy, namely, corporate dynamialméifiles and corporate market orientation.

2. Definition and quantification of data variables

Corporate brand image strategy: Combined with Shemgyi et al. studies on brand marketing theosts]ies of
the selection and measurement of variables in biraage strategy, and studies of brand image, tg&pevaluated
corporate brand image strategy from three aspédtsiotional image, experiential image and symbaotiage, and
designed related questions for survey.

Corporate dynamic capabilities: There are manyissudn the definition and measurement of corpodgteamic
capabilities. The measurement of dynamic capadslitvith reference to the definition of dynamic dafites by
Teece who raised the concept of corporate dynaapelalities is more representative. This paper wéfkrence to
the above point of view evaluated corporate dynapapabilities from six aspects of strategic adj@stn
organizational routine transformation, market infiation search capabilities, understanding of corsuneeds,
gathering and analysis of competitors informatianderstanding of the market environment and devedop
trends of product technology, and designed relgtestions for survey.

Table 1 .Variables of the Structural Model

Latent variables Observed variables

Agricultural science and
Endogenous
technology enterprises brangd Functional image, experiential image, and symbioliage
latent variables
image strategies

Agricultural science and Strategic adjustment, organizational routine tramsftion, market information search
technology enterprises capabilities, understanding of consumer needsegathand analysis of competitors
dynamic capabilities information, understanding of the market environtraerd development trends of produgt
Exogenous
technology

latent variable

Agricultural science and
Customer orientation, competitor orientation, maikéormation processing, and functional
technology enterprises
coordination.
market orientation

Corporate market orientation: Many studies on #lations between market orientation and corporadekeating
performance have found that corporate market aimmt has an important influence on corporate ntarge
performance. Some scholars have also developeasumament scale of market orientation. This paprarying on
Ding Yus research results that the market oriemtatif agricultural science and technology compargesainly
reflected in customer orientation, competitor otaion, market information processing, and cooriilma of
functions, etc. as well as the studies by Slaté, Iarver, J.C. and Kohli, AK, Jaworski, B.J., died market
orientation into four aspects of customer orientaticompetitor orientation, market information presing and
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coordination of functions, and designed relatedstjars for survey.

RESEARCH HYPOTHESISAND THEORETICAL MODEL

1. Theoretical M odel

Factors affecting corporate brand image strategyevamalyzed and measured from two aspects of catgor
dynamic capabilities and market orientation tolelsgth a model of factors affecting corporate brandge strategy,
including 13 measured variables and three latenabies (see Table 1).

2. Hypothesis

Based on the analysis above, in order to measwreintipact of corporate dynamic capabilities and mark
orientation on corporate implementation and upgmidéne brand image strategy, the following assuomst were
proposed:

H1: Agricultural enterprises dynamic capabilities ptagositive role in promoting corporate brand imatategy;

H2: Agricultural enterprises market orientation playsositive role in promoting corporate brand imagategy;

H3: There is mutual influence between the dynamic béiias and the market orientation of agricultural
enterprises.

DATA ANALYSISAND SEM ANALYSIS

1. DataAnalysis

Objects of this research are agricultural high-t&WEs. Longdong area is Gansus main producing afea
agricultural products, but because of the marketiegkness Gansus agricultural resources are rptcuhverted
into competitive advantages [7]. Therefore, thipgrafocused on the brand image strategies takeasghgultural
high-tech SMEs in Gansu. From Gansu 2012 Direaddrégricultural Enterprises, 36 agricultural higkeh SMEs
were selected by the criteria identified by reldvegience and technology administrations in Gabsgause of no
access to the annual output value of enterprisdgsrgrises with 100 or below employees were taleesaanples for
SMEs. The 36 enterprises are mainly engaged ihdnd vegetable processing, dried fruit procesaimtjsales and
processing of forest products. They each selecigtit employees from departments of strategic plagni
production, and marketing, totaling 288 employdesanswer the questionnaire. Based on 13 measuanéabies
and Likert scale, the five-option questionnaire wiesigned where each option was scored. 288 cayfies
guestionnaire were distributed, and ultimately 2a0d copies were obtained. The results of coriataanalysis of
the latent variables (Table 2) showed that theetation coefficient of the main variables was diigaint at the level
of p <0.01, indicating a good correlation betwdsm tariables that facilitates the further analysis.

Table 2. Correlation Analysisof L atent Variables

Dynamic capabilities Market orientation  Brand ireagrategy
Dynamic capabilities 1
Market orientation 0.645** 1
Brand image strateg 0.512** 0.781** 1
Mean 5.137 5.21 5.03
Variance 0.647 0.61 0.64

Note: ** indicates significance at the level of p <0.001

The overall credibility of the questionnaire waslgmed using Cronbachs alpha. The Cronbachs al@3a0w 64,
indicating a high confidence of the questionnairiee effect of data was tested with the validitylgsia and by the
measurement software the KMO value of each latangble was obtained that was almost all greatan ®.5.
Bartletts Test of Sphericity results showed that lgvel of significance was zero, less than 0.dicating that the
latent variables had a better degree of respongetstructure of questionnaire (see Table 3).

Table 3. Validity Test of Latent Variables

Brand image strategies of agricultural agricultural enterprises dynamic agricultural enterprises market
variables
enterprises capabilities orientation
KMO 0.553 0.686 0.725

Reliability and validity analysis showed a reasdeaihoice of variables herein, thus a SEM modela:be used to
analyze factors affecting agricultural high-techEdvbrand image strategies.
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2. The model estimation results

AMOS 20 was used to make path analysis of the moflebricultural enterprises brand marketing striee and
marketing performance in order to test the hypahgsoposed and to test the significance of theemmarameters,
i.e. to test the statistical significance of thehpeoefficients (regression coefficients betwedrravariables) and
load factors (regression coefficients between tatemiables and measured variables). The resulbtsvesth the
models fitting correlation indices:

First, reliabilities of the items were measuredngsiCronbach's .Nunnally and Bernstein (1994) sugtest
Cronbach’s that exceeds.70 is evidence of relighdf the measures. The Cronbach's alpha coefficieanged
between .77 and .93, suggesting reliabilities efrieasures.The Bartlett's test of sphericitywitalaie of 7836 (p
b .001) and KaiserMeyerOlIkin statistic of .91 (Nitdlicate that the data are suitable to identifstda dimensions.
Then, all measures were subjected to Principal @mepts Analysiswith the varimax rotation proceduri order
to check for evidence of discriminant validity,wengpared the correlation in each construct agaimstaipha
coefficients representing its correlation with athactors. The result shows that the alpha coeffits in each
construct exceed the correlation coefficient witheo factors, suggesting evidence of discriminatithity (Gaski &
Nevin, 1985). We also conducted the Harman's oceifaest to examine evidence of discriminant gliihe
result shows that any one general factor does caumt for the majority of the covariance among iteasures
(Lee, Kim, Son, & Lee,2011; Podsakoff, MacKenzieel & Podsakoff, 2003). Lastly, we performed asdiare
difference test to further check for evidence afcdminant validity of the measures using confirongtfactor
analysis.The test examines whether the model @instg the measures to be the same is significatiffgrent
from the unconstrained model. If the chi-squaréediinces are significant, the evidence of discramtrvalidity is
indicated (Rust, Moorman, & Dickson, 2002). Thd tesult supported the evidence of discriminaniditgi among
the constructs.Because each construct was measittechany items and the sample size was relatigehall for
testing a complex model, we used the following vestlablished procedure to measure the overall nmakd on
prior research (Bagozzi & Heatherton, 1994; Leeg,Lee, & Babin, 2008; Sherman, Mathur, & Smith,
1997).Multiple items to measure each construct wgelit into two groups to create two indicators floe construct.
The scores of all items used for each indicatoeveeimmed, and that sum was used as the respexdtieator. This
partial disaggregation approach for structural #qnamodeling(SEM) allows overcoming limitations tftal
aggregation approach or partial aggregation appredere unique dimension of the construct may becated.
The structural error terms for the behavioral Malga (three types of pro-environmental behaviorjensdlowed to
correlate to each other, but not to any other sirat error term. Maximumlikelihood estimates warsed
tomeasure various parameters proposed in the model.

2 was 212.075 (the smaller evaluation criteriom, Itletter), df was 108, 2/df was 1.964 (evaluatioterion less
than 3), RMSEA was 0.032 (evaluation criterion €),6GFI was 0.923 (evaluation criterion > 0.9), @Fs 0.921
(the closer the evaluation criterion is to 1, thedtdr), indicating that the models fitting indicashieved the SEM
model requirements and there was a better degrdittioff between the model and the sample data. pédih

coefficient of corporate dynamic capabilities taat image strategy was 0.40 and was significattieatevel of p
<0.1, thereby confirming the H1; the path coeffitief market orientation to brand image strategy @W&5 and
was significant at the level of p <0.1, therebyfaoming H2; the path coefficient of dynamic capdisl to market
orientation was 0.55 and was significant at thell@f p <0.1, thereby confirming the H3.

CONCLUSION

Conclusion

This paper delved into the impact of corporate dyicacapabilities and market orientation on corperatand
image strategy. On the basis of literature analgsid theoretical studies this paper proposed adsumspof
relations between corporate dynamic capabilitiearket orientation and corporate brand image styatmod
developed a measurement scale to make empirichisimaf the data obtained from a questionnaireresyiof 36
agricultural high-tech SMEs in Gansu Province. Thsults showed that agricultural high-tech SMEs aahyic
capabilities play a positive role in promoting tberporate brand image strategy; agricultural hight SMEs
market orientation play a positive role in promgtithe corporate brand image strategy; and thenmutual
influence between agricultural high-tech SMEs dyitarapabilities and market orientation.

Discussion

Many scholars have focused on the marketing pedoo® of corporate applications of brand markettrateqy, i.e.
the "results", but failed to elaborate the "antecdd' leading to enterprises adopting brand margedirategy, i.e.
factors affecting the brand marketing strategy twed acting mechanisms and pathways.

The dynamic capabilities of enterprises emphadiee ihtegration of enterprise resources on a stiateyel,
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observing changes in the market and adjusting thekeh and strategies accordingly, which enablespemies to
better adapt to the rapidly changing environmemtcarporate dynamic capabilities are better ablmade up for
the shortage of market orientation. Therefore,cadftiral high-tech SMEs in the practice of brandga marketing
should organically combine dynamic capabilities amarket orientation, which helps them choose thktrbrand
image strategy, thereby enabling companies to mlatad maintain long-term competitive advantagesanketing.
In particular, for the apple growing enterpriseQimgyang, Gansu Province, it is essential to eraatrand.
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