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Table 1. Classification of brand name for the grape product.

Item Number Percentage (%)
Personal brand 13 32.5
Farm brand 2 5
Production and marketing team brand 20 50
Farmers’  association brand 5 12.5
Total 40 100
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Table 2. The resources of the brand designer

Item Number Percentage (%)
Team leader 15 37.5
Team member 14 35
Farmers”  Association 5 12.5
Friend and relative 6 15
Total 40 100
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Table 3. The concept of originality of brand name.

Item Number Percentage (%)

To increase beauty 6 7.3
To promote publicity 27 32.9
To coagulate team cohesion 17 20.7
Provided design by supervisor 8 9.8
To attract consumer 19 23.2
Demand by sale 3 3.7
Others 2 2.4
Total &2 100
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Table 4. The benefit analysis of brand name application of the grape

[tem Number Percentage (%)

To increase income 34 19.8
To increase subsidy 6 3.5
To enhance publicity 48 27.9
To increase exchange 10 5.8
To increase sale amount 24 14

To increase marketing channel 30 17.4
To stimulate production technique 17 9.9
Others 3 1.7
Total 172 100
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Table 5. The opinion for changing the team brand into the regional brand name.

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
Rati for uture 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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