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Can agricultural brand participation enhance
the entrepreneurial growth performance of new farmers?

LI Lianjun'?
(1. School of Economics and Management, Jiangxi Agricultural University, Nanchang 330045, China;

2. Nanchang Business College of Jiangxi Agricultural University, Jiujiang 332020, China)

Abstract To clarify the mechanism of agricultural brand participation in promoting the entrepreneurial
growth performance of new farmers, based on a field survey data of 512 new farmers” entrepreneurship in
three major agricultural provinces of Jiangxi, Henan and Anhui, regression analysis method and mediation
effect model were used to analyze the impact, regulation and mediation effect of agricultural brand
participation on the entrepreneurial growth performance of new farmers. Furthermore, propensity score
matching (PSM) method was used for robustness testing. The results show that: The agricultural brand
participation has a positive impact on the entrepreneurial growth performance of new farmers, and private
brands have a greater impact than public brands. The scale of entrepreneurship and ecological concepts
play a moderating role between agricultural brand participation and the entrepreneurial growth performance
of new farmers. Brand premium partially mediates the relationship between the two, while brand trust does
not play a mediating role. The robustness test shows that after eliminating the indigeneity of variables, the

agricultural brand participation can still significantly promote the entrepreneurial growth performance of new
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farmers. Therefore, it is necessary to deepen the brand innovation awareness of new farmers and improve

the trust of agricultural product brands, cultivate the green value concept of new farmers, promote the

creation of green agricultural product brands, increase the government incentives for brand building of

agricultural products, and increase the participation of new farmers in agricultural brand building.

Keywords participation of agricultural brands; entrepreneurship of new farmers; growth performance; PSM
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P, P, and P; represent the price of ordinary agricultural products,
short-term prices and long-term prices of branded agricultural
products, respectively. Q, represent the demand for ordinary
agricultural products and short-term demand for branded agricultural
products, while Q, represent the long-term demand for branded
agricultural products. D, and D, are the demand curves for ordinary
agricultural products and branded agricultural products, respectively.
C, and C, are the unit costs of ordinary agricultural products and
branded agricultural products, respectively. A, B and E are the
demand quantities corresponding to prices Py, P, and P;. F, G and J
are the short-term and long-term costs corresponding to Q,, and the
long-term costs corresponding to Q,, respectively.
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Fig. 1 Mechanism of agricultural brand participation in
enhancing the entrepreneurial growth performance

of new farmers
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Fig. 2 Theoretical analytical framework
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Table 1 Main variable types, names, measurement dimensions, and eigenvalues of new farmers entrepreneurship
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Variable type Measurement dimension o
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A R X N
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Table 2 Benchmark regression results

e

AR i 2 A Variabl R 1 AL 2 iRy 3 il 4
Variable type arabie Model 1 Model 2 Model 3 Model 4
name
5 b ™ - — — —
4 75 iz 5 0.7027(0.085)
Mediating AR — 0.5647(0.113) — 0.236°(0.078)
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il BRI RAAT B L TR] I 24

ARG o e ok BRI AE 102 506 106 YK B 38 s 35 5 B A b it . 3.4 .51,

Note: Models 1, 2 and 3 respectively reflect the impact of agricultural brands, public brands and private brands on the entrepreneurial growth

performance of new farmers. Model 4 incorporate both public and private brands into the model. *, ** and *** represent significant

statistics at the levels of 10%,5% and 1%, respectively. The values in parentheses are standard errors. Tables 3, 4 and 5 are the same

as Table 2.

ATVl K B, 25 IR 2 5 R0
R NG 5 SV @ T A e (R SN D P S
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A NGRS E A MRS S A MRS 50
AN A K SRR T A A S 5 AR
N, B HEZ AR RENRITZER . AiES
5 AR Z S FAA S5 8RR AL

KM EAS S5 MR NS & T 0929,
1.002.1. 189, Ut W J2& 15 = 55 il L ff 52 X 8 4 A 1
A A BT T R KGE W, S5 S K o
R A S W 3K AR A AR T SRR S AR TR £
M 2Bl K SRR 4 T

AN N A SRS SRR 2 B R
S R AN 2R e R Y R o e L A OB e
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Table 3 Comparison of differences in entrepreneurial growth performance of new farmers participating in different brands

fAaMES  TMMZE AAEM EALMNM ARAME TR M

5%
_ﬁ_ T Brand No brand Public No public Private No private
Statistical value L S
participation participation brand brand brand brand
¥J{f Mean value 3.874 2.945 4.128 3.126 4.235 3.046
by 1 2% Standard deviation 0. 886 0.721 0.954 0.839 1.036 0. 897
¥1{H 2% Mean difference 0.929™ 1.002™ 1.189™

AN A BT R, A7 % b DX 8 A Al
B BIRO™ A T 3 A TR I T S R AT
JoE WA 7 A AR i K SR R AN 2 i S AR
PR Z /5 RS 251 A — 30 AT RLE L BT R N
AR 2 2R e B R BT S AR R AR S B
&0 TR LM e RN F A=A E A
H T2 o B BT B A AU SR A AF BRI A2 HE
B 22k R IBOHT Y 22 5 AL AU X B RE A 48 A B

Rl 22 56, B BT 22 A0 000 5T 5L, A ) T i
M A ARG, 28R Bl DX g Ik B R e, Bl
B iz i A R 7 AR R X BN SRR B S
3.2 RUGBMSEZMER ALK KSEHHIE
FAES
3.2.1 #lkmaL A S & RATAER
HE— 20 8 T A i RS Al i S S R SE H
TG AR 53 A 98 35 R0, [V 23 B 45 2R Lk 4

R4 FATHEEELER

Regression results of regulatory effects

Table 4
eSS At 44 TR AL 5
Variable type Variable name Model 5

i 8
Model 8

R 7
Model 7

i 6
Model 6

F A &

Independent variable MR s s 0.645(0.126)  0.6987(0.074)  0.614™(0.207)  0.632""(0.093)
A1) Il A 0.0457(0.068)  0.053"(0.101) — —

T A5 7R Al 2 55 <) b R A — 0.037°(0.045) — —

Adjusting variable AER e By — — 0.158"(0.126)  0.142"(0.089)

M S s X ESHE —

0.075"7(0.089)

¥ 25

. . HoAh A & 12 il 12 il 12 il P 1l
Control variable

HA R 0.258 0.317 0.422 0. 269
Other FEAR 512 512 512 512

L AR 5 AR 7 43 551 S AR it i S 5 R Bk IR AR i W2 5 R A 2 TSR R A Ml B S R T 5 R 6 RIS 8 S i) Rk

b i b 2 5 5 R AR S LI AR

Note:Models 5 and 7 respectively reflect the impact of agricultural brand participation and entrepreneurial scale, agricultural brand participation

and ecological concept on the entrepreneurial growth performance of new farmers. Models 6 and 8 respectively incorporate the

interaction term between agricultural brand participation and moderating variables into the model.

DRI HE AL RE 2 25 5 I 5 Al i 2 5 %
PRNABNY R BT AE T o Bl MR A (0] 15 28 %
HIE HAE 5% KPR W3 (R 5) R ENE AR 5
AR B AL Z TR AF AR 35 Y IR A OGO & s E— A
BIME MK dh 2 5 R S 2 5 (B 6), Al
it J 2 5 0 0] 09 2% B0RT 22 B 500 0109 5% 5003 i 7E
500 F1102%0 K 13, BERIAE AR D 5 2 5 K

IR B A N B R SRCA e 2E AR i HL Al #L
BAEEANZ MR E RN X —45e 5
SPGB T A RN — B0, W RE R SRR — T i,
BACN BN R Z BRI K I 3/4 B9 LB AE 25
NEATE R 97 LA 5 204 1 B A B AR 18 2%
AR A 3 Ak AE HUASE T B 328 3 B B, PRt AN 22 B2 T
ARV it W 2 505 R B RUBE RN 5 55 — O T, A 2R L



2 3]

B A GRS 5 e

PE T Hr A AR B Bisk g 2 275

A2 it T A 4 AR 5 2 A R AR L A
XA U A U B 2 5 Bl A 28 BT R I PR AR
S INAR D it R R B WA AR A 2 Bl 22 AR Y
R AW 25 1 B 245 2 Sk

2) A= 35 B RE 2 A U 1 A S 5 X R
RN AN B B AL R AT o A 25 B A B[] U9 AR K
NIEHTELY KT REBER D, RIESHES
WA SR Z A A7 7R 2 35 i IE A G OC & i — P A
ABHESRMS 5 LEN 25 (BEALS) , Kll.
i S 5 1 [ 071 2R ORS8O (8105 2R BORR A 14
KA bR BEI A E AR 2 5 SR X AR N
Al R SR e #EAE T, T A S B S e

e
7y

IFa) 3 25 1 1) B 3R A o G B A R . — T T,
A 2 R BTN 2 R A S (0 R L
AR A Z S 07 i, AT BT A A i 2 B
W2 B S, X SR TR SR )
— 7, A S H SRR AR BT EZ A
PR T I 28 2 4057 il di 248 W1 BE T2 MF DAy b ot 8 2 R
i, e ik — 20 S0 i 2 5 0 A NI i K A
AfEE . 25 b B SAF BB E
3.2.2  SRAEAEL SR E M6 F A 4E A

HE— 2 a F P A 2800 A R 2 8 A A A Ay
[ = A e o 1 e S D (S W I WS I o TR S
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Table 5 Regression results of mediating effects

AR Y AR TR R 9 BEAL 10 RLAL 11 AL 12 FEHY 13
Variable type ~ Variable name Model 9 Model 10 Model 11 Model 12 Modell3

0.702"7C0.085) 0.81777(0.115) 0.6267(0.074> 0.7257(0.168) 0.694™(0.069)
0.173(0.092)

th A 5 i Ji 2 15
Mediating o LA A —
variable RS My _

0.26577(0.071)

B 7 it

R . Al A 5 il 211 =461 = ey
Control variable

HiAl R? 0.327 0.435 0. 287 0.334 0.505
Other FEA 512 512 512 512 512

TE AL 9 STt B2 55 %0 1Ml S 50 14 B, ALY 10 RIS RS 12 73 51) S e it i 2 5 8 5 RARAS i R A £ 52 0, S8 1T RIS 13 4353 S ke
st R 2 5 R it R AT R 2 5 R L A S [ X Bl SR S T

Note: Model 9 reflect the impact of brand participation on entrepreneurial performance, Models 10 and 12 respectively reflect the impact of

brand participation on brand trust and brand premium. Models 11 and 13 respectively reflect the combined impact of brand participation

and brand trust, brand participation and brand premium on entrepreneurial performance.

1) ity WA A A AR B 2 55 R R N Al AR
KU Z B AN AETE B R A EH . BRIk
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KGR (B 9) 4l it 2 S5 RE S AE 1% Y KF 1
B T RS AT K OF GBS 10D (DR AN 5 jE 2
5000 R A [ B g A [l 05y AR S CRREARS 11D, 5 f
15 AT X6 397 A A 1 1K 2 35505 i AN g 2 D I R
15 AT 7E Al B 2 5 R Ak AN %K St 2 1)
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FRVCHD 3 A AR 7 xt i 2 5 A3k FA A

J 3 Fofr A 50 E AT VT BC 7 A MR A B 25 R LR 6. X
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Z 5y Bl 23.5%.18.6% .26.1% T [ 3 2. 4%~
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2 Al B K e B R [ DRI Ak L2 R4 ) 4 2 TR) Y
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*6 PSM L&MW
Table 6 PSM balance test

il VG e J5 % th R |Gt P il fm 2/ % LR 2/ %
Group Matching method Pseudo R* LR chi® Mean deviation Median deviation
VL L A 0.136 67.35 0. 000 23.5 19.2
S 1% 3 40 VE i 0.012 5.32 0.964 4.9 4.6
Brand participation 4% It it 0.008 2.67 1. 000 2.4 2.1
2 4% T i 0.005 3.13 1. 000 2.7 2.9
VL e R 0.117 51.24 0. 000 18.6 16.6
o 3 i ¢ 3T 4B UE i 0.008 3.24 1.000 4.4 3.0
Public brand #% T i 0.006 2.29 1.000 3.1 2.7
24 4% JE i 0.003 1.34 1.000 1.2 2.3
JE i A 0.152 76.41 0. 000 26. 1 21.4
FAA e U 0.010 7.68 0.928 6.5 5.7
Private brand #% DG fi 0. 005 4.26 0.999 3.8 3.4
24 4% JC fig 0.007 3.28 1. 000 2.5 2.2

2) - ¥ Rk BRAGNE . [R] ARE d G 408 D C L A% T
PE AR PR AL 3 MO [ 7 ik 3t R R S S LA SR
N NS T R RV NI S BB I G VNS
PSM ([l Z5 R L 7. 78 SRR L0 T, 1 3 Ak J7 ik
PEAT VT C , 45 1) 64 [] 093 45 2R R #4 AR — 2, K

ATTAE#GE S T 100 590 & MoK F R, D] % &
B AR R 2 ), Al i 2 5 AR AR 5 fie ok
THAR NN A SR A, WIEREZS )R, FAA
LY /AR T DO TR NS N 958 S K (S
R, K 5 o ] U 45 R — B

®7 ETFTPSMBEIALR
Table 7 Regression results based on PSM
251 VG E J5 ¥ b ¥ 27 4 X EH 341 ATT T 1R
Group Matching method Processing group mean Control group mean ~F-3J4bBE%L N Standard error
I 3T 208 UG il 3.695 2.996 0.699" 0.124
iz 5 )
L % Dt e 3.695 3. 057 0.638 0.097
Brand participation
2 4% DG i 3.695 3.049 0.646"" 0. 045
I 3T 206 T il 3.816 3. 247 0.569" 0.068
A3kEH % Dt e 3.816 3.243 0.573"™ 0.064
Public brand o ' ' 8 '
48 DG i 3.816 3. 289 0.527" 0.071
¢ 3T 40 DC i 4.023 3.298 0.725™ 0.163
A =]
FL A7 it B 4.023 3.282 0. 741" 0.096
Private brand
2 42 DL i 4.023 3. 304 0.719™ 0.114
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AR R A

E—EFE N BEHE VLT R RA 2 U B r Be 0, A B b T TTARY 2 1 B R 2 B A
B I BT 2 BF AU 2 BE e I UL T U £ R R SRR ATHET Thon AR VI PE AR A P E KRR IR
AA LT AW T AA TREEANA . HAEE K ARFE R4 40 % 5% h BT 25
B RS HOE A O IT A K LT S R AR AT L BRI R R G
SER AR TAFNEHTENLESA IEEN AL NERERENERSE
FAAR HHFWERAA TSRS, RREZARBRGI A E & A SCH R F
S R H 33, 3 58 A AR A BT OB R S A U E 7 I, TR T 2 ) A %
— VL UR A I 100 5 7 Rl 22 5 1)) 45 2 AR R 8 JF R AR SCTO R S il i & 3 398, &
NS 3HE, S SR E TR S 208, SRR VLG AR I Hoye iR — 45 2 A R T 4 0



