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A Brist Intrydustion to the Cuntents

This textbook is the achievement that gained under support of
the Teaching and Research Award Program for Outstanding Young
Teachers (TRAOYT) in Higher Education Institutions of Ministry
of Education, P.R. C and it is also a book of the “21st century text-
book plan” and “the Tenth five textbook plan of China”. Based on
the principles of modern marketing and modern agricultural econom-
ics, this book has analyzed the research objectives, research contents
and research methods of the marketing of agricultural products, and
has introduced the market and marketing environment, product
strategy, price strategy, channel strategy and promotion of the mar-
keting of agricultural products, the discussions on the processing,
transportation and storage of agricultural products have been provid-
ed as well. In addition, according to different productions and con-
sumptions of different agricultural products, this book has examined
the marketing approaches and skills of specific agricultural products,
and has also introduced the main regulations and strategies of inter-
national marketing of agricultural products within the WTO frame.

This book has abundant contents with affluent research materi-
als, and has realized the successful combination of marketing theory
and practice. It is suitable to be used as a textbook in marketing and
agricultural economics departments in colleges and universities. Gov-
ernment agencies, agribusiness researchers and management staffs
and people working in marketing practice field will also find it to be

a valuable book in their self-study and training courses.
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I am honored to be invited to write a preface for this important
new book. I understand it is the first textbook that has the support
of the National Ministry of Education and Higher Education Press
on agricultural product marketing in China.

Agricultural and food marketing can be looked at in two ways.
Firstly, the commodity perspective on agricultural product market-
ing sees marketing as a series of price formation points, beginning at
the farm gate and ending at retail. Underpinning this structure is a
sequence of marketing functions such as grading and standarisation,
risk bearing, market intelligence, transport, storage, and so on.
The disciplinary base of the commodity perspective is microeconom-
ics. In the 1980s, agricultural and food products were seriously in-
cluded on the GATT(now WTO) agenda for the first time. Under a
more liberal trade regime, trade in agricultural and food products has
increased (although it is still a small proportion of world produc-
tion). At the same time, consumers are demanding a greater diver-
sity of food products and are increasingly concerned, not only with
its content, but also with the way it is produced. These concerns re-
late to such issues as genetic modification, animal welfare and food
safety in general.

The second approach to food marketing is managerial and its
disciplinary base in marketing management. The marketing man-
agement approach focuses on understanding consumer needs and de-
signing products and related services to meet the requirements of
particular groups of consumers. This approach is fundamentally dif-
ferent to the commodity marketing approach in that the emphasis is
on producing differentiated products while a commodity is, by defi-
nition, undifferentiated by supplier. Professor Li’s book adopts both
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of these approaches. In this sense, it is similar to one of my books, Food Market-
ing: An International Perspective (McGraw Hill, 1998, by Schaffner, Schroder
and Earle) . This book is also characterized by the following two factors:

(1) It has applied some important modern marketing theories into China’s
marketing practice, in another words, Chinese marketing scholars are considering
the locationlization of modern marketing ideas, which is a satisfying trend. Actual-
ly I always believe that the dynamic of academic work comes from creativity, and
the joint of different cultural perspectives is the best way to create new ideas in that
it gives people much more objective and wider consideration rather than a limited
one.

(2) It has offered some profound thinking on the important issues of the agri-
cultural and food marketing in China. Just having getting out of a planned economy
for about two decades, China still stays in its transformation period towards a ma-
ture market economy, which gives rise to a lot of questions of agribusiness market-
ing that can not been explained perfectly within the present business science. Some
questions such as the relationship between the government and marketing, the
channel construction in some rural areas in which the infrastructure is still in its de-
veloping stage are interesting ones with both academic and practical values. Constd-
ering the economic situation and the characteristics of marketing practice in China,
I think it is better for us to combine the two marketing approaches mentioned
above when doing marketing in China. Actually this book has realized the combina-
tion, and depending on this combination it has offered some new thinking on the
commodity marketing of agricultural products in Chapter three.

China is a major agricultural producer, the leading supplier of many commodi-
ties. Membership of the WTO provides both opportunities and threats. I think the
opportunities lie firstly as a supplier of low-cost commodity raw materials. The
more difficult challenge is to become a supplier of differentiated value-added prod-
ucts. Finding the competitive advantages for Chinese agricultural products in a in-
ternational background, giving China’ s agriculture a new position in the interna-
tional agriculture market, and publicizing the new rules of WTO and use them as
guidance of the development of China’s agriculture are the demanding tasks facing
agribusiness marketing people in China, and this book has already even us good
considerations on all these issues.

The Marketing of Agricultural Products makes a timely and significant contri-

bution to understanding these issues in a Chinese context. I congratulate Professor
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Li and the Ministry of Education on their initiative.
Dr. Bill Schroder
Professor, Faculty of Business and Economics

Monash University. Australia
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