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Abstract

In the new historical period, it has become the most impor-
tant problem for the government to choose what kind of develop-
ment path which is effective in promoting the realization of the
goal of the new socialist countryside construction, Since 2003,
based on local characteristic agriculture resources, Pingdu city of
Shandong province has developed the High-end Specialty Brand
Agriculture and effectively promoted the development of the local
agricultural production and the increase of peasant households’ in-
come. In view of this, this study will use mathematical model a-
nalysis, econometric analysis, statistical analysis and case study
methods to systematically discuss “what is the High-end Specialty
Brand Agriculture”, “how to develop the High-end Specialty
Brand Agriculture”, “ What are the factors affecting the policy
cognition of agricultural households”, “what are the factors af-
fecting peasant households’ participation in production decisions”
and “ What is the performance” etc. Through theoretical analysis
and empirical research, it draws the following conclusions:

1. High-end Specialty Brand Agriculture is a modern agricul-
ture development model, which aims to develop production and
improve peasant households’ income. With the local agricultural
resources endowment, High-end Specialty Brand Agriculture is
supported by high-tech applications and chooses high-income ur-
ban residents consumers as main marketing object to produce and
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operate high quality, pollution-free, green, organic agricultural
products. In order to ensure the peasant households’ maximum e-
conomic benefits, High-end Specialty Brand Agriculture creates
many well-known agricultural product brand and implements
brand marketing, and it makes full use of the brand premium
effect to maximize the added value of agricultural products.

2. In the development of High-end Specialty Brand Agricul-
ture, we should adhere to the principle of sustainable develop-
ment, the principle of economic benefit, the principle of regional
division and the market-oriented principle. Based on the agricul-
tural resource endowment survey and scientific assessment of the
area, the local government can discriminate the dominant agricul-
tural product, maintain and enhance its characteristic advantage.
On the basis of creating agricultural product brands, understand
the role of every stakeholder in High-end Specialty Brand Agricul-
ture, choose the right organization operational mechanism based
on the local realities, strengthen and improve the construction of
technical support mechanism,risk prevention mechanism and sys-
tem safeguards mechanism, so that we can promote more compre-
hensive and in-depth development of High-end Specialty Brand
Agriculture.

3. The empirical results show that peasant households’
awareness level of High-end Specialty Brand Agriculture policy is
very high, but the cognition degree is low. The results of Ordinal
regression analysis show that under the significance level of 5 per-
cent, peasant householder’s gender, family income level, agricul-
tural product commercialization rate, peasant households’ com-
munication frequency, intensity of mass communication and gov-
ernment support are the main factors that influence peasant

2
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households’ cognition of High-end Specialty Brand Agriculture
policy. The results of Logistic regression analysis show that fami-
ly income level, farmer’s production specialization degree, peas-
ant households’ celery cultivation experience and agricultural
products’ convenience degree of sales are the main factors that in-
fluence peasant households’ participation behavior of High-end
Specialty Brand Agriculture production; other factors has no sig-
nificant impact on peasant households’ policy cognition level and
production participation behavior of High-end Specialty Brand
Agriculture,

4, Under the development strategy’s implementation frame-
work of High-end Specialty Brand Agriculture, peasant house-
holds that pursue the profit maximization will make the rational
choice of increasing the investment of production factors, which
means expanding the scale of agricultural production; in the con-
ditic;n that the other influencing factors don’t change relatively,
peasant households’ output level will increase accordingly, which
means higher market prices level of agricultural products, so
peasant households’ income will increase inevitably. The case a-
nalysis of “Majiagou celery” from Pingdu city in Shandong prov-
ince shows that the development of High-end Specialty Brand Ag-
riculture can really arouse local peasant households’ production
enthusiasm. It can not only promote the scale expending of char-
acteristic agricultural products, but also greatly increase the level
of peasant households’ income. Based on the above research con-
clusion, this book puts forward the following suggestions;

1. Develop High-end Specialty Brand Agriculture to establish
a relatively perfect, powerful High-end Specialty Brand Agricul-

ture system.
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2. Increase rural intermediary organization (especially the
peasants’ economic or technical cooperation organization) con-
struction support, promote the order organization operation
mechanism of High-end Specialty Brand Agriculture and give full
play to the members of the village supervisory role.

3. Encourage and support those High-end Specialty Brand
Agriculture products processing enterprises with powerful driving
force and high market management level to develop business scope
and sales market radius, the government departments provide
corresponding preferential policies for them in money, tax reve-
nue, technology and information service etc.

4, Strengthen the supervision of the development of High-
end Specialty Brand Agriculture,

5. Strengthen the construction of agricultural science and
technology talent team, and pay more attention to the cultivation
and development of the human resources of agricultural R&.D.

6. Build High-end Specialty Brand Agriculture risk preven-
tion fund.

7. Increase the rural financial investment, perfect the rural
public communication infrastructure and build a good interperson-
al communication platform.,

8. Strengthen agricultural products wholesale market con-
struction, improve the degree of commercialization of agricultural
products, rely on the grain fingers and the large peasant house-
holds to promote High-end Specialty Brand Agriculture produc-
tion and operating activities, encourage and support the peasant

households to scale up their production.
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