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Abstract I 3

Abstract

Market competition has already undergone transition from the
product competition to the brand competition. However, the agricul-
tural brand management fell behind of other industry in our country
because of the remaining of planned economy thought and the restric-
tion of production level. The agricultural industrialization is an effec-
tive way that solves problems of agriculture in our country in the con-
dition of realistic resources gift, economic structure and national
ability. )

The development of agricultural industrialization, which brought
the scale and the standardization of agricultural production, has laid
the foundation for the brand strategy. At the same time, the develop-
ment of agricultural industrialization management made agricultural
product of our country to have been out of the shortage time. The
difference of agricultural product was manifested. At the same time,
the agricultural product market competition was more intense. The
brand strategy of agricultural industrialization management was an in-
evitable choice which can promote the market competition force. Both
the agricultural industrialization and the brand management are the
product of market economy and industrialization, which is the founda-
tion to linked them. The agricultural industrialization management and

the brand strategy have the intrinsic relation: The later is an important
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method that impels the former; the former is the foundation to the lat-
er.

Compared with the general commodity, the agricultural product
brand displayed both the common characteristic and the particularity of
the brand. The particularities of brand image and the brand that
owned and the externality of brand effect are the foundation of agricul-
tural industrialization management brand strategic research. As a re-
sult of the particularity of agricultural product brand and the character-
istic of agricultural industrialization management, to formulate brand
strategy of agriculture industry management not only follow the general
rule but also has its own characteristic. The logical frame of brand
strategy formulation is composed of the brand diagnosis, the brand
strategy design and the brand sirategy implementation, therein to the
brand strategy design including the whole brand blueprint strategy, the
‘brand inducts strategic and the brand management strategy.

Through brand diagnosis link and the inspection carried on envi-
ronment of the brand strategy of agricultural industrialization manage-
ment, some questions of agricultural product are discovered in our
country, such as the low brand quality, the low level of brand man-
agement and so on. The difficulties of agricultural industrialization
brand management are the small production scale, the imperfect or-
ganization system and so on. The opportunity and c};aﬂenge of external
environment which agricultural industrialization implementation brand
strategy faced with and the superiority and inferiority of internal re-
sources are pointed out by using the strategic environment analysis
method.

The policy — making main body of brand strategy of agricultural

industrialization management is an enterpriser. The whole brand blue-
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blueprint and the management blueprint were comprehensive deploy-
ment to the brand strategy of agricultural industrialization manage-
ment. The brand perspective blueprint has stipulated the goal of brand
strategy ; the brand culture blueprint has stipulated the deep level ide-
ology unification of brand strategy; the brand management blueprint
has stipulated the organization construction and managed way of brand
strategy implementation. The brand ingress including the newly brand
and original brand market ingress stemming from renews or, expand in-
fluence. It involves the brand localization which is the core of brand
strategy and the brand recognition. With the pertinence localization
strategy of green brand, original brand and the brand recognition strat-
egy that brand visual image design and brand conformity dissemina-
tion,. the agricultural industrialization management could promote
brand cognition and association. The strategy of brand management in-
cludes the brand maintenance and the brand promotion. The brand
maintenance which mainly carries on through the internal managed
system, simultaneously legal brand maintenance important weapon in-
cludes the maintenance for the brand image and the brand quality in
this article. The braﬁd promotion is the hotspot of theory and practice,
the brand promotion of agricultural industrialization management should
emphasis on analyzing own condition , and apply the strategy of main
brand and vice — brand and the authorized permission and so on.
Finally, this thesis conducted the demonstration research to
brand management condition of agriculture industry by using the theo-
ry research achievement in Heilongjiang cultivating area, summarized
the experience, and discovered some questions, then put forward up-

swing countermeasures.

print strategy, which consist of the perspective blueprint, the cultural




- S PSSP POFUULR O POPO UL (1)
FEE «coevrernnesisonninitiiiiiiiiiiinieiiitonissississasssssacornsansnns (1)
ADSITACE  +svessssreresrnrssnruessaeeneseesesisessesseessasanssansnnnens (3)
B ZE LB ceeeererertreeneninii ettt e e (1)
A5 [ABIHGER Y vevererernrnnrnnrnnnrnsnianan (1)
N ERAMFFEIIIIR ooeerrrrrerrerrrrrnrirrrineeene. (7)
B SR TIGEMIIEHE «+ooeeeeererreererrrreeeanaenanns (21)
BEPURE  TFGETTHE coveeerererermrememmermtumiiteteieeeaee e (23)
= :ﬁ:%mifﬁ'—iﬂftﬁaﬁﬁﬁﬁ*ﬁ ........................... (25)
A FUBPIIR -oveeereeerereereeenenensirennentetenanananas (25)
BT RFEERBAHT oo (41)
AEEINGE -oveeenen ereeeeesnreeeeeeiree e aeea e e e e aaaaas (50)
$=E RUFUHLSEGREEBAEEME - reeemeeee (51)
B RN B EER G AT --vvrreerereresereenns (51)
EA RIS BB HAELR oo eeeereeerenneenens (69)
SV R AACEE S RIS eeereereoee (74)
BN Rl FAEE R R A SRR e 77)
= AR P (82)
HIUE R FEAALEEE GIEISE ceeeerererererannnnaaraens (83)
B RERIEREERIDR -ooeerrrrerererinierenni.. (83)

T Rl REEE IR SHER e (87)




2 | sRguFIEEnRISEERS

BEY R R TR - eeeveeee (91)
B RV FEVALZE P PREREE T ceveeereveeessanens (99)
ZREE/NGE  wervreeesrrreeiierieinie e et (100)
HHEE RUFUALBERBEIEEIIEE oovereeoees (101)
I 3 2 S 7 E s S (101)
BN RPANABERIETIRIR oeeeeenn (109)
EEV AUPAAZE W FIESHIR ooovevvrss (112)
B AP F IR oooveeeeneenn (119)
ZREE/NGE  weeveeeenreeeniie i (128)
EAE RUF AL BEORIEGNGIE e (129)
B RPN AR EERL  coveererrernereenns (129)
T RN AR I IR cerereeeeeeeenennnn (143)
ZREE/NGE  cvveeeeerinreeesiineeeen e e (161)
HEE RUPFLEBERREGEREE oo wee (162)
Pt RPN RGP oo (162)
= AR A B IR oo (172)
ZREE/NGE  eeerveeeenreeriieteninrae e (182)
FNE ERTERRUF UL EE IR TS
......................................... eeereennenenee (183)
BV BRITERRYPABEEIRMT oo (183)

—% BEIBRRRVSVARBEERLST - (190)
=T BRILR KR P AL i 5 R X 5

...................................................... (201)
ZIKE/J\% ......................................................... (204)
%fﬁ .................................................................. (205)




o A

#—F FAEGRE

—HARHER

LY, BMNE, T3S HBHEL, R E 1l IF
MBI R RS R S, RS SR R E
EahH, ;

RETFBLIR, RE ML RBEA, SMEERETHA
WV KIS - P 2 B T 7 4 B, B R TR T Al
BE s it 22 A A o ST 337, BUBRAE LT 72 NS 5 R IR T 7%
WES . BABIET WG, RN ERARITERIN, LitE 90
SRR LI , BT RS R T BN A,
FMSTREFHNERETEE. RESMORK, HERE
WiEe NIERERT . SREEFML, RE BH BB EDR
1o FELMEM—TBFLE ST A+, MREH
VIR — MRS, X HLRIIRE SRR M FR K,

s ERAO A (BR SHAT WAL, Al B S BT ik
JEo RMBELINR, REASEHNRESER, SRIEN, T
FRART G 0 8 R 2 T PO — R 7= LA T 78 28 R B K
o HETHLRENRE, $IRIA VT LUE, tHF 4 H,




2 | oRmuFUKEEN RIS SRTR

|

RFRRIE BRI IR B, EAER AR E T8 , R
B4 H 2R B, o E Rl B X R R ARk 2 7 A7 7k
FREE, ERAR 5T T IR, B i A 2
TR B A TS I ESME T R B AT i,
EESHRUEEAAREH SR LRER, KERWTHES, AR
BREFRERNES . HEEAELRRASANEERE,
R RS 2 A, h FRIZR P S e SN EXE LR 4,
HHA AL EERERE S, Hik, REEEGTE
R R R ,

KRB FAACEE , LI T RS RTG53 T &
RIS , iR BN 2B M RALFI =AY T+, TS a A o
EAFRERHR. NABFRNEEE, RS 5 s
BENIE. —FHERWFE AR R, R ETE L 7=l 4 27
PP ST LA B R 0 OB G A s B — T, Pk A e P
TR T I R SRR, B 5 RS 5
— R RERRER . SCERFRH, R A, P S A B U R
RIS, A BB (53 RA QG M, Pl b e R B, HJ7
A TEBCE ST P, o 3 T YR BB A AR 7 5 SEHE T HiIR, 5 B 45
R A5 GRS B R T — A s Sk, bk
e HEAR SRR L4 R P9 S 4 500 3R, AT LA
T, A7 b B S K o

= HRMEY
BTSSR A EEER Y,

(—)REEXL
1 R ESAL, B E AL S (AR “BE e 1 E

v R B — 1~ E P AIE R LA A O PR £, T 0 R R e




== & w3

A RS HEET LA IR S, Ehn s A . B AR
FERRAS b R E ANk , ZEARSRTE i 3 B E R,
TIZE R ST N4 Rt BSR4 Aol 4l , Bt B PRl 4
W RS R T M B B SRS EE R, B RAeL A
BERE DR R BRI R VB SRS Ak kS T A
&, UETF 5 E WSR2 Ml 50 S0 45 Al 2l B 5 R %
£ F, EFE AR PIRE E SRR BT CPEE P RET
GRS R A BTN R E—E R EIRS) . B,
Rl B B T R P IR A R, R AR ST B Rk, T
HAMRIEE ., A FAMER, A RS RE K2R, T2 82t
ANBE£ YRS RS, MR A A5 W T e o HO BRI B

2. PRYEFERUE K B

RE A (ALR) — B SRR, BRK
My gl FEY RHUASE | S 5 M e ELA — S IRV A2l (LA
WTO 5 5@, HESEHKIMNEL W LZET RS, M
“HE"FFa, Rl W EBHAT T R B AR BOE , A 434
Sl NESNS IR T AR, RS AR B AR Y
Bl il S R BB A T, L 5 R 15 S e XA
FH I, B R B AR REAAE. B8, 8TFR
Ji B TGV et v , B 5 B T S B SR , BT M M
TRHTELE  HovK, A0SR 5 AR S BE B TR R R A L 4 e, SR 3k A
P M Sk B VR AGE T (R BEI SR B MR A, A A TR
AL BRIV MY K. FEPHUEY K, BT 4 St A R
AR, S RBAHEH. '

3. RESHN AL A RIERAISE N

B R B BB ATFE R, U R B E S B R AR
HATRY. Bk, ERRTREEDIIR, ~FEERBRER
57 Bh SRS R T R R, IR B S R A Pk 6 b 5 AR




4 | cERWAL SN RS RERR

|

#EBS ETWHAVRRALS; H—H, ESRERAHTES
HFFEETT R , BRI Sl B et , B i dE SR
BB AR , fE A i RRE MR, HWK, ERBIHT
R EBHIGER, BIANRT LSRR 20 4% d B Al B i 3 B LR R
BEHo

4. £HEEFEAMW ZEEHKT T LA R RS R

A AR I R R R R ROL R G R A, R BERR
Gitk, T4 N RUIFH — T m M LRI, 580EH BRiit & b
FEEM“ SRR RE R BORSEHE” R B R R =T +
R FIRK o SRR AU B 6 R VB8 BRIk
A5 07 T, T ELVR SR R St , B Al A & T T ARS8
& EHAING . BWAXFESE, BEEERINE, EXEEE M
U ERAIE R M o BRI, SEHGE 7 MR AR R 7T LA 2 T 3 ol IR &
BEEKFRRTT LR85 R RS AR

5. B FAFESNGE , e R R HIBE & BRI R

SIEEREEBRAEST KBRS T MR, MBAIE#A
RE T G R E SRRk Al A1, LARTE 5 T 57
TV s 5 F) SR B 8 PR Rl £ 3B B ke 4l , AT 75 1)
FTRIIESMMZ RN 52 A0, ELEME, 7T ARBA Al 72
RIEFRBTEFRE, W LIS ESNE AR MEEER, I#ER
Bk TR A FE KT

o R A RIRL , A TT & A AR P, B A U
iR 95 SEAR ML B R R , SEBUAR T — A4k, P — &, &4t
Pl g% BRI R BRI ST B ) , R AP RTRAN T
RITN 1 B TR RACRN P S B RHE, T, 5
Rk B AIE T UR R R AR AL B2 45, R R R A = A= LA 0
AR AT R RIS , B 2EE R/ NS A IRE,

MR F= A8 B 5 SRS B A SERE , RE RO TAEH




5= & |5

|

BZAHBI RSN BB R MR EEE, RBIR
B LG R ST R, B RO L 7 S W S RN B B s
ISR SR AR 7= 5 B0 hiki o 7E 20012002 FEERIM P I
& HBSHEN T 3000 SRR AR LSL =5, Hit
TR, ERBA SRR S, B2 RN ERFA R E
§AIERS K o (EBRATRZE EREM 2R B, R EE AT A RIRIR 25,
FHX— AL EIEE

(=)®m#E&ESL

1. FESER AL 5 5 A KBS A SRR

BRSBTS AR TR A B &
PR A — R N ST X R EE R AR —
AT LATR B , 4 B i b5 — TC T W 7= VT LU Y VR 5 38 AL AR R
#, HE, EIEAR BENNETRAME ETIHRS5EHS
etk R BRIETRL ARG A XIS B I B e
T =R B T SR AR R AL P L AL B, X
IR B ¥ BT ASHIAR B AR R 1,4 XIS R AR R
TEGI AT A ES PR S T8 5 57 Fl LB A IT
KRBT R R R . 2T, BRBFSTN S I JeHESh,
BRI R ZEREERE, BAH LI5S 5
EHRKNTRIE R IS OISR, (85 MR R R =
WA BN R AR, B RS ZE AR P AL 2 BT AR P 2 B
SRR . LU ORRST AR R RS A S H, AR
SCIR BB ALIX 7 T BT o

2 FEERRETIRER WML S RS

BRI AY £ S 35 4 0 38 AR, RS AR M S

WHRNTRE . BIREY, U RRRE &R 30k
%%ﬁﬁakﬁﬁﬁsum%mﬁﬁ%ﬁﬁ,jﬁgﬁrﬁm@mﬁ,xﬁ
PSRBT S B, TR TREH E PSR EESR




