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Table 1 The condition of strawberry brand

in investigation samples
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Table 2 The education level of different

peasants
A A Tt it A
ZHEH R Peasants with brand ~ Peasants without brand
Education
N N
di ke / % hi /%
level Number of e Number of !
Percentage Percentage
peasants peasants
INFE T LR 2 11. 11 32 33.68
w) 12 66.67 53 55.79
L 4 22.22 7 7.37
it 0 0 2 2.11
K& 0 0 1 1.05
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Table 3 The age distribution of different

peasants
A b K e
A B Peasants with brand ~ Peasants without brand
Age ”
distribution Nui\fr of it/ %6 Nuijfr of r E /%6
Percentage Percentage
peasants peasants
65 & UL I 1 11. 11 5 10. 64
60~64 1 11. 11 3 6.38
55~59 0 0 8 17.02
50~54 2 22.22 10 21.28
45~49 4 44. 45 15 31.92
40~44 1 11. 11 3 6.38
40 PIF 0 0 3 6.38
S AE S 51.67 — 51.77 —
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Table 4 The business scale of different peasants

A A P TG it A
Peasants with brand  Peasants without brand
3 T B/ hm?
N NEL
Area of land % 5%
Number of Number of
Percentage percentage
peasants peasants
0.067~0.133 1 11.11 19 40.42
0.140~0. 267 3 33. 34 19 40.42
0.273~0.400 2 22.22 6 12.78
0.407~0.533 1 11.11 3 6.38
0.540~0. 667 1 11.11 0 0
0.667 DA I+ 1 11.11 0 0
P Hy i R 0.537 — 0.213 —
x5 AEAXBWRPAIHBEEHERLER
Table 5 Rent of per-hectare land of
different peasants
+ 1 L 6% 2% 1 A il A T ity ji A P
/(5C+hm?ea!) Peasants with brand Peasants without brand
Rent of * "
NE NE
er-hectare i e/ % di e/ %
p € Number of Number of
land Percentage Percentage
€ peasants peasants
9000 DA~ 0 0 6 16. 21
9000~12000 2 28.57 21 56. 77
12015~15000 5 71.43 6 16. 21
15015~18000 0 0 4 10. 81
18015 &Lk I+ 0 0 0 0
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Table 6 Greenhouse construction fee of

different peasants

M 5 2 A it A TG ity AR P
/(JioC-hm?)  Peasants with brand  Peasants without brand
Greenhouse " 5
N ) N .
construction N her of At/ % Number of AL/
fee Percentage Percentage
peasants peasants
7.5 UF 0 0 1 2.12
7.5~10.5 2 22.22 8 17.02
10.5~13.5 2 22.22 10 21.28
13.5~16.5 2 22.22 22 46. 81
16.5~19.5 1 11.11 2 4. 26
19.5 K& Lh F 2 22.2 4 8.51
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Table 7 Pest control methods of

different peasants

A il A TC it A
g . .
Peasants with brand ~ Peasants without brand
i v6 T Bt
PN i N4
Pest control Y Y
methods Number of Number of
S Percentage Percentage
peasants peasants
A=W Bi ik 7 77.78 15 31.91
2y iR 2 22,22 20 42,56
WE S 0 0 12 25.53
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Table 8 products certifications conditions

of different peasants

—— H A Tt i A
7 b AT Peasants with brand  Peasants without brand
The condition
s N NE
of products B/ % %
certification Peasants Peasants
Percentage Percentage
with brand with brand
VA AL A UE 0 0 20 42.55
T FINE 9 100 27 57.45
EESUNINT 2 22.22 2 4.23
A HLIAIE 2 22.22 1 2.12
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Table 9 Sales mode of different peasants

A A P Peasants with brand

JC i AR ' Peasants without brand

Hi 7 :
. NEL ti e/ % N ti b/ %
Sales mode
Number of peasants Percentage Number of peasants Percentage
N R UK DS 6 66.67 47 100. 00
Offlinesales mode i 1 11.11 n 8. 51
KA 8 88. 89 46 97.87
KA KT 2 22.22 7 14. 89
2 LA LT RS 1T 7 77.78 36 76. 60
Online sales mode AT 8 88. 89 27 47,45
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Research on the Differences of Peasants’ Behavior
in Strawberry Branding Operation in Jurong City

TONG Xiao-mei' , HAN Zhen-xing” , CHANG Xiang-yang' , NI Shuang-shuang'
(1. School of Economic and Management, Nanjing Agricultural University, Nanjing 210095, China; 2. School of
Economic and Management, Shanxi Agricultural University. Taigu 030801, China)

Abstract; This survey tries to compare and analyze the differences of peasants’ behavior in strawberry branding
operation in Jurong City to encourage and guide peasants to join in branding operation correctly, to prompt
healthy development of branding operation,and to enhance the market competitiveness of agricultural products.
In this survey,we launched with the method of questionnaire and interview,based on the analysis of 56 straw-
berry growers,compared the inner condition differences between peasants with branding operation and peasants
without branding operation and found that degree of education had great impact to the decision whether join in
branding operation. Also this survey compared peasants’ behavior differences in production, sale, quality safety
control and found that the behavior choices of peasants with a brand were better for branding operation. Final-
ly,the conclusion showed that peasants without brand should be guided to produce in a normative way,heading
for the direction of branding operation,and peasants with a brand should improve the level of branding opera-
tion as well as avoid the competition in the district, stimulating the integral development of strawberry indus-
try.

Keywords: agricultural products’ branding operation; peasants’ behavior; quality safety; brand consciousness
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