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Abstract Differential marketing is a strategy opposed to competitive convergence mainly characterized by seeking development in differences.
Therefore, marketing of agricultural products dominated by rural cooperative economic organizations has an important practical role. Taking Manas
County in Xinjiang Province as an example, agricultural marketing system dominated by rural cooperative economic organizations develops rapidly,
mainly reflected in (1) constructing agriculture industry association based on characteristic industry and superior industry (2) establishing professional
economic association, (3) setting up professional technique research association based on scientific research institutes and institutions of higher edu-
cations, (4) forming professional cooperatives based on grass-roots supply and marketing departments. However, most of there are still some prob-
lems, and differential marketing of agricultural products can improve the cohesion of rural cooperative economic organizations. Four aspects should
be paid attention to during the concrete strategy application of differential marketing of agricultural products, which are precisely making target mar-
ket positioning, promoting pollution-free agricultural products, perfecting benefit affiliating mechanism, and improving information service level.
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Marketing of agricultural products plays an important role in
cooperative operation. More than 80 percent of the farmers in
developed countries are members of the cooperative economic
organizations; cooperatives offer more than 80 percent of the
means of agricultural production, and sale more than 80 per-
cent of the agricultural products. However, most of professional
cooperative economic organizations in China have the problems
of small scale, loose organization, and weak economic impe-
tus. Lack of marketing function has led to the impersistent vigor
of cooperative organizations. Therefore, differential marketing
of agricultural products dominated by rural cooperative econom-
ic organizations can better solve the problems in agricultural
product marketing, and improve the cohesion of cooperative
organizations.

1 Substance of differential marketing

1.1 Connotation of differential marketing Differential mar-
keting is a strategy opposed to competitive convergence. Be-
cause convergence marketing lacks self-personality, it is una-
ble to shunt the consumers reasonably and effectively. Thus,
consumers are at a loss in the market. And excessive competi-
tion is inevitable among enterprises producing the same prod-
ucts, which will increasingly narrow the space of development,
lower the profitability, limit reproduction and expansion, and re-
sults in harms of all parties concerned. But differential market-
ing is a competition means to avoid convergence during market-
ing competition. Unique competitive strategy and idea can
broaden their market space, guide the brand to establish its
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own characteristic and style, build a personalized product pro-
motion and brand publicity in order to activate competitive at-
mosphere, and to widen consumption levels unlimitedly from
the three-dimensional space. According to the differentiation
strategy revised by Michael Porter in the year 1990, a high de-
gree of differentiation strategy can be used in a market with
many target markets. But this strategy should mainly reflect the
different grades between enterprise products and competitors in
a market with few target markets. According to the connota-
tion, there are various styles of differential marketing, including
differential function competition, differential product competi-
tion, differential promotion competition, differential grade com-
petition, differential service competition, and differential struc-
ture competition"" .

1.2 Characteristics of differential marketing

1.2.1 A new road for marketing. Avoid the competitive homo-
geneous market; subdivide target market; select an emerging
market with big development space and small competitive
pressure.

1.2.2 Unique marketing mode. Update marketing concept ac-
cording to existing markets and customers; use unique market-
ing mode for customers to experience and try.

1.2.3 Unique marketing products. Competitiveness between
homogeneous products is certain to result in both sink together.
Unique products in a market can avoid competition among hom-
ogeneous products. The best way is to meet the need of cus-
tomers, to endue with safety, health and other new functions.

1.3 Concrete manifestation of differential marketing Uni-
fy the action and open up new markets. Avoid homogeneous
competition in the same industry to obtain exclusive market
gains. Exert the strengths and innovate ideas. Differentiation of
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market concept has raised the threshold of competition, and it
is hard for those who have no conditions to imitate. Add cultural
connotations for products. Digging the health and safety prop-
erties of products is the inherent requirement of sustainable de-
velopment, such as pollution-free food, and health-care
vegetable.

Differentiation is the essence of differential marketing. But
it is difficult to be achieved in the overall promotion of agricultur-
al products in rural areas. Carry out extensive cooperative
economy with household as the main body. Enhancing the or-
ganization degree in rural areas is a successful innovative prac-
tice. The way for rural cooperative economic organizations in
Manas County, Xinjiang Province is worth learning.

2 Agricultural marketing practice based on

rural cooperative economic organizations

In recent years, agriculture and the rural economy have
entered a new stage of development. An agricultural marketing
system based on rural cooperative economic organization has
developed rapidly in Manas County, Xinjiang Province. This ru-
ral cooperative economic organization with self-service and self-
development of farmers improve their scientific and technologi-
cal level, organization degree of agriculture, and market com-
petitiveness of agricultural products. According to the investiga-
tion outline of the Rural Cooperative Economic Development in
February of 2009, there are 108 professional cooperation or-
ganizations, 62 agricultural professional associations, 30 pro-
fessional cooperatives, 8 professional and technical associa-
tions, and 8 professional economic unions in Manas County. A
variety of technical and economic cooperative service organiza-
tions sale 32. 7 thousand tons agricultural products for farmers
in Manas County in the year 2008, return 3 230 thousand yuan
to members, help 40. 3 thousand households in rural areas,
and obtain 436 800 yuan sales revenue. These rural technical
and economic cooperative organizations carry out cooperation
of the service in production, processing and marketing. They
become a " golden bridge" connecting farmers and markets,
and play an active role in promoting agricultural industrialization
management.
2.1 Constructing agriculture industry association based
on characteristic industry and superior industry  Agricul-
ture industry association is a self-service rural cooperative eco-
nomic organization including local leading enterprises, rural
agents, agricultural technical staffs, and activist in farmers or-
ganized by local government based on existing characteristic in-
dustry and superior industry, such as Manas Cotton Coopera-
tive, Edible Fungi Association, and Vegetables Association.
Agriculture industry association can help farmers to develop
production, carry out technical training, improve the level of ag-
ricultural science and technology, guide farmers to expand
sales channels, and enlarge industrial sale. Government helps
these associations to formulate the " Five Unification" constitu-
tion, which is the unification of quality standards, distribution
market, selling time, selling price and product brand. The man-
agement mode of " Five Unification" greatly facilitates the pro-

duction arrangement of farmers, reduces the production cost,
enhances the quality of agricultural products, reasonably arran-
ges the market, and raises the price of agricultural products,
which becomes far higher than that of similar products in mar-
ket. After benefiting from industry associations, all the key
townships of cotton, edible fungi, vegetables, and food pro-
cessing establish township industry associations, and carry out
self-service of production, processing and marketing. The in-
dustry associations have also set up industry cooperative group
in agricultural trade area in order to form agglomeration effect
and to enhance market competitiveness. At present, Manas
Cotton Association, Edible Fungi Association, Food Industry
and Vegetable Association have established 16 cooperative
groups in cities including Shihezi, Urumqi, Changji and so on.
Associations encourage old members to lead the new members
in different places, and can get a reward of 3 000 —5 000 yuan
to those having strong driving ability. At the same time, associ-
ations establish industrial production risk fund under the support
of government, offer subsidy to peasant households suffered
from disaster during production, and promote the rapid devel-
opment of relevant industries. Last year, nearly a thousand
farmers in Manas County cultivate 169. 67 square hectares
greenhouse vegetable with sales value of 28 500 thousand yuan
and profits of 16 500 thousand yuan.

2.2 Setting up professional economic union based on
leading enterprises and specialized household Leading
enterprises have a market advantage, and specialized house-
hold owns production advantage. Thus, if we combine them to-
gether to establish an economic union, and to build a rural co-
operative economic organization integrating trade, industry and
agriculture with the mode of " leading enterprise + cooperative
economic organization + peasant household" , we can achieve
organic integration of production and marketing, enlarge pro-
duction scale, and realize a " win-win" situation of production
and marketing. For instance, Lanzhouwan is a key vegetable
and flower town in Manas County. In order to sale it as soon as
possible, there is a disorder competition among farmers after
enlarging the planting scale. Under this situation, town govern-
ment makes the best use of the situation, builds a vegetable
unity of 56 specialized households. Therefore, this unity can
organize production, establish a potato base of 66. 67 square
hectares, and signs a long-term cooperation agreement with
"Master Kang" instant noodle. Therefore, it not only saves
costs, but also helps farmers to become rich. Enterprise and
farmers together form an operation unity, and establish a dual
operation mechanism combining peasant household manage-
ment and economic union management. Economic unity not
only offers technical guidance, implements quality control dur-
ing production, but also conducts unified purchase, brand,
price and sales in management.

2.3 Establishing professional technique research associ-
ation based on scientific research institutes and institu-
tions of higher education Introduce new varieties and tech-
nologies to improve the quality and level of agricultural products
and processing, upgrade industry management level, and
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make full use of the abundant agricultural resources by using
the technology and talent advantages of scientific research in-
stitutes and institutions of higher education. For instance, the
Manas Edible Fungi Association, Vegetable Production and Re-
search Association, and Holstein Cow Breeding Research As-
sociation are all rural professional cooperatives using the rich
resource advantages in rural areas and the technological ad-
vantages of research institute and academic institution. Fig.1 il-
lustrates the function of professional technique research associ-
ation. It makes protective price, provides high-quality seeds
and seedlings, and offers farmers the trainings of farming, agri-
cultural production and processing technology about edible fun-
gi, vegetable and Holstein cow. Thus, farmers can obtain tech-
nical support for free; at the same time, their worries about the
sale of agricultural products are eliminated, so that their indus-
try grows.

Cooperative economig] Product sales
organization
. 4 eeding of
Agricultural domestic
production animal and
. poultry
Professional
technique
research
association
Technique
Product training
processing
Fig.1 Collaboration function of professional technique re-

search association

2.4 Forming professional cooperatives based on grass-
roots commercial, supply and marketing departments Af-
ter the reform of grass-roots commercial, supply and marketing
departments in Manas County, they immediately change the
operating mechanism, make full use of the flow of information
superiority of the original commercial, supply and marketing de-
partments, and join up the farmers engaged in the same indus-
try on a voluntary and mutually beneficial basis according to
their regions. Thus, professional cooperatives are established,
which guide the farmers to develop production and participate in
agricultural industrialization through technique introduction, ex-
ploitation, pilot demonstration and technical training. Mean-
while, professional cooperatives are in charge of agricultural
marketing, which enrich the farmers and strengthen itself. Ac-
cording to the data in February 2009 provided by the Industry
Office of Manas County, there are 30 professional cooperatives
with 423 members, 373. 33 square hectares agricultural base,
19 950 thousand yuan sales value, 1 140 thousand yuan re-
bate, and 3 785 peasant households participated.

3 Existing problems in differential market-
ing of agricultural products dominated by

rural cooperative economic organization

3.1 Excessively scattered rural cooperative economic or-
ganizations Manas County has less than 170 thousand popu-
lation with 108 economic cooperative organizations. Though
these organizations are larger than the household contract in

scale, they still have a long way to go to achieve agricultural in-
dustrialization. At the same time, there is internal competition
among the economic cooperative organizations set up by villa-
ges, which weakens the competitiveness of the county econo-
my, is not conducive to the construction of industrial base, and
restricts the variety unification and brand creation.

3.2 Lack of integration linkage mechanism among rural
cooperative economic organizations Cooperation and divi-
sion of labor are the development requirements of marketing
management modernization. Cooperation ought to be strength-
ened on the basis of division. But due to difficulties in the coor-
dination of interests, agricultural industry association, which is
only responsible for agricultural production, also organizes mar-
keting. Under the situation of uncertain market sales, demand
scale of agricultural products is hard to be controlled based on
the professional economic unity comprised of leading enterpri-
ses and specialized households. Research associations offer-
ing technique support are required to conduct marketing of agri-
cultural products by farmers and industry association worrying
about the quality. Thus, various types of economic organiza-
tions have the task of marketing, which restricts the consisten-
cy action of differential marketing to capture opportunities.

3.3 Inadequate utilization of modern marketing means  Dif-
ferential marketing demands high external information. Due to the
small scale of economic cooperative organizations in Manas Coun-
ty, construction of marketing channel mainly relies on traditional
marketing network using the mode of nearest marketing. Re-
spond flexibility is restricted when information of external market
demand is lagged.

Problems mentioned above are ignored to some extent in
differential marketing of agricultural products dominated by rural
cooperative economic organization as a result of large demand
of Central Asia market at present. However, with the promotion
of export-oriented economy in each county, interests of various
types of economic organizations will surely be affected, and it is
necessary to adopt the strategy of differential marketing of agri-
cultural products to improve the cohesion of rural cooperative
economic organizations.

4 Path selection of differential marketing
of agricultural products dominated by rural

cooperative economic organization

Popularity of rural cooperative economic organization
brings farmers real benefits, and leads to over 10 thousand
yuan per capita income of Manas County. However, with the
awareness of the surrounding counties and cities, competition
of agricultural products around the central city is becoming
fierce. And milk industry is the most impacted one, vegetable
industry also suffers great pressure. Manas Vegetable Associa-
tion organized 120 farmers to plant vegetable in Alma-Ata in the
year 2008. And its per capita income reached 65 thousand
yuan, which not only consolidates local market, but also enlar-
ges the impact of vegetable farmers of Xinjiang Province on Ka-
zakhstan. Flowers and edible fungus associations also started
to follow its successful road. In order to better carry out the
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" going out" strategy of agriculture, it is most promising to im-
plement the differential marketing of agricultural products domi-
nated by rural cooperative economic organization.

4.1 Carrying out market research; precisely making tar-
get market positioning Since the year 2000, economy of
five countries in Central Asia has entered the period of rapid
and stable growth. For instance, GDP of Kazakhstan, having
closest economic relationship with Xinjiang, rose for the fifth
consecutive year with an increase of 17.8%. Central Asia, a
huge market of 60 million population, creates a market space
for the rapid development of agriculture in Xinjiang Province.
Compared with the market of Hexi Corridor with about 2 000 Kil-
ometers, Central Asia market has more opportunities than chal-
lenges. Counties can choose industries with comparative ad-
vantages or suitable to enter the target market. The preferred
target market for Manas County should be its neighbor Kazakh-
stan. Agriculture and light industry are extremely backward in
Kazakhstan and planting industry is still in a relatively low level,
though Kazakhstan has obtained rapid economic development
in recent years through exporting oil and gas. Thus, it is likely
to form relatively big market opportunities. Vegetable economic
unity in Manas has weak scale strength at present. Therefore,
cooperation with domestic famous fruit and vegetable produc-
tion and operation enterprises should be strengthened, so as to
rapidly occupy the market of Kazakhstan, to accomplish mar-
keting activities of " field production of fruits and vegetables-pro-
cessing plant-market sale" , to raise the threshold of market ac-
cess, and to enhance the status of industry.

4.2 Advocating green environmental protection; promo-
ting pollution-free agricultural products At present, agri-
cultural products on the international market is oversupplied.
One of the sticking points for " difficulty in selling” in domestic
agricultural markets reflects in the oversupply of products with
assimilation industrial structure. Thus, the effective marketing
strategy for agricultural products is to guide the farmers to pro-
duce high quality products by cooperative system. With the in-
crease of income, the update of consumer concept, and the
change of appetite, many consumers are keen on the return to
natural products. Therefore, demand for natural, wild, and
special native products will increase. This requires organiza-
tions to find out the right trend, and to meet market demand.
Rural cooperative economic organizations should guide farmers
to seize this opportunity firmly, actively promote the green mar-
keting of agricultural products, flexibly develop marketing com-
bination strategy of products, prices, channels, promotions,
and promote the rationalization of agricultural products structure
and the overall improvement of agricultural management effi-
ciency. Besides, during the opening up of Xinjiang agricultural
products to western areas, government and cooperative eco-
nomic organizations should seriously study on the relevant laws
and regulations of five countries in Central Asian. By strengthe-
ning the standards, brand development strategy should be de-
veloped and service process should be rigidly enforced, so that
pollution-free agricultural products produced at home and
abroad can be sold in target markets®'.

4.3 Perfecting benefit affiliating mechanism; promoting
the development of agricultural industrialization The aim
of agricultural development is to realize industrialization. Agri-
culture can not stand the test of market without industrializa-
tion. With the improvement of the level of production technology
and the increasingly abundant agricultural products, it becomes
more and more difficult for single household to enter the mar-
ket. Through the integration of production, supply and market-
ing and the integration of trade, industry and agriculture can im-
prove the market ability to resist risks, help to sale agricultural
products in foreign countries taking opening up as an
opportunity. Organizations should provide valuable and charac-
teristic products and services according to the demand of cus-
tomers, in order to form a competitive advantage and gradually
expand the customer resources. Problems often existed in ben-
efit affiliating mechanism during the process of industrialization.
Therefore, government has the responsibility to establish a joint
enterprise of " farmers specialized production cooperative +
farmers specialized jobber + agricultural products wholesale
market" , urge enterprises to establish a complete and norma-
tive statute, build a transparent financial system and a rule-
based allocation system, and strengthen audit and supervision
of the public'®’.

4.4 Developing agricultural marketing network platform;
improving information service level With the development
of internet, information technology is increasingly widespread in
agriculture in China. And network marketing is also gradually
widely known and promoted. Modern marketing means, such
as online sales, express transport and direct window selling,
can not only activate circulation, but also expand market.
Thus, government and enterprise should vigorously promote
the in-depth development of agricultural information. At pres-
ent, the fields of agricultural production and circulation has
emerged many new organization forms, including large house-
hold, leading enterprise, cooperative organization, rural
agents, professional association, and intermediary organiza-
tion. They are generated in order to adapt to the development
of agricultural markets. Therefore, they have more positive, di-
rect, and highly efficient impact on the transmission of agricul-
tural information. We should give full play to the role of new in-
formation carriers proceeding from reality, promote the in-depth
development of agricultural information, improve the efficiency
of agricultural information services, and achieve better econom-
ic benefits through information communication, market price es-
timation, staggering production season, strengthening the stor-
age, and balancing supply and demand.

5 Conclusion
At present, due to the impact of economic crisis, external
market demand for industrial products is decreasing, but the
import and export of necessary agricultural byproducts are al-
most not affected. Early in the year 2009, vegetable and fruit
exports in Xinjiang ports still show a positive development trend
with an increase rate of 70 percent. Thus, there is a great change
(To page 33)
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further explored.
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to conduct differential marketing, to seize the opportunity, to
concentrate our efforts to fill vacancies, and to maintain coor-
dination in marketing. And the strategy of agricultural " going
out" promoted by rural cooperative economic organization is
promising.
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