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Abstract

Promoting the brand building of agricultural products is not only an inevitable requirement for the
transformation of agricultural modernization and the high-quality development of agriculture, but also an
important means to strengthen regional characteristic agriculture and empower rural revitalization. Hetian,
relying on its unique natural conditions, has given birth to the national geographical indication product,
Hetian, and has become the pillar industry of local agriculture. It plays an important role in promoting
farmers' income growth and driving the economic development of Hetian. However, as the industrial scale
continues to expand, Hetian jujube has gradually encountered problems such as counterfeiting and
substandard products, poor brand management, weak market competitiveness, etc. How to conduct
scientific assessment and systematic cultivation of its brand competitiveness has become a practical need
for achieving long-term development of the industry.

Based on the theories of competitive advantage, comparative advantage, and brand competitiveness,
this thesis comprehensively uses literature research methods, field investigation methods, and questionnaire
survey methods to systematically review the resource endowment of Hetian, the development overview of
Hetaozi, and the construction process and current situation of the Hetian jujube brand. From five core
dimensions of brand development power, brand resource foundation, brand marketing level, brand market
value, and brand innovation ability, a brand competitiveness evaluation system for Hetian jujube is
constructed, consisting of 5 first-level indicators and 19 second-level indicators. Through the distribution of
560 consumer questionnaires and 90 government and enterprise expert questionnaires to collect basic data,
and using the analytic hierarchy process (AHP) and fuzzy comprehensive evaluation method for empirical
analysis, this thesis explores the key factors and main shortcomings affecting the brand competitiveness of
Hetian. The survey and empirical results show that consumers have a high recognition of the product
quality and efficacy of Hetian jujube, and the government and enterprise levels highly evaluate the
ecological resource endowment. The comprehensive score of Hetian jujube brand competitiveness is 81.40,
with an overall evaluation of good. However, the brand marketing level and brand market value dimensions
perform generally and have obvious shortcomings. Based on this, this thesis summarizes the problems
existing in the brand construction of Hetian jujube, such as lagging product packaging design, weak leading
role of leading enterprises, absence of industry association coordination, lack of technological investment
and innovation, lagging brand promotion and operation, weak brand influence and market share. Targeted

countermeasures and suggestions are proposed, such as optimizing product packaging, strengthening

II



leading role, improving association functions, increasing technological investment, standardizing brand
management, deepening brand operation, shaping brand influence, and exploring brand market, in order to
provide practical references for the improvement of Hetian jujube brand competitiveness and the
high-quality development of the industry.

Key words: Hetian Jade Jujube; geographical indication brand; brand competitiveness; AHP; fuzzy

comprehensive evaluation method
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