WU T3 HA) Kk AR T IIAKT “AHK Bk DX 3t i s & SRg iF /¢

wm 2

AN AL R AR T 37 A AL L SR 35, B0 BSCAR ARl i e 3D 5 B A
Blo B 2015 F LK, HREUR 2 JORIEZNGRAR T b S B, %5 5 BUR BRI S
R S BOR,  ARHEAR ™ il X2 FH b BV Je o AR it X3 P i Rt S HE i 2 A 9IR%
R B ZHAR, AR i XA SR R R SR AR gt 7ML IE Pl % IE B ) 2 kIR
Moo ALVBUR S EAIRANNA, WX AILER B — “HEAIm” HF, U
PERIEFE MK LB A7 i DX 380 36 i T 7 SRS, X R AR 7 iy DX 32 36 i R )
RS, KBRS BIARBIE S, AEEE .

ARICHE TSRS 225 B A AN f DX 32 3 it AR SR AT T RR SR ANEILAT T M AR
AR TSR A A2, BT EBOF 57 Hal R RAA iR . 2 FHRY%
A ORIIEFE, B SR AR it Xk St AT BE & S e, AN A AR BRI RO
S Ha ok R BB WA MEAT R, AU E B AL . IR, SCEEHUE
KT AT ity DX A SR B WK LB N BF X B, SREOCCHRAIE 7E . D5k BRIR T
2 AN CEIK R BUIRTE & A7 R B X SR W = S e IT it e 2
e

PABEA I, WK BUSARNRES “BARLBE” #EE, ARSI alkis
B bRAEAE. WIVRIRE . BEEWHAR. BEEREANANTM, HES IR
di R e, A A RS R D AN W TR B R R, Sy O, AWEREL, KL
M7 R E TAR A BRI PR. BE A G, CRNKLLOBE” R R
& Je kb S HREANE .l BUE AL AN 0 IR0, R R AR BUR 5 T 3 A
Bry NIRRT B AT R RS A2 KR BORT IR AR
KL B e S Aol 7 S ROE . Adh S CIZKILBE” U U E AR B = 4R ]
M.

ST, A JE AREC S A T A, B R BT dERNAR, s 2
FRM o 55—, “MREMNTERGER N, H dh U i 4M B 1 i B AR 5
RIS 5H LA SR 28, IR T R LR X BT S AT R T E
B2 1R il FURS s Al S DAfR B 7 bR s BB =, R SR SR Bl s B A A e A7
B $ETH MK B RSO PR (1 A (B SR T SRS DL SR A 4 i SIS i R R
By S0, “ZMIRMERTNBUF o8 ShfFleskdlh. & 0 T A5 i A
07 AR AL TR S LLR T e Sk Ak 2 R ST, “ 0 T EAR IRAE LLas Ak i
R, BB ARG — AN IR LA SRS LASR T 2 AL

I



e

KA XEAXEE; 2R WAL BNETHE; SEER

II



WU T3 HA) Kk AR T IIAKT “AHK Bk DX 3t i s & SRg iF /¢

Abstract

Agricultural branding is an inevitable phenomenon of agricultural marketization and
modernization, and an important manifestation of transforming Since 2015, the No. 1 central
document has consistently suggested augmenting the cultivation of agricultural product
brands as a form of development in agriculture. Local governments are actively responding to
national regulations to foster regional public brands of agricultural products, which are also a
significant means of advancing rural revival. From the perspective of a "quasi public good" of
regional public brands, this article examines how Lishui Mountain Farming cultivates these
brands for agricultural products. The growth of such brands can foster industrial prosperity
and rural revitalization; thus, taking into account the interaction between government and
market as an essential factor. This is important in advancing the establishment of regional
public brands for agricultural products and achieving the national goal of supporting
agriculture.

This article's research methodology involves examining research findings on regional
public brands of agricultural products both domestically and internationally. It aims to fill the
gaps in existing commercial perspectives and transition the research towards exploring brand
revitalization and rural revitalization strategies within the dynamic relationship between the
government and the market. The initial focus is on defining the concept of regional public
brands for agricultural products. is defined, and the theory of tragedy of the commons and the
theory of interaction between the government and the market are discussed, To lay the
theoretical foundation for this study. In addition, the article focuses on the regional public
brand "Lishui Shangeng" of agricultural products in Lishui City for its research, utilizing
literature review, interviews, and discussions to analyze the current status, identify issues and
root causes, and propose solutions and recommendations.

Research has found that the Lishui Municipal Government actively leads the cultivation
of the "Lishui Shangeng" brand, promoting the construction of the "Lishui Shangeng" brand
from six aspects: planning guidance, enterprise operation, standard certification, traceability
supervision, integrated marketing system, and improved assessment, achieving excellent
results in continuously expanding brand influence. On the other hand, research has found that
there are problems in the cultivation of the "Lishui Shangeng" brand, such as conflicts in the

main body model, difficulty in integrating mother and child brands, low recognition of the
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Abstract

"Lishui Shangeng" brand, insufficient participation of leading enterprises, and insufficient
brand promotion. The corresponding causes are the mismatch between government and
market roles, the "tragedy of the commons" highlighting the difficulty in integrating mother
and child brands, the blurring of brand connotations in the entire category of "Lishui
Shangeng", the dilution of sub brand values in the entire category of "Lishui Shangeng", and
the lack of directional brand promotion in the entire category of "Lishui Shangeng".

Based on this, five measures can be taken in the future to optimize the "Lishui shan
geng" brand and promote rural revitalization. Firstly, the brand carrier strengthening strategy
of "building a four element main body cooperation model and building a 4M model for brand
building" eliminates the conflict of main body model; Secondly, the brand characteristic
strengthening strategy of "clarifying the interaction mode between mother and child brands
and implementing precise positioning of mother and child brands" is adopted to promote the
integration of mother and child brands; Thirdly, the brand value enhancement strategy of
"driving the core values of the brand from the demand side and enhancing the cultural
connotation of the "Lishui Shangeng" brand" is adopted to strengthen the brand recognition of
the entire category; Fourthly, the brand industry upgrading strategy of "strong engine support
for leading enterprises and appropriate use of endorsement brand models" by the government
in the context of rural revitalization is adopted to enhance the participation of leading
enterprises; Fifth, the brand promotion strategy of "expanding promotional channels to
strengthen brand characteristics, sorting out brand connotations and unifying brand

awareness" is used to enhance consumer awareness.

Key Words: Regional Public Brand; Rural revitalization; Lishui Mountain Farming;

Government and Market; Brand Cultivation
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