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Abstract

Under the background of the decline of anxi tieguanyin brand value, this paper analyzes the prob-
lems in brand construction of anxi tieguanyin, such as tea pesticide residues and misleading in-
formation which the media reported, information asymmetry of tea. Then policy advices are put
forward from the perspective of government to improve the brand value of anxi tieguanyin. This
paper points out that the local government should strengthen the supervision to quality safety of
tea, strengthen regional brand construction and improve financial support system in the con-
struction of regional brand.
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