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Abstract

With the intensification of market competition, regional public brands, as an innovative brand form,
are gradually becoming an important tool for enhancing local competitiveness and promoting the
integration of economy and culture. They not only carry the unique charm of regional culture but
also serve as a significant engine for local economic development and the enhancement of industrial
competitiveness. Currently, regional public brands in China are facing issues such as ambiguous
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brand positioning, lax quality control, insufficient resource integration, and poor communication ef-
fectiveness. Therefore, how to rapidly increase brand recognition and market influence has become
a crucial issue for some regions. This paper aims to deeply analyze the multi-dimensional construc-
tion paths of regional public brands, covering precise positioning, quality assurance, industrial col-
laboration, and cultural empowerment, with the goal of providing theoretical support and practical
references for the sustainable development of regional public brands in China.
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