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Abstract

This study aims to explore the promoting effect of agricultural product geographical indication
brands on agricultural upgrading and regional economic development, with a focus on analyzing
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the core issues currently faced, such as low awareness, homogenized competition, and inconsistent
standards. Through the case analysis method, combined with authoritative data from the 2025 in-
dustry statistics report of the Ministry of Agriculture and Rural Affairs and the National Intellectual
Property Administration, as well as empirical research, it is found that differentiated positioning,
cultural value exploration, and standardized production can effectively enhance brand value. How-
ever, insufficient resource integration, inefficient industrial chain, and weak international expan-
sion capabilities are significant constraints. The results show that brand awareness is mainly re-
stricted by the dissemination mechanism and quality certification system, loyalty is difficult to im-
prove due to the lack of standardization and inadequate supervision, and market performance is
affected by insufficient differentiation and channel layout. Based on the public brand attribute of
geographical indications, this study deeply analyzes the tragedy of the commons problem in brand
operation and the governance path, and quantitatively analyzes the feasibility of cost and benefit of
digital technologies such as blockchain in brand building. On this basis, the study proposes a hier-
archical cultivation model suggestion, emphasizing strategies such as precise positioning of re-
gional characteristics, the use of digital marketing methods, and the establishment of a government-
enterprise-farmer collaborative quality system to systematically enhance brand credibility and
market competitiveness.
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Figure 1. Trend chart of the number of registered geographical indication products in China from 2020 to 2024 (unit: pieces)
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Figure 2. Comparison chart of brand value of different categories of geographical indication agricultural products in China in
2024 (unit: billion yuan)
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