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Abstract

Under the strategic context of rural revitalization, the development of regional public brands for
agricultural products has emerged as a pivotal driver for agricultural industry upgrading and
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regional economic growth. This study adopts Yanyuan Apple in Sichuan Province as a representa-
tive case and employs a grounded theory approach to systematically analyze the brand’s develop-
mental trajectory and evolutionary path. The research reveals that Yanyuan Apple has successfully
transitioned from a single agricultural product to a regional public brand through three distinct
phases: brand incubation (prior to 1989), brand registration and growth (1989~2009), and brand
ecosystem formation (2010 to present). Key findings indicate: During the incubation phase, policy
support and environmental advantages laid the foundation through technological exploration and
superior cultivar development. In the growth phase, collaborative efforts among government enti-
ties, enterprises, research institutions, and farmers addressed challenges such as limited variety
diversity, technological gaps, and market competition, facilitating brand registration and industrial
chain optimization. In the ecosystem phase, responding to consumption upgrading and homogene-
ous competition, the brand ecosystem has evolved through technological innovation, policy incen-
tives, industrial integration, and farmer-support mechanisms, demonstrating a synergistic devel-
opment model.
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Table 1. Relevant constructs in the brand cultivation stage
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Table 3. Relevant constructs in the brand maturity stage
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