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Abstract

This paper takes Jiahua Flower Cake as a case to explore the digital transformation path of regional
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characteristic food brands in the new consumption era. It is found that such brands face challenges like
data silos, resource constraints and homogeneous innovation in digital transformation. By building a
“policy-culture-ecology” ternary collaborative framework, Jiahua has upgraded its data-driven agile
supply chain internally, strengthened cultural empowerment through AR scenario-based experience
and user co-creation externally, and activated ecological dividends via vertical integration of the indus-
trial chain and regional horizontal collaboration, forming a four-dimensional path model of “culture-
driven, omni-channel operation, agile supply chain and user co-creation”. The research provides a re-
usable transformation paradigm for similar brands and enriches the theoretical connotation in the in-
terdisciplinary field of new consumption and brand management.
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