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Abstract

As an advanced form of productive forces with technological innovation at its core, new quality pro-
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ductive forces provide new perspectives and pathways for enhancing the value of regional public
brands. Based on the theoretical connotations of both, this paper systematically analyzes the internal
mechanisms through which new quality productive forces empower brand value creation via multiple
pathways, including technology-enabled product innovation, process optimization for cost reduction
and efficiency improvement, green technology shaping a responsible image, and digitalization driving
marketing innovation. The study further reveals current practical dilemmas, such as inefficient trans-
formation of scientific and technological achievements, dual constraints of infrastructure and talent,
technological homogenization competition, and insufficient innovation in marketing models. To ad-
dress these challenges, this paper proposes a series of marketing innovation pathways, including over-
coming transformation bottlenecks, strengthening the foundation for digital transformation, con-
structing a differentiated brand value system, and reshaping the marketing ecosystem. The research
indicates that new quality productive forces can systematically promote a fundamental shift in agricul-
tural product regional public brands from scale expansion to quality and value leapfrogging, holding
significant theoretical and practical reference value for deepening agricultural supply-side reform and
implementing the strategy of strengthening agriculture through branding.
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