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Study on the three-level synergy mechanism of regional

public brand of agricultural products
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Abstract: Through combing the collaborative mode among the
three-level brands of ‘city-county-enterprise in Zhejiang Province,
this review explores how to get out of the conflict among the
main levels of regional public brands under the background of
common prosperity, effectively promote the industrial revitaliza-
tion and common prosperity in the regional plate, and provide
reference and guidance for the management collaborative innova-
tion of regional public brands of all-class agricultural products.
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Table 1 Statistics of regional public brands and corresponding categories of county-level agricultural
products in Huzhou City and under its jurisdiction
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The three-level collaborative model of "City-County-Enterprise" for regional public

A1
Figure 1

brand of agricultural products
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