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The regional brand refers to the public brand sign which a group of managers use in an area; Regional fi 0 5

characteristic of agricultural production determine the status of regional brand during agricultural product R CAEZ AT

" s production and management. This paper has explained the essential features of the regional brand,
and functions of competitive ability of regional agricultural producs, and analysed the existing problems

of regional brand, offered a new thinking of constructing regional brand tactics.
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