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Abstract. Geographical Indication (GI) agricultural product brands are an im-
portant support for China's rural revitalisation, and the quality of GI agricultural
product brands determines the process of rural development and sustainable de-
velopment. To provide research support for brand quality management of GI ag-
ricultural products and clarify the current research status of brand quality of GI
agricultural products, this paper combines quantitative and qualitative research
methods and uses CiteSpace software to visualise and analyse the existing liter-
ature. Firstly, this paper combed the authoritative academic literature at home
and abroad to clarify the relevant concepts of brand quality of GI agricultural
products. Then, this paper conducted a metrological analysis of the literature,
explored the temporal distribution and development process of the foreign and
Chinese literature, and used Citespace software to conduct keyword co-occur-
rence analysis, keyword clustering analysis and emergent word analysis of the
literature in this field, so as to depict the knowledge map of the research on the
quality of the brand of GIs of agricultural products, and analysed the hotspots of
the research in this field. Secondly, the results of the comprehensive econometric
analysis summarise the four hot topics in this research field. Finally, based on the
above analyses, the future research direction of GI agricultural product brand re-
search is proposed.

Keywords: GI Agricultural Brands; Regional Public Brands for Agricultural
Products; Brand Quality; Influencing Factors; Governance Research

1 Introduction

1.1 Definitions

Geographical Indications (Gls) are the protection of products characterised by a certain
geographical area!. From the perspective of laws and regulations, according to Chinese
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law, GI is a unique agricultural product mark that indicates that a certain commodity
originates from a certain region, and that the specific quality, reputation, or other char-
acteristics of the commodity are mainly determined by the natural or human factors of
the region, and that the name of the region is used as the name of the unique agricultural
product. The China-EU agreement on GIs Agreement provides that "Gls are an inter-
nationally recognised emerging type of intellectual property with distinct regional char-
acteristics, and are essentially a collective joint proprietary right, premised on the shar-
ing of benefits". From the viewpoint of ownership and source, GIs of agricultural prod-
ucts belong to the collective intellectual property rights of agricultural product produc-
ers in a specific region, and are the crystallisation of the wisdom of agricultural product
producers who have carried out long-term production and practice activities in a spe-
cific region.

GI agricultural product brands, also known as regional public brands of agricultural
products, are the result of branding of GI agricultural products, and their naming is
usually composed of the form of "name of origin + product name"?, such as “Zhenjiang
Balsamic Vinegar”, “Dandong Strawberry”, “Ningxia wolfberry” and so on. From the
perspective of status, regional public brands of agricultural products, together with en-
terprise brands and product brands, constitute an important part of China's agricultural
industry branding system?. From the perspective of ownership, the exclusive right of
regional public brand of agricultural products is jointly enjoyed by multiple producers
and operators. From the perspective of generating factors, the generation of GI agricul-
tural product brands is related to the natural region of agricultural product production,
and also affected by historical factors.

The characteristics of GI agricultural product brands encompass attributes such as
Regionality, trust, publicity, multi-party synergy, scarcity, and cultural significance!'?,
coupled with branding elements like exclusivity, intangible assets, risk, and uncer-
tainty*. These amalgamated traits include regional specificity, public product nature,
brand effect, and value attributes.

Regionality stems from unique regional factors, encompassing natural environment
and historical context. Public product nature manifests in uniform quality, promotional
strategies, and external image, distinct from traditional corporate brands. Brand effec-
tivity, as a trademark, is legally protected and enhances product visibility and consumer
loyalty, thereby fostering regional economic development’. The value attribute under-
scores the economic significance of GI agricultural product brands as intangible assets,
representing consumers' rational and emotional needs and accruing value through en-
hanced reputation and awareness.

Brand quality includes the quality of the brand itself and the quality of the brand
embodiment®’, while the quality of the brand itself is the quality of the product repre-
sented by the brand itself, and the quality of the brand embodiment is the quality of the
brand image that the brand shows to the consumers.

The quality of the GI agricultural product brand itself refers to the fact that the prod-
uct meets the green, safe and diversified consumption demand of consumers for agri-
cultural products, which is specifically reflected in the quality of the environment of
the origin of the landmark agricultural product brand products, the processing and op-
eration of the products, the degree of industrialisation of the products, the added value
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generated by the brand, the maturity of the industrial chain of landmark agricultural
products, and the brand culture, and so on®.

The quality embodied in the brand of GI agricultural products refers to whether the
brand of agricultural products has an impact on the environment and sustainable devel-
opment. This is reflected in the impact on environmental resources such as land and
water resources, such as carbon emissions from the production of GI agricultural prod-
uct brands, the use of raw materials including pesticides and chemical fertilisers, and

the treatment of product faeces.

1.2 Benefits and Challenges

The benefits of GI agricultural product branding are reflected in its contribution to rural
revitalisation. The branding of GI agricultural products runs through all aspects of rural
revitalisation, and is an important hand and breakthrough direction in the process of
rural revitalisation®. Firstly, the brand of GI agricultural products can increase the mar-
ket awareness and influence of special agricultural products?, and then expand the sales
of agricultural products to achieve economic benefits. Then, the construction of brands
of GI agricultural products can promote the formation of agricultural economic industry
chain and the transformation and upgrading of modern agriculture®.

However, GI agricultural product brands face challenges. Firstly, due to its obvious
collective sharing characteristics, as a collective product, GI agricultural product brands
inevitably produce problems such as unclear characteristics and quality degradation.
This is manifested in the external phenomenon of "free-rider" counterfeiting'® and the
internal "prisoner's dilemma"'!, which has a significant impact on GI agricultural
brands, which negatively affects the sustainable development of GI agricultural brands.
In addition, with the growing concern for environmental protection and green food,
consumer preferences for healthy quality and green ecology of agricultural products
influence the impact of GI agricultural product brands. When there is a risk of harming
the environment and health, the brand reputation of GI agricultural products is greatly
reduced, and consumers will deliberately avoid the brand, and the situation is difficult
to be resolved quickly, which is not conducive to its sustainable development.

1.3  Significance and Structure of the Research

In the context of comprehensively promoting rural revitalisation, research focusing on
the quality of GI agricultural product brands has significant theoretical and practical
significance. From the theoretical level, the brand quality of GI agricultural products
has gradually received attention and focus in the field of agricultural revitalisation re-
search in recent years. However, Gls, as a fledgling research field, a systematic research
system has not yet been established. From a practical level, the brand of GI agricultural
products is a grip for the revitalisation of the agricultural economy, and the brand qual-
ity problem faced today is gradually becoming an obstacle to the revitalisation of Chi-
na's countryside. Therefore, it is extremely necessary to systematically sort out and an-
alyse the research literature on the brand quality of GI agricultural products at home
and abroad and clarify the current research status of brand quality of GI agricultural
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products, which can not only provide inspiring ideas for scholars on the research of the
brand quality of GI agricultural products, but also provide certain insights for the prac-
tice in this field.

This paper combines quantitative and qualitative research methods to analyse the
existing literature. Firstly, the authoritative academic literature at home and abroad is
systematically sorted out, and the concept of brand quality of GI agricultural products
is clarified. Secondly, the literature is statistically analysed to study the temporal dis-
tribution. Thirdly, scientometric research was conducted using CiteSpace software to
map the knowledge map of the research on brand quality of GI agricultural products in
order to perform keyword co-occurrence analysis, keyword clustering analysis and
emergent word analysis. Fourthly, based on quantitative and qualitative analyses, the
hot topics of research in this field of study are summarised and highlighted. Lastly,
future research directions in the field of GI agricultural product branding research are
proposed.

2 Methodology

2.1 Research Framework

Based on the above literature, this paper searched the literature on brand quality of GI
agricultural products published between 2000 and 2023 through statistical and scien-
tometric analyses. The research framework is shown in Figure 1.

Database construction
(CNKI and WoS)

with "Geographical Indications™, "Geographical Indications of
Agricultural Products”, "Geographical Indications of Agricultural
Products Brands™, "Geographical Indications (GI) Agricultural
Product Brand Quality”, Regional Public Brands for Agricultural
Products™, "Quality of Regional Public Brands for Agricultural
Products”, "Geographical Indications (GI) Trademarks™ and
“Governance Mechanisms~, “Impacts”, "Mechanisms~,
“Impacts”, “Impacts”, “Impacts”, “Impacts”. The search terms
"governance mechanism”, “impact factor”, “risk assessment”
and “value assessment” were used for cross-searching.

® Keyword co-occurrence
analysis

® Time distribution
of publication ® Keyword cluster analysis

I ® Emerging word analysis

Analysis of hot topics
Conclusion and prospect

Fig. 1. Research Framework

2.2 Database Construction

In order to understand the existing research on the brand quality of GI agricultural prod-
ucts in an all-round way, based on the above definitions, this paper collects English
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literature from the SSCI indexed database of Web of Science (WoS) and Chinese liter-
ature from the CSSCI database of China Knowledge Network (CNKI), cross-searching
with “GI”, “GI Agricultural Products”, “GI Agricultural Product Brands “, “GI Agri-
cultural Product Brand Quality”, “Agricultural Product Regional Public Brands”, “Re-
gional Public Brand Quality of Agricultural Products”, “GI Marker”, “GI Marks” and
“Governance Mechanisms”, “Influencing Mechanisms”, “Influencing Factors”, “Risk
evaluation” and “Value evaluation” as search terms. 728 English and 216 Chinese doc-
uments were obtained (see Table 1 for the specific search process and rules). The titles
and abstracts of the Chinese literature were translated and imported into CiteSpace for
analysis together with the English search samples.

Table 1. Specific search process and rules

Web of Science core dataset - SSCI database, China Knowledge Network - CSSCI
database

Data Sources

“Geographical Indication (GI)”
“GI Agricultural Products”

“GI Agricultural Product Brands”
“GI Agricultural Product Brand Quality”
Search Subjects “Agricultural Product Regional Public AND
Brands”

“Regional Public Brand Quality of Agricul-

“Governance Mecha-

nisms” or “Influencing

Mechanisms” or “Influ-

encing Factors” or

“Risk evaluation” or

“Value evaluation”
tural Products”

“GI Marks”
Time Span All Years
Language Type English, Chinese
Search Result 728 Foreign and 216 Chinese active documents

3 Literature Measurement Analysis

3.1  Statistical Analysis

Temporal Distribution of Chinese and Foreign Literature

Figure 2 shows the temporal distribution of foreign language literature from 2000 to
2022 and summarises some characteristics of literatures evolution. From the figure, the
number of literatures has an overall upward trend, which can be divided into 3 phases:
newborn, growth and twisty.
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Figure of number and cumulative number publications per year(WOS)
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Fig. 2. Figure of annual publications and annual cumulative publications (WOS)

Phase 1(2000-2007): Newborn period. The number of literatures per year was less
than 20, with an overall decline. There are few related literatures, because of the small
impact of GIs in society.

Phase 2(2008-2013): Growth period. The number of literatures per year is steadily
increasing. Starting from 2008, the number of literatures per year exceeds 20 and grows
to 37 literatures per year. Due to the rise of the Internet and the gradual maturity of
transport and communication methods, GI agricultural products were known to the pub-
lic. The transformation of economy, infrastructure, and consumption concept improves
the brand awareness of GI agricultural products and promotes the development of re-
lated research.

Phase 3 (2014-2022): Twisty period. The number of annual literatures zigzagged up.
The number of literatures experienced low troughs in 2014, 2017 and 2019. The most
notable trough period was from 2018 to 2021, during which the number of literatures
in this field dropped to the bottom in 2019 due to the impact of the epidemic and started
to rebound with the following year until it rose to the highest number of literatures in
2021.

Temporal Distribution of Chinese Literature

Figure 3 demonstrates the temporal distribution of Chinese literature from 2008 to
2022 and summarises some of the literature’s evolution characteristics. From the figure,
the number of literatures has an overall upward trend, which can be divided into four
development phases: budding, growth, scale, and twisty.
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Figure of number and cumulative number publications per year(CNKI)
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Fig. 3. Figure of annual publications and annual cumulative publications (CNKI)

Phase 1 (2008-2012): Budding period. In this stage, the number of literatures was
less than 10 per year, with a decreasing trend from 2011 to 2013, and the number of
literatures peaked in 2011, which may be mainly because the first batch of GI agricul-
tural products was announced in 2008, and researchers carried out more studies on GI
agricultural products. Overall, there were few research literatures on Gls because they
had little social impact at that time.

Phase 2 (2013-2016): Growth period. In this stage, the number of literatures showed
a steady growth trend. Starting from 2013, the number of literatures per year continued
to increase, exceeding 10 literatures in the following year, and growing to 17 literatures
per year. Chinese language literature has appeared since 2013. Due to the rise of the
Internet, as well as the gradual maturity of transport and communication methods, GI
agricultural products are therefore known to the general public. In addition, the person-
alisation and differentiation of GI agricultural products have received more attention
due to the shift in the retail model of agricultural products from sales in farmers' markets
to sales in shopping malls and supermarkets. The shift in economic base, infrastructure
development and consumption concepts has increased the visibility of GI agricultural
product brands and effectively promoted the development of related research.

Phase 3 (2017-2019): Scale period. In this stage, the number of literatures rises sub-
stantially. Starting from 2017, the number of literatures issued each year has been in-
creasing, exceeding 30 literatures in 2019. It is worth noting that in the rural revitalisa-
tion strategy proposed by the Chinese government in 2017, the term "regional agricul-
tural product public brand" was proposed for the first time, and the government docu-
ment explicitly proposed to promote the construction of regional agricultural product
public brand, and to support localities to build regional characteristic brands with ad-
vantageous enterprises and industry associations as the main body (State Council,
2018). These policy documents have increased the visibility of GI agricultural product
brands and effectively promoted the development of related GI fields in China.

Phase 4 (2020-2022): Twisty period. In this stage, the number of literatures experi-
enced a zigzag development process and showed a positive development trend. In 2020,
the number of literature postings suddenly dropped to 19 due to the impact of the
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epidemic. In 2021-2022, the number of literatures issued rapidly rebounded to more
than 26 due to the easing of the epidemic. It is worth noting that China's Ministry of
Agriculture and Rural Development (MARD) explicitly proposed a development plan
related to strengthening the quality management of GI agricultural product brands in
2020. Due to the policy guidance and support of China's Ministry of Agriculture for GI
agricultural products, although research related to GI agricultural product branding has
been greatly affected by the epidemic factor, the research began to rebound rapidly
from 2021 onwards and will continue to receive extensive attention in China's research.

3.2 Scientometric Analysis

Keyword Co-Occurrence Analysis

Keywords are the highly condensed core themes and main contents of a literature,
and the research hotspots can be understood by counting and organising the keywords
of literatures related to the brand quality of GI agricultural products. In this paper, we
selected the Keyword node in CiteSpace 6.1.6 software and analysed the co-occurrence
of keywords in 944 GI agricultural brand quality research documents. The analysis
yields a keyword co-occurrence map of GI agricultural and tea product brand quality,
as shown in Figure 4. There are 648 nodes and 1615 co-occurrence connecting lines in
the graph. Each node in the graph represents a keyword, the node size indicates the co-
occurrence intensity of the keyword, and the connecting lines indicate the association
relationship. In the keyword co-occurrence map, keywords with high frequency of co-
occurrence with the brand quality of GI agricultural products can be observed, and they
are interrelated and interpenetrating.
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Fig. 4. Keyword co-occurrence analysis

There are more keyword nodes, so this paper is screened as follows. Firstly, GI,
quality, impact, agriculture, product, governance is the theme of this paper, which is
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not considered as a research hotspot. Next, some of the keyword nodes are small, which
indicates that this type of node has a small association or no association with the quality
of GI agricultural product brands, so this paper does not select it as a research hotspot
in the keyword co-occurrence analysis. For example, behaviour, sustainability, popula-
tion, system, children, USA, label, outcome, etc. Next, some keyword nodes are larger,
but their frequency of occurrence is less, which indicates that although this type of node
has a greater association with the brand quality of GI agricultural products, the number
of studies is less, so this paper does not select it as a research hotspot in the keyword
co-occurrence analysis. For example, cognition, food, evolution, health, classification,
rural development, etc.

After screening, in order to clearly show the research progress on brand quality of
GI agricultural products, Table 2 shows the top 20 terms of keyword co-occurrence
intensity, including GI, quality, climate change, impact, management, epidemiological,
terroir, origin, risk, pattern, influencing factors, etc., as is showed in table 2.

Table 2. High-frequency keywords for the study of brand quality of GI agricultural products

No Keyword Count  Centrality | No Keyword Count  Centrality
j gcographical o, 023 |11 pattern 18 0.08
indication
2 quality 46 0.13 12 model 17 0.04
ol .
3 climate change 34 0.19 |13 mueneme 16 0.03
factor
4 impact 27 0.14 14 food 15 0.05
tial distri-
5 management 24 0.1 15 spaia .dls & 15 0.02
bution
6 prevalence 23 0.14 16 system 15 0.07
7 terroir 20 0.02 17 diversity 14 0.1
8 origin 19 0.02 18 biodiversity 13 0.08
9 risk 19 0.06 19  classification 12 0.05
10 risk factor 19 0.05 20 health 12 0.03

Observing the frequency of keywords, geographic indication, quality, climate
change, impact, management, epidemics, terroir, origin, risk, and diversity were the
highest with 104, 46, 34, 27, 24, 23, 20, 19, 19, and 19 times, respectively; and observ-
ing the closeness of keywords, geographic indication, climate change, impact, quality,
epidemics, management, diversity, pattern, biodiversity, and systems centrality was the
highest, 0.23, 0.19, 0.14, 0.13, 0.1, 0.1, 0.08, 0.08, 0.07. Therefore, climate change,
management, epidemiology, terroir, origins, risk, pattern, diversity were more relevant
and frequent to the quality of GI agricultural product brands, and therefore, were in-
cluded in the research hotspots.
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Keyword Clustering Analysis

Keyword co-occurrence analysis can capture hotspots in a research area, but has
limited ability to reveal evolutionary patterns. The timeline view of keyword clustering
analysis can be used to explore a large number of subject terms with a high frequency
of change, thus reflecting changes in research hotspots over time'2. In order to better
demonstrate the evolution of research and theoretical transitions, this paper used the K-
clustering approach in CiteSpace 6.1.6 software, the LLR calculation method, to cluster
analyse the keywords in 944 GI agricultural product brand quality research literatures,
as shown in Figure 5.

As shown in Figure 5, in the past 20 years, the research focuses on the brand quality
of GI agricultural products are: Gls, epidemics, climate change, cancer, phylogeogra-
phy, determinants, and influencing factors. Among them, epidemics, climate change,
and phylogeography appeared several times as research focuses, so this paper discusses
them as research hotspots. The remaining clustered key-words are less relevant to the
topic of this paper, so they are not included in the research hotspots.

Timespan: 2000-2023 (Slice Length=1)
Selection Criteria: g-index (k=25), LRF=3.0, LIN=10, LBY=8, e=2.0
Network: N=648, E=1615 (Density=0.0077)
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Fig. 5. Keyword clustering analysis

Burst Word Analysis

Analyzing the prominence of keywords of GI agricultural products can intuitively
obtain the research frontiers in the field of GI agricultural products in different peri-
ods'?. This paper performs burstiness operation using CiteSpace and take y as 0.7 to
get 25 keywords, as shown in Figure 6.
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Top 25 Keywords with the Strongest Citation Bursts

Keywords Year Strength Begin End 2000 - 2023
population 2003 3.722003 2008 ——
temperature 2005 3.58 2005 2011 J—
quality 2010 4132010 2013 p—
landscape 2011 3572011 2017 —
climate change 2003 3.22011 2019 eme—
health 2012 3.86 2012 2016 —
model 2004 3.852012 2015 —
classification 2001 2.892013 2015 p—
prevalence 2008 2.48 2013 2017 —
terroir 2016 3.252016 2023 E—
identification 2016 2.892016 2017 —
pattern 2005 3.082017 2019 p—
geographical indication 2008 2.882017 2021 —
agricultural product 2015 3.332018 2020 p—
cheese 2018 2.312018 2019 -
influencing factor 2012 3.482019 2023 —
ecosystem service 2019 2.27 2019 2020 o=
food 2009 3.212020 2023 —
market 2020 2.47 2020 2021 -
knowledge 2020 2.392020 2023 [e—
perception 2016 3.832021 2023 pa—
governance 2021 3.82021 2023 —
rural development 2016 3.12021 2023 —
sustainability 2021 2.592021 2023 —
spatial distribution 2015 2.312021 2023 —

Fig. 6. Analysis of burst words

The following conclusions can be drawn. Firstly, “climate change” and “landscape”
are mentioned consecutively in 2011-2019 and 2011-2017, indicating that they are
more relevant to the brand quality of GI agricultural products and are time-sensitive.
Second, “terroir and culture” is mentioned continuously in 2016-2023, indicating that
it is more relevant to the brand quality of GI agricultural products and has the prospect
of being widely discussed. Third, “knowledge” is mentioned continuously in 2020-
2023, indicating that it is closely related to the current stage of research and develop-
ment of GI agricultural product brand quality, which is innovative and promising. Fi-
nally, “rural development” is mentioned consecutively in 2021-2023, indicating that it
is closely related to the current stage of research development on the brand quality of
GI agricultural products, with contemporary characteristics and prospects.

Except for the above keywords, other keywords have less relevance to the brand
quality of GI agricultural products. Therefore, they are not studied as hot emergent
words.

3.3  Research Hot Topics Analysis

Based on the above quantitative analysis of the literature and qualitative analysis of the
literature, combined with qualitative reading of the literature, this paper summarizes 11
research hot keywords, i.e., origin, terroir, diversity, phylogeography, climate change,
epidemiology, patterns, management, knowledge, and rural development, which are
grouped into the following four research hot themes.
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Style and Image of GI Agricultural Product Brands

The Impact of Origin on Brand Image and Related Protective Measures.

Origin refers to a geographical area with uniform environmental conditions suitable
for cultivating GI agricultural products, whose special qualities are due to unique cli-
mate, soil, or traditional methods. The geographical origin significantly influences con-
sumers' purchasing intentions and value perceptions!416,

The focus of origin protection has shifted from a legal to an ecological perspective.
Legally, post-WTO accession, China's protected products of origin were subject to in-
tellectual property rights under the TRIPS Agreement and domestic trademark law. The
2005 Provisions on the Protection of GIs Products offered a comprehensive protection
and supervision system.

Ecologically, rising consumer demand and green trade barriers have highlighted the
environmental issues of GI origins'’. The ecological environment affects the quality
and lifecycle of agricultural products and vice versa?!8.

The attributes of ecological origin products include local characteristics, environ-
mental protection, and resource conservation. Achieving both economic development
and ecological diversity protection is a key goal. Sustainable agriculture requires main-
taining biodiversity, counteracting the negative impacts of industrial agriculture.

The goal of ecological diversity protection is dual: providing agricultural products
and a good ecological environment. GI brand protection sustains ecological and cultural
diversity!®. Models integrating agricultural development and biodiversity conservation
include the green agricultural development model ecological restoration compensation
mechanisms?®?!, multifunctional agricultural development??, and systematic govern-
ance of the whole industry chain .

The Influence of Terroir on Brand Style.

The terroir, i.e., the natural and human environment of the place of production, gives
GI agricultural products their unique style and reputation®®, which specifically includes
climate (macroclimate and microclimate), soil (composition and structure), geographic
location (topography and geomorphology), and cultural traditions (technology and
craftsmanship), etc?*%3,

For the natural environment, whether for primary agricultural products, agricultural
machinery, raw materials or processed products, the natural environment inevitably de-
termines the characteristic quality and taste of the agricultural products produced in this
region, invariably becoming one of the most important parts of the brand's promise of
quality?. Terroir is not only innate, natural and material, but also acquired, social and
anthropogenic. For the humanistic environment, GIs reflect the different ways in which
people in a particular geographic environment interact with natural conditions by means
of production processes, procedures, recipes, tools, storage, transport, and packaging
2627 This is due to: different awareness and understanding of innate elements within a
given territory, different levels of respect and improvement of traditional ways of doing
things, and different levels and ways of passing on relevant experiences?.

A distinctive terroir contributes to brand style and favours the sales and export pro-
file of GI agricultural products?®. Therefore, although more advanced processes and
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equipment, as well as production models, are being used in the production of agricul-
tural products, agricultural producers and related practitioners around the world are still
trying to create GI brands with distinctive “terroir” characteristics. For example, wine
and coffee products are closely linked to the terroir of their regions of production. The
aroma and flavour of French Bordeaux wines directly reflect the terroir of the vine-
yard®. Yunnan coffee has a unique flavour and brand image influenced by the unique

local natural environment and cultural atmosphere in Yunnan®®,

Risks of Gi Agricultural Product Brands

Impact of Climate Change on The Production of Products.

Climate change and increased extreme weather events may exacerbate the livelihood
vulnerability of growers of GI agricultural products’!. In terms of the exposure-sensi-
tivity-adaptation vulnerability analysis framework?2, the impacts of climate change are
manifested in the adverse effects of climate change on the ecological environment and
growth process of GI agricultural products, the high impacts of climate change on the
production of GI agricultural products, and the poor adaptability of producers to the
impacts of climate change. Therefore, in the face of the negative impacts of climate
change, producers of GI agricultural products need to adopt adaptation strategies to
cope with the impacts of climate change, such as the reduction of agricultural yields
and income.

Prevalence Risk.

The dissemination of infectious diseases and epidemics significantly disrupts agri-
cultural supply chains, impacting the brand integrity of Geographical Indication (GI)
agricultural products®-3¢. These disruptions manifest both directly on the products and
indirectly through broader implications for brand reputation during infectious out-
breaks.

Concerning GI agricultural products, diseases primarily diminish yields and quality,
especially in regions susceptible to recurrent outbreaks, exemplified by the decline in
potato yields in Kenya due to plant diseases. Conversely, inadequate management of
GI products fosters pathogenic organisms and agricultural fraud, posing threats to con-
sumer health and brand perception, as evidenced by the presence of pathogenic bacteria
in traditional Turkish cheeses’’.

Within the epidemiological context, the traditional distribution model for agricul-
tural products is inherently limited by numerous distribution links, lengthy channels,
and high costs. During major infectious disease outbreaks, this model faces exacerbated
challenges, leading to supply shortages, transport obstacles, supply chain disruptions,
and sales stagnation for GI agricultural products®®. Consequently, there has been a sig-
nificant shift towards innovative e-commerce strategies, exemplified by the adoption
of "Internet + Agriculture," as seen in the marketing of Dandong strawberries.

Moreover, agricultural products, serving as potential vectors for virus transmission
during infectious outbreaks, engender substantial concerns across public health, eco-
nomic, and societal domains. This concern is particularly pronounced for epidemic
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infectious diseases linked to livestock and poultry, including COVID-19, Avian Influ-
enza (H5N1), Influenza A (HIN1), SARS, MERS, and Ebola.

Industry Risks.

Industry risks faced by GI agricultural product brands include policy change risks
and industry barrier risks.

From the perspective of policy change risk, GI agricultural product brands are af-
fected by changes in the scope of trade agreements, GI application conditions, and GI
management mechanisms. This is manifested in the following ways: firstly, the inclu-
sion of some GI varieties in trade agreements may provide opportunities for GI agri-
cultural producers to increase their market access®®, while brands that are not included
in trade agreements will be hindered in inter-regional transactions. Next, to protect the
reputation of GI agricultural brands and increase the international recognition of Chi-
na's GI certification, the GI application conditions, and quality requirements will in-
crease accordingly. Finally, GIs are a new type of intellectual property, and their man-
agement mechanisms will be specifically established to keep up with the times and
iterate®4!,

In terms of the risk of industry barriers, green barriers and technical barriers can
hinder the development of GI agricultural product brands. Green trade barriers lie in
protecting the health of humans, plants and animals, while technical trade barriers en-
sure product quality and safety. Firstly, the main forms of green barriers encountered
by agricultural products include strict restrictions on pesticide residues, quarantine
measures, green labelling and packaging, and the imposition of environmental sur-
taxes*. In addition, technical barriers are mainly realised through technical regulations,
technical standards and conformity assessment procedures. What’s more, when indi-
vidual countries use the WTO's SPS (sanitary and phytosanitary) and TBT (sanitary
and phytosanitary) provisions as trade protection measures to protect the interests of
domestic producers, the existence of barriers not only increases the cost of trade and
restricts international trade, but also restricts the choice of goods for consumers and
puts developing countries in a disadvantaged position with regard to agricultural ex-
ports®. Statistically, in terms of agricultural exports being blocked due to these two
types of barriers, FDA (US Food and Drug Administration) notification data from 2009
-2013 show that exports of 1,944 products with agricultural and food products as the
main products have been blocked.

Management of GI Agricultural Product Brands

Internal Brand Management of GI Agricultural Products.

From a brand management perspective, governmental bodies, enterprises, agricul-
tural cooperatives, industry associations, and other stakeholders play crucial roles in
the branding of Geographical Indication (GI) agricultural products**.

Each entity can enact appropriate measures within its capacity and responsibility.
Governments can offer policy, financial, and infrastructure support while enhancing
brand quality awareness through training and publicity efforts*. Enterprises can bolster
brand marketing and introduce technology and talent to refine GI product management
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4447 Agricultural cooperatives can provide training and disseminate knowledge to en-
hance local GI brand management and alleviate poverty . Moreover, improving agri-
cultural producers' skills contributes to technological advancements and fosters the
high-quality development of agriculture.

Collaboration among various stakeholders is essential to enhance the quality of GI
agricultural product brands, encompassing four key perspectives: Firstly, the govern-
ment and enterprises should maintain continuous quality supervision, including strict
control of access standards, standardized management of production processes, and
continuous supervision*’*%.Secondly, collaboration between the government, leading
enterprises, and academic institutions should prioritize research and development to
increase the added value of agricultural products through technological innovation*s.
Thirdly, cooperation between the government, agricultural producers, and cooperatives
is vital for cultivating regional brands and promoting industrial upgrading®’. This in-
volves aligning the industrial chain with market demands, emphasizing green ecologi-
cal concepts, and expanding the scale of production while ensuring unified standards.
Lastly, internal coordination among the government, agricultural cooperatives, and in-
dustry associations is necessary to prevent conflicts and ensure harmonious relation-
ships within the agricultural GI industry*’. Collaboration should be structured around
contract-based mechanisms supplemented by legal norms to facilitate cooperative rela-
tionships.

External Protection System of GI Agricultural Products.

The legal framework governing GI agricultural product brands suffers from imper-
fections and insufficient promotion of agricultural modernization. Issues include con-
voluted registration processes, conflicts between GI rights and trademarks, redundant
protection measures, and inadequate supervision.

This is attributed to the disjointed "triad model", wherein legislation pertaining to GI
agricultural product brands lacks coherence and overlaps®'. Consequently, traditional
intellectual property mechanisms and regulatory bodies struggle to address this com-
plexity.

The imperfect protection mechanism results in inconsistent enforcement and dupli-
cative measures®'. For instance, GI trademark protection encompasses both products
and agricultural products, leading to redundant declarations and protections®.

Furthermore, regulatory bodies are inadequately equipped to handle the multifaceted
nature of GI agricultural product brands>*3!33, This complexity involves various enti-
ties registering the same brand through different avenues, exacerbating the challenges
of registration, supervision, and protection. Consequently, there is a growing demand
for specialized legislation and enhanced regulatory frameworks.

Strategic Guidance of GI Agricultural Product Brands

Science, Technology and Talent.
Science, technology and talent strategy refers to the strategy of developing agricul-
ture through science and education, the strategy of strengthening agriculture through
talents, and the strategy of innovation-driven development, which is embodied in three
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aspects: first, the quality of GI agricultural products, the production tools, the produc-
tion methods, and the management methods, etc., need to be innovated and developed
in accordance with local conditions’3. Secondly, the enhancement of the competence
of producers of GI agricultural products provides the scientific and cultural basis for
agricultural modernisation, i.e., the application of high and new technologies in effi-
cient agricultural production®®. Finally, the construction and protection of GI agricul-
tural product brands should take scientific and technological innovation as the new mo-
tive force for development, i.e., strengthening the use of science and technology in the
development of GI agricultural product brands. For example, big data can promote the
development of intelligent agriculture, and green technology can be applied to environ-
mental protection3”38°,

Rural Development.

GI agricultural product brands present different brand images influenced by rural
development®®¢!, For example, the Inner Mongolia Hulunbeier lamb brand is more
likely to be perceived as “high quality” than the Inner Mongolia Ulangab lamb brand.
This means that local development can indirectly affect the brand of GI agricultural
products by influencing the image and popularity of the place.

34 Research Result

In summary, China's research on the factors influencing the quality and governance of
GI agricultural product brands started later than abroad, and has experienced ups and
downs and a downturn in development, but the overall trend is upward. Table 3 sum-
marises the comparison of research directions in domestic and international literature.

Table 3. Comparison Table of Domestic and International Research Topics

Comparison Table of Domestic and International Research Topics
ion
Research
themes
China Domestic and international
Research
Topics
Existing research Existing research
. . Research on the Impact of Brand Image of
Style and Research on the Mechanism and Evolution . .
y . o Origin on Consumption Preference
image of Legal Protection of Origin o . .
. . Research on the origin protection mode and its
Research on ecological protection model | . .
o influence mechanism on the brand quality of GI
and strategy of origin .
agricultural products
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Research on the Influence of Terroir on the For-
mation and Brand Effect of GI Agricultural
Product Brands

Existing Missing

research research

Existing research

Missing

research

Research on

Research on the negative im-
pacts of climate change on GI
agricultural brands and a
framework for analyzing
them
Research on the impact of ep-|

idemiological and infectious

Research on

Strategies for

. GI Agricul- . Facing Climate
Risks Research on the Green Ware-| disease contexts on the sup- .
tural Prod- . . . . Change and Epi-
house Logistics Construction| ply chain of GI agricultural .
ucts Market- demics
. and Improvement Measures brands
ing Model In-| . Research on strat-
. Research on the impact of . .
novation . . egies for Facing
policy changes on GI agricul- .
Industry Barriers
tural brands
Research on the Formation of]
Industry Barrier Risks and the|
Mechanism of Impact on GI
Agricultural Product Brands
Existing research Existing research
Research on the Establishment and Im-
provement of Green Logistics System for
GI Agricultural Products
Research on the Construction of Public In-
formation Service Platform for GI Agricul-
tural Products Research on economic model combining land-
Research on the Influence and Strategy of scape value and economic value
Management | E-commerce Operation Mode on the Brand | Research on the Role and Strategies of Various

Quality of GI Agricultural Products
Research on the Role of Economic Co-op-
eration Organizations on Brand Quality
Construction of GI Agricultural Products
Research on the Establishment and Im-

provement of Protection Mechanisms and

Products

Regulatory Institutions

Subjects in the Branding of GI Agricultural
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Research on the Promoting Role of Science and

Technology Innovation on the Development of

Strategic Guid- GI Agricultural Product Brand Quality
ance Research on the Contributing Role of Regional

Development to the Quality Improvement of GI

Agricultural Product Brands

4 Research Conclusion and Prospect

4.1 Research Conclusion

This paper presents a literature analysis of research on the factors influencing the qual-
ity and governance of GI agricultural product brands, based on statistical and scien-
tometric analysis methods and using CiteSpace software as a tool. Two main conclu-
sions were drawn from the analysis. (1) Through quantitative research, this paper finds
that the foreign research trend of GI brand quality is divided into three stages, which
are: newborn, growth and twisty period; the research trend of domestic GI brand quality
is divided into four, which are: budding, growth, scale, and twisty period. (2) Through
qualitative research, this paper finds that there are 11 research hot words receiving at-
tention, and summarises them into four research hot themes, namely, "the style and
image of geographical indication agricultural product brands", "the risk of geographical
indication agricultural product brands", "the risk of geographical indication agricultural
product brands" and "the risk of geographical indication agricultural product brands".
"Governance of Geographical Indication Agricultural Product Brands" and "Strategic
Guidance of Geographical Indication Agricultural Product Brands".

4.2  Research Prospect

To improve the brand quality of GI agricultural products, based on the above research,
this paper believes that it can be studied in the following three aspects.

(1) Research on brand governance system of GI agricultural products in the new era

Although the existing legal and regulatory systems are comprehensive, they still face
many problems in the process of certifying and protecting GI agricultural product
brands. Therefore, attention needs to be paid to research related to clarifying the con-
ditions for certification of GIs, promoting standardised production, improving the su-
pervision mechanism, innovating the operation mode and exploring the benefit linkage
mechanism, so as to adapt to the context of the new era and make up for the shortcom-
ings of the existing management system.

(i1) Research on the use of science and technology in the quality management of GI
agricultural product brands

The development of science and technology brings more possibilities for brand qual-
ity managemG

ent of GI agricultural products. As the level of technology improves, how to fully
apply innovative technology and high technology to the ecological protection (e.g.
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product innovation and research and development, scientific use of pesticides and fer-
tilisers, greening of cultivation methods, digital supervision, etc.) and economic en-
hancement (e.g. improving the quality of agricultural practitioners, modernising culti-
vation methods, building digital platforms, and smart agriculture, etc.) of Gls agricul-
tural products will be of continued interest to the field.

(IIT) Research on quality risk management of GI agricultural product brands

External risks pose challenges to the quality management of landmark agricultural
brands. Climate change and epidemics are hitting supply chains, and there is still a gap
in research on strategies for how relevant actors can cope with this blow, such as re-
search on the marketing model of agricultural products during epidemics, access stand-
ards, quality control systems, and green logistics and warehousing systems.

References

1. Li, Yu-Rui, Chang-Li Bu, & Peng-Yan Wang. 2011 A new species of the genus Pseu-
dourostyla (Hymenoptera, Braconidae) from China. (2021). Geographical differentiation of
geograp

2. Tan, P., Zhang, M., and Shu, Y. H. 2023. Research on regional public brand construction of
agricultural products based on rural revitalisation strategy. Foreign Trade and Economics,
8:9-13.

3. Tu Hongbo, Zhu Qingjian. Influence of external cues on online purchase intention of geo-
graphical indication agricultural products and its mechanism[J/OL]. China Circulation
Economy, 2020, 34(8): 37-47. DOI1:10.14089/j.cnki.cn11-3664/.2020.08.004.

4. Deng Xuefei, Lu Boyu, Xu Zijian. Branding of Geographical Indication Agricultural Prod-
ucts, Characteristics of Marks, Internal Mechanism and Path to Realisation[J]. Agricultural
Economy, 2022(6): 123-126.

5. DE LIMA MEDEIROS M, TERRA L A A, PASSADOR J L. Geographical indications and
territorial development: A soft-system methodology analysis of the Serro Case[J/OL]. Sys-
tems Research and Behavioral Science, 2020, 37(1): 82-96. DOI:10.1002/sres.2601.

6. Xiao Zhenying, Ge Xinquan. Research on Influencing Factors and Improvement Path of
Brand Quality[J]. Standard Science, 2019(7): 113-117+136.

7. Zhao, Yujiao and Deng, Lei. 2014. Exploration of commodity brand based on brand quality.
Modern  Business Industry, 26(18): 17-18. https://doi.org/10.19311/j.cnki.1672-
3198.2014.18.010

8. Hu Shixia, Wang Hongling, Chen Shixiong, et al. Discussion on the construction of agricul-
tural regional public brand in the context of rural revitalisation[J]. Agricultural Economy,
2022(10): 124-126.

9. Yue Jungiao, Wu Xuefen, Jiang Mengzhen, et al. Optimising the path of geographical indi-
cations for agricultural products in China in the context of rural revitalisation[J]. Northern
Economy and Trade, 2023(8): 64-67.

10. YOUNG-CHUL KIM, GLENN C. LOURY. COLLECTIVE REPUTATION AND THE
DYNAMICS OF STATISTICAL DISCRIMINATION: DYNAMICS OF STATISTICAL
DISCRIMINATION[J/OL]. International Economic Review, 2018, 59(1): 3-18.
DOI:10.1111/iere.12260.

11. Dong Yinguo, Qian Weiwen. Hitchhiking in the Construction of Regional Public Brands for
Agricultural Products: A Study of Governance Based on Digital Traceability, Transparency
and Assurance System[J]. China Rural Monitor, 2022(6): 142-162.



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

A Review of Research on Influencing Factors and Governance 199

Min, Q.W., Wang, B.J., and Sun, Y.H. 2022. Progress and Prospects of Agricultural Cultural
Heritage Tourism Resource Evaluation Research in English. Journal of Resources and Ecol-
ogy, 13(4): 708-719.

C. Chen. 2006. CiteSpace II: Detecting and visualizing emerging trends and transient pat-
terns in scientific literature. Journal of the American Society for Information Science and
Technology, 57(3): 359-377. https://doi.org/10.1002/asi.20317

Yang Linguang. The effect of online word-of-mouth on online purchase intention of geo-
graphical indication agricultural products--Another discussion on the catalytic role of the
image of origin[J]. Research on Business Economy, 2021(8): 65-68.

Wu, Chunya, Xia, Ziyin, and Luo, Weiping. 2019. Bias Analysis of Consumers' Willingness
and Behaviour in Online Purchase of Geographical Indication Agricultural Products. Agri-
cultural Economic Issues, 5: 110-120. https://doi.org/10.13246/j.cnki.iae.2019.05.011

Tu, Hongbo and Zhu, Qingjian. 2020. Influence of external cues on online purchase inten-
tion of geographical indication agricultural products and its mechanism. China Circulation
Economy, 34(8): 37-47. https://doi.org/10.14089/j.cnki.cn11-3664/£.2020.08.004

Cayre, P., Michaud, A., Theau, J.-P., and Rigolot, C. 2018. The Coexistence of Multiple
Worldviews in Livestock Farming Drives Agroecological Transition. A Case Study in
French Protected Designation of Origin (PDO) Cheese Mountain Areas. Sustainability,
10(4): Art. 4. https://doi.org/10.3390/su10041097

P. Leng, B. Y. Sheng and S. C. Wu. 2022. International Comparison of Industrialised and
Ecological Agriculture and Its Implications for China. Research on Agricultural Moderni-
sation, 43(1):  48-58. https://doi.org/10.13872/.1000-0275.2021.0108

Dal Ferro, N., and Borin, M. 2017. Environment, agro-system and quality of food production
in Italy. ltalian Journal of Agronomy, 12(2). https://doi.org/10.4081/ija.2017.793

Feng, D., and Zhao, G. 2020. Footprint assessments on organic farming to improve ecolog-
ical safety in the water source areas of the South-to-North Water Diversion project. Journal
of Cleaner Production, 254: 120130. https://doi.org/10.1016/j.jclepro.2020.120130

Xie, Gao Di and Xiao, Yu. 2013. Research Progress on Farmland Ecosystem Services and
Their Values. Chinese Journal of Ecological Agriculture, 21(6): 645-651.
Martinez-Arndiz, M., Baraja-Rodriguez, E., and Herrero-Luque, D. 2022. Multifunctional
Territorialized Agri-Food Systems, Geographical Quality Marks and Agricultural Land-
scapes: The Case of Vineyards. Land, 11(4): Art. 4. https://doi.org/10.3390/land11040457
Wei Xia, Yu Wang, Siliang Ma, Tiantian Ma, and Rongguang Shi. 2023. A preliminary
study on the environmental planning and layout of landmark agricultural products. Journal
of Agricultural Resources and Environment, 40(5): 1075-1092.
https://doi.org/10.13254/j.jare.2023.0236

Castello, E. 2020. Storytelling in applications for the EU quality schemes for agricultural
products and foodstuffs: Place, origin and tradition. Spanish Journal of Agricultural Re-
search, 18(2): €0105. https://doi.org/10.5424/sjar/2020182-16192

Muiioz, F., Urvieta, R., Buscema, F., Rasse, M., Fontana, A., and Berli, F. 2021. Phenolic
Characterization of Cabernet Sauvignon Wines From Different Geographical Indications of
Mendoza, Argentina: Effects of Plant Material and Environment. Frontiers in Sustainable
Food Systems, 5: 700642. https://doi.org/10.3389/fsufs.2021.700642

Tang Wenlong, Fuo Xingsan, Ruan Shili, Shao Xuedong, Kong Weifu, Su Dongping, and
Xiao Yongjie. 2022. Quality dimensions of wine products and market expression system.
Chinese and Foreign Grapes and Wines, 6: 19-23.
https://doi.org/10.13414/j.cnki.zwpp.2022.06.004

Li Zhao, Hou Jianhua, and Chen Jinsong. 2011. A review of the geographical indications of
agricultural products in China. Library Forum, 1-8.



200

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

M. Shi and G. Zhao

Zhang Mir, Bao Lichun, Ren Tengfei. Study on the Role of Geographical Indications on the
Export of Characteristic Agricultural Products Based on Country-Specific Panel Data of Ex-
port Markets[J]. China Soft Science, 2022(2): 56-64.

Foroni, F., Vignando, M., and Aiello, M. 2017. The smell of terroir! Olfactory discrimina-
tion between wines of different grape variety and different terroir. Food Quality and Pref-
erence, 58: 18-23. https://doi.org/10.1016/j.foodqual.2016.12.012

Huang, Jiaxiong, Li, Weirui, Xia, Bing, and Hu, Faguang. 2022. Countermeasures for high-
quality development of Yunnan's coffee industry. Tropical Agricultural Science and Tech-
nology, 45(3): 21-29. https://doi.org/10.16005/j.cnki.tast.2022.03.005

Song Zhen, Shi Xingmin, Li Huanjuan, Chen Xieyang, and Gao Ying. 2019. Perceived Ef-
ficacy of Adaptive Behavioural Perceptions of Cherry Growers to Climate Change and Me-
teorological Hazards. Advances in Climate Change Research, 15(3):313-325.

Climate Change 2022: Impacts, Adaptation and Vulnerability. 2022. Intergovernmental
Panel on Climate Change,IPCC. https://www.ipcc.ch/report/ar6/wg2/

Chen, Hongyi and Mei, Ziyin. 2020. Analysis of agricultural products' slow sales during the
spread of major infectious diseases and countermeasures to solve the problem. Modern Busi-
ness Industry, 41(24): 34-35. https://doi.org/10.19311/j.cnki.1672-3198.2020.24.017

Usca, M., and Tisenkopfs, T. 2023. The resilience of short food supply chains during the
COVID-19 pandemic: A case study of a direct purchasing network. Frontiers in Sustainable
Food Systems, 7: 1146446. https://doi.org/10.3389/fsufs.2023.1146446

J. E. Hobbs. 2020. Food supply chains during the COVID-19 pandemic. Canadian Journal
of Agricultural Economics/Revue Canadienne agroeconomic, 68(2): 171-176.
https://doi.org/10.1111/cjag.12237

S. Shanker, A. Barve, K. Muduli, A. Kumar, J. A. Garza-Reyes, and S. Joshi. 2022. Enhanc-
ing resiliency of perishable product supply chains in the context of the COVID-19 outbreak.
International Journal of Logistics Research and Applications, 25(9): 1219-1243.
https://doi.org/10.1080/13675567.2021.1893671

Di Cerbo, A., Miraglia, D., Marino, L., Stocchi, R., Loschi, A., Fisichella, S., Cammertoni,
N., Menchetti, L., Farneti, S., Ranucci, D., Branciari, R., and Rea, S. 2020. Burrata di Andria
PGI Cheese: Physicochemical and Microbiological Features. Foods, 9(11): 1694.
https://doi.org/10.3390/foods9111694

Jiang, Heping, Yang, Dongqun, and Guo, Chaoran. 2020. Impacts of the New Crown Pneu-
monia Epidemic on China's Agricultural Development and Response Measures. Reform, 3:
5-13.

Duvaleix, S. 2021. Geographical indications and trade: Firm-level evidence from the French
cheese industry. Food Policy.

K. Schober, R. Balling, T. Chilla, and H. Lindermayer. 2023. European Integration Pro-
cesses in the EU GI System—A Long-Term Review of EU Regulation for Gls. Sustainabil-
ity, 15(3): Art. 3. https://doi.org/10.3390/su15032666

He, Qiang, Deng, Xin, Li, Chuan, Yan, C.C., and Ch'ien, Y.B. 2023. Mechanism and em-
pirical analysis of agricultural product branding to improve agricultural competitiveness: A
case study of agricultural product geographical indications in 91 counties in Sichuan Prov-
ince. Chinese Agricultural Resources and Zoning, 4(41): 241-252.

Li, Yamin. 2023. Optimisation of China's foreign trade in agricultural products under the
influence of green trade barriers in the new era. Agricultural Economics, 5: 131-132.

Y. Kamal and C. Zaki. 2018. How Do Technical Barriers to Trade Affect Exports?
&lt;br/&gt;Evidence from Egyptian Firm-Level Data. Journal of Economic Integration,
33(4): 659-721. https://doi.org/10.11130/jei.2018.33.4.659



44,

45.

46.

47.

48.

49.

50.

51,

52.

53.

54.

55.

56.

57.

A Review of Research on Influencing Factors and Governance 201

Jia, Min. 2022. Research on the marketing management strategy of geographical indication
agricultural products under the perspective of government-enterprise synergy. Research on
Business Economy, 21: 73-76.

Marie-Vivien, D., and Biénabe, E. 2017. The Multifaceted Role of the State in the Protection
of Geographical Indications: A Worldwide Review. World Development, 98: 1-11.
https://doi.org/10.1016/j.worlddev.2017.04.035

Y. Qin, X. Shi, X. Li, and J. Yan. 2021. Geographical indication agricultural products, live-
lihood capital, and resilience to meteorological disasters: Evidence from kiwifruit farmers
in China. Environmental Science and Pollution Research, 28(46): 65832-65847.
https://doi.org/10.1007/s11356-021-15547-1

D.Y.Xu,S.T. Tongand Y. P. Lin. 2020. Promoting the high-quality development of moun-
tain agriculture in southwest China through branding - A case study of Guizhou Province.
Price  Theory and Practice, 1: 131-134. https://doi.org/10.19851/j.cnki.CN11-
1010/F.2020.01.085

H. Yang and D. J. Liu. 2017. Research on the influence mechanism of organisational man-
agement on the brand equity of agricultural products' geographical indications - an empirical
analysis based on the consumer perspective. Economic Jingwei, 34(4): 37-42.
https://doi.org/10.15931/j.cnki.1006-1096.2017.04.007

Darwance, Haryadi, D., and Yokotani. 2020. Geographical indication protection for pepper:
Its environmental implications for Bangka Belitung Islands. JOP Conference Series: Earth
and  Environmental  Science,  599(1):  012092.  https://doi.org/10.1088/1755-
1315/599/1/012092

Yang, Chun'e and Wang, Xinghang. 2023. Optimisation of the legal protection of geograph-
ical indications for agricultural products: A study at Zigui County, Hubei Province. Journal
of Central South University for Nationalities Humanities and Social Sciences Edition, 1-8.
https://doi.org/10.19898/j.cnki.42-1704/C.20231018.01

Chen, Xing. 2022. On the Specialised Legislative Protection of Geographical Indications in
China. Social Scientist, 3: 130-137.

Wang Ge. 2016. Problems and Countermeasures of Legal Protection of Geographical Indi-
cation Products--Taking Henan Province as an Example. Journal of Graduate School of
Chinese Academy of Social Sciences, 5: 139-144.

Marie-Vivien, D., and Biénabe, E. 2017. The Multifaceted Role of the State in the Protection
of Geographical Indications: A Worldwide Review. World Development, 98: 1-11.
https://doi.org/10.1016/j.worlddev.2017.04.035

Minviel, J.-J., Fares, M., Blazy, J.-M., and Thomas, A. 2023. Technical efficiency and com-
plementarity of agroecological innovations in French West Indies banana production. 4Ap-
plied Economics Letters, 30(18): 2652-2656.
https://doi.org/10.1080/13504851.2022.2103074

Dong Xiaobo. 2023. Innovative Paths of New Digital Infrastructure Driving High-Quality
Agricultural and Rural Development. Learning and Practice, 1: 33-42.
https://doi.org/10.19624/j.cnki.cn42-1005/¢.2023.01.010

K. Schobe, P. Wang, J. Chen, and L. Yao. 2021. Participation mode and production effi-
ciency enhancement mechanism of Geographical Indication products in rural areas: A meta-
frontier analysis. Physics and Chemistry of the Earth, Parts A/B/C, 121: 102982.
https://doi.org/10.1016/j.pce.2021.102982

Dong Xiaobo. 2023. Innovative Paths of New Digital Infrastructure Driving High-Quality
Agricultural and Rural Development. Learning and Practice, 1: 33-42.
https://doi.org/10.19624/j.cnki.cn42-1005/¢.2023.01.010



202 M. Shi and G. Zhao

58. Zhang, Shu and Liu, Zhenggang. 2022. Brand building and protection of geographical indi-
cations for agricultural products. Agricultural Economics, 4: 139-140.

59. Wang, Xuan, Zhang, Junbiao, and Lai, Xiaomin. 2023. Impact of environmental governance
on agricultural green technology innovation: An empirical study based on threshold regres-
sion. Journal of China Agricultural University, 28(2): 279-292.

60. Lv Zhe, Wu Jie, and He Yuan. 2023. The effect of place attachment of geographical indica-
tion agricultural products on repurchase intention. Journal of Retailing and Consumer Ser-
vices, 72: 103266. https://doi.org/10.1016/j.jretconser.2023.103266

61. Malacarne, A., Silva, L. N. da, Vieira, C. S., Macedo, R. F., Malacarne, A., Monte, W. S.
do, and De-Bortoli, R. 2019. Geographical Indication and Regional Development: Cause or
Consequence. Journal of Agricultural Science, 11(3): 535.
https://doi.org/10.5539/jas.v11n3p535

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	A Review of Research on Influencing Factors and Governance of the Quality of Geographical Indication Agricultural Products Brand

