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A comparative study on branding strategy and value chain structure of regional
specialty products

Matsuguma, Hisaaki

2,000,000

The purpose of this research is to analyze the structure of branding and
value chain of specialty products in the region. The subjects of analysis are agricultural products
and sake. First of all, with regard to agricultural products that have obtained regional collective
trademarks, the point that the agricultural union wants to emphasize is the taste of traditional
agricultural products, tradition, reputation and safety. Next, about 80% of the self-assessments of
agricultural products by agricultural unions were strong in brand power.

Furthermore, as for sake, it was found that the brand power is strongly related to the degree of
differentiation, sales power, price competitiveness, and capacity utilization rate.
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