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This study was discussed new paradigm local brands. Inter-regional, and
competition in the region, it won the business rather than become a regional brand of the model, while
cooperate with each other, each origins as a business, is a model that in turn lead to regional
revitalization. It explored on the basis of the cooperation relationship to actor network theory.
Specific regional brand product, a Japanese wine. This is because the most well represents the actor
network. Analysis, which, in the region, not due to competition between regions were found to allow for
local activation.
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