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Enlightenment from Bordeaux Wine Management in France to Chinese Regional Public Brands

Linhan Wang
Sichuan Agricultural University, Chengdu, Sichuan, 611130, China

Abstract: As a global benchmark for geographical indication protection, the Bordeaux wine-producing region in France has
established a standardized management system and collaborative governance framework covering the entire industrial chain,
providing a mature paradigm for the development of regional public brands. Through historical analysis, this study reveals
that Bordeaux’s management system has evolved through four stages: boundary demarcation by the medieval church, the
formation of the 1855 classification system, the establishment of AOC legislation in 1935, and the EU-level upgrading in the
21st century, gradually forming a three-dimensional management model of “rigid legal constraints + industry self-governance
coordination + producer benefit sharing”.Contrasting with the challenges faced by Chinese regional public brands, such as
lack of standardization, low-end industrial chains, and weak cultural soft power, the study proposes threefold insights: at the
institutional level, it is necessary to construct a rights-responsibility division system for collaborative governance among
governments, associations, and enterprises; at the technical level, a digital standard and dynamic certification mechanism for
the entire industrial chain should be established; and at the cultural level, heritage should be decoded through technology and
traditions activated through scenarios to create a virtual-real integrated brand narrative.Bordeaux’s experience shows that
the sustainable development of regional brands requires a three-dimensional reconstruction of institutional , technological
empowerment, and cultural valuation to form an ecosystem of quality trust, value transmission, and industrial collaboration.
This provides a path reference for China to transition from geographical indication protection to a global consumption symbol.
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