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Abstract

Objective: This paper aims to study the brand design of rural agricultural products under the
background of rural revitalization. Methods: Through field research and literature research, the
characteristic products and cultural context of Qiaodong village were analyzed and refined from
the current situation of its industry, and the refined elements were converted into design symbols,
so that they could be integrated into the brand image of rural product promotion. Results: Firstly,
the brand treatment of rural agricultural products makes the agricultural products of Qiaodong
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village competitive in the market; secondly, the interesting brand image can attract the attention
of the public; finally, the establishment of the brand image can guide the public to actively explore
the local atmosphere of Qiaodong Village and increase the public’s action support for rural agri-
cultural products.
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Figure 1. Agricultural product branding design strategy
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Figure 2. Qiaodong Village egg brand
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Figure 3. Qiaodong Village agricultural products brand LOGO and auxiliary graphics
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Figure 4. Qiaodong Village agricultural product brand material design
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