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Abstract

With the gradual blurring of traditional design boundaries, emotional design has been used in
product design, industrial design, interaction design and other fields, but its use in rural brand im-
age design is very rare, and theoretical research is even weaker. Integrating emotional factors into
the traditional rational rural brand image design not only makes the brand image more vivid and
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vibrant, but also evokes the emotions of consumers. This paper mainly discusses the role of emo-
tional design in rural brand image design, and through the practice of brand image design in Pi-
padun Village, it provides a new exploration perspective for rural brand image design, which is of
great significance to the creation of rural brand.
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Figure 1. Emotional design method of brand image of Pipadun Village
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Figure 2. Pipadun Village theme poster
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Figure 3. Modern field
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Figure 4. Modern farm
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Figure 5. Modern market
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Figure 6. Modern greenhouse
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Figure 7. Derivative design of Pipadun Village brand
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