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Design Empowers Rural Revitalization

—Study on the Visual Image Design of Characteristic Agricultural
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Abstract

Under the rural revitalization strategy of Yunnan Province, this article reached “school-land co-
operation” with the Babao Town Government of Guangnan, and conducted multiple investigations
with the mission of “design empowering rural revitalization”. During the investigation, it was
found that the local agricultural special product eight-treasure rice has natural ecology and good
quality, but the brand influence and brand added value of its products are low, the brand effect is
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insufficient, and overall it is still in the preliminary development stage. Therefore, this article
mainly carries out a series of visual image designs such as logo redesign, packaging redesign, ad-
vertising design, etc. for the local representative “Nahoumang” Babao Rice Farmers’ Professional
Cooperative, at the same time, to a certain degree of publicity for its brand, in order to promote
the effective implementation of the rural revitalization strategy to make a certain demonstration.
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Figure 2. “Nahoumang” brand vision
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Figure 3. Partial questionnaire
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Figure 4. “Nahoumang” logo and part of the visual image basic system
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Figure 5. “Nahoumang” part of the visual image application system
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