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Brand Visual Image Design of Chongqing Rural Product E-commerce Platform

TAN Yong', ZHAO Qing-ging', SUN Hai-yang®
(1.Chongqing Jiaotong University, Chongqing 400074, China;
2.Chongqing Vocational Institute of Tourism, Chongqing 409000, China)

ABSTRACT: The work aims to resolve the issues related to E-commerce platforms for countryside products, including
complex VI design, ambiguous VI design, lack of systematic layout, inadequate marketing strategies on VI, etc. from the
perspective of visual image design. In order to impel the personalization, structuration, and expansion of E-commerce
platform for countryside products, practical investigation was conducted on the status-quo of E-commerce Brands in rural
areas. The theoretical research results of rural E-commerce platform were obtained by document analysis method to dis-
cuss Brand Planning, Brand Design and Brand Marketing of E-commerce platforms for countryside products with sys-
tematic strategy. Through systematic design of Brand Image, the industrialization development of countryside E-com-
merce platforms is accelerated and the core competence of countryside products is improved, which consequently realizes
the upgradation of agricultural industrialization.

KEY WORDS: rural e-commerce; brand image; visual image design; rural products
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Tab.1 Naming and impression of Chongqing e-commerce platform
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Tab.2 Logo design of agricultural-related E-commerce platform in Chongqing
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