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Development of Precision Poverty Alleviation Promoted by Art Brand Design
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(1.Yunnan Arts University, Kunming 650000, China;
2.Hebei Construction Material Vocational and Technical College, Qinhuangdao 066004, China)

ABSTRACT: The work aims to cooperate with the poverty alleviation work in various places, and make the accurate
poverty alleviation more vigorous, so that all kinds of rural reconstruction can have the aesthetic value of artistic design,
respond to the call to build beautiful countryside, and coordinate with the tourism development, to provide more rural
development possibilities. By drawing lessons from the famous rural design activities of “one village, one product” in
Dafen County of Japan in the last century, the method of art brand design was used to promote the differentiation of Chi-
nese rural brand design and the design and development of characteristic agricultural products. Combining historical and
cultural development, brand design development and local products, artists of all kinds were invited to enrich the possi-
bilities of rural art creation. The path of art design into rural development can strengthen the cultural and spiritual con-
struction in rural areas, arouse the nostalgia of contemporary urban people, attract the return of rural talents, provide jobs
in rural areas, alleviate the outstanding problems of Left-behind elderly and children in rural areas, and finally revitalize
the rural economy. At the same time, it provides a feasible reference for the poverty alleviation villages.

KEY WORDS: agricultural product design and development; rural brand design; packaging design; art poverty alleviation
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