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Visual Image Design of Yancheng Hengbel Zaosu Pear Brand under
the Background of Rural Revitalization

GOU Xiao-mei, LI Ming
(Yancheng Polytechnic College, Yancheng 224005, China)

ABSTRACT: Asaunique product of arural area, characteristic agricultural products have strong regionality and iconic-
ity. In order to improve product value and facilitate rural revitalization, and though the ways such as brand culture extrac-
tion and creation, logo design, packaging design, marketing communication, this paper can provide theoretical and prac-
tical reference for the brand building of regional characteristic agricultural products. Taking Y ancheng Hengbei Zaosu
pears as an example, through field study and typical case analysis, this paper summarizes the status quo of its brand
building, and sorts out the problems and deficiencies in brand creation. Through SWOT analysis and brand value refine-
ment, this paper explores the brand concept and product positioning. Finally, this paper puts forward design strategies of
brand images for Hengbei Zaosu pears and implements a series of design practices such as logo, packaging,
deep-processed products, network image and IP image to form a system and standard to strengthen the brand Image. To
enhance the value of rural characteristic agricultural products, brand creation is indispensable, and the visual image design
of characteristic agricultural products brand will get more and more attention.

KEY WORDS: rural revitalization; agricultural products; brand visual image; Hengbei Zaosu pear
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