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Abstract

The construction of distinctive agricultural products plays a crucial role in rural revitalization. This
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study addresses the structural predicament of “visual homogenization, cultural narrative disconti-
nuity, and low conversion efficiency” in county-level agricultural product brand communication,
and explores the empowerment mechanism through which animation IP enhances the brand com-
munication of geographical indication (GI) products. Taking the national GI product “Sihui Shatang
Tangerine” as a case study, we construct a “3C Animation Empowerment Model,” which demon-
strates significant positive effects across three dimensions: cultural translation, communication ef-
ficacy, and commercial conversion. Through a three-stage pathway of “cultural gene decoding, vis-
ual symbol reconstruction, and emotional value transmission,” animation IP can effectively en-
hance the brand distinctiveness and emotional connection of county-level agricultural products,
thereby accelerating the implementation of the High-Quality Development Project for Hundreds of
Counties, Thousands of Towns, and Tens of Thousands of Villages.
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Figure 1. The IP character “JUBEE” (Drawn by the authors)
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Table 1. Information on data collection from platforms
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Figure 2. Comparison of communication metrics
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Figure 3. Analysis of platform communication performance and content-time slot matching
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Figure 4. Analysis of audience sentiment and UGC semantic content
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