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Abstract

At present, there is an increasing demand for brand image in various industries, and a brand is
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necessary to increase the added value of agricultural products, which requires a visual identity
design for the brand of agricultural products. Under the guidance of rural revitalization strategy,
strengthening the brand image design and innovation of Zhumadian agricultural products is of
great significance to the development of Zhumadian agriculture. As a large agricultural city, Zhu-
madian has rich agricultural resources, but currently there are problems such as brand homoge-
nization, unclear market positioning, and weak brand design and publicity. Therefore, it is of great
significance how to improve the brand value of China’s agricultural products and enhance their
market competitiveness. With the implementation of the rural revitalization strategy, the brand
image of agricultural products has become an important element in the value chain of enhancing
agricultural products. From the background of rural revitalization, this paper analyzes the devel-
opment status quo of agricultural products in Zhumadian as well as some of the problems cur-
rently encountered in the process of constructing agricultural product brands, and puts forward
the ways to expand the brand of agricultural products, with a view to providing useful reference
for the construction of agricultural product brands under the strategy of rural revitalization.
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