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Abstract

This article takes the Zhang Xiayu Apricot brand design as an example to delve into the innovative
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paths and applications of agricultural product brand design. Against the backdrop of consumption
upgrading, the branding of agricultural products faces new opportunities and challenges. Tradi-
tional agricultural product brand design has limitations such as subpar image, lack of unity, neglect
of young people’s aesthetics, and insufficient expression of ecological elements. The Zhang Xiayu
Apricot brand design, in line with the development of the times and consumer needs, adopts a sim-
ple and natural style. By depicting its ecological cycle from flowering, fruiting, processing, to flow-
ering again, it resonates with consumers. This shows that agricultural product brand design needs
to pay attention to consumer preferences and trends of the times, and to innovatively display the
natural ecological attributes of the product. This not only enhances the appeal of agricultural prod-
uct brands but also strengthens their market competitiveness. It provides ideas for the innovation
of agricultural product brand design and has a positive significance for promoting the development
of agricultural product branding. It also indicates that in the shaping of agricultural product brands,
it is crucial to explore the unique ecological and production process value of the product itself and
artistically integrate it into the brand's visual system.
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Figure 3. Horizontal and vertical combination logo
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Figure 4. Standard color
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Figure 5. Sketch of Brother Xing and Sister Xiaohua
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Figure 6. Mascot sketch
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Figure 7. Brother Xing and Sister Xiaohua
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Figure 8. Mascot emoticon package
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Figure 9. Characters in illustration
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Figure 10. Characters in the illustration scene
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Figure 11. Zhang Xiayuxing’s final illustration
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Figure 12. Zhang Xiayu Apricot’s illustrations from the middle period
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Figure 13. Final draft of Zhang Xiayu Apricot’s long scroll illustration
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Figure 14. Fresh fruit packaging 1
14 BREEL

Figure 15. Fresh fruit packaging 2
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Figure 16. Fresh fruit packaging 3
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Figure 17. Beverage bottle sticker expanded view
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Figure 18. Glass bottle packaging design
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Figure 19. Paper cup packaging design
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Figure 20. Paper cup bag design
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Figure 21. Apricot snack bag design
21. BHERREIT

Figure 22. Apricot drawer box design
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Figure 23. Display board design
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Figure 24. Document bag design
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Figure 25. Notebook design
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Figure 27. Ceramic cup design
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Figure 28. Luggage design
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