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Abstract

Under the rural revitalization strategy, agricultural branding faces challenges of visual homogeniza-
tion, high design costs, and insufficient cultural localization. This study proposes an “Al agent-

SCEG| M B, ARRT. ST REAR AL A AR P i AL BT SRS AT 1)), BEit, 2025, 10(6): 309-318.
DOI: 10.12677/design.2025.106032


https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2025.106032
https://doi.org/10.12677/design.2025.106032
https://www.hanspub.org/

HIR, 4Bn]

driven framework for localized brand visual design”, aiming to integrate efficiency with cultural
expression through artificial intelligence and human-AI collaboration. Methodologically, the re-
search constructs a five-stage model: cultural information collection, symbol refinement, multi-
scheme generation, localization calibration, and visual system construction. The findings indicate
that this framework lowers design barriers for smallholder farmers, enhances cultural authenticity,
and mitigates risks of aesthetic averaging caused by Al. The conclusion emphasizes that Al agents
should be regarded as collaborative partners rather than mere tools. Their true value lies in build-
ing a design ecology that balances inclusivity and localization, thereby providing both theoretical
and practical support for agricultural brand development.
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Figure 1. Framework of Al agent-driven localized agricultural brand visual design
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