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Abstract

Against the backdrop of deepening the rural revitalization strategy and high-quality agricultural
development, the construction of agricultural product brands has become a core driver for enhanc-
ing the competitiveness of the agricultural industry and unleashing the value of rural characteristic
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industries. Traditional agricultural product branding focuses on a single entity or link, making it
difficult to meet the complex demands of the market and industrial development. Brand ecology
introduces biological ecology theories into brand management, analyzing the symbiotic relation-
ship between brands and their internal and external environments from a systemic, dynamic, and
collaborative perspective, providing a new theoretical framework and practical approach for agri-
cultural product branding. Based on the core theories of brand ecology, this paper outlines the con-
stituent elements and operational mechanisms of the agricultural product brand ecosystem, exam-
ines the current challenges in ecological entities, environment, and relationships, and proposes de-
velopment pathways from dimensions such as brand niche shaping, ecosystem collaboration, and
ecological environment optimization, drawing on domestic practice cases. The aim is to promote
the sustainable development of agricultural product brand ecosystems, facilitate the transfor-
mation and upgrading of the agricultural industry, and support the high-quality growth of rural
economies.
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