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Abstract
At present, consumers have low brand awareness of Hunan National Geographic Indication agri-
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cultural products, which is not conducive to further promoting brand strengthening agriculture
and comprehensively promoting the strategy of rural industry revitalization. Through investigation
and analysis of consumers’ brand cognition of Hunan geographical indication agricultural prod-
ucts, this paper proposes strategies to improve brand cognition. Mainly for: Strengthen the public
welfare publicity of geographical indication trademarks, and guide consumers to correctly identi-
fy geographical indication trademarks; improve the standardization of production and processing,
and ensure the consistency of consumer brand cognition from the technical point of view; stan-
dardize the sales market of agricultural products and implement the traceability system of agri-
cultural products’ origin; design packaging that conforms to product value and has characteristics,
strengthen visual identity system design, and improve brand recognition; increase brand publicity
and promotion efforts to improve brand awareness.
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Table 1. Excellent brand of “one county one special” agricultural products in Hunan Province from 2021 to 2022
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Table 2. Brand recognition of excellent agricultural products in Hunan Province in 2021
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