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Abstract

Against the backdrop of rapid technological advancement and intensifying market competition,
brand building has emerged as a critical cornerstone for enterprises to gain a firm foothold in the
market and secure long-term development. As a vital bridge linking enterprises’ scientific and tech-
nological achievements with the general public, science popularization plays a pivotal role in boost-
ing brand awareness, forging a distinctive brand image, and strengthening brand credibility. Draw-
ing on the science popularization practices of state-owned agricultural enterprises, this article ex-
plores the intrinsic connection between science popularization and corporate brand building, ana-
lyzes the specific pathways through which science popularization facilitates brand development,
identifies the challenges encountered in this process, and puts forward targeted countermeasures.
Ultimately, it aims to provide actionable references for enterprises seeking to leverage science pop-
ularization as a strategic tool for brand building.
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Table 1. Core indicators of the research and investigation on “From saline-alkali land to ecological zone, scientific and tech-
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