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Agricultural Product Brand Packaging Design Based on the Narrative Theory
in the Era of Big Data
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ABSTRACT: The agricultural product brand value is enhanced by means of data analysis and brand design.Through the
analysis of network marketing trend and marketing big data, itputs forward a new method of narrative construction of
agricultural product brand name and packaging design based on the analysis of narrative theory.On the basis of discussing
the elements of the brand, the function and value of the story in the construction of agricultural product brand is put forward.
Through the research of the mechanism of the large data to the agricultural product brand, the brand system and model of
agricultural products based on narrative is put forward to be beneficial for the image building and brand marketing of
agricultural products.
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