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ABSTRACT: The work aims to explore the methods and strategies to enhance the e-commerce brand image of character-
istic agricultural products. First of all, through the analysis of the interaction process and touch points between consumers
and brand, the key categories of e-commerce brand image design were determined. Then, a systematic analysis was con-
ducted on the three dimensions of VI basic system design, network image design and packaging design in multiple con-
texts, and specific design strategies and implementation methods were put forward from visual design, user experience,
brand planning and image spreading. Finally, the theoretical design method was demonstrated through the e-commerce
brand image design project of the geographical indication product (Langshan navel orange) in Xinning County, Hunan
Province. Based on regional public brand influence, e-commerce of agricultural products should pay more attention to the
construction and promotion of its own brand image. By means of design, the brand characteristics and intrinsic value of
agricultural products will be visualized, and the consumption of characteristic agricultural products will be transformed
into “emotional consumption” and “cultural consumption” so as to form the “fans” economic effect.
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Fig.1 Analysis of interaction process between users and agricultural e-commerce brands
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Fig.2 Situation analysis on packaging design of
characteristic agricultural e-commerce brand
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Fig.3 Brand image planning and V1 basic system design of “Midsummer Orange”
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Fig.4 Micro shop and official account image design of “Midsummer Orange”
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Fig.5 Packaging design of “Midsummer Orange”
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