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Integration Strategy of Regional Culture and Agriculture Regional Brand Image | P

LIU Wei-shang, LIU Zhuo, QIN Jia-lin
(YYanshan University, Qinhuangdao 066000, China)

ABSTRACT: This paper aims to explore the integration of regional culture and agricultural regional brand image |P de-
sign. Under the background of Rural Revitalization Strategy, with meeting the emotional needs of the audience and im-
proving the regional image as the starting point, this paper explores the actual value of agricultural regional brand image
IP, analyzes the integration points of regional culture and agricultural regional brand image IP, and summarizes and ana-
lyzes the existing problems in combination with the current situation of agricultural regional brand image IP market. This
paper explores the integration strategy of regional culture and agricultural regional brand image IP from four aspects:
visual transformation, spiritual communication, cultural experience, and library construction. The agricultural regional
brand image IP integrates the contents of visual, behavioral, and spiritual aspects of regional culture, extends and repro-
duces cultural visualization, forms systematic and continuous library construction and quality management, so as to make
agricultural regional brand image IP have self-renewal ability, form brand personalized communication, enhance regional
brand influence and enhance regional brand premium ability.
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