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O l Why is this topic important?
|SS U eS a n d Re leva n Ce Under the rural revitalization strategy, regional agricultural brands face severe visual

homogenization and superficial symbol stacking, lacking the capacity for territorial
positioning.
02 What do you want to research or create?

A complete visual identity system for the "Lvmi" brand — logo, colour, auxiliary graphics,
and multi-scenario applications — based on local-oriented design theory.

O 3 How is it connected to culture, design, people?

It closely links the Beijing-Hangzhou Grand Canal heritage, Qijia Village farmers,
cooperative managers, and urban consumers through participatory design.

O 4 What is the cultural and social background?

Qijia Village in Benniu Town, Changzhou, has a thousand-year Grand Canal history. The
"Lvmi" brand holds green-food certification but lacks a unified visual identity for territorial
positioning,.
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e Project Background and
Qijia Village, on the bank of the Beijing-Hangzhou Grand Canal, has over 400 Resea rCh O bJeCtlveS

years of farming history. The Runtu Cooperative has developed the "Lvmi"
melon-and-vegetable products with green-food certification and 120
standardized planting procedures. However, the brand lacks a unified visual
identity, suffering from visual homogenization and weak territorial positioning.

Objectives

To build a complete visual identity system for the "Lvmi" brand — covering logo,
colour palette, auxiliary graphics and multi-scenario applications — guided by
the "Human-Product-Land-Scene" local-oriented framework, and to verify its

effectiveness as a tool for Qijia Village's territorial positioning.



Research Content
and Methods

The research combines theoretical study and design practice through six
complementary methods:

1. Literature review — academic publications, policy texts and local records on
agricultural branding and local-oriented design.

2. Case study — Rice & Shine, Oriental Beauty Tea, Yubari Melon, Ehime Citrus,
compared under the Human-Product-Land-Scene framework.

3. Oral interviews — semi-structured interviews with cooperative managers, farmers
and villagers.

4. Questionnaire survey — local and non-local consumers on brand perception,
packaging and taste preferences.

5. Data analysis — statistical processing of survey data to define design constraints.
6. Participatory design — stakeholders co-evaluate and iterate the visual system
throughout.
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Field Research Findings

01

02

Problems Identified

Fieldwork and surveys revealed four core issues: (1) reputation without visual
identity — Lvmi products are well-received locally but lack any brand system; (2)
visual homogenization across agricultural brands; (3) mechanical stacking of
regional symbols without product logic; (4) stakeholder demands ignored in
design.

Design Requirements Derived

Farmers expect the brand to reflect hard-working rural images and practical, low-
cost packaging. Consumers seek freshness, eco-friendliness and local reliability.
These insights define the design constraints: recognisable, affordable, locally
rooted, and emotionally warm.



Key Reference Projects

Visual outcomes studied: brand identity systems for rural agricultural products; packaging design of
melon-and-vegetable brands.
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Design Concept: "Canal-fed Farmland, Co-growth of Lvm

Core concept — "Sweetness nurtured by water-soil" « guided by the four-element local-oriented framework

Scene

Human Product Land

Farmers, cooperative managers, Melons and vegetables with green-

[ ar food certification, 120 standard

stakeholders co-participating in procedures, cooperative + farmer
brand building model

Grand Canal, Desheng Bridge, Yuan-
Dynasty site, Jiangnan water-town
farming heritage

Field production, village life,
supermarket shelves, gift boxes and
online e-commerce touchpoints

Two concept directions were tested: "Sweetness nurtured by water-soil" (canal water nourishing sweet fruits) and "Co-existence with countryside" (human labour
and produce). After stakeholder consultation, "Sweetness nurtured by water-soil" was selected as the core design concept.



Brand Logo Design

The logo integrates three visual
elements:

Canal ripples — simplified curves
symbolize the nourishment brought by
the Beijing-Hangzhou Grand Canal.
LVMI letterforms — pattern on the
watermelon skin encodes the brand
name.

Fruit silhouette — the outer contour
derives from a watermelon slice,
corresponding to the core product.
Concise geometric transformation keeps
printing costs low and adapts to field

packaging, gift boxes and digital media.
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Standard Colour System

The palette roots in Qijia's
pastoral landscape:

Pastoral Green — primary, from
melon-and-vegetable plants,
symbolising eco-friendly
cultivation.

Fruit Red — accent echoing fresh
watermelon flesh.

Soil Off-white — base imitating
mild soil background.
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Auxiliary Graphics

Auxiliary graphics are derived directly LVMI VI £
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Application: Field Packaging

For field-production and sorting scenarios, packaging uses

affordable monochrome or limited-colour printing on kraft ‘LVMI e e g
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Gift Box & Product Sticker

The premium gift box applies the full colour palette — deep green box
body, white lid with produce photography, red-and-green wave graphics.
It serves the gifting and agritourism reception scenario.

The round watermelon sticker

applies directly to each fruitin the

A&éﬁ!}& { field — atouchpoint that connects

the consumer to the moment of
harvest,




Processed Products

The brand extends into value-added processed lines: watermelon juice

in glass bottles and watermelon jam in jars.

Labels carry the logo, product name in both Chinese and English,

ingredient lists, net content and the "Green Agriculture + Healthy Life"

tagline. Deep green screw caps tie back to the primary brand colour.
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Application: Supermarket Display
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In retail consumption scenarios, the brand system extends to shelf talkers, danglers, price cards and standees — creating a unified Lvmi zone that delivers
clear territorial-positioning signals at the point of purchase.




Application: Exhibition Booth
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Trade-show booth design carries the "Greener Fields + Healthier Life" campaign line, with contact information and value icons — full-colour application for buyer and agritourism
reception.
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Digital Application: Website & Poster
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The official website homepage presents the brand to digital
audiences. Graphic elements are simplified for screen clarity:
navigation bar, hero image of watermelon in the field, the headline
"Natural Flavour, Crafted Agriculture”, and a call-to-action button.
Red-and-green wave graphics echo the auxiliary system, adapted
for desktop and mobile viewing.
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Poster series — vertical promotional posters carry the same
brand voice: natural planting, fresh and juicy, strict quality

o = selection, rich nutrition, with contact and QR code for social
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Print Materials: Brochure & Card
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Tri-fold brochure — cooperative introduction, watermelon and

melon variety series, brand story, contact information and storage
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guidance, illustrated with pastoral Jiangnan water-town scenes.
Business card — dual-sided design in white and brand green/red,
carrying contact details and the auxiliary wave graphic.
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Conclusion

This research constructs the "Human-Product-Land-Scene" local-oriented framework and completes a full visual identity system for the "Lvmi"
brand in Qijia Village.

The logo, colour palette, auxiliary graphics and multi-scenario applications — from field packaging to gift boxes, supermarket displays, exhibition
booths, website and print materials — work as a practical tool for territorial positioning,

Expert evaluation and user testing confirm that the design balances cultural expression, production cost and market communication. Limitations

remain in sample scope and large-scale market launch; future work will expand stakeholder feedback and apply the framework to more fresh-
produce brands.
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