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Research on the Digital Design of Henan Agricultural Product Brands Driven by
Xiaotang Cui

"Al+Agriculture, Culture and Tourism"——Taking the "Yuxianfan" Smart Agriculture Project as

Xiaoyan Zhu
Zhengzhou University of Light Industry
[Abstract] The convergence of Al, smart agriculture, and agro—cultural tourism is reshaping agricultural

branding toward a digitally intelligent paradigm defined by data credibility, content continuity, scenario
interaction, and user engagement. Taking the "Yuxiaofan" cherry tomato brand from Henan as a case, this study
proposes a five—tier framework covering data—credibilized production, personified identity, streaming—media

content, interactive science communication, and data—driven operations. Strategies include AIGC-—assisted
cultural symbol extraction and IP generation, short—video content matrices, interactive science films and smart
packaging to bridge the production—to—consumption chain, and smart greenhouse transformation into an
brand value of Henan's specialty agricultural products.

agro—tourism brand destination. Agricultural brand design thus evolves into a comprehensive digital service

Short—form Video; Interactive Science Communication
Bl

system spanning production, communication, experience, and consumption, offering a reference for enhancing
[Key words] Al + Agro—cultural Tourism; Agricultural Product Brand; Digital—intelligent Design; AIGC;
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