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Embedding Social Capital in Agricultural Product Brand Design from the Perspective of Social Commerce
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Abstract: Industrial prosperity is the economic basis for rural revitalization, and the
brand of agricultural products is the basic unit of rural industry. Digital social platform
has become an important channel for the circulation of agricultural product brands. Its
strong social attribute and interactivity require that agricultural product brand design

should follow the principle of non- economy (trust, relationship and emotional elements).

Emotional brand design will help to establish a positive relationship between agricultural

products and consumers; the good interpersonal relationship between users and brands

will enhance mutual trust, and trust is the most important asset of social commerce. Based

relationship and emotion.
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