HESZAERE 3%63 8 ISSN: 3082-8252(Print); 3082-8244(Online)

K FAIGCHI S M BEWESE S5 R sr——EL “op
LR BSFCS” e xd

XRF
m&XXEFIERNS, SE - BE 610000

WE: AL “PERRFKT Z—B R IP AFLAE, RN AIGC HAL § AR 2P oS4
EL AT MR L Rt B KA B ML, FFRAY, AIGC 4@t AL WA A = . B34 E 7 X . Hof fikik R
P BERBERNTAE, ISR EAINGEALSHR, RERIAZ LHFH, IHEFEL, S 1P G E KT
FoALEMMET —EBENE., H3E. T, AFTWANEEY AIGC S AT SR RRA R, SFLRARLRE
MG A ReHATT RE, A AR AR RS AL HRZIET]

KHEF: AIGC; ZARM,; FRARRFKT; JHERSS; bR

Research and Strategic Analysis on Rural Brand Construction Based on AIGC: Starting
from the '""Chinese Farmers' Harvest Festival"

Deng Li
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Abstract: Taking the national-level IP "Chinese Farmers' Harvest Festival" as a research starting point, this paper
deeply analyzes the core advantages, application feasibility, and immense socio-economic value of AIGC technology
in rural brand construction. The research indicates that AIGC can inject new vitality and momentum into rural brands
by empowering content production, innovating narrative methods, precisely reaching target users, and lowering
technical barriers, serving as a powerful engine for digitizing rural industries, revitalizing culture, and building brand
IP. Furthermore, this paper constructs a strategic system for AIGC-driven rural brand construction encompassing four
dimensions—content, communication, industry, and talent—and discusses its future development trends and potential
risks, aiming to provide theoretical references and pathway guidance for rural revitalization practices in the new era.
Keywords: AIGC; Rural brand; Chinese farmers' harvest festival; Rural revitalization; Brand strategy
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	基于AIGC的乡村品牌建设研究与策略分析——以“中
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