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Cultural Inheritance Design of Ancient Town Brand Image

SHI Pei-hang
(Jiangxi University of Science and Technology, Nanchang 330031, China)

ABSTRACT: Under the strategic policy background of rural revitalization, the research on the visual image design of
ancient town brand is also very important for the inheritance of regional culture during the development of rural tourism.
The work aims to explore the elements of Huotong ancient town, analyze its representative cultural symbols, and discuss
the specific application of brand visual image. The unique cultural symbols of Huayan Temple, ancient streets of the Ming
and Qing Dynasties, Wenchang Pavilion, Huotong Line Lion and other natural and cultural landscape of Huotong ancient
town were explored, and the brand image was designed to combine with the characteristic culture of Huotong in VI man-
ual, mascot, office supplies, derivative products and surrounding areas. Starting from Huotong culture, the brand image VI
design is used to show the characteristics and culture of Huotong ancient town. Through the excavation of the cultural
symbols of ancient town and the secondary innovative design of visual brand image, the rich cultural deposits and unique
natural cultural landscape of Huotong ancient town are revealed. By visually presenting the impression of Huotong, the
charm of Huotong ancient town can be known to the public, so as to publicize the intangible cultural heritage and natural
cultural landscape of Huotong.
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Fig.1 Combination of Pingyao ancient city and commercialization
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Fig.2 Combination of ancient town culture and brand image design
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Fig.3 Design ideas of LOGO of Pingyao ancient city
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Fig.6 Mascot of Huotong ancient town
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Fig.7 Derivative products of cultural brands
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Fig.9 Supplementary graphics in the tourism brand
image of Huotong ancient town
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