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Application of Folk Culture Elementsin the Visual Image of City Brand

LU Lin, CHEN Yang
(Tianjin Chengjian University, Tianjin 300384, China)

ABSTRACT: The work aims to explore the extraction method of cultural elements based on personality characteristics of
folk culture and then study the application of folk culture elements in the visual image of city brand. Extraction methods
such as deleting complexity and simplifying, copying and sketching, exaggerating and deforming, and reorganizing ele-
ments, were used to dig out folk culture elements deeply and refine various expression ways of folk culture elementsin
modeling, color and text. The mind concept of design elements was applied in the visual image of city brand to search for
avisual expression strategy between the inheritance and innovation of folk culture, analyzing the effective routes and the
generated value through the combination. As a folk culture deposited in a specific region and historical period, elements
are extracted and applied to the visual image of city brand, to accurately spread regional cultural elements in order to
prevent city from developing toward the same direction, improve city image, display unique culture, broadcast city con-
cepts and effectively promote zone economic development from the perspective of visual design spread, manifesting the
city gene charm, and shaping the visual image of personalized city brands.

KEY WORDS: visual image of city brand; folk culture; culture element; Gegu treasure chariot fair

Yl Al R GETE G OE T SO AR R R B T B R, T AR R RS, T IR 3
PRI, RAG SO X R ARG | 3R 1KY ﬁﬁf:ﬁﬁﬁﬁﬂﬁ%ﬁﬁ%WﬁLﬁ%@i%ﬁ
ARG A5 e BUE BAL SRR SR, P EDR WA S EES SE, Hh RIS BT R A

s HEE: 2020-10-01

BELWH: REFTEAMAFHAAXAB (C12062)

EZ® A ok (1975—), &, E#BA, ML, RERERFINHKE, TEHAFTOARTRANZLEET LA, S
BIEEE: B (1994—), *, LWAA, RERERFALAE, TIORTRAINAZRBTT LA,



a2k 2 BEHRAT : BRSO T IR A ST i R SETE S v (9 10 187

IR SR, TR, BRSO . e (1) A BT R A SO R R BIE R, b
e ST B BT G (B R (2) BLRAG S
1 T RS TR | 2 BT BT R T 0 B B

(3) LARASCH 0L BRI LI 5
SRR S ST ERERN 5 ) gty SRR, % R

PTG ZIE NIRRT B 58 WL g oy

MY, JE AR 255 55 7 (3T el i i 52 ) SRTIT B T RS SO A AR R AL T
SRR RS ) ARSI BRI RATEISC ooy i 2 75 B 4 S A M &
ﬂ:f?%ﬂ’ﬁﬁﬁ%f%ﬁﬂ%ﬁl%f s T8 A X6 Ik T O LT 2 9 s F IR S O

LM, S4BTk A ke

iR 22 WHRBHWREXLARITE
Sl T i AL T G B i S RS T A= 1 AR SCAG I X AR S8 AR 16 IR B AL 7K, D .5

HARRNBCE AR BL, RO BOIT B e e S R, SRR, BRI RAR S
FE, RSOOSR EL . TR E IR SRk, AR AR AR, R R A Ak B B
Bo VSR E el , DI rr@ st | @ PRAGFE IR F R T . v 14 B A SCAL T 43 0 5 A
S ETLE NI SMAL . BROY . A HORMG . KBWRG, 5T R SO Rl 21
Seos S AT R R S8, KT BRI s e R A, LR 1.

WAL, JEILE B SR LT SR e 11 s 2 4 s

MR AME R MR, Ry oo R RRLERE R

FE . DL 1 P Sl 08 s T 5 R RAR SCALTE R WY SO R s % L B0, 3
W4, FHIA R AFIE BEA T 22 F T IR AR U 5T

2.3.1 (AR

2 WmERARERTREXLTRORSE 1) ORI, R SO % (3

21 RIS R 5 54T 3 1E B P8R . B0, 08T, BSr e RR - S |
e R
YT G LS B MR W T R SE AL, T SE 2) TN, RARCALTER 6 B EY

o T AR, BRCTE T e AL, TH A R A A5
0 VEA TG [ 2H 4 25 IS ORIES, M

B 3 Sl 2 R T 5 e T 1 5 1 S %ggig%&g?$’Mﬁéﬁﬁﬁﬁ% rk

L BLA LR S L A S o

ST 2 S R TF AL B R B, Fefs ey 232 BRI

LI | TE AN eI L P S S g g 1) M. RS TR SR A H T

WO HES IR &R ARSI I I S R 2 A LR R EE M EE S e, HIL, N

W EBERZEZ — LRGSO 3k 5 I %% X R AR SCA A B Z R AR B T ECE, PR R

LR AR S R 2 S, W IEARAE L RN SR R AT IR . A, BRI

SH T AT S 0 AR, E R ARBATR .

RIGTHTRRR
| |
WRRIEH HRRETL BHRE
| |
| | | | | | |
L mm || me || Be | | we | |mene| | | sz || em | s
| | | | | |
|
B | %z |

K1 R ITTERIZR
Fig.1 Extraction of folk visual elements
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Fig.2 Research process
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Tab.1 Color element extraction
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Tab.2 Extraction of treasure chariot fair element
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Tab.3 Extraction of font element

- B WK

wRTEER ~2P04S 1}'\

3) CTREG, EESHEINEUE A FIM K
A, EHCCEWT NSRS RBUCR M TE
4, BRI AL 4, IR 3o B I BT A
JRRLBETE Rt 2 2 15 N RORE 1t A9 JL 5 6 B 2R
AR P 48 U 0 G 3R AT 0T ROE S seit . A
I 25 1 U R AL 8 SCAR T S AR (BT S
ARBIE, BHHERER . (1) IERE bk
TIFER, a3 % 5K AT R /N B2 TR T o A T
XEEITRATE S, BRIIRIEAS s (2) Kl
JCRBAI R, BhgE BT PR Ra, #HT
TCREA; (3) BEZPHEMTZER & ¥
N R, PRBL I AR e R (4) H
EEH, KA EOB AT IR e, R A IR
WM IE S, WK 3, (R HA R, i
AL R G OO ARSE AT DGR R I =R B 5
AL R A5G, R EIE R4S 20k, A
SCABETRA EE, WLIA 4.

2 A g
VS|
n

B3 BT dh e I 4
Fig.3 Gegu city brand visual image
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