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Design of Local Brand Based on Nanjing City Culture

DING Su-chuan
(Nanjing Normal University, Nanjing 210000, China)

ABSTRACT: This paper aims to improve the connection between Nanjing's local brands and its cultural meaning, explore
the city's traditional cultural elements, drive the promotion and inheritance of regional culture, and accelerate the trans-
formation of local brand design concepts. This paper further explored the diverse elements of traditional culture in this
city and guided local brands to select text elements from traditional urban culture using image correlation method, so that
the brand symbols formed by text images can be recognized by the public quickly. The corporate identity system (CIS)
and image strategy structure chart were used to make the selection of text elements better match the product content, and
finally completed the construction of the visual system of the local brand. Through the exploration of the product content,
the integration of the urban culture, and the reference of the advantages of assorted brands, local brands of Nanjing can

gradually develop their own design system of brand symbol and enable their uniqueness to be accepted by the public.
KEY WORDS: Nanjing urban culture; local brand; brand design; cultural heritage
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Fig.1 Five consumer markets corresponding to Maslow's needs hierarchy theory
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Tab.1 Nanjing local brand classification
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Fig.7 Schematic diagram of text element extraction
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Fig.13 “Nanjing Impression” store furnishing style
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