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Brand Image Design Method of Traditional Villages under Coupling M echanism

LI Zheng-jun, CHEN Hui-jiao
(Shenyang Aerospace University, Shenyang 110136, China)

ABSTRACT: This paper aims to explore the methods of traditional village brand image design under the coupling
mechanism and to guide the practice of traditional village brand image design. Using coupling analysis method and sym-
bolic construction method, we analyze the coupling relationship between traditional village brand image design and re-
gional culture, and construct the audience recognition of traditional village brand image by coupling audience perception;
coupling regional characteristic culture to construct the core connotation as well as unigueness and recognition of tradi-
tional village brand image; coupling traditional village brand image application scene to construct the The practical value
and brand power of traditional village brand image. Through the study of traditional village brand image design methods
under the coupling mechanism, we can avoid the convergence of village image design, highlight the charm of traditional
village genes, shape the brand image of traditional villages with remarkable personality, and enhance the influence and
comprehensive competitiveness of traditional villages while improving audience recognition. Applying the above-
mentioned research methods to the practice of brand image design of Hetuala Manchu traditional villages makes the
research theory more scientific and reasonable, and provides theoretical reference for the brand image design of other
traditional villages.
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Fig.1 Gegu Town's brand image design
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Fig.2 Zhejiang Wenling City Jinshan Bay Five Ao Village brand image design
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Tab.1 Collation of perceived traditional village brand image design elements
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Tab.2 Extraction of traditional village brand
image design elements
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Fig.3 Visual image design of Hetuala brand
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