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Cultural and Creative Product Design Based on Brand Image
Communication of Resource-Based Cities

LI Jun-xuan, FU Rong-rong
(East China University of Science and Technology, Shanghai 200237, China)

ABSTRACT: The public generally hold stereotypes about urban brands that are famous for its resources, which limits the
public's awareness of resource-based city positioning and brand image to a large extent. As an old oilfield of the People's
Republic of China, Daging's urban construction, urban technology and urban brand image are closely related to oil.
However, the urban transformation of Daging has not been smooth.. After the transformation, problems such as the low
conversion rate of brand communication and the contradiction between brand strategy and public perception have
emerged. It is confirmed that the overall environment and the city business card have atotal of 10 key factors affecting the
city image in the process of communication, and an IPA model of the city image is constructed. Aiming at these factors
and problems, a design scheme of "the red spirit and the epitome of industrial heritage" was proposed based on the design
principle of cultural and creative product design “resource as the basis, fast sales as the purpose, and red spirit as the soul”. The
explicit presentation of city spirit and culture, and deepening the effect of urban brand communication through cultural
and creative products, is expected to provide a effective reference for shaping or transformation of resource-based city brands.
KEY WORDS: resource-based city; brand image; cultural and creative product design; daging
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Fig.6 Level analysis of the overall city environment
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