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Brand Design Strategies of Shenzhen under the Construction of City Image Data

WANG Xin
(Division of Art, Shenzhen University, Shenzhen 518000, China)

ABSTRACT: The work aims to clarify the internal relationship between city brand and city image, and apply the city
brand positioning theories to the visual identity design of city marketing events. Through data collection and analysis, the
city brand positioning coordinate system based on city image data was constructed following the principles of city brand
positioning to provide a theoretical basis for city brand positioning decision-making. The city image labels of Shenzhen
were extracted and the city brand positioning strategies were proposed from the perspectives of Built Environment, Vital-
ity Degree, Development Environment, Livable Degree: modern and fashionable landscape for garden city, young and
diverse culture for creative city, tolerant and innovative gene for immigrant city and green and environmental ecology for
livable city. At the same time, the corresponding visual identity design proposals of city brand were put forward. By find-
ing the position of the city image labels in the city brand positioning coordinate system, the comprehensive competitive-
ness of the city can be positioned, thus providing design strategies for the creation and promotion of city brand image.
KEY WORDS: city image data; city brand positioning; visual identity design; Shenzhen

TESEAHENRI T 26 0F T, Sl A 2R AN BEA T35 i

Bl H T R i PO DU o 39T 8 B B 5 A
Sl T A DX P A BEE 2 ONRTR 18— R AT E
BRI HLBAI B, XSSl op 9 2% F BT IR EA T 42
SRS, WRRTE | RN A R &
R MTITAS B B2 T30 T 58 4 7 9 — bk 23 4 B 2l el
AR R RRD B 42 BRI SE A A U R T RITR
A, ST B 04 AR SOV B T R, T R Y B

B E . 2022-08-23

HEEME: RINTHF4aH5 2020 F Z R4 ( SZ2020B036 )

PR R ATEA BT 585 o ST i R SR 3T 78 o v B
TS, PRBL T T E B R R T A .
SR e [ 4 3 A il B U IO TG 3l , 7EAZ O B (E A 3
AR b RS2 IR e, AR SO I T Y B
WHERLS , BRI el UE LR Sk . sk, &
bk SEEME L NIRRT, 3 e T
SR G N AESRIK , AL 28 T I00TT 2 R B0E i Tl
it AL (LA AR 28, DT 1t LA PS4 30 P T o

1EE® M. T07 (1986 4—), %, H+, #F, TE2HEF &AL EE, WRT R,



282 fu, %%

T 7

20234F 1 H

S 57 SR W R RO e T, A 3 3R T O
S AR AL A R 3 L I e A Sl Ak R i R OR
1 WHEHEARA T ST R
1.1 SBRETHAE S THETE HEE

WA R, i A s sh S AR R oLy, SRR
R ERAER0 . HF L EAE . SRS AL
2o LAk, ARk e b RE B M ET . 1950
AR, A 30%) 4Bk N DA TR ZESR T L IX., i L) T
2018 4F b7} & 55%1%, it 3] 2050 4, 4BRE AN
Bria K5 93.06 12, i A D3GR #] 62.52 12, i
RATHIRF] 67.2%, AL A 2T shit A LI
oA FRRHR, S ERE Tk B B IE & E AR
PEo LAV, FEABERIRT A & IR, Rk
AR RN T & J AR AE AR DG, FEAR KRR Bt e & A
R RBFFAE ARG AT 5 R, SR )R 5 3
T A FUERGEIR Y 25 Ak, sk ek
U N A SRR AR P B R AR, T B B 1Y)
W A2 1T A o 38T Y A A L b S T B 3k
AVRRRY SRR GE S, MO —Fh BT R R, RS
T BRI 7E 55 4 PR S U3 20 fik 22 70 4R,
J TR G LAY R, A2 B & R TR R
M) “REBAL” W, RS R R T H 5
W%, WMYEMATFE . “WEAA” Wl EHE
BN BRI AL TS 52 T I B4 &0 | KRt
T¥) 5 4 B H A0 8 B 15 B

FEABRIRTT ALY & R v, ST R A 7R Bk
i sE e S THEIA BE 55 A ST B, B ESR
TEH S5 WHE L RN EEIR . 16 21 220001 3k
A S rp , WA B SR T A T S BRI
PEAT RS R A . BTN RS BT, 0T A R A T
AR N 25 % 2R LG TR Y B B o AR 5 T AR
AT 5 S i T30 A S AN [, R A T
W24 TR L5 JaEsk, fEREE #AR R
W BT T B BN BRZ 0, A BRYE R ARG ST A
P AR AR BB A 2 S bR T R T e, kT
BRSO T ST IR s E A A . TR AR & B
P87 J T o
1.2 ETHHHEEFNETRESHETRES

TESTTEH RO T, QIR 5 R S T B 233
B R RAE I3, T i R 4 S B U 7 T BE S e
A A TR ABURER R A SR T A 9™ o ST A ™
SR AR B A, L AR, FHARTE
PO, BRI g K E AL
5, LARCATTRO R A5 5857 B TR,
(TP MRSV 0R Qi iPI 2 S P2 e s S BUW NI UL
a Rz MR, AR R X — & WA S
YNCUESSUVE T8 % ey ih LS L (SR I X NT

NTESRTT G i3 by 93 B Rini, ATk
HER U 2 T30 T 2 BCARE Ok A — S8
RS, RN EREE, SO R RS RN
S, XPUE TIRTIE S0 —A 24 B A&
U, 7T AR AR o, 7 A BT S A
SE PRS2 A S R IR TR 4, T 7ETH
e OB G YRR RO R ST SR E A, W
TR BV A B2, A LA D) LAl bk vl &t
AAEACH A PE R @ T FH—FP A . ek
). —BE R, SIEZR A B AR,
T il R 7 R R B it . ISR L A 251
Z AR ML, DA E 32 A0 H H 98 3 R i i R )
WL S, HETFIRTT A G A TR RN SE A T o

Pt , R EWREARIE 2020 FARKEH T
63.89%, BT B IA 687 4, TR IX I ALA 6.1
JiFJ7 o8 BLOO  HESAE U RR 2 ) R i & SR S 3
I I SRR R M A TR B, FEER S
PEBR . RN A AR AN L L ARS
30555 2 M B, iR AR T A E 7 B N
FHF T B 806 s 2 v, DT 22 32 A6 ST il A
OB RN EI SN o SR, ST 5 A 0 sl &
ATFLE B G IR Z0 (1 5 R 53531, 3T R i)
VETTREME 5 Bk i ZE 38 b X B3 & i, 1By
T R S TR RS AE S GO B R IR Z L IR
HAENSR, WM FIRTTE S, e . £F
I, AL E A k2 3 ST R I R R ]
WSCEE N 23 BT D& T3 1T A B8 7 3k T T 4 508, 0
IR TTIE AR, 38 4 HE A I TIT & R 3 A R IR AE
AR R AR BRI SRS 7 B, B2 T A e
7 SRS R SE N BT 7 58, SEERAE I TT A R R T
[FSISEE I I WAS! | [TEE A TR A e

2 RYIMBHHREERGITR

2.1 RYF ™ @AEIIK

IR 3 B O BREAE T SR T OB . WLkl , AR
PG o R TN [RIST B BT T 2200 8,
sty JE A8 32 AR R LA A R] , 7AS SORESR TS24 AT 58
7530, i ad Sl Tl ol i O ) S R B K BLHAR Jo
BRI EBIRFTEIRTTIRIN, I — 9% 5 (/N R R
R R A AL FE PR 2, LR B Bl L il
Mieds . SRS O i rRs . QIR SO RE 2T A
A A PRI E T A T T B R LT
B R B D 10, JCIR R TRYITH 7 55 S5 A Y
e CRAERINGEIR ) b TPz, Rz, A
JEYRT” B3R R R A, SRR SRS LR
RFE R A E AL R CRIIGEAR ) B 5] SR
SRR BT G, FR T RS AR
SRR Z ARTAIE o SR, ST it ) AR SRR A R 6L
BT W UK AA SN AR, WAL



Maats 42

EWT e IR QR AT B RIS T A Tt s 283

REUT . A SFAERSZAR, e T 2 A SR A5G
A BT A ATA AN, e S T 5 i R A IR T o e
AT o 7T 1) A BR BB R R Z AR R B A, I
T it J R SO X IR Y2 5 0 e J2 O [ B s 4 5
afE, B B SR I E

2.2 HIEWE

I T ot WA R 255 R O A A X — A 3 T T A kS
F IR IR R - BT TE 8 0 6 30 7T 1AL A DA R e
IR TITAS AR T2 L o T AR S2 O I T AT Y
N5 N, SR BB 9 R B BE iR 25 T B ISR BRI
B3 T G508, xRl dR s A A T AL R A, 4R
P I IR T TE G An 2 o R TR ] RE M7 75 AN [R) 2k
AU Z AFEA, JRASAE SOnRa e IR T B S 508, A
TR 5 e 42 il 525 5 AR A 0 RD R, SR 22 TR e 5
P AR — T8 — T .

— TR0 F LR IERIREE ViR il ViR RS
IS, TTRIBEIRE . HEURATE asA 1 s,
J T RS, BRI AR B AT
FENOHEE L Z Ui &N ES, 0% 26 Z Ui
FHHPEA . AR WU RS, S
% 15~25 NAYA LR A S, ad SRS ek, it
Ky T 23 i, FEAGREIE 1. WETHR
WE T TIPS, LIk as i o7 Xk 74k 1
P 2580, E D5 R R v A Al T 2 o A ] 0ty ik 4
HHTINE, SRRz UiE A ERR . URIRIMEE S LT
JLA R

F1 REHRERESR

Tab.1 Sample information for in-depth interview
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Fig.1 Identification survey results for city image label of Shenzhen
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Fig.2 City brand positioning coordinate system of Shenzhen
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from the perspective of Vitality Degree
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Fig.6 City brand identity design proposal of Shenzhen from
the perspective of Livable Degree
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