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Abstract

By analyzing the connotation of Chinese mountain culture, this paper provides an in-depth discus-
sion on how to apply mountain culture in brand visual design and puts forward its necessity. In-
corporating mountain culture elements in brand visual design not only can enhance consumers’
sense of national identity, but also realize the differentiated competition of national brands. This
paper proposes that the brand visual design should be excavated from the history, region, religion
and other aspects of the mountain culture, and on this basis, through the combination of modern
design and traditional crafts, the mountain culture elements are integrated into the visual design
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of the brand, so that it embodies the characteristics of the mountain culture and at the same time
can show the charm of contemporary brand visual design. By exploring and researching the com-
bination of mountain culture elements and modern art, this paper provides ideas for realizing the
integration of regional characteristics and modern design, and further promotes the innovative
development of the combination of Chinese regional culture and brand visual design.
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Figure 1. The written representation of mountains in Chinese paintings and modern art expressions
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Figure 2. Visual design performance of Chinese tea and coffee and other brands
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Figure 3. Expression of mountain culture in Japanese family patterns and other graphic symbols of mountain images
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Figure 4. The author’s coffee product packaging design according to the mountain culture of Yunnan region
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Figure 5. The brand logo of “Sancon” designed by the author based on Chinese characters and the image of mountain
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Figure 6. Brand package design of Highland Bee Honey Tea Drink designed by the author according to the Karst landscape
and mountain culture of Yunnan
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