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Abstract

Suzhou Luzhi Ancient Town is a typical water town in Jiangnan, which not only has superior natu-
ral and geographical conditions, but also has a strong historical and cultural heritage. However,
due to the relatively small reputation and incomplete development of Luzhi Ancient Town, the
development of the entire ancient town is in jeopardy. Therefore, this article focuses on the crea-
tive design of the visual image system of Luzhi Ancient Town. By integrating the cultural and tour-
ism resources of Luzhi Ancient Town and refining them into visual language, the cultural and ar-
tistic charm of the ancient town can be transmitted to tourists. It is hoped that Luzhi Ancient Town
will bring a broader customer base and market space in its future development. Through this ex-
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ploration and attempt, it can promote the promotion and development of such cultural heritage
scenic spots.
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Figure 1. Tourism image sign of Luzhi Ancient Town
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Figure 2. Tourism image logo connotation of Luzhi Ancient Town
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Figure 3. Luzhi Ancient Town tourism brand image reminder board and guide brande

E 3. AESERERETR SRR REI SIS

4.4. FEMEIGERYS Ul 3T

Bt 0 2 AR IR A FE b BRI Il (RS S B O 1 A R I o R TR T B A E
BRI 35 X DT N S AR T B R IR R Gt b, R EEA AR ST S SR, ki
W TORL e BE T 5 B4 A R S RO SO R SR B, R S0 AE . R SRR IR I, AR AR
DUREARRLIE S T BN G — o IF HLAE W TTBETH It 25 18 B W sl A B R 7 2K, W] DA N — L85y 48
BB R IS TTT o 4 RS TR AN R RS2 AREAR I, el BN BB A A A
R &, AT DA RRAR N (030 W DT EAT 30 N, =2 AR U SN ORI . B RO T D RE
IO Y T T 45, T LA B SE 2 (R A ) B B B L TR BRSO L&

5. FEHRRFERELEHERLRN

TR it BT A S s AE T B A e b B R, — N E T AU e 6 T LUzl 24
MG, RN MR B T A 44 B2 o DRI IbE F E  BRL R AL S T A F s C Y BB AN AL

51 ZTHHBEMNMEESRN

2023 4, T BUXR STALTR 1T I DB AU E AL T B IR ORI BT AR, b
T7 SRR e PR I 1 7 3 ARG AR (R PRI A e 5 BRI, U T BT AR LR K SCAL A 7). 1998 4 5
Ay PO CRRINAE S T LRI SCA T, 2 U7 A R T T R R S IR R B T S R A

DOI: 10.12677/design.2024.91129 1074 any


https://doi.org/10.12677/design.2024.91129

Ty, Ktz

B T VU AL AL AT R S o R, 28 IR R S T B A i B S AR T ) R AR AT
FEH R E o BRI S BRSNS, Sl SR ol R RE A X T Hfh e 4
SCATR T 19 o G B R B B . AR S Sh A A0 b AT DUE 0 — S e i AN L ALIIEIE L TR
ENEEIT, R R S SRR, LR R A2 PR e S AN 2 A B
kD, IR R AR S IR RN ) 0 — A e A 75 2o TR B AT LIS L 26 R (2 TR ik i S
AR E A R OO, SR AT BRI SR

5.2. RAXEGHENEEAR

FE L BT SR S B EARHE R T, KA G B A R B, ZER AR TI 2%,
PN, TR AR RKARE G, FEEAR AR, B R G T S SR R TR S,
RGBT I EALHET, AL AANTEZ T B P SO AR, 450 iy B SRR ) SRR 7

53. RN EEAR

B FLEE 2 0 S R R, & Pl 7 A e 2 T AE UR M T AR SR B R Ty, Ak S AL 4%
AW E MRS 2 . FEEARS RAE % 7 2R DL 5 500 B L I g St ok, FEBIE
el AT 2 R R G5 8. (BRI, EUHT R, R R R 225, b2
[V S5 BN AR B R BT E, B LURIL RS R B EE 0 R A SVEM . S A
W R R, ATLUER VR 5 AR MG A RE T 2 ARG MR, s
AR LY@, 72 A SO RN, SR 25 (0 Sk A A TR .t BT L o bR R e R SR A 2D
MEh4s 3D TEAMTER, $RFF M RIS /7, R 5 — AL, B KR T T 2 Aot T
¥ B L KL S E 5]

5.4. FTRAEA THMEEE LN

FEF 215 BRI PO R B K 5T, SRS BRAPWMBOE LYk, hit—bF g 7 RkE
SO IR IR, 32T 7 SOOI R . B B B 3 SO TR T, T A4 42 Bl S 3
WG AEIE TR, DL S 2R A T4 S MR 2 vh . JRATT AT LA ST 4 A0S A A . i
W3k RSEIN . B el I, 2 A R S AR B LT R K 2 1k g 5 T s SO
%, FEBHE AR AN PR A S AT B T RO, R B B AR STk 2
6. 4518

R SCHE I PR ST A T AR RN SCAL R U, e T BT 0 R, SR B R AT
BE7K & I IR ISk, SER T LR R S, I £ I SR FITE, A
JEREIR T R R AR R REAT TR, BARERAgN I T — 8 RS0 B
SRR R G RN Y R T R R S AR, R L E B SO 5 AV, A
A f B o BSOS RS, A A B BRI R R R — 4 A7
OB

SCeh T L O e R E .

SE

[11 &2, 10 BRI AR S RIEA S 0 7T [D]: (22 Anig 3], bl SRAREE TR, 2019.

DOI: 10.12677/design.2024.91129 1075 wit


https://doi.org/10.12677/design.2024.91129

ML, FhbE s

https://doi.org/10.27148/d.cnki.ghagu.2019.000139

[21 REEX. WK ZHE—H—WFE A E]. 5 HE+, 2003(12): 31-33.

[8] WI&R. YLw d 8RNI K R SAGIL ST 72 [D]: (W2 h0ie 3], Filg: Filg iR, 2022
https://doi.org/10.27778/d.cnki.gghzy.2022.000373

[4] I, 57 IEE, LR BRI R T R RAT[D]. B iEML 4%, 2019(14): 27-28.

[5] AR, oy SR f T DXHs i R B R BT S5 148 3] 2P ENR, 2023(21): 70-72.
https://doi.ora/10.20084/j.cnki.1002-4867.2023.21.019

DOI: 10.12677/design.2024.91129 1076 wit


https://doi.org/10.12677/design.2024.91129
https://doi.org/10.27148/d.cnki.ghagu.2019.000139
https://doi.org/10.27778/d.cnki.gqhzy.2022.000373
https://doi.org/10.20084/j.cnki.1002-4867.2023.21.019

	苏州甪直古镇旅游品牌视觉形象设计探析
	摘  要
	关键词
	Analysis of Visual Image Design for Tourism Brands in Luzhi Ancient Town, Suzhou
	Abstract
	Keywords
	1. 引言
	2. 甪直古镇旅游品牌发展现状
	2.1. 甪直古镇旅游景区的资源优势
	2.2. 甪直古镇旅游景区存在的问题

	3. 甪直古镇旅游品牌视觉形象设计的基础内容
	3.1. 甪直古镇旅游景区的标志设计构想
	3.2. 甪直古镇旅游景区的品牌应用设计研究

	4. 甪直古镇旅游品牌视觉形象的创新设计
	4.1. 甪直古镇旅游IP形象设计
	4.2. 甪直古镇文创产品视觉创意设计
	4.3. 甪直古镇导视系统设计
	4.4. 甪直古镇旅游网站UI设计

	5. 甪直古镇旅游品牌视觉化传播方式
	5.1. 线下节日活动传播方式
	5.2. 大众传统媒介传播方式
	5.3. 体验式传播方式
	5.4. 新媒体形式下的网络传播方式

	6. 结语
	注  释
	参考文献

