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The paper analyzes the application of elements of China's cultural heritage in
visual images of graphic design. Current products of modern graphic design with
the application of Chinese cultural heritage are listed and systematized in view of
the process of urbanization in China. Recommendations are offered for the
identification and integration of elements of Chinese cultural heritage in the
development of graphic design products in accordance with modern design trends.
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INTRODUCTION

After many years of reform, openness and development, urban construction
has made significant progress, the level of urbanization and the number of urban
residents has increased. Whether from the point of view of economics or from the
point of view of human resources, cities tend to repeat planning and design, which
leads to a decrease in the recognition of cities and the inability to emphasize their
individual characteristics. The lack of recognition of identity among the inhabitants
of many "immigrant" cities has prompted the use of graphic design products, using
graphic, textual and symbolic visual elements of Chinese cultural heritage to
perform promotional functions and establish the recognition of urban identity.

PURPOSE

The purpose of this study is to analyze the existing elements of China's
cultural heritage in the visual images of graphic design to develop distinctive visual
images that meet current design trends.

RESULTS AND DISCUSSION

Kevin Lynch proposed in “The Image of the City” that “cities should have
stylized and iconic features that can be clearly identified by people, meeting not
only the functional and visual aesthetic needs of the environment but also affecting
people psychologically through the combination of environment and culture” [1].
Therefore, cities, under the metaphor and symbolic meaning of culture, endow the
environment with unique thoughts and emotional connotations, forming a colorful
urban image. However, in the wave of economic integration and globalization, the
ongoing process of the “urban era” in China has led to serious issues of eclecticism

189



VI MixHapoaHa HaykoBO-NpaKkTU4iHa KoHepeHLis
«AKTYANbHI NPOBJIEMU CYYACHOIO AN3AUHY»
Kuie, KHYTL, 25 keimHs1 2024 p.

and layering, where both the external environment and internal cultural identity are
being disintegrated to varying degrees. Among the visual elements of urban
identity, advertising posters and signs are the most common.

Various logos (Fig. 1) and explanatory signs in special cases, as well as
public service signs in commercial areas and tourist attractions are components of
advertising signs. These types of signage serve a public service purpose, based on
promotional functions, and the content of the signage is also a reflection of local
culture, showcasing a city’s values. They are an essential part of the construction of
a city’s spiritual civilization, and poster design is also an important means of
promoting a city’s image and identity.
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Fig.1. Logo of metro (Hefei Department, 2016)

The image of famous buildings within a city is often the most prominent
symbol of that city and represents its historical and cultural significance (fig.2a).

Fig.2. a - Posters with architectural landmarks as the theme (Jiang Linzitong, 2022);
b - Local cuisine of city (Jiang Linzitong, 2022)
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This type of signage design tends to focus on iconic structures such as
museums, historical buildings, parks, theaters, which receive significant attention
from the public. These buildings carry the memories of each generation and have a
strong sense of identification and recognition [2].

Compared to architectural images, the local cuisine (fig.2b) and celebrities
are also important elements of a city’s external promotion. Additionally, the origin of
the city's name and the geographical, historical, and cultural background it
embodies can also serve as design elements for city signage. These elements
represent the unique cultural heritage of each city. By incorporating artistic
elements while ensuring the functionality of signage, the design concept of city
signage is highlighted, reflecting the cultural development level of a city [3].

CONCLUSIONS

The application of elements of cultural heritage in visual images of modern
urban graphic design strengthens the sense of identity of residents. However, if
many urban graphic designs are filled with a chaotic accumulation of regional
elements, this is a form of visual violence. Therefore, in addition to the combination
of traditional and regional elements, the emphasis in design should be better
focused on how to convey the deep cultural connotations and emotional response
of consumers and how to use international language to express the cultural
essence and emotional value of the nation and region in order to strengthen the
urban identity of the residents.
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MWUXAWMITIOK O., NNIHbL3ITOH \.

ENEMEHTU KYNbTYPHOI CMNAAOLUMHM Y BI3YANNbHUX OBPA3AX
CYYACHOIO rPA®IYHOIO AN3AUHY

Y pobomi 30ilicHeHO aHani3 BUKOPUCMAHHS e/leMeHmI8 KybmypHOI
crnadwjuHu Kumaro y eisyarnbHuUx obpasax epaghiyHoz2o OusaliHy. lMepeniyeHo ma
cucmemamu3o8aHoO akmyarsbHi ApodyKmu cy4acHo2o epaghiyHo2o dusalHy i3
3acmocysaHHsIM  KUmalCbKOi  KyribmypHOi cnadwuHu 3 o0ensady Ha npouec
ypbanizauii 6 Kumai. 3anpornioHosaHo pexkomeHOauii wodo ideHmupikauii ma
iHmeepauii enemeHmie KumaulcbKOi KynbmypHOi cnadwuHu rnpu po3pobui
npodykmie epaghiyHo2o dusaliHy 8idrnogidHo 00 cyvyacHUX meHOeHuili du3aliHy.

Knroyoei cnoea: micbki susicku, epagpiyHull dusaliH, cmusb, Kumadcbka
KynbmypHa crnaduwjuHa, meHoeHuii du3aliHy.
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