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Abstract. Purpose. This article examines the use of graphical visualization
techniques in city brand design for effectively integrating and representing urban
culture. It emphasizes the importance of cultural heritage in creating a unique city
identity and enhancing its competitiveness on a global scale.

Methodology. The research combines a literature review with a comparative
analysis of real-life city branding examples. Visual representation techniques are
studied in specific cases, such as Arlon, Belgium, and Lviv, Ukraine, where distinctive
graphic styles reflect regional characteristics. The analysis covers both figurative and
abstract design approaches to understand how each method supports urban culture
in the brand-building process.

Results. The study shows that integrating urban culture into brand de-
sign through graphical visualization strengthens brand identity and emotional
connection with residents and visitors alike. Figurative elements, such as land-
marks and symbols, highlight historical and cultural features, while abstract
designs employ simplified forms to create a modern yet culturally grounded
identity.

Scientific novelty. The article introduces a new approach to city branding,
demonstrating how both realistic and abstract visual techniques can embody the es-
sence of urban culture in city identity design. This research also provides a theoret-
ical basis for understanding the visual language that conveys a city's cultural heritage
and contemporary appeal.

Practical significance. The research findings offer valuable guidance for
urban planners, designers, and policymakers aiming to integrate cultural her-
itage into branding strategies. By utilizing both design styles, cities can promote
their uniqueness and enhance global recognition, supporting tourism and invest-
ment.

Keywords: city culture, visualization techniques, cultural heritage, city brand
design, visual identity, city image, city identity, graphic design, logo design, corpo-
rate identity.
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INTRODUCTION

In contemporary society, city brand design
plays a crucial role in representing city identity.
With the progression of globalization and inten-
sifying city competition, city brand design is not
only a manifestation of a city's uniqueness but
also a critical factor in attracting talent, invest-
ment, and tourists [8]. Against this backdrop,
effectively integrating city culture into brand de-
sign has become a focal issue. Cultural heritage,
representing a regionally distinctive and em-
blematic component of city culture, possesses
apparent stylistic features and cultural char-
acteristics, providing a rich resource for visual
representation in city brand design [12]. The
preservation and inheritance of cultural heritage
respects the city's history and traditions and
showcases its unique charm. Hence, ingeniously
incorporating cultural heritage into city brand
design enhances the city's distinctive image and
stimulates residents' sense of identity and be-
longing.

This study explores the relationship be-
tween city culture and graphical visualization
methods, focusing on the potential role of cultural
heritage in city brand design as a brand value
proposition influencing city form [1]. Through a
systematic review of the literature and analysis
of materials, we will delve into how city culture
can be effectively integrated into brand design
using graphical visualization methods and the
specific role of cultural heritage in this process.
This research seeks to provide new ideas and
methods for city brand design while also con-
tributing to the preservation and development
of city culture.

The study holds significant theoretical and
practical value. Examining the relationship be-
tween city culture and brand design in depth will
offer insights into the trends in city brand design
development and provide fresh perspectives and
inspiration for the preservation and innovation
of city culture.

ANALYSIS OF PREVIOUS RESEARCH

As a crucial component of city marketing
and image building, city brand design has be-
come a topic of significant interest in contempo-
rary city development. Over the past few dec-
ades, scholarly research on city branding has
deepened, encompassing marketing, city image,
and cultural identity. Among these, cultural her-
itage, as one of the key resources in city brand
design, has garnered considerable attention for
its application in shaping city brand images.

In city branding, Viktoria Schoja [11] de-
veloped a systematic theoretical framework
for city brands, introducing the concept of the

city as a brand and applying it to city brand
management and communication practices.
Additionally, Ashworth and Kavaratzis [2] ex-
plored the relationship between city image and
city branding from historical, cultural, and ge-
ographical perspectives, providing rich theoret-
ical support for subsequent studies. Kavaratzis
and Hatch [7] emphasized the role and potential
of place branding and brand identity, enhancing
the understanding of local identity perspectives.

In recent years, Kavaratzis [6] intro-
duced the concept of city marketing, empha-
sizing the importance of city branding in city
economic development and international com-
petition. Meanwhile, Hankinson [5] identified
critical factors of successful city brand design
through comparative analysis of different city
brand cases, offering guidance for the prac-
tical implementation of city branding strategies.
Cultural heritage plays a significant role in city
brand design. It includes tangible elements like
historical buildings and traditional crafts and in-
tangible aspects such as folk culture, languages,
and customs [16; 18]. According to Dong et al.
[4], culture is a design resource that can be har-
nessed through symbol decoding and meaning
transformation.

Past studies on the impact of cultural her-
itage on city brand design have some areas for
improvement. Some studies lack a systematic
research methodology and theoretical frame-
work, remaining at the descriptive and super-
ficial analysis stage without deeper theoret-
ical discussions or methodological innovation.
Therefore, future research should explore the
role of cultural heritage in city brand design
from multiple dimensions and levels, combining
empirical research with theoretical exploration
to provide a more comprehensive and profound
understanding of city brand design.

PROBLEM STATEMENT

The primary object of this research is the
methodology and application of graphic design
in city branding, focusing on how cities can lev-
erage their cultural heritage and unique his-
torical elements to forge a solid and distinctive
brand identity. This is explored through detailed
case studies and theoretical analysis, making the
research relevant to urban designers, city plan-
ners, marketers, and policymakers interested in
cultural preservation and brand strategy.

THE RESULTS OF THE RESEARCH AND
THEIR DISCUSSION

From the perspective of visualization tech-
niques, the basic components include three key
elements: graphics, text, and color. Among
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these, graphics serve as the core element of vis-
ualization, representing the most direct visual
component that viewers perceive in any piece
of work.

Historically, graphics have not only acted
as a form of artistic expression but also played
a role similar to language as a communication
tool in early human societies, facilitating the
transmission of information and cultural inter-
action [10]. In contemporary society, graphic
design is widely regarded as one of the most
powerful means of conveying ideologies [20].
This design form, known for its intuitiveness
and visual impact, demonstrates unique efficacy
in rapidly disseminating complex concepts and
emotions. The application of graphic design is
extensive, covering various fields such as ad-
vertising, user interfaces, and brand identity,
making it an indispensable element of modern
design.

Graphicdesign can be divided into two main
categories: figurative and abstract. In city brand
design, the Significance of figurative graphic
design not only lies in its ability to transform
elements of the real world into distinct visual
symbols but also in how these symbols are em-
bedded within the city's cultural and historical
context, making the visual expression both au-
thentic and emotionally compelling. This design
strategy, through the refinement and transfor-
mation of real elements, not only enhances the
recognisability of the graphics but also deepens
their emotional expression. It effectively reso-
nates with the audience, strengthening their
emotional connection to the brand [3].

Furthermore, the role of figurative graphic
design in shaping city brands extends beyond
mere visual appeal. By skillfully utilizing iconic
city architecture, natural landscapes, or signif-
icant cultural symbols, designers convey the
city's uniqueness and communicate its stories
and spirit. For example, using images of a city's
famous landmarks enhances the public's sense
of regional identification. It may also evoke
emotional memories and personal experiences
associated with those landmarks, thereby deep-
ening the emotional connection between the
public and the city brand.

Case Studies: Arlon, Belgium and Lviv,
Ukraine:

Specifically, Arlon, Belgium, and Lviy,
Ukraine's brand designs exhibit unique charac-
teristics but profoundly demonstrate figurative
graphic design's powerful capabilities. Arlon,
the capital of Luxembourg Province in Belgium's
Walloon Region and part of the French-speaking
community, develops its city brand identity
around its French name «ARLON» (fig. 1). The

design incorporates direct photographs of the
city's natural landscapes and cultural elements,
followed by simple line modifications to enhance
communication across different aspects of the
city, blending modernity and tradition to reflect
the city’s vitality.

Lviv, Ukraine, often referred to as a «mi-
crocosm of Europe», holds the title of the Cultural
Capital of Ukraine. The city's architecture is a
representative mix of Eastern European, Italian,
and German influences, featuring a harmonious
blend of extensive historic buildings, including
diverse churches and theatres. The most re-
nowned among them is the Lviv Opera and
Ballet Theatre (fig. 1). Many designers seeking
inspiration even relocate here. To fully high-
light this historic city's cultural characteristics,
inclusivity, and vibrancy, the branding strategy
employs real architectural forms simplified into
lively line drawings. These sketches capture the
city's welcoming spirit with the slogan «Open to
the world».

While both cities utilize figurative design
methods in their brand identities to showcase
their cultural essence, they differ in their exe-
cution. Arlon's direct photographic images offer
a more serene and gentle portrayal, whereas
Lviv's casual stroke lines convey a more lively
and bustling city face.

The use of figurative graphic design ex-
tends beyond merely representing a city's nat-
ural landscapes or architectural features; it can
also encompass city cultural activities, historical
events, and even the everyday lives of its resi-
dents, thereby creating a more comprehensive
and in-depth city brand image. For example, city
festivals or specific cultural symbols can be ar-
tistically expressed through figurative graphic
design. This enhances the visual appeal of the
city brand and deepens the emotional resonance
between the brand and residents and visitors.

Therefore, the application of figurative
graphic design in city branding is multifaceted
and multidimensional. By artistically refining and
emotionally processing real elements, it not only
crafts a unique visual identity for the city but
also strengthens its cultural expression and in-
ternational image. Consequently, the city brand
acts as a crucial bridge connecting the past with
the future and the local with the international.

On the other hand, abstract graphic de-
signh has endowed modern art and digital media
with a new visual language. This design style
breaks away from traditional forms of artistic ex-
pression, no longer relying on direct depictions
of the real world. It engages audiences' imag-
inations and emotional responses through the
use of vivid colors, unique shapes, and creative
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City Brand Design
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Fig. 1. City logo and city landscape of: a) Ehrlon, Belgium [13]; b) Lviv, Ukraine [14]

compositions [19]. The power of this style lies in
its ability to convey complex concepts and emo-
tions while leaving a lasting visual impact on the
viewer.

In the process of shaping city brand im-
ages, designers must not only understand the
cultural background and spirit of the city but
also reinterpret these cultural traits through in-
novative visual languages and positioning of the
brand concept based on the city's cultural iden-
tity [15]. Abstract graphic design plays a crucial
role in this process, allowing designers to create
iconic and symbolic city images through abstract
summarization and element reconfiguration.

In exploring the visual expression of
Parisian city culture, the Eiffel Tower is unde-
niably a prominent symbol of modern Paris.
When designing the official typeface, the Tourist

Office of Paris used the shape of this cultural
heritage in combination with the letter «A»
(fig. 2). However, other iconic elements of the
city include sailboats and Notre Dame Cathedral.
These elements showcase Paris's geographical
and historical characteristics and carry profound
cultural symbolic meanings.

Despite Paris not being a coastal city nor
a major port, the sailboat motif in the city's em-
blem deeply roots itself in the city’s history, re-
flecting the emblem’s historical background
(fig. 3). This design element embodies the res-
olute philosophy of «fluctuat nec mergitur»
(tossed by the waves but does not sink), which
is also the official motto of Paris. This symbolism
has been reinterpreted and manifested in city
brand image design. Designers modernize the
sailboat shape using coherent lines, depicting

Fig. 2. A typographic composition that evokes a Parisian skyline,
the drawing of the «A» directly referring to the Eiffel Tower [9]
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a sailing vessel that symbolizes the fluidity of
Parisian history and the city's continual pro-
gress.

As a quintessential example of medi-
eval Gothic architecture in Europe, Notre Dame
Cathedral transcends its physical form to be-
come a significant symbol of Parisian cultural
heritage. Its centuries-long construction history
and Gothic architectural style have made it a
symbol of Parisian history, akin to a historical
vessel navigating through the river of time. In
the latest city brand image design for Paris, de-
signers have retained the ship motif as a histor-
ical symbol and employed simplified and abstract
graphical languages to give the new emblem a
more modern and dynamic visual effect. The
update in typography (fig. 4), from «Mairie de
Paris» to «VILLE DE PARIS» or simply «PARIS»,
further enhances the city brand’s visual recog-
nition, making it more prominent and cohesive
(fig. 4). This change reflects a city-centric image
promotion strategy.

It is important to note that the new visual
strategy involves more than just graphical up-
dates; it also reflects significant changes at the

city management level. This transformation
mirrors the administrative strategies following
the merger of Paris with its various depart-
ments, where the generalization and simplifica-
tion of graphics visually symbolize this admin-
istrative consolidation. The new design, with
its simplified abstract graphics and streamlined
aesthetics, not only elevates the modernity of
the emblem but also enhances its dynamism.
This design approach is particularly evident in
the city's event posters (fig. 5), which show-
case the city's renewed vitality and pursuit of
modern aesthetics. These posters emphasize
Paris as a global city that continually progresses
and adapts to modern challenges and reflects
strategic thinking and creative expression in city
emblem design.

In summary, the visual expression of Paris
masterfully integrates historical and modern el-
ements through abstract summarization. This
approach preserves the city's cultural traditions
and showcases its dynamism in transitioning to-
ward modernization. Such a design strategy en-
hances Paris's international image and deepens
the public's understanding and emotional

_MAIRIE DE PARIS
| PARIS)

Fig. 3. Paris city logo history display [17]

MAIRIE DE PARIS /i

9.

VILLE DE

PARIS

Fig. 4. The contrast between the new font and the old font [17]
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connection to its cultural heritage. Through
these symbols' visual representation, Paris has
successfully blended its rich history with con-
temporary vitality, presenting itself as a vibrant
and dynamic world-class city.

From these examples, it is evident that
abstract graphics in city brand design are not
merely visual decorations; they are deeply rooted
in the cultural soil of each city, narrating the
city's stories through modern visual language.

07 juillet - 02 septembre 2018
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Fig. 5. The city’s event posters [17]

This design strategy not only enhances the city's
recognisability but also deepens the public's un-
derstanding of and emotional connection to city
cultural characteristics, demonstrating the sig-
nificant potential and value of abstract graphic
design in contemporary city brand building.

In practice, graphic designers often uti-
lize the interaction between these two styles
by blending figurative and abstract elements
to create visual works that are both deep and
broad. These works are particularly influential in
cultural exhibitions and commercial advertising.
Increasingly, designers are applying this effec-
tive design method to shape city brand designs.
By studying the application and impact of these
designs, we can better understand how visual
language conveys complex messages and emo-
tions across different cultural and social con-
texts.

CONCLUSIONS

In exploring a city's cultural visual expres-
sion, graphics play a crucial role as a funda-
mental design element, holding a significant po-
sition in shaping the overall aesthetic. Graphics

are not only used as independent visual tools
but also interwoven with other design elements
to forge a city's visual identity and cultural am-
biance collectively. Analyzing the application of
graphic elements deepens our understanding of
how they function in conveying and preserving a
city's cultural heritage.

Graphic design influences a city's cultural
expression through its direct and intuitive com-
munication of images. The transition from fig-
urative to abstract not only mirrors the evolu-
tion of artistic styles but also reflects historical
shifts in cultural values. Through a detailed ex-
ploration and application of graphic elements in
city brand design, designers are not just able
to create visually striking works but also main-
tain and transmit the unique cultural identity
and values of a city amidst globalization. This
ability holds immeasurable advantages for city
branding and cultural promotion.
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Jlro L., LWImenboBa-HecrepeHko O. [IpagiyHi TexHikn Bidyanizayii
Ta MicbKa KynbTypa B An3auvHi 6peHgy micta
Mera. Y gaHivi cTatTi po3r/isiHyTO BUKOPUCTaHHS rpagiyHnx METOoAIB Bi3yasilzauii

B Au3aliHi 6peHaiB MICT A/ e(ekTUBHOI iHTerpayii Ta pernpe3eHTayii MiCbKOi KyJ/ib-
Typu. CTatTs MiGKPEC/TIOE 3HAYEHHS KYJ/IbTYPHOI CrnaglymnHy y CTBOPEHHI YyHIKasibHOI
[€HTUYHOCTI MiCTa Ta MiABULLEHHI HOro KOHKYPEHTOCIPOMOXHOCTI Ha r106asibHoOMy
PIiBHiI.

Meropgosoria. [ocnigXxeHHs MOEAHYE Oris g Aitepatypu 3 nopiBHSIbHUM aHa-
J1i30M peasibHUX rnpukaagiB 6peHaiB Mict. TeXHIKn Bi3yasibHOI pernpe3eHTadii po3rsis-
AaloTbCsl Ha KOHKPETHUX BUIagKax, Takmx sik ApsioH, benbrisi, Ta JlbBiB, YKpaiHa, Ae
XapakTepHi rpagiyHi ctuai BigobpakatoTb perioHasibHi 0cobimBOCTI. AHasi3 OXOM/I0E
K QirypatmBHui, Tak i abCTPaKTHUI MiAXoAn A0 An3akiHy, 106 BUSBUTU, SIK KOXEH
MeTo4 MiATPUMYE MICbKY KyJ/1bTypy B MPOUECi CTBOPEHHS 6peHay.

Pe3ynbrarn. [JoC/igXXeHHS MoKasye, WO [HTerpayisi MiCbKOI KyJ/ibTypu B AuN-
3akiH 6bpeHay 3a A0rnoMOoror rpagiyHoi Bizyasnidayii 3MiLUHKOE [AEHTUYHICTb 6peHAay Ta
EMOUINIHMI 3B’S30K i3 MeLUKaHUsSMn Ta BigBigyBadamu. @irypaTtuBHi e1eMeHTU, Taki
SK rnaMm'sstku 1a CMMBOJIM, MMiKPEC/IIOIOTh ICTOPUYHI Ta Ky/bTYpHIi pucu, Toai K ab-
CTPaKTHI An3aiiHN BUKOPUCTOBYIOTb CrpPOLYEHi popMn A/151 CTBOPEHHS Cy4YacHoi, asae
Ky/1bTYpHO O6rpyHTOBaHOI [A€HTUYHOCTI.

HaykoBa HOBM3Ha. Y CcTatTi IpONoOHYETbCS HOBUI igxig A0 6PEHANHIY MICT,
SKWUU MOKa3ye K peasiCTnyHi i abCTpakTHI Bi3yasibHi TEXHIKU MOXYTb BTi/IlOBATH CyT-
HICTb MICbKOI Ky/IbTypu y AnN3ariHi MiCbKOI aigeHTuK. [aHe AOCNiAXEeHHS TaKoX 3a-
b6e3rieuyye TeOpPETUYHY OCHOBY A4J151 PO3YMIiHHS Bi3yaslbHOi MOBM, O Mepeaac Kysib-
TYPHY CrnajglumnHy 1a Cy4acHy npuBabinBiCcTb MicTa.

MpakTn4yHa 3Ha4YyLWicTb. Pe3ynbTatv AOC/IAXKEHHS MPOMNOHYOTh UiHHI pe-
KOMeHAauii 47151 MiCbKuX MJ1aHyBaJlbHUKIB, AW3aniHEPIB Ta MoJiTUKIB, SIKi rparHyTb
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IHTErpyBaTu KyJbTYPHY CRaglunHy y CcTpaTterii 6peHAvHry. 3aBAsiku BUKOPUCTaHHIO
o06ox ctuniB Agn3ariHy MiCTa MOXYTb MPOCYBaTM CBOIK YHIKa/JbHICTb Ta MOCU/IIOBATU
rriobasibHe BU3HAHHS, MiATPUMYOYN TYPU3M Ta iHBECTHLII.

KnawuyoBi cnoBa: KynbTypa MicTa, Bi3yasi3auis, KyJ/bTypHa crnajgumnHa, 6peHa
MicTa, Bi3yaslbHa iA€HTUYHICTb, 06pa3 MicTa, [AEHTUYHICTb MiCTa, rpa@idHni An3ariH,
AN3akH J10rotury, KopriopaTtnBHa [AeHTUYHICTb.
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