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Abstract

Purpose: To build a brand IP image and its derivatives based on the ethnic and regional characte-
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ristics of the “Bouyei” people. Method: Based on the concept of brand IP image design, the impact
and role of IP image design are discussed from both the human and natural resources of the
Bouyei people. Results: A set of design solutions with general value, such as IP image design, vir-
tual scene illustration design and cultural and creative product design based on the ethnic culture
and regional characteristics of the Bouyei people are constructed. Conclusion: The design of IP
images based on ethnic and regional characteristics should fully exploit their ethnic and cultural
characteristics as well as regional environmental characteristics. As the digital culture industry
develops, traditional ethnic culture is outdated for the current communication aesthetics due to
its cumbersome composition, and needs to be modernised and improved for the market. The crea-
tive design based on the concept of strong cultural communication needs to appear in a series of
design solutions, and products with a single design are hard to be popularized.
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Figure 1. “IP Image” design “Yang Yang Yi Yi”
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Figure 2. Illustration design of “Bouyei” Nationality “natural resources and human resources” series “Wanfen-
glin-Maling river grand canyon-Shuangru peak, batik-dye house”
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Figure 3. “Derivative cultural and creative products” display diagram
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