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Abstract

With the continuous improvement of the design degree of urban image communication in the me-
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dia space, the urban image designed and displayed by social media platforms has continuously
shaped the urban imprint in the public’s mind. Taking Luoyang as an example, as an Internet ce-
lebrity city widely designed and constructed in the virtual media space, Luoyang’s urban image
has become more and more media oriented. The realistic influence of mimicry environment con-
tinues to extend, and the representative cultural ancient capital, Peony culture and other image
elements are widely designed and disseminated by social media, forming a media design resource
that the city image can rely on. Therefore, we should pay special attention to the image design in
the mimicry media space in order to achieve the best effect of urban image communication in the
media environment. This paper will adopt the case study method and analyze the underlying logic
of urban image design in media space from the perspective of social media and the urban image
design construction of the mimicry city of Luoyang in the media space. On this basis, it will explore
the multi-dimensional three-dimensional design communication of Luoyang’s urban image, and
propose optimization path suggestions for the problems existing in the design communication of
Luoyang’s urban image.
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