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Abstract

Purpose: Under the background of culture and tourism integration, research and analysis of the
current situation of tourism development in Jiangsu. To interpret the importance of regional tour-
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ism brand design, to explore the status of regional tourism brand development in Jiangsu by tak-
ing “Charm of Jiangsu” as an example, to take Qingfeng Village as an example, and to construct its
regional tourism brand image by combining the analysis of local tourism resources. Methods:
Through the study of the whole region tourism brand of “Charm of Jiangsu”, the current situation
of the whole region tourism brand development in Jiangsu was explored. Through the study of
Qingfeng Village’s tourism resources, we constructed a visual image of the whole region’s tourism
brand according to the local conditions. Results: The relationship between the brand logo of
“Charm of Jiangsu” and its cultural connotation, creative products and cultural carriers, promotion
and marketing and cultural concepts are explored, and design ideas for the development of Jiang-
su’s overall tourism are explored. The brand logo, auxiliary elements, rice packaging, and peri-
pheral products of Qingfeng Village were designed, and the recognition and influence of the re-
gional tourism brand have been increasing. Conclusion: Territorial tourism brand design based on
local tourism characteristics is not only conducive to the sustainability, comprehensiveness and
diversity of local tourism development, but also to the development of regional economy.
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Table 1. Number of SA scenic spots in each province of China
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Table 2. Types and number of non-heritage items in Jiangsu Province
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Table 3. Province Types and number of key cultural and tourism industry projects in Jiangsu Province
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Table 4. Tourism resources of Qingfeng Village
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Figure 4. Qingfeng Village IP image design
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Figure 5. Extraction of auxiliary elements for the Qingfeng Village brand
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Figure 6. Qingfeng Village brand visual image construction
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Figure 7. Qingfeng rice packaging design and peripheral cultural and
creative product design
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