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Abstract

In the context of globalization, tourism has become an important force to promote regional eco-
nomic and cultural exchanges. Ganzi Daofu, as a scenic region in southwestern China with rich
cultural heritage and natural resources, the shaping of its tourism brand image design is particu-
larly important, and the construction of tourism brand image design can not only enhance its
competitiveness in the international and domestic tourism market, but also promote the inherit-
ance and protection of local culture. As one of the important cultural heritages in the region, the
culture connotation and historical value of the Ancient Tea Horse Road provides unique resources
and far-reaching background for the shaping of tourism brand image design in Daofu. This study
aims to explore the influence of the Ancient Tea Horse Road culture on the shaping of tourism brand
image design in Ganzi Daofu. By analyzing the connotation and significance of the Ancient Tea Horse
Road culture and its embodiment in the Ganzi Daofu region, the current situation and shortcomings
of the tourism brand in the Ganzi Daofu region are studied, and the importance of tourism brand
image design for the development of Daofu’s tourism industry is later discussed. This study dis-
cusses how the culture of the Ancient Tea and Horse Road influences the construction and dissemi-
nation of Ganzi Daofu’s tourism brand image design, and the study also examines how these cultural
elements are applied in the design. It aims to provide theoretical basis and practical guidance for the
design and shaping of tourism brand image in Ganzi Daofu area, and to promote the protection of
cultural heritage and the sustainable development of tourism.
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