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Abstract

With the revival of regional culture and the booming development of cultural tourism, the protec-
tion and inheritance of regional characteristics and culture have been increasingly emphasized. As
an important carrier of urban culture, the design of cultural tourism IP image not only concerns
the display of urban image, but also carries the important responsibility of cultural inheritance
and promotion. Based on the regional culture of Hengyang, Hunan Province, this study explores
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the local cultural tourism IP image design, aims to explore the innovative application of Heng-
yang’s regional culture in cultural tourism IP design, and analyzes its positive role in enhancing
the city’s cultural cognition, promoting the heritage of the regional culture, and promoting the
development of the cultural tourism industry. The significance of this paper is to further highlight
the unique charm of Hengyang regional culture and provide new strategies and directions for the
development of cultural tourism industry in Hengyang and even Hunan.
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Figure 1. Hengyang cultural tourism IP
“Rongrong” design program
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