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Abstract

This paper delves into the innovative application of cultural artifacts in visual identity (VI) design,
aiming to enhance the consistency and stability of brand images while elevating the market recog-
nition and consumer affinity of the brand. Initially, the paper dissects the profound cultural value
and artistic characteristics of cultural artifact symbols, proposing a series of integration strategies,
such as meticulous extraction of cultural elements, innovative symbolic design, and strategic mar-
keting of cultural narratives. These strategies enrich the brand’s intrinsic culture and enhance its
identifiability and appeal in the competitive market. By analyzing the VI designs of internationally
renowned brands such as Apple, Nike, Coca-Cola, Google, and Adidas, this paper reveals the pivotal
role of VI design in shaping brand image, conveying brand philosophy, and strengthening market
competitiveness. Notably, the paper presents an empirical study of VI design in a cultural tourism
city in Northwest China, taking the VI design of the Dunhuang Museum as a case study, demonstrat-
ing how design methods can excavate and promote local historical and cultural resources, signifi-
cantly enhancing the attractiveness and market competitiveness of the cultural tourism brand. The
paper concludes with a summary of the research findings, identifies current challenges in VI design,
and suggests directions for future research. The study emphasizes that urban VI design needs to
deeply explore and accurately convey the core elements and connotations of the city, while actively
integrating the concepts of green environmental protection and sustainable development to re-
spond to the development trends of cities in the context of globalization.
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