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Abstract

Rural development has always been a key focus of the nation. With the support of various favorable
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policies, the “Cultural Creativity+” model in rural areas has gained significant attention. The report
from the 20th National Congress of the Communist Party of China for the first time proposed the
construction of livable, workable, and beautiful villages. The aim is to optimize the living and work-
ing environments in rural areas, improve the quality of life and entrepreneurial conditions for res-
idents. This paper focuses on Anji Village, which is located in the Zhonglou District of the ancient
city of Nanjing. With its excellent geographical location and picturesque scenery, the village is adja-
cent to the Changzhou Canal, providing convenient transportation. The village’s rich historical her-
itage over the centuries has endowed it with great potential for exploration. However, in recent
years, rural cultural creativity, exemplified by Anji Village, has shown limitations in its promotional
impact and influence. As digital media rapidly develops and innovative ideas continually evolve,
product innovation and design concepts have become two key forms for realizing value in the con-
struction process. These concepts play an extremely important role in promoting the effective
branding and creative output of regional cultural resources. The overall brand identity design of
rural scenic spots should emphasize leveraging its strengths, avoiding weaknesses, and focusing on
key directions. It should also integrate local resources and capitalize on the advantages of concen-
trated resources. At the same time, it is necessary to adhere to the principle of sustainable develop-
ment to promote the harmonious development of rural areas alongside green growth. Based on the
theoretical study above, this research draws on successful cases of rural cultural creative design to
explore strategies for the design and development of rural cultural creative products, further elab-
orating on the key elements of Anji Village’s brand design principles.
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Figure 1. Anji Rabbit logo identification
[E 1. Z#E% Logo #RriR®

~ ’ p
L | VA :\\/ |
\ )/ N/ N
P\ 7N W \
ed\) &0 O
) / \ /
\ | / ?‘:;ﬁ.. X / o X\/’/\
\ "I»U \\/ p /r o
Y/ \V i f P
0@ @ (e
s - e
! _ . . J

Figure 2. Schematic diagram of Anji Rabbit image
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Figure 3. Schematic diagram of “Land of Fish and Rice” packaging design
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Figure 4. Schematic diagram of Anji Village cultural and creative design
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Figure 5. Schematic diagram of Anji Village cultural and creative card buckle
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Figure 6. Schematic diagram of Anji Village cultural and creative canvas bag
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Figure 7. Schematic diagram of Anji Village cultural and creative greeting card
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Figure 8. Schematic diagram of Anji Village cultural and creative stickers
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