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Abstract

As one of the important birthplaces of Chinese civilization, Hebei Xinle’s Fuxi culture has a profound
historical heritage and unique cultural value. This study aims to explore in depth the brand image
design of Fuxi culture in Hebei Xinle. Through literature review, analyze the historical background,
cultural connotation, and current dissemination status of Fuxi culture in modern society, and pro-
pose a brand image design scheme with local characteristics and cultural depth. On this basis, the
research status and design practice of Fuxi culture were sorted out, and the design principles, ele-
ments, and implementation strategies of Fuxi culture brand image were constructed. The research
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results show that combining traditional culture with modern design concepts can not only effec-
tively enhance the visibility and influence of local culture, but also promote the sustainable devel-
opment of the cultural industry.
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