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Abstract

The 19th National Congress of the Communist Party of China proposed the strategic goal of imple-
menting rural revitalization, emphasizing that comprehensively promoting rural revitalization is a
prerequisite for achieving national rejuvenation. In the integration of art and design into rural re-
vitalization, it has been found that rural brand design still faces problems such as multi-village ho-
mogenization, lack of popularity in design, and a lack of systematic derivatives. The “Memphis” de-
sign style, as a very popular brand visual design style in the current commercial sector, has played
a good promotional role. Therefore, this article will explore the graphic design methods of the
“Memphis” design style, including simulation modeling, geometric color collision, and random ar-
rangement, to demonstrate the connotation, innovation, and differentiation of rural brand poster
design and derive it into the design of other derivative products. This article takes Xiafan Village in
Ninghai County, Zhejiang Province, as the design object, fully integrating and regenerating the
“Memphis” graphic design style with rural brand poster design, aiming to promote rural develop-
ment and improve rural image.
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Figure 1. Memphis group design works
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Figure 2. Schematic diagram of simulation modeling method
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Figure 3. Geometric contrast method diagram
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Figure 4. Diagram of random repetition method
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Figure 5. Design case of “Yiwu Gift” regional brand poster
5. “MBily” i RESERIE TR

DOI: 10.12677/design.2025.102009 82 &t


https://doi.org/10.12677/design.2025.102009

K 5 LLHLA SCS TR “ ALY A NSGIRT TN B, I 23 44 i/ ke . A ERIL2
Dry AREMEES Seilt Al S T R BT I R A R SO HANE R S AR SR P BT U
2 XTSRS B AR T SO ISR it R 1 25 5 T R

4.2. BREWENER, HEMITZEHT

PSR W LR e 3R, AE H 8 AT T s 5 TE Rk 70 - R IA E: (BeE T, BEE
Wi ar 7RI, EHEENE L. R, DT R ORI SR, GRAE., A, Bk
(RIRAN 2% 2R O BUAX T SCBETH K R U i A«

FEBURE U RLE BB N Ber AR AT — SR B2 [ b AN 2 = AN (7 %6, BON
TskEge “EFEN MBOHTEAA S RO IR, ERR . 0 EIE PR RS R
CORRIA AR X%, 8RR A RS R SR AN, A A H R, A 2R
R 5 W (R R T, B S R ) (T 5 2008 1 I EL R A S B HE R IO FA TS - 2R 0 ikt
MERYE, — MR AR MBI A SGRA . AT W, SR BLYFCER5]. BRI
RS R AR AR AL 0 R FA S, (ELE RERE B | T SR 15 AR 3 R T4, JF BB IE IR 4
SURA AR R, AT B iR AR B AR AL 1 H

[ le] ] MIDI MUSIC FESTIVAL

\ £
JBEs - ‘ N ¢
—_— -
%ég & ‘T; M xxBExxEE
MIDI FESTIVAL OF THE _

msEO‘

MIDI MUSIC FESTIVAL @O @®

O @MIDI FESTIVAL OF THE EAST CHINA SEA
{ @ MIDI FESTIVAL OF THE EAST CHINA SEA

Figure 6. Poster design case of Zhejiang “Yangtze River Delta Donghai Music Festival”
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Figure 7. Design case of Zhejiang fresh fruit power tea beverage brand poster
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Figure 8. Extraction of elements from acacia and camphor trees in Xiafan Village
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Figure 9. Identification and element extraction process of Xiafan Village
9. TERAHRR R TR IRGETZ”

2) JUfT i ik ——X R WAL TR AT RO

FEX WA RS e R BN ER R 5, BOH TR EE Y, ok — P Is A A, A
HRBREG A JElr” P B R BT T7 i P i L oy AT R . AERERE IR RBEIE TR
T b, E ORI T EEA B A R G g bt Aok 2L G SR L ARARRAIE SRS (E [ g 3
il 0 U R 2% i A A B AN A (U FA TS, TR AR T R BEEE R RO Rct B, B
E AR S N B, JFIR TR DR OSSR R, TR T “SCRHE” RO, TR
P TT TH RURS B D iR LT (AR B IRAE SR ARAE A Y B s (1A 10) E e TR
Bl ZEIRRE %

[

Figure 10. Color scheme of characteristic elements in Xiafan Village
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Figure 11. Characteristic decorative graphic design of Xiafan Village
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Figure 12. Main visual design of the rural brand poster in Xiafan Village
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Figure 13. Poster design of rural brand products in Xiafan Village
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Figure 14. Xiafan Village brand derivative product design 1—postcard
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Figure 15. Xiafan Village brand derivative product design 2—office supplies
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