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Abstract

With the development of the economy and the improvement of people’s spiritual and cultural
needs, the integration of culture and tourism has deepened. The integration of culture and tour-
ism brings new development opportunities and challenges to cities. Therefore, redefining the vis-
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THE

ual representation of the city’s brand image is a necessary measure to adapt to the trend of cultur-
al and tourism integration. Located in Nanjing, Hongshan Forest Zoo has recently become a highly
popular tourist destination and has become a distinctive and popular tourism brand in Nanjing.
This paper explores the tourism brand image design of Hongshan Zoo from the perspective of cul-
tural and tourism integration to understand the connotation of cultural and tourism integration,
grasp the design principles, build a scientific and reasonable system, and provide ideas and refer-
ence for related research and development.
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Figure 1. Du Du’s image design
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Figure 2. Du Du’s emoji pack
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Figure 3. Surroundings of Dudu
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