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Application of VI Design in Urban Brand Image Construction

LIU Bao—cheng, ZHENG Ying

(Hebei Union University, Tangshan 063000, China)

Abstract: It overviewed the connotation and function of urban VI design, analyzed the present situation of the urban
brand image development, discussed some common problems in city brand image, so as to illustrate the importance of VI

design in city brand image construction.Combined with the characteristics of city, it analyzed the application of city brand

image construction in the VI design by examples.On this basis, it put forward the practical significance of VI system in

the construction of urban brand images.
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