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Planning and Promotion of Hakka Around-Houses Tourism Brand

SONG Dong-hui, YANG Yao
(Guilin University of Electronic Technology, Guilin 541004, China)

ABSTRACT: It aims to analyze the present situation of Hakka Around-Houses in Hezhou of Guangxi, and discuss the
orientation of Hakka Around-Houses tourism brand and the future tourism brand target in combination with the trend of
domestic and international urban brand design and tourism brand construction. The conversion and presentation of Hakka
Around Area cultural symbolsin modern application design are made, so as to adapt to the changes of modern social life
and brand communication mode through the design of Hakka Around-Houses' tourism brand image. The symbol database
of brand planning and design elements is established, and the basis of the promotion is obtained through the extraction of
gene image of Hakka Around-Houses. The circulation and development have become the important competitiveness of

local development through the planning and popularization of tourism brand of Hezhou around house.
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Fig.2 Qinglong gate(the entrance)
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Fig.3 Standard and secondary colors
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Fig.4 "Hakkafeeling" architectural element extraction
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Fig.6 "Hakkafeeling" brand logo
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Fig.7 Packaging design finished product renderings
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Fig.9 "Hakkafeeling" poster design
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