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Rebirth of Folk Culturein Graphic Design
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ABSTRACT: It aims to explore the innovative application and development direction of folklore culture in graphic de-
sign. Starting from the inheritance and development of folk culture, combined with the status quo of feasibility leading to
innovation of graphic design of folk culture and reference, and then based on the connotation of the folk culture as the
foundation, it summarizes the folk culture in graphic design, commercial value, cultural value and aesthetic value, and
then combined with the new application specific examples to expound the folk culture in logo design, poster design, ad-
vertising design, packaging design, graphic design, sums up the future development path of folk culture and the integra-
tion of graphic design, and puts forward the relevant requirements of the designer. In modern graphic design, the creative
application of folk culture is the inevitable choice of the era development, so as to inherit the path for the excellent na-
tional culture to develop a broader, but from the emotional identity to better reflect the design thought of the Chinese na-
tion, triggering a strong response from the people, so as to achieve the design effect is more ideal.
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