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Analysis on the "Respiratory and Growing" Brand Visual Identity
System Design of the City of Porto

ZHANG Li-na, WANG Lei, TANG Jing
(School of Architecture, Yantai Universtiy, Yantai 264005, China)

ABSTRACT: The work aims to research the new trend of city brand visual identity system design in digital media era.
Through the combination of city logo design modes, cultural identity of city logo colors and open interpretation of city
core graphics, an in-depth study was conducted on the case of Porto city’s brand visual identity design, and the basic rules
and systematic design methods followed by the city brand visual identity system were explored. The formal language of
city brand visual identity is continuously innovated with the changes of the times. Openness and universality are the in-
evitable trend of the future development of the times. Correspondingly, the city logo language is becoming increasingly
concise, and the design of the city core graphic extension identity system is gradually showing a narrative and compli-
cated popularization trend. Designers prefer to use core graphics to state the spiritual connotation of the city, such as his-
tory, humanity and region. In the design of city brand visual identity system, the open platform and the enthusiastic par-
ticipation of the public have given the design language more room for "living state" evolution.

KEY WORDS: brand visual identity system of the city of Porto; city logo design; core graphic design of the city; open-

ness; universality
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Fig.4 Blue and white tiles spread all across the visual identity system design of Porto City
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Fig.5 Core graphic design
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Fig.6 Extended design based on application of core graphics
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