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International Image Design and Communication Strategy of Chinese Cities

DAI Shan-shan
(Hubei University of Technology, Wuhan 430000, China)

ABSTRACT: The work aims to study the experience and cases of international image design and communication of cities
at home and abroad and provide a scientific and systematic scheme for the international image design and communication
of Chinese cities combined with the image design and communication practice of Chinese cities. On the basis of analyzing
the status quo and main problems of international image design and communication of Chinese cities, the design concept
and method of international image communication of cities were summarized by concluding the international image
communication experience of cities and combining with CIS theory. The international image design and communication of
Chinese cities need to be optimized from three aspects of top-level design, visual image and communication channels, and
a city image identification system in the context of international communication needs to be established. At the level of
top-level design, the core spirit and concept of the city brand are formed through the identification of the city concept, and
the city image is used as the carrier of the identification of the city concept. At the visual image level, a complete city
visual identification system and international interactive visual elements are designed. At the level of communication
channels, the core concept and positive international image of the city are conveyed to the public through international
event marketing and multiple communication channels.
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Fig.1 International image design and communication
optimization strategy of Chinese cities
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Fig.2 Green city concept of Singapore
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Fig.3 City visual identification system of Madrid
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Fig.4 International interactive poster design of Madrid
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