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INTEGRATION OF REGIONAL CULTURAL SYMBOLS INTO DYNAMIC POSTERS
TO FORM AN URBAN IMAGE

In the context of globalization and intensifying competition among cities, there is a growing trend toward visual
homogeneity in urban imagery, leading to the loss of cultural distinctiveness and reduced effectiveness of brand
communication. Traditional static posters, which still dominate the visual representation of city brands, are unable to
fully convey complex cultural narratives, emotional depth, and the dynamics of regional identity in the digital media
environment. At the same time, systematic studies on methods of integrating regional cultural symbols into dynamic
formats (particularly motion design and animated posters) remain insufficiently developed, creating a theoretical and
practical gap in the field of visual communication and urban branding design.

The purpose of the article is to provide theoretical substantiation and practical investigation of dynamic posters
as an innovative visual tool for transmitting regional cultural symbols in the process of forming and disseminating a
distinctive city image. The study employs a qualitative case-study method, analyzing: the dynamic sports icons of the 2020
Tokyo Olympic Games, the animated posters for the 58th Golden Horse Awards ceremony (Taiwan), and an example of
a dynamic poster for the city image of Chongqing. The analysis covers mechanisms for translating cultural symbols into
moving forms, compositional strategies, the introduction of temporal dimensions, rhythm, and visual narrativity, as well
as the principles of representativeness, recognizability, and expressiveness of symbols in a dynamic environment.

The research findings demonstrate that dynamic posters, unlike static ones, effectively overcome the limitations of
traditional media through the incorporation of temporality, animation transitions, rhythmic movements, and multi-
layered visual storytelling. They activate the potential of regional symbols (historical, ethnographic, architectural,
natural), enhancing narrative tension, emotional resonance, and cultural differentiation of the city brand. The article
proposes principles for integrating regional elements into dynamic media: representativeness (reflection of local
specificity), recognizability (emotional connection with the audience), expressiveness (readability within a short time),
and adaptability to digital platforms.

The conclusions enrich the theoretical foundation of digital territorial branding design and offer practical
recommendations for designers, marketers, and specialists in urban visual identity regarding the transition from static to
dynamic forms of communication with an emphasis on the regional cultural perspective. The results can serve as a basis
for further development of hybrid visual systems of the “dynamic + regional” type in a multimedia environment.

Key words: dynamic posters, regional cultural symbols, city brand, visual identity, digital media, motion design,
urban design, place branding.
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IHTET'PAIIA PETTOHAJIBHUX KYJIBTYPHUX CUMBOJIIB
Y AMHAMIYHI HOCTEPHU AJIA ®OPMYBAHHSA MICBKOTI'O IMIJIZKY

YV xoumexcmi enobanizayii ma nocunenua KOHKYpenyii Midc Micmamu cnocmepieaemvcsa meHoeHyis 00 8i3yanibHOI
00HOPIOHOCMI MICEKUX 00pA3i6, WO NPU3800UNb 00 8MPAMU KYIbMYPHOI CamMoOyMHOCME MA 3HUNCEHHS eqheKMUBHOCMI
openo-komynixayii. Tpaouyitini cmamuuni nocmepu, K 00Ci OOMIHYIOMb Y GI3YAILHOMY NPEeOCMAGICHHI MICLKUX
OpeHOi8, He 30amHi NOBHOYIHHO Nepedasamu CKIAOHI KYbIyPHI HApAMUeU, eMoyiiHy 2iuduny ma OUHAMIKY pe2ioHaIbHOL
i0denmuunocmi 6 ymogax yughposux media. Boonouac cucmemamuuti 00CniodicenHs Memoois inmezpayii peciOHAIbHUX
KVIbMYPHUX CUMBONI8 y OuHamiuni opmamu (30Kkpema, motion design ma aHiMOBaHI nocmepu) 3a1UUAIOMBCS
HE0OCmMAamub0 po3poOIeHUMU, WO CINBOPIOE MeOpemUYHy md NPAKMUYHY NPOLATIUHY 8 2ay3i 8i3YANIbHOI KOMYHIKayii ma
OU3alHY MICbK020 OPEHOUHS).

Memoro cmammi € meopemuune 00TPYHMYBaHHs MA NPAKMULHE OOCTIONCEHHS OUHAMIYHUX NOCMEPIB K IHHOBAYIUHO20
8I3YANLHOCO THCMPYMEHmY O/l nepeoaui pecioHAIbHUX KYIbMYPHUX CUMBONI8 Y npoyeci Qopmyeanns ma noulupenns
camodbymuvo20 imiodcy micma. Y pobomi 3acmocogyemupcs AKICHU Memoo anHanizy Kecie: OUHAMIYHI CHOPMUBHI IKOHU
Onimniucekux icop y Tokio 2020 poxy ma animosani nocmepu 58-i yepemonii npemii «3onomuii kinvy (Tausamus), a
MAKo#C NPUKIAO OUHAMIYHO20 nOCmepa Micbko2o obpaszy YyHyina. AHaniz oXonawe mexaumizmu nepekiady KyiomypHux
CUMBONIB Y PYXOMI (hopmu, KOMNOZUYIUHI cImpamezii, 66e0eHHs 4aco8020 GUMIPY, PUMMY Md 8I3YATbHOI HAPAMUBHOCTI, A
MAKONHC NPUHYUNY NPEOCMABIEHOCMI, 6NIZHABAHOCMI U BUPAZHOCMI CUMBOIE ) OUHAMIYHOMY CepedosULYL.

Pesynomamu oocniosicenns ceiouams, wo OUHAMIYHI nocmepu, HA GIOMIHY 6I0 CMAMUYHUX, 3A60AKU 66EOCHHIO
MeMnOpaAIbHOCMI, AHIMAYIUHUX NePex00is, PUMMIYHUX PYXi6 ma 6a2amouapo6oi 8i3yanbHoi onogioi epekmueHo 0o1arms
obmedceH s mpaouyitiHux media. Bonu axmugyioms nomenyian peioHAIbHUX CUMBONI8 (ICIOPUYHUX, emHOPAPIUHUX,
apximexmypHux, npupoOHUX,), NOCUTIOIONMb HAPAMUBHY HANPY2Y, eMOYIHY Pe30HAHCHICIb Ma KYIbmypHY ougepenyiayiio
MicbK020 Opendy. 3anponoHo8ano NPUHYUNU iHmecpayii pecioHaIbHUX eleMenmie y OUHAMIYHI Medid. npeoCcmasieHicy
(6i00Opacents 10KaIbHOL cneyughikuy), 6NizHABAHICIMb (eMOYIUHULL 368 30K 3 AYOUMOPIEID), BUPA3HICMb (YUmaderbHicms
V KOPOMKUIL 4ac) ma adanmueHicms 00 Yugposux niameopm.

Ompumani 6uUCHOBKU 30a2a4ylOmsb meopemuyHy 6a3y OusaiHy yugposozo bpeHouHzy mepumopii ma nPOnoOHYIons
npakmuyHi pekomeHoayii 0 OusaiiHepie, Mapkemono2ie i axisyie 3 ypoaHicmuunoi 8i3yanbHoOi I0eHMUYHOCMI Wo0o
nepexooy 8i0 cmamuyHux 00 OUHAMIYHUX (POpM KOMYHIKAyii 3 aKYeHmom HA pe2iOHANbHY KYAbMYPHY NepCHeKmusy.
Pesynomamu moacyms ciyeysamu 0CHO8010 0151 NOOAIbULOT PO3POOKU IOPUOHUX BI3VATLHUX CUCTEM «OUHAMIYHUU +
PeCiOHANLHULLY Y MYTbMUMEOTUHOMY Cepedosuuyi.

Knrouosi cnosa: ounamiuni nocmepu, peciOHAIbHI KYIbMYPHI CUMBONU, MICbKULL OPEHO, 8i3YANbHA i0eHMUYHICY,
yugposi media, motion design, ypbanicmuunuii Ou3ain, OpeHoune mepumopii.

Introduction. Within the digital media landscape,
urban image dissemination commonly grapples with
visual homogenisation and insufficient cultural dis-
tinctiveness. Traditional static representations strug-
gle to satisfy contemporary audiences' demand for
narrative depth and emotional resonance, while sys-
tematic mechanisms for translating and disseminating
regional cultural symbols through dynamic media
remain theoretically underdeveloped, warranting fur-
ther investigation.

Literature Review. In the design of urban brand
visual symbols, regional cultural symbols are widely
used to construct urban characteristics and identity.

Relph (1976) in "Place and Placelessness" pointed
out that placeness refers to collective memory and
regional culture, and the communication of regional
visual elements is the foundation of urban brand con-
struction. The application of regional symbols in cities
has always been a focal point of research at the inter-
section of cultural geography and identity construc-
tion (Lynch, 2023). Traditional patterns, landmarks,
and local imagery are important carriers of spatial
identity and collective memory in cities, and are con-
sidered regional symbols (De Jong & Lu, 2022). Chi-
nese scholars have emphasized the regional nature of
urban brand visual communication to enhance brand
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recognition and emotional connection (Zhang, 2025).

Among foreign scholars, Anholt argues that
local identity must be expressed through visual lan-
guage to be communicated globally (Anholt, 2007).
Dinnie (2010) argues that graphic systems incorpo-
rating regional symbols help reflect the reality of a
city while maintaining distinctiveness in the global
visual market. For example, the Arabic calligraphy in
Dubai's city brand and the Celtic motifs in Irish tour-
ism posters both reflect the localisation of symbolic
graphics from landmark buildings, which plays a role
in enhancing urban recognition (Hankinson, 2004).
Recent studies have also indicated a trend toward the
digital adaptation and mobility of regional symbols
(Wei, 2022).

City posters have long served as vehicles for
expressing urban identity, promoting cities, and mar-
keting tourism. In the early 20th century, European
posters established the concept of using simple, sym-
bolic images to express urban identity (Guffey, 2014).
Posters in China after reform and opening-up adopted
a symbolic realism painting style to express urban
perspectives, embedding political ideology into urban
imagery (Xu, 2022).

Design Practices of City Image Posters Shi Cuix-
ia's "Qingzhou City Image Design and Promotion"
(Shi, 2017) promotes the city image of Qingzhou by
blending traditional and modern elements, designing
unique artistic cultural symbols specific to Qingzhou;
Wang Jun's "City Image and Poster Design" empha-
sises the contemporary nature of design concepts,
exploring and analysing city image and poster design
(Wang, 2012); Sun Yan's "Lingxi — Harbin City Poster
Design" blends historical culture, natural landscapes,
and modern vitality to create a visually appealing and
engaging city image (Sun, 2025); Cai Jingjing's "Cai
Jingjing's Works — City Poster Design" combines rep-
resentative landmark buildings in the city with flat,
stylised architectural designs, creating a modern yet
traditional aesthetic through the integration of form
and colour (Cai, 2023); Zhu Yingjie's "Tangshan City
Image Poster" combines local culture with city image
posters (Zhu, 2024).

Dynamic poster design is a medium that integrates
graphic design, animation art, and urban graphic
semiotics, using dynamic graphics and visual narra-
tives as its foundation. It enables interaction and com-
munication with audiences through time, storytelling,
and visual elements (Liu, 2018). "Motion Graphic
Design: Application History and Aesthetics" system-
atically traces the history and applications of dynamic
graphic design (Krasner, 2013), lan Crook and Peter
Beal's "Dynamic Graphic Design Foundations: The-
ory, History, and Practice" elucidates the principles
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and applications of dynamic graphic design (Crook
& Beare, 2017). Design works from cities such as
Tokyo, Amsterdam, and Beijing demonstrate that
dynamic media can imbue abstract cultural elements
like rhythm and emotion with a dynamic form (Zhu,
2022).

With the development of China's digital media era,
research on dynamic design has increased, accompa-
nied by corresponding publications. For example,
Li Yu's "Foundations of Dynamic Graphic Design"
comprehensively analyses and explains dynamic
graphic design by summarising numerous domes-
tic and international practical application cases (Li,
2011); Hao Rui's "Research on the Application of
Dynamic Graphic Design Based on Digital Tech-
nology" places text design and graphic design on a
digital media technology platform and advances inte-
grated projects sequentially (Hao, 2019). Dynamic
design is applied across various fields of society, and
its innovative dynamic forms present audiences with
static visuals distinct from traditional static images,
making it one of the future advertising and promo-
tional forms in the field of visual communication
design. Wang Yiwén and Zhang Yuxin's "A Study on
Dynamic Poster Design Methods Based on Attention
Theory" explores how information can be effectively
communicated and how to attract audience atten-
tion through research on attention theory (Wang &
Zhang, 2025); Li Sumei's "Research on Innovative
Dynamic Poster Design in the New Media Era" com-
pares traditional static posters with dynamic posters
to summarise the characteristics and applications of
dynamic posters (Li, 2023). Yuan Na's "Research on
Dynamic Poster Design in Urban Brand Promotion"
reviews the development history of dynamic posters
and explores the principles and patterns of their appli-
cation in urban brand promotion design (Yuan, 2019).
Lu Wenjie's "Shanghai City Image Poster Design"
utilises digital poster design forms to enhance public
understanding and recognition of Shanghai, propos-
ing ideas and methods for shaping and expressing the
city's image (Lu, 2023).

Looking at regional symbols, city image post-
ers, and dynamic city image posters, both domestic
and international research has consistently focused
on regional symbol theory. While visual communi-
cation design has seen rapid growth in recent years,
most studies have centered on cultural and creative
products, primarily presented through static images,
which no longer meet people's visual needs. While
some studies have begun to recognize the application
of regional symbols in urban communication dynam-
ics, systematic theoretical frameworks and practical
cases remain scarce. Further research is needed to
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explore innovative expressions of regional culture
and the shaping of urban cultural images through the-
oretical research.

Purpose of the Study. This paper aims to exam-
ine the visual translation methods and expressive
mechanisms of regional symbols within dynamic city
image posters from a regional cultural perspective. It
explores narrative expression and dissemination strat-
egies for regional cultural symbols within dynamic
media contexts, constructing a communication path-
way for urban visual identities that embodies cultural
distinctiveness and contemporary characteristics.
This research provides theoretical foundations and
practical guidance for dynamic visual design in urban
branding.

Research findings. In the era of globalisation, cit-
ies are becoming increasingly similar, and how a city
can highlight its uniqueness has become an important
issue in urban development. A city's brand image is
its unique identity, serving as the core for attracting
external attention and fostering internal recognition.
Regional culture, which embodies the historical sto-
ries, uniqueness, and distinctiveness of a city, pro-
vides the material for creating a unique city brand
image.

Regional culture possesses distinct characteristics
of recognisability, uniqueness, and diversity, as well as
dynamic and inclusiveness. The culture within a spe-
cific geographical space is unique and irreplaceable.
Unique regional culture shapes the distinctive image
characteristics of a city and plays a pivotal role in its
development process. The uniqueness of regional cul-
ture endows it with distinctive characteristics, infusing
cities with unique charm and recognizable associations,
which is also the core value of regional culture. Addi-
tionally, regional culture is dynamic and constantly
evolving, presenting different cultural characteristics
in different historical periods. Regional culture is also
intertwined; the culture of a given geographical space
does not exist in isolation. Its development inevitably
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involves the influence of external cultures, and through
exchange and collision, it exhibits inclusive cultural
characteristics. Therefore, when conducting research
and organisation of regional culture in a particular
area, it is essential to adopt a holistic perspective, pay-
ing attention to both the distinctive characteristics of
regional culture and the comprehensive cultural land-
scape shaped by historical eras and cultural exchanges.
As such, the strategies for incorporating regional cul-
tural elements into urban brand image building can be
summarised as follows:

First, the creation of a city brand image must be
rooted in the development of regional culture, with the
goal of building the city's brand image. This involves
interpreting the cultural resources of the region, such
as its historical culture, folk customs, and natural
landscapes, and extracting cultural elements from the
city's image.

Second, the translation of regional cultural factors
into visual symbols is an important way for brands
to achieve recognition. Through design techniques,
cultural factors that have been symbolised, such as
graphic symbols, colour systems, and visual elements,
are used to give the brand a strong sense of recogni-
tion and aesthetic appeal in its image communication.

Finally, regional cultural elements should be inte-
grated into various media formats in the communi-
cation dimension, especially in the process of digi-
tal and dynamic communication, such as dynamic
posters, interactive media, and public space guidance
systems for city brand images, to make the communi-
cation of city brand images more contemporary and
interactive (Table 1).

It is evident that the incorporation of regional
symbols into city brand image design can effectively
address the issue of homogenisation in contemporary
city brand images. With the emergence of internet
media, static poster design no longer meets the aes-
thetic demands of audiences, making dynamic poster
design an effective means of city brand image com-

Table 1

Analysis of Strategies for Implementing Regional Elements

Method Thought analysis

Cultural identity-driven

Visual symbol translation

Multimedia communication

Source: self-drawn by the author.
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munication. Compared to traditional poster design,
dynamic poster design has the following advantages.

Firstly, from the perspective of dynamic visual
posters. Compared to traditional static posters,
dynamic posters incorporate temporal and spatial
elements, using animation, graphic movement, and
three-dimensional graphic modelling to break free
from the constraints of two-dimensional space, creat-
ing visually striking and dynamic effects. For exam-
ple, Ines Graf's "Nature of Systems Design" is an

artistic design work that uses weaving language to
express "system thinking" (Fig. 1). Within a two-di-
mensional space, it achieves a strong three-dimen-
sional visual effect, demonstrating the innovative
potential of dynamic poster design.

Fig. 1. Ines Graf's dynamic poster work —
"Nature of Systems Design"

Source: from the Internet.

Secondly, dynamic posters are more narrative and
have greater capacity for content. Traditional posters

...............................................................................

have a strong tendency toward single-image com-
position and limited content, often relying on static
graphics and text to narrate stories or express ideas.
This makes it challenging to convey the complexity
of concepts or narratives. In contrast, dynamic post-
ers use a timeline to connect sequential visual ele-
ments, creating a short animated sequence that tells
a story, conveys an emotion, or showcases a scene
within a relatively brief timeframe. For example, the
dynamic posters for "Lucrezia Borgia" and "Otello"
use dynamic storytelling to enhance the narrative
and cultural elements of the visuals. Audiences can
quickly grasp the theme through the interconnected
plot, evoking emotional resonance. The visual nar-
rative through a continuous timeline significantly
enhances information transmission and communica-
tion effectiveness (Table 2).

Thirdly, dynamic posters can enrich information
content and enhance emotional impact. Dynamic
posters contain more content than static posters, and
they not only provide visual experiences but also
simultaneously engage auditory and tactile senses,
thereby conveying stronger emotions and greater
emotional impact.

Finally, dynamic posters are highly interactive and
media-oriented. In the new media era, communication
channels are diverse, and audiences primarily receive
information through mobile devices and touchscreen
devices. Traditional static posters can no longer meet
the demands of the current media environment.

Table 2

Narrative Analysis of Dynamic Posters

ety e TRV Sl «Lucrezia Borgia»

It presents a female figure who has been misunderstood by history - both a "vile woman" and a "mother”. The visual language is powerful and it is an
excellent example of dynamic visual narrative in theatrical communication.

Wcu'k Introduction
The red tear foreshadows the tragic fate.

'[he white female profile represents purity and innocence, while the dark male figure with a sword implies the impending outbreak of jealousy and violence.

Source: self-drawn by the author.
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In summary, dynamic posters significantly outper-
form traditional posters in terms of visual innovation,
narrative expression, information transmission, emo-
tional resonance, and interactive communication.

However, in the design of dynamic posters, the use
of regional elements in symbols must adhere to three
principles: representativeness, recognisability, and
prominence. The regional characteristics of symbols
must be representative, reflecting the local history,
geography, or customs and traditions, serving as the
origin of urban cultural perception. The representa-
tiveness of regional symbols is an artistic representa-
tion of recognisable symbols, which must have both
recognisable functions and symbolic meanings. The
regional symbols must also be recognisable, allow-
ing both local residents and unfamiliar audiences
to understand and identify with them. This requires
drawing from real-life culture to extract elements with
emotional and contemporary significance, thereby
establishing an emotional resonance with the audi-
ence. The principle of prominence means that sym-
bols must be prominent and easy to read. In dynamic
posters, symbols must be eye-catching and easy to
read, allowing the audience to understand their mean-
ing in a short time. Especially in the new media envi-
ronment, where transmission speeds are faster and
carriers are diverse, dynamic visual elements place
higher demands on the recognisability and informa-
tion content of symbols.

In 2020, the Tokyo Olympics introduced 73 ani-
mated icons for sports events, designed jointly by
Masakazu Hirokuni and Koutarou Inokuchi, creat-
ing a new visual language in Olympic and Paralym-
pic history. The icons are structured into three parts:
"entrance," "display of movement," and "disap-
pearance," using human figures, head graphics, and
sports equipment to showcase the characteristics of
each sport. The smooth and fluid animation evokes
the audience's emotions and conveys the Olympic
spirit — display — disappear,"” using human figures,
head graphics, and sports equipment to highlight the
characteristics of each sport. The smooth and fluid
animation evoked audience emotions and conveyed
the Olympic spirit. The refinement of the graphics and
the use of movement language offer valuable insights
for the visual design of city image and sports event
posters (Fig. 2).

The dynamic poster for the 58th Golden Horse
Film Festival was designed by the Bito team, known
for their expertise in creating dynamic visual posters.
Using "Golden Horse," "trophy," and " 58" as basic
design elements. Using minimalist stylised forms,
focused dynamic changes, and techniques such as
3D modelling, material shaping, and virtual-reality
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rendering, the design creatively interprets the theme
"Refocus," resonating with the post-pandemic theme
of reconnecting the world and pursuing dreams. The
innovative expression enhances the emotional impact
and empathy of the visuals, making it an excellent
example of dynamic poster design in the digital age(-
Fig. 3).
b . . - ;
® 4 h M = ¥

»

& w - & 1t =
T A M @ R

Fig. 2. Dynamic icons for the 2020 Tokyo Olympics
display

Source: from the Internet.

Fig. 3. The 58th Golden Horse Film Festival's main
visual dynamic poster

Source: from the Internet.

The Chongqing City Image Dynamic Poster is
based on the traditional archway, a symbol of Chong-
qing's city image, reimagined with a modern, tech-in-
spired visual language. It uses highly saturated digital
colour blocks—purple, green, blue, and pink—com-
bined with television signal interference patterns to
create a strong visual impact. The dynamic "signal
interference" breaks away from the traditional image's
stability, creating a visual experience of intertwined
reality and illusion, as well as a temporal dislocation.
This is a contemporary reinterpretation of the city's
traditional symbols and a historical imagination of
Chongqing's dual future, a product of the intertwining
of urban memory and future imagination in the digital
media era.

Conclusions. This article examines dynamic
posters as a medium for urban branding, exploring
the visual translation and dissemination strategies
of regional cultural symbols within moving media
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against the backdrop of homogenised city branding
and evolving aesthetic demands. Through theoreti-
cal and case-based analysis, it examines the expres-
sion mechanisms of regional symbols within moving
imagery, summarising the principles of representa-
tiveness, emotional resonance, and distinctiveness
that should guide their application in urban image

...............................................................................

dissemination. It argues that dynamic posters enhance
city recognition and cultural identity through tem-
poral narratives and multisensory communication.
Future urban visual systems should adopt a ‘dynamic
+ regional’ approach as their core, achieving brand
innovation within a multimedia convergence frame-
work.
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