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RESARCH ON IP IMAGE OF MUSEUMS BASED ON
BAYU CULTURE
-TAKE CHONGQING CHINA THREE GORGES
MUSEUM AS AN EXAMPLE

ABSTRACT

In recent years, the related research of museum IP image design has ushered in a new development
opportunity. The introduction of relevant policies has promoted the development of IP image, and the entire
industry has shown a vigorous and upward development trend. The IP image of the museum is gradually
known by people and gradually promoted by the whole people, among which the derivative products
related to the museum will naturally emerge and grow. Through the analysis of the literature on museum IP
image design at home and abroad, it is found that most of the existing research on museum IP image is
centered on the development and marketing of cultural and creative products, and the development level of
related products related to museum IP image design is uneven.

This paper takes the cultural relics in the China Three Gorges Museum in Chongqing as the research
object, explains the concept of IP image, sorts out the characteristics and connotations of Bayu culture in
Chongqing and reflects them in the museum, and analyzes the selected cultural relics representatives with
Bayu culture characteristics. Then, through the practice of specific cases, it concludes that the domestic and
foreign museums have the advantages of wide coverage, diversified products, unclear positioning, limited
design style, and difficult maintenance. According to the above problems, in the design practice part, using
the method of field investigation, the product development and design methods of China Three Gorges
Museum in Chongqing are deeply understood. Through the analysis of users and the summary of the
current development status of China Three Gorges Museum in Chongqing, based on the questions raised,
the design strategy of [P image of China Three Gorges Museum in Chongqing is gradually constructed. The
practice research of IP image design of China Three Gorges Museum in Chongqing, combining the two
points of "design" and "history", combines the museum's own cultural resources with IP image. It provides
a strong practical case support for the follow-up study on the visual image of China Three Gorges Museum
in Chongqing. Through the IP image design and promotion, the visibility of China Three Gorges Museum

in Chongqing can be improved, the cultural publicity of the museum can be further strengthened, the

cultural soft power of China Three Gorges Museum in Chongqing can be improved, the development and
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progress of its cultural undertakings can be promoted, and the cultural activation can be realized.

Key words: China Three Gorges Museum in Chongqing; IP image design; Bayu culture
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