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A study for the Direction of City Brand Evolution through Porto case
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Abstract In the digital environment, various changes in form are required for brands that are fixed in
the analog era. In this regard, notable changes have been observed recently in the design of city brands.
Completely different changes in existing city brand design as observed in tools and methods of
expression show that city brand design is evolving. Porto's city brand design, which has shown
remarkable results in city brand rebuilding, is a good example. Porto's city brand design fulfills both
integration and extension, and used a design process with both connectivity related to identity
maintenance and durability related to responsiveness to change. This case study has many implications

for domestic city brand design.
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Fig. 1. Motifs borrowed for city brands[10]
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Table 2. Motifs simplified into icons
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Fig. 2. Porto city brand design becoming
embodied[11]
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Fig. 3. Various figuration works related to Porto
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Fig. 4. The changing process of patterning in Porto
designl[12]
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Fig. 5. City brand used in various media tools
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Fig. 6. City brand of Incheon and Seoul
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