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Abstract

At present, in the process of rapid urbanization in our country, to find models for
town brand, to set a benchmark, to enhance the atiractiveness and the core competitive-
ness of town brand, and to boost active rational flows of population by town brand, are
the keys to ensure China’s urbanization process move forward. The paper uses new theo-
ry of value chain and brand niche, etc. to discuss effective growth model of town brand.
This is useful to China’s major strategic issue of town development. According to China’s
current planning requirements “small towns, big strategy” , considering the need of cur-
rent practice of China and the theoretical research, the paper starts the research around
the main line of the town brand value chain. Rapid urbanization will lead to town bran-
ding. This is the inevitable result of China’s urbanization trending. However, theoretical
research in this area lags behind the rapid urbanization of the current practice. At the
same time, regional brand competition has become an international trend. The research
to regional brand competition and city brand of worldwide provides the foundation of
town brand research. Brand is the foundation for sustained competitiveness. Town bran-
ding is the necessary need for China’s urbanization transform from executive-led to the
market-oriented.

Chapter 1 is the introduction and the entry point of the study. It analyzes the cur-
rent context of town quality under the process of rapid urbanization, and studies the stra-
tegic situation “small towns, big strategy™ from a macro point of view. By analyzing the
status of town brand building, the paper puts forward the necessity, urgency and possi-
bility for this study, to determine the research problems and perspectives define the con-
cepts, research methods and design the logical framework. The main objective of paper
based on the background of China’s current rapid urbanization is to find brand model for
towns, to set a benchmark , to enhance the attractiveness and the core competitiveness of
town brand, and to boost active rational flows of population by town brand. Along the
line of construction of town brand value chain, the paper designs a complete roadmap for

brand growth.



The paper uses new theory of value chain and brand niche, etc. to discuss effective
growth model of town brand. It lays the basis of key strategic positioning by construction
of town brand. The paper outlines the dynamic value chain of town brand, and ultimate-
ly forms ecological theory of town brand value chain from the perspective of strategy and
tactics.

Chapter 2 commentates on town brand, value chain of brand and theory of brand
niche. Document spreading from basic research to application research, summarizes the
history, status and trends of the town brand. About value chain of the brand, the paper
recites its foreign origin and domestic application.

The part of brand niche analyzes niche theory, theory of brand niche, application
of theory of town brand niche and its history, status and develop trends.

Chapter 3 is the theoretical basis of this paper. The more mature development theo-
ry of small town in developed country is macro-level background, which provides per-
spective of economics for development and regional economics. And it’s the “air and at-
mosphere” of the topic. Brand growth theory is the the medium level, which is the
“soil” of the paper. Theory of brand niche and brand value chain is the micro level of
the specific application for this study, and they are application and support theories.
The paper refines application theory of town brand niche and value chain construction at
the base of brand growth theory, brand niche theory, brand value chain theory, suppor-
ted by basic theory and application theory.

At the base of basic and application theory, the paper firstly puts forward brand
niche of town, and thinks brand niche of town includes resource niche of town, market
niche of town, development niche of town, and function niche of town and so on, and
it’s the environment where town brand foragings, lives and grows. In other words,
brand niche of town is the architecture of natural factor and social factor on the time and
space niche and function niche, is the whole resource niche that can form living niche
and development of brand. Fundamentally, the paper puts forward theory of brand value
chain of town, which is a circular flow of value chain. It starts from needs of customer to
experience of customer. By stages of creation, exchange, and realization, it comes to
value increment, and realizes the result of attraction, radiometric force, cohesion, and
competitiveness. We name it brand value chain of town from the vision of brand niche of
town.

Author consider single town as an ecological unit, town group as population, the

environment of city, village and town as community. Then brand niche of town consists
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of brand niche of single town, brand niche of group town, and brand niche of communi-
ty town. The perspective of study is strategy firstly and then tactics, macroscopic view
firstly and then microscopic view. Starting with analysis of environment of group, the pa-
per constructs ecological value chain, and model of brand niche of town. From static
point of view, the author puts forward core value of town brand consisting of function
value, image value and feeling value. From dynamic point of view, the author puts for-
ward core value of town brand consisting of factors of 4W1H, which is WHO, WHOM,
WHAT, HOW, WHERE. They are corresponding to stages of value creation, value ex-
change, value experience and realization.

Chapter 4 analyzes development situation of town brand in our country. To see from
the time series, we can see that Chinese town experience a stage of “from small to big”
to “from big to small”. The stage of town brand includes 4 parts, town without brand in
its youth, town without brand in the middle, town without brand later, and town with
brand in its youth. In view of the overall situation, we are experiencing a time of town
with brand in its youth.

Town with brand in its youth has its own feature. Small towns in our country are
developing rapidly in recent decades. Especially since the rapid urbanization time, the
power of the development of small towns is strong, and large-scale development appears.
But China’s town is still suffering from growing pains, among which the prominent ques-
tion is “six shorts” : short of talent, short of funds, short of planning, short of mecha-
nism, short of enterprise, short of feature. From the perspective of region, we can see
that regional development are becoming differentiation seriously, and lives in a state of
dependence on resource very obviously. For decades general trend of China’s town de-
velopment is the eastern coastal area develops fast than western inland, southern town
especially professional town rises faster than the north. Through the existing model of the
town we can summarize, the existing model of town brand development is also mainly
dependent on resources, and creative competitive advantage is little excavated and re-
flected.

The development of town brand of China is at early stage. Most people think brand
of town is the external image and town project. The brand is oversimplified and there is
too much conformity in the pattern. The existing model of town brand development is de-
pendent on resources excessively, staying power is short. From the perspective of niche
suitability and value chain, we can see the town brand is oversimplified, over external-

ized. Town brand niche overlapped, function reconstructed. Town brand molding relies
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too much on resources, but ignores market mainspring. While emphasis on comparative
advantage, ignore competitive advantages. Position is not coherent, positioning orienta-
tion deviates. And value chain of town brand is unstable.

The chapter also from the niche point of view, chooses several typical examples to
analyze, and induces the common characteristics of town brand to inspire more towns to
select their brand niche and planning position. The common characteristics of town
brand niche include four types, and they are resource niche decided by views of natural
resource, unique resource niche, excavated resource niche, market resource niche.

Chapter 5 is the key content of the paper, which is about construction of town
brand niche. On the foundation of preceding chapters, this chapter puts forward a town
brand mechanism model, construction strategy and management suggestion.

The chapter firstly analyzes the factors of town brand niche, induces mechanism of
action, constructs model of town brand niche from different angle. Author considers sin-
gle town as a ecological unit, town group as population, the environment of city, village
and town as community. Then brand niche of town consists of brand niche of single
town, brand niche of group town, and brand niche of community town. The perspective
of study is strategy firstly and then tactics, macroscopic view firstly and then microscopic
view. Starting with analysis of environment of group, the paper constructs ecological val-
ue chain, and model of brand niche of town. To single town brand value chain, from the
main controllable factor we selectively analyze brand niche, development niche, compet-
itive niche, and resource factor collection, market factor collection, competitive factor
collection and innovation factor collection. The paper draws the outline of the mutual in-
fluence town brand niche by analysis of action mechanism of different factor collections.

In order to enhance maneuverability of the research, the chapter analyzes the meas-
urement and assessment method of brand niche from the quantitative point of view. The
paper chooses the angle of comprehensive measurement of town brand growth, including
the comprehensive angle measurement of town economy, classification angle measure-
ment of town brand, cultural measurement angle of town brand. For the niche angle
measurement of town brand growth, the paper discusses mainly from angle of the breadth
of town brand niche, overlapping degree measurement, suitability of town brand niche,
potential field of town brand niche.

The strategy of town brand niche construction puts forward different priorities,
mainly the habitat choice, according to different stages of town brand life cycle. The con-

struction of niche focuses on the suitability of the continuous optimization in the initial
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stage, and cooperation with evolutionary pattern in the state of maturity. According to
the feature of Complex Adaptive Systems Theory ( CAS), and close correlation with
compound niche of town brand, the paper analyzes the enlightenment from CAS to con-
struction of compound niche of town brand.

On the basis of analysis of town brand niche, this chapter puts forward suggestions
about brand management in the early stage. That includes suggestions about main body,
resources, market positioning for town brand niche, about town brand value chain re-
engineering, barrel principle, limiting factors of management, converse barrel princi-
ple, and key advantage control factor management. The paper also comes up with sug-
gestions to develop town brand following the example of “slow town” , and tries to import
blueprint skills service process, optimizes the service quality and promotes the brand im-
age of the town. We also stress the value and meaning of experience of American small
towns. Agurbs is named by Jack Schuliz which presents atiractive and prosperous town
with close contact to agriculture. Agurbs is becoming the next happiness stop for people
and facing unprecedented opportunities for development.

Chapter 6 is about construction of town brand value chain. It focuses on how to
construct town brand value chain considering if resource niche of town could support ec-
ological niche and ecological niche could support town brand value chain. This chapter
firstly sums up theoretical research and application research, and then analyzes factor
and action mechanism of town brand value chain, and lastly puts forward suggestion to
construct town brand value chain and sets a model of town brand value chain. Town
brand value chain construction process mainly includes: the resource evaluation and
town brand positioning, product design ( tourism product design, livable _pr.oduct de-
sign, investment product design), brand CIS design and image elements, ecological
niche dislocation theory and brand personality design, brand with the demands of urban
design, brand appeal point and polymerization spreading, value chain forming and re-
construcfion, brand premium.

Chapter 7 takes Town of Zhong Gong for an example, which is in the nearby sub-
urbs of the city Jinan. According to theory of brand niche of town and value chain the
paper examines the current situation of its ecological niche, analyzes reengineering and
optimization path, puts forward suggestion. The suggestion includes: analysis of Zhong
Gong’s current niche, potential and ideal niche; outline of living and production niche;
the positioning to be livable and suitable to travel, development of ecological agricul-

ture, processing industry of agro-products, tourism, agricultural circulation; increasing
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weight of livable niche; emphasis on habitat selection. Habitat selection is the key con-
tent in the period of brand newly established. In the process of brand growth it should
continuously repair degree of overlap and separation, generalization and specialization
degree, suitability; constantly optimize the ecological niche, follow the path of collabo-
rative evolution. And finally we could realize people’s pursuit of “Agurbs” and “dream
country” by brand attractiveness and radiation formed through niche potential field.

To sum up, this paper carries out study around theme of value chain of town
brand ; train of thought is to raise questions firstly, to analyze questions secondly, and to
solve the question lastly.

The chapter 8 is summary and outlook. It summarizes the basic viewpoints and con-
clusion, refines the main innovative points, points out the main limitation of the re-
search, and puts forward the future research prospect.

This paper hopes to stimulate more passion and inspiration to research the field,
theoretically promote related research about the regional brand especially town brand
niche and value chain in China, and could be valuable for management decision-making

activity.
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