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Abstract

This is thefourth city marketing research report in China. Trends and pros-
pects of China city marketing development in recent years have been reviewed in
the report. Based on the Chinese City Brand Development Index ( CBDI) this
study has formulated, we tested and ranked 287 cities in mainland China, and
created the annual CBDI report (2016 —2017) as well as five subject reports,
including the city cultural brand development report, the city tourism brand de-
velopment report, the city investment brand development report, the city livable
brand development report, and the city brand communication report.

Cities” Responsibility in National Brand Strategy has been discussed as the
theme of the China City Marketing Development Report. We focus on several hot
topics related to China’s city marketing, such as the development trend of
China’s city marketing in the national brand strategy background since 2016, the
relationship between the influential enterprise brand rankings and the develop-
ment of the city’s brand economy, the joint branding strategy of the “Belt &
Road” cities, the strategic branding of Chinese characteristic towns, city brand-
ingand tourism public service innovation in mass tourism era. In addition, this
report also explores the interaction between public space production and cultural
brand events in the context of urban renewal policies, as well as the crisis man-
agement in city branding.

At the same time, according to the needs of Chinese city marketing devel-
opment, we have selected a number of cities and case studies with relevant and
interesting experiences in terms of city marketing, such as Melbourne, Shenz-
hen, Beijing, Qingdao, Chengdu and Hangzhou, respectively, as holistic city

brand, city culture brand, city tourism brand, city investment brand, the city



2 Abstract

livable brand and the city brand communication case.
Based on data analysis, development study, theoretical focus and case
study, China City Marketing Development Report is committed to promote re-

search and practice of strategic city marketing development in China.
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