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Abstract

This paper employs research methods such as literature review, multi-case analysis, comparative
analysis, and field investigation to analyze the opportunities and challenges faced by the integration
of tourism resources and the development of the experience economy in Tianjin’s modern and con-
temporary historical and cultural blocks. It also compares these findings with those from other typ-
ical tourist attractions in Tianjin to identify similarities and differences. Based on the analysis of
existing cases and field research results, this study examines the existing problems, clarifies the value
nexus, and proposes corresponding strategies and suggestions to promote the empowerment of ur-
ban branding, enhance Tianjin’s urban attractiveness, and shape a new image for a modern metropolis
in the new era. Building on the above research, this paper explores the logical coupling between the
integration of tourism resources and the experience economy and urban branding from dual theo-
retical perspectives. The 2023 Tianjin Government Work Report points out that “It is necessary to
protect and utilize the precious historical and cultural resources such as the ‘Western-style buildings’
to highlight Tianjin as a window to modern China and build it into a domestic cultural and tourist
destination.” This paper also specifically discusses urban branding issues, emphasizing the rein-
forcement of Tianjin's urban image and tourism promotion, and the continuous cultivation of a se-
ries of “Tianjin-flavored” tourism products that meet the consumption characteristics of urban groups,
such as weekend getaways, leisure tours, “internet-famous check-in spots,” and new cultural and
tourism scenes, to rejuvenate the path of urban branding in Tianjin.
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Table 1. Influencing factors of tourism resource integration theory
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Figure 1. Logic diagram of city brand empowered by tourism resource integration and experience economy
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Table 3. Approaches to domestic integration, experience and brand building of mature scenic spots
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Table 4. Approaches and existing problems of tourism brand construction in Five Avenues scenic area
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