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Abstract

Against the backdrop of deep cultural-tourism integration and the rise of the experience economy,
city branding has become a key driver for promoting high-quality urban development and enhancing
urban competitiveness. Tianjin possesses rich historical and cultural resources along with a unique
urban landscape. However, in the current era of “flow economy,” the city frequently encounters the
dilemma of becoming temporarily “viral” but struggling to achieve sustained popularity. This study
examines the current state of Tianjin’s cultural tourism industry, employing literature analysis, ques-
tionnaires, case comparisons, and in-depth interviews to systematically investigate 23 typical scenic
spots across four major categories: historical culture, red tourism resources, industrial heritage, and
modern entertainment. The research identifies six core challenges hindering the overall effectiveness
of Tianjin’s city branding during its rapid development: “resource islands,” “experience bottlenecks,”
“brand defocusing,” “technological lag,” “feedback vacuum,” and “environmental problems.” From the
perspective of subject-object interaction, the study further analyzes key factors influencing city brand
building. Drawing on successful experiences from cities like Harbin, Xi’an, and Xinyang, it proposes a
new path for integrated cultural-tourism development from four dimensions—“Product + Experience,”
“Brand + Communication,” “Industry Chain + Platform,” and “Industry Ecology + Integration”—aiming
to forge a development model with culture at its core, experience as its medium, and brand as its iden-
tity. The findings offer theoretical references and practical insights for shaping Tianjin's unique met-
ropolitan image and achieving high-quality development of its cultural tourism industry in the new
era.
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