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Abstract

Under the current background of cultural and tourism integration, city marketing is gradually
changing from traditional publicity mode to more innovative and emotionally resonant personal-
ity marketing. Combined with the theory of brand personality, personality marketing is defined as
a new type of marketing strategy, i.e., by giving the city unique personality traits, the city image
becomes more vivid and three-dimensional, thus enhancing the cognition and memory of tourists.
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By analyzing Harbin through the case study method, the research results show that personality
marketing has a significant effect in the development of urban culture and tourism, through the
carefully planned content and communication strategy, the city can shape a distinctive and unique
personality traits, so as to attract more tourists’ attention and love. At the same time, through the
path research, we have constructed five dimensions such as mass co-creation, catering to demand,
avoiding homogeneity, media empowerment, and e-commerce assistance, which can effectively
promote the development of urban personality marketing.
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Figure 1. Dimension distribution of urban personalization marketing
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Figure 2. Social network relationship diagram
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Figure 3. Evolution path of urban publicity mode
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Figure 4. New consumption demand of Generation Z
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