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Abstract
With the popularity of the Internet and the rise of short video platform, urban image communication
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strategy is undergoing profound changes. The city image is people’s subjective impression of the
city, which is formed by the joint action of the mass media, personal experience, interpersonal com-
munication, memory and environment. It embodies the cultural connotation and social value orien-
tation of the city, and is an important part of the soft power of the city. A good city image helps to
improve the city’s visibility and reputation, attract talent, capital and tourists. City image building
for the development of the city is crucial. TikTok short video has the characteristics of strong visual
impact, fast transmission speed and high interaction, which provides a new possibility for city im-
age communication. Taking Harbin as an example, this paper discusses in-depth the communication
strategies of TikTok short video in shaping the city image, and puts forward the countermeasures
to the existing problems, innovates the communication strategies, and promotes the quality and
influence of short video content, to better shape and spread the image of the city.
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