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Abstract

Community is a basic unit of community governance and an important field linking public service
with residents’ daily life. In the context of urbanization, the population structure, service demands,
and service subjects within communities have become increasingly diversified. The traditional ap-
proach to brand building—relying merely on a single activity, one type of service, or a solitary slo-
gan—can no longer meet the requirements of refined governance. Community brand building, which
concentrates resources to address residents’ concerns, improve service quality, and tackle major is-
sues, has emerged as an effective pathway for enhancing community governance. However, current
community brand building efforts are confronted with several challenges, including inadequate co-
ordination mechanisms, a lack of overall planning, the absence of evaluation standards, and the over-
use of simplistic and monotonous methods. In light of this, the author, through a comprehensive
review of relevant literature and field investigation of community brand building practices, adopts
a “from practice to theory and back to practice” approach to propose a “Stratification-Matching-It-
eration” model for community brand building. This model aims to transform community branding
into a genuinely operational governance tool, thereby assisting grassroots-level authorities in im-
proving their community governance efficiency and enhancing the level of public service delivery.
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Table 1. Indicator system for measuring the level of community brand building

F 1. XK N E RS Z

BEE SR it 117 =%
gy GURRL AL, RAGE. ZTEESS. TIERFOI. LKA,
AVER VL SN AR
R TR VEREIL BRWEE. A EUCIRE. ERELESR. AT R
! AL Ak T R
HIREIE oy, BRI (ERRG. AL HOERS . BERS HEAIERS .
fiare &d o il R LIRS At BED)
g SPREEL ki, ANSEES IS . ESIRE AR . AR
i NIEREF Rt By . LAY
rRay  BORE. SHRE, EHSEEE, SRRSER. &S 5EE,
Z ERCEs % F IR, ERERG

4. ARIH

ASCRICT SRR T, 78 IR B A TSI KW ST . S B 17 Ak X AT VR T
1B, Hrh AR A 13 A, SRR\ AR BEUBOR LB RS TR A AARIED, A5 0 (X i e
RIERRAFF T -

PR AL X U P BT R BB S5 AR, AR SO TR X 40 N AR TR X . 75 4 TR X DA% 7 P R
X =Rk, ok, BRI X EEEEENRS TR &L RSO S i, 4R X
FETHERE R, SEE S DU X S, R X WS T R R A B RIRSS L E
3 LAV A P 5 T 1 PR 2 ok S TR P X AT LS 9 R T SELAEF 25 AR [ X £ e
TG VR R 25 B A8 25 T 11X 4

5. iR BIESEKEE
5.1. BTHASCE

5.1.1. #XETHARH

DX A7 VR AP A Xl R B ) A T A, TR ASHIE T oS AR 25 6 R TR HE A X BEIREE AT AL
FUFD v 75 SR AT B B ) Ui S 0 S T T SR AIE P 2% DA 5 SR R A X R e 8 B ff o2 R 5 1

T RANR I3 AR R E VIR 730, TEAL DX NREAT “P L3 + B TEV” MReE LIE, #4EAR
FAEES B AR S AN R S BE A B N 5 SR 22 57, RIS SO B BROGS e DX BRI AL X o At 4t ek
Zo SHHX TAEF AT EMME VIR, E2 T XERIEDT . WEEhTFRE . R AERI IR 55 il R 4T i %5
JITH RSOl DME 3 AL X AR S5 75 =R LA B A7 AE (1) ) f

SRS oy AR S IR E VTR T, TEAL DR IFR NI + N U7, T RRSNMERE IR
FAT B DL B A A A SR L 75 SR AN TR 2 Ak, [5] AtH T B R St A: DX A B e X R R v o XA X T
PEN FAT S5 A TR, BN T T AL XAl 43 B BE U 28705 30 SR AL IR 5% DA S S IR 45 it WLAE:
N0 o AL DX IR 55 75 5K B G o) R AR 4

NS S #  ff FEE, TE AT T R A0 1) R TR 2 LA AR OGSO ity b, T B RAE X T4 X i
DX R AT 36 SR, WA BBE S50 T A O 1) BB B i SWOT 43 Mridks, statIX B 3. 5%,
AN SR L2 5 BB A BT A4S, LEAL IS R G A BE BRI TR oK, X EEBEHH
B o

DOI: 10.12677/ssem.2026.154107 928 JR 45 b 1


https://doi.org/10.12677/ssem.2026.154107

SRR AE

VR RE AR T 28 S (59, AR X R AR X LA LR B R AHE U S5 AN R f AT
TR LRI 7T LAEAE B B 0 S S mT 5

5.1.2. XA

DXt R T A DX R A B P SR A S R, R I SR R R SR IS LA R IR . I
“—pb—d@7 MBS, RIERS A SRS B X EESER S, 5 EE S G =
ANEREHEAT AT, EESZ RG] FIRVTE LR AN &

F—, IR BEARNRS H AR AL SRR e e B MRS RSN A . R
XN ORI FIEARGLLL B RIOF RS G AR, SR ESARE TR —. ARSURSE R RERZ X,
BROMVE L FEEIRIL . ARSS T RT3, HEIRSS KT R NEFNTE. H R, FEANE. WA
B — OB RNBRS . ZENBIE R AL, SR H AR DURAERECZ . SUFRE . 2% H2
R ML, SRR B AR LU RFRTE. RS R B E A X, SR B bR
AL AR RIS HXILIE . RS LRI RGN, RS B bRt 25 5 1 e

B, X RIESHEE SR A X SRR BT R UL AE X B R R IR A A X
HHFE, XEERATERFER. X TEN QG X I 0 g i3k at; JA 2 S W
PREL T AT DL A X T RS R JEIRS S WA S 5 T R R 2 48 5 B 1 T T
AFEREAXEEERFEEH, EMEARSE NS FRARAERS . BRAK. 2HHES
TuE . FEXIUAE RIRESE: HXIGSAT. AL, EEE ML AL EERRIRE. SURIES.
AR B X S R S R R TR GG Aok, ik X VRN — R, 0RO SRR 25 16— 45
PHRIRECS, I, SN A KA

=, BRESREIAS SRR . X R AN R R T AT R AT B B A, R R
AR RN R R BT 4B . BRI AREM B 1. S REI0I, BN S AR HERE, AR
EA . ., IESIEAE i E SR LOGO. 15 LUK /4%, SR, Bmsm iRk S5 &%
BEJ), EHXBUA MRS . BB E TIRAMIRS X R Fess B S RS s SRSy, e & h
(IREIA 7, A 4L DX R O e o 52, R 1454 X 1) [R]Bf 1 s A X A B RE o i PSR B S
RO F XA SR RIRRE . R SRR SN BNZ S R TE B 25 R0 IXA b B AL 1) IR 55 1) 2=
PASIZA it R RE A AL X R R RIS E PRSI . ST I . BRIR A . RS WA e, #:
X & R B R AR A AEF o

FEIX b R T 32 R AR AR S5 G )2 a4 X R IR ATRCE . VR H AR R . RS R ARSS B
PRURSE iR 7 0], A DX IR O 5 1) R R P2, o R SR R AR e R S A, X =
ANTTTH AL SRR T A FE A S o RT3 7 2R LA 48 LI 1, EBEERRE b, (R S RRAUR 5 A R
JEVHIRE R AT RESARAR, WITERL “ 432 - VCRD - 364R7 BEAY, 4nfE] 2 FioR.

5.1.3. SRRFEThSCHE

it AL B SR A X S R T A O R IR S I B EUD IR, AR B SRR T - SRR A -
HAEF) G - FHES 5 - WIHPAT - BEAR” ST R, AT D S B — I B I B 22 R AR g —
FEIIEIE T o MRS Z R R E R XTSI R, RSN R B AR RESENE. UE
SERFE X OB, EAAETHEEMRK. BERSULMX S Y, ZHERHX I ESE T 20 NP,
ALK FRE DL R R TR IR SS s A2 /D RER AL B E RO REFR RS . Bl s
PLE RSP SE  TEh SR R R R R . ABE. R, o L. ERFEIE TN S . TRE1T5EE
ZJE, WHMABEHGEAXRS . JERBGHEE. MIEH. A5EERRNEEA KA T BRI 53Es+

DOI: 10.12677/ssem.2026.154107 929 JR 45 b 1


https://doi.org/10.12677/ssem.2026.154107

SR A

SCALAL R i L

g%ﬁgé% AL XTI
s =

Figure 1. Logic of brand building approaches
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Table 4. Evaluation criteria for community brand building by category
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