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1 ABSTRACT

Chinese small towns are usually developed withlgingre industry, and the urban brand is the itkenfia
town that formed with the development of its indyusHowever, when the core industry representisg it
urban brand is facing a changing situation or ntankél the brand be a motivation or a obstructmnthe
development of a town? The paper combined top-danehbottom-up research method to study the function
of the urban brand in Wanggqgingtuo town in Tianj@hina. We studied over 400 samples (including
government staff and town citizens) to make quasaare investigation about the town's branding. Avel
found that the solidified urban brand is a compédaemotional symbol for both government and aitize
The town has demand of exploring and developing d@winant industry, and it has the expectationetepk
branding and upgrade its current core industry.
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2 INTRODUCTION

Cities and towns are closely related to brandingityis able to form a brand, urban developmentedure

is to build a new brand (Gotham, 2007). Urban briaritie association image of the city or regionndry,
2008), and can be regarded as the composition\w&#a@ng strategy of city (Riza, Naciye, & Mukadjiles
(Kavaratzis & Ashworth). It is not only a businesard for the world to know a city, but also a most
important characteristic for a city to attract istfies and residents.

For small and medium-sized towns developing manufaxg as its leading industry, their city brande a
usually locally produced products. The case sitéhis study, Wanggingtuo in Tianjin, developed loiey
manufacturing as its leading industry. The towraase54.76 km2, with nearly 50000 population. Itatled
Chinese NO.1 Bicycle Town, which has rapidly fornigdown town brand and achieved rapid development
with the help of the brand. However, in the proaefsdevelopment, due to the urban space ratiotirand
building path and other reasons, after the chaafjeational and regional industrial strategy andkeg the
urban development is limited by the brand, so iturgble to carry out industrial transformation and
upgrading.

This study analyzed the industrial data of Wangmiogrom 2011 to 2018, and randomly selected 530
samples and conducted a top-down and bottom-up ic@chlguestionnaire survey, to analyze and study the
function of brand in urban development, so as tdgward relevant conclusions and suggestions.

3 DEVELOPING TRAP: BRAND SOLIFICATION IN WANGQINGTUO

3.1 Branding tracks

During the development of Wanggingtuo, the pillatustry, bicycle manufacturing, formed the urbaamior

of the town. And the brand formation and developmanocess are closely combined with the national
industrial development and change. In 1966, Wargjgom established the bicycle management centre and
decided to develop bicycle industry. Then in 20@4®, bicycle enterprises have obtained 1SO9000
certification, and 10 of them have obtained im@ortl export licenses and free import and exportsigh
2012, after the review of the expert group of Clsirmcycle industry, Wang gingtuo has officiallycoene
"China bicycle industry base « Wang qingtuo”. Ahert in March 2013, the industry base was offigiall
awarded the license and signed Chinese bicyclestndagreement. In July 2013, Wanggingtuo took diy
management center as the service carrier of eigespand laid a solid foundation for the developinodrits
distinct industries. In this period, there are rgéanumber of small and medium-sized bicycle emnisgp in
wanggingtuo, but most of them are small or indigidarorkshops. The emergence and development of thes
enterprises led to the development of Wanggingteo®omy. Wanggingtuo quickly formed and solidified
its urban brand and achieved development with thig lof brand effect. But at the same time, these
enterprises have played a destructive role in tv@@nment and industrial quality.
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From 2015, China proposes to change the mode oioatic development, optimize the economic structure
and promote high-quality development. China's mactufing industry is becoming more and more high-
end and innovative and paying more attention toetmaronment. Under this circumstance, the numlber o
bicycle enterprises in Wangqingtuo kept decreadimg2016, Wangqgingtuo has 740 bicycle and bicycle-
related accessories enterprises. Then the townnéteried "Scattered, disorderly and dirty" and shawn

72 bicycle enterprises in 2017. In 2019, thereatwaut 400 enterprises in the town.

3.2 Developing bottlenecks

In 2015, China gradually implemented the generategy of manufacturing upgrading. In this periodder
the condition that the production capacity of theytle industry is basically stable, the industmaitput
value of Wanggingtuo fell precipitously in 2015 afailed to recover in 2017. The whole town showes th
trend of large fluctuation of industrial output waland growth rate with the decrease of investnigm.
driving effect of urban brands is getting weaker.

On the one hand, it is due to the transformatiohef national industrial manufacturing industry ahd
adjustment of industey structure, the country psegoto eliminate the inferior production capacityni the
perspective of environmental protection and highhtyi development. On the other hand, it is becdocal
marketing campaigns are presented in the formioé mampaign rather than product quality campaidris
directly led to the shut-down of most Wangqingtweiserprises during the adjustment of industrigdtety
and structure at the macro level. And urban brastl competitiveness in the macro environment oh-hig
quality development. Meanwhile, the external madahtocates product campaign more. Only high-quality
and innovative products can maintain their positionthe market. Thus, Wanggingtuo’s urban brand
influence is gradually replaced by other towns.

In this case, the production capacity and the naski show allometry presented by inconsistentvgio
and decline. After the solidification of urban bdan manufacturing cities and towns, external regian of
urban brand is decreasing, which leads to thesaitytown’s weak competitiveness. However, thesiand
towns could not adjust the production capacityctme in time with the market changes, which led to
consistent bicycle production capacity in Wangaiogtvhen the total industrial output value was healve
This reveales that there are inefficient and usdbésycle production capacity in Wanggingtuo, whicims
further development bottlenecks.
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Fig. 1: Town industry development in recent yesef)( Town bicycle industry development in recgaars (right).

4 VISION OF CITIZENS AND GORVERNMENT

We randomly selected 500 villagers from 22 villagesl streets in the town to conduct a questionnaire
survey, and 465 valid questionnaires of residemti®ewenerated. And we selected 30 leaders ancb$tiié
town government to conduct the same questionnaireyg, and generated 30 valid questionnaires.

As for the internal development power of cities émns, we investigate from the cognition of ingriént
development. The residents generally think thaicaljure, bicycle and other manufacturing industrige
underdeveloped. However, it can be found that tlaeeeoccupational preferences in each professidn an
think that there is insufficient development in timelustry they are engaged in, after we subdivitted
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occupation. From the government's point of viewnuaiacturing is still the main shortage, but theinkh
that the main reason is that other manufacturidgstries are underdeveloped rather than bicyclesimg

But for the restriction of urban development, tlogration of both sides is consistent. Both sidesaghat
the most important constraint is the lack of polstypport. The difference is that the collectiveraogn of
residents shows that there are various problemdimitdtions in urban development, and these litiotes
generally show the characteristics of homogenimagiod distribution. But government officials bekethat
only policy, market and resource are constraintswétler, the reason for agreement on policy support
deficiencies is not only due to the adjustment atiamal policies, but also related to regional cetitjon.
The urban brand is not reflected in the improvemehtindustrial quality, so it formed a negative
solidification. The external recognition of Wanggjiuo's brand is a low-end industry that has a thega
impact on the environment, so it is unable to fameffective competitiveness at the regional [€Walging
District, Tianjin) and strive for policy supportofally, the government and residents have both feen
restrictions of solidified city brand on urban deysment, and are hoping to break through the initeeof
negative solidified effect, modify or even change tity brand.
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Fig. 2: Questionnaire results of development slgegand restrictions.

5 CONCLUSION

Overall, the brand image of small towns has simflatures with their industry, that their indudtria
structure, development path and urban brand asetealidify. In the rise period of industry, urbarand
will promote the rapid development of cities andis and attract a large number of economic flolayv fof
means of production and population flow. But whiee industry develops slowly or even stagnates due t
national/regional policy, market changes, manage¢raed other issues, the development of such towiths w
be affected by their solidified town brands andlrends will become a restrictive element of depeient.

Therefore, in the process of urban brand formatidies should start from the industry that thenidraelies
on, to develop the upstream and downstream ofitfigstrial chain. The upstream has the advantageigjlof
barriers and high profits, and the downstream hasatdvantages of low barriers and diversificatiBy.
giving full play to the advantages of the wholeusttial chain, promote the city brand to the owdsit the
same time, avoid price competition within the toamd enhance the industrial strength, to avoid gverl
singular city brands, which will limit and bottlecleurban development.
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