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through progressive hardware and software regeneration, establish a systematic administrative
structure to implement brand formation, and cultivate multiple social actors to promote the
branding effect.

Key words: Osaka; City Brand; Waterfront; City Renewal

The Construction of City Image from the Perspective of Marketing Strategy
—Paris’s Fashion Image as an Example

Shan Juan; Zhu Linjing; Long Yanchi

Abstract; City image is an important carrier for city branding, and people’s “subjective
impression” of the city depends on the effective communication of the city image. By City
image plays an important role in the city branding. People’s “subjective impression” of the city
depends on the effective communication of the city image. Through the comprehensive urban
marketing strategy design, the city fashion image is widely spread and deeply depicted, which
provides a significant role in promoting the city brand building. This paper reviews
systematically the previous literature on the city image and city marketing, and take Paris,
the “global fashion city”, as an example, to explore the construction and dissemination of city
fashion image from the perspective of city marketing strategy. The purpose of this research is
to enrich the relevant research in the field of city brand, city image and city marketing, and

provide managerial implications for Chinese cities trying to create fashion city image.

Key words: Paris; Fashion City Image; City Marketing Strategy

A Case Study of Abu Dhabi’s Innovation Ecosystem:

A Perspective of Multi-Dimensional Resources

Ma Jiameng; Zheng Yunyi; Hu Xiao

Abstract; Innovation ecosystem is an economic community with symbiotic relation, and a
loose yet interconnected network formed based on long-term trust relationships. Through
cooperation among organizations, the innovation ecosystem deeply integrates human,
technology, information, capital and other innovation factors to achieve sustainable
development of each organization, which contributes to the local scientific and technological
innovation and the sustainable development of economy. Based on the case study of HUB71

Innovation Ecosystem in Abu Dhabi, this work analyzes the types and functions of innovation
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