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Research on creative tendency of city image film clip of USA:

Taking New York, Los Angeles, Chicago, Washington and San Francisco as examples
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| ABSTRACT | Film of the city image is an important mode of communication of city brand connotation. In order to
create a unique city image, we must pay attention to the creative of city image film. As one of the counties
whose city urbanization process were developed earliest, the creative of city image film is the global
model. This paper will have in-depth analysis of the status and development trend of creative ideas on
city image film, taking New York, Los Angeles, Chicago, Washington and San Francisco as examples.
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