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Abstract

Against the backdrop of increasingly severe global warming, carbon neutrality has become a
common goal for all countries, and carbon emission reduction has become an urgent action
that all countries and cities need to take. As the center of human activities, cities are the main
source of global greenhouse gas emissions, bearing tremendous responsibilities and
challenges, and are crucial to promoting carbon neutrality and sustainable development. To
achieve the goal of carbon neutrality and sustainable development, more and more cities have
adopted various carbon emission reduction strategies to reduce carbon emissions, improve air
quality, and enhance the quality of life for citizens. Urban branding is not only a reflection of
the image and reputation of the city, but also an important tool for attracting talents,
investments, and tourism. As an important component of urban image, urban branding and
communication also need to be adjusted and optimized under the background of carbon
neutrality era to adapt to and meet the needs of society and citizens. This article aims to
explore the strategies and methods of urban branding and communication in the era of carbon
neutrality, in order to help cities shape and disseminate competitive and attractive brand
images under the carbon neutrality era, and provide suggestions and guidance for relevant
urban managers and marketers on urban brand building and development, thereby promoting
the sustainable development of urban brands.
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1. Introduction

In 2015, at the 21st Conference of the Parties to the United Nations Framework Convention
on Climate Change (COP21) held in Paris, China announced its goal of "reaching a peak in
carbon dioxide emissions around 2030 and striving to achieve it as soon as possible, with a
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reduction of carbon dioxide emissions per unit of gross domestic product by 60% to 65% by
2030 compared to 2005." In September 2020, China announced at the 75th United Nations
General Assembly that it aims to peak its carbon dioxide emissions by 2030 and strive to
achieve carbon neutrality by 2060. In 2021, the 14th Five-Year Plan for National Economic
and Social Development and the Long-Range Objectives Through the Year 2035, approved
by the 13th National People's Congress, outlined the country's commitment to addressing
climate change and sustainable development. This plan set forth an action plan to peak carbon
emissions by 2030 and adopt more forceful policies and measures to achieve carbon
neutrality by 2060. These policies demonstrate the country's commitment to addressing
climate change and sustainable development, providing guidance and support to stakeholders
in achieving carbon reduction and sustainable development throughout society.

Cities have entered the era of branding, and urban branding represents the pinnacle of a city's
competitiveness. Strengthening the cultivation of urban brands and enhancing their popularity,
reputation, and credibility are crucial for a city's economic and social development. In 2017,
the General Administration of Quality Supervision, Inspection and Quarantine of the People's
Republic of China and the Standardization Administration of the People's Republic of China
announced the approval and publication of the national standard for urban brand evaluation,
"Brand Evaluation of Cities" (GB/T 35779-2017). This is the first national standard for urban
brand evaluation in China, serving as a comprehensive top-level design for urban
development and providing a reference for assessing cities and their self-development. In
2022, the National Development and Reform Commission and other departments issued the
"Guiding Opinions on Promoting Brand Building in the New Era," which outlined the overall
thinking, development goals, and specific strategies for brand building, providing clear
directions for the development and construction of urban brands.

Carbon neutrality is a positive response to urban environmental responsibilities and
sustainable development. Incorporating carbon neutrality into urban branding can enhance a
city's image and competitiveness. The combination of urban branding and carbon neutrality
can increase a city's attractiveness and innovation capabilities. Therefore, studying the impact
of carbon neutrality on urban branding and developing corresponding strategies under this
backdrop is of significant importance.

2. Overview of Related Theories
2.1 Definition and Characteristics of the Carbon Neutrality Era

The carbon neutrality era refers to an era where carbon emissions generated by human
activities are reduced or offset to achieve a balance between carbon emissions and carbon
absorption. In this era, human carbon emissions are minimized, and carbon offsetting
measures are taken to counteract unavoidable emissions, resulting in net-zero or negative
carbon emissions. The characteristics of the carbon neutrality era are as follows:

Carbon emission reduction targets: The core objective of the carbon neutrality era is to
minimize carbon emissions. This is achieved through measures such as reducing the use of
fossil fuels, promoting the development of clean energy and improving energy efficiency, as
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well as fostering sustainable transportation and urban planning.

Carbon offsetting measures: The carbon neutrality era emphasizes the adoption of carbon
offsetting measures to counterbalance unavoidable emissions. This includes planting trees,
protecting forests, and utilizing carbon capture and storage technologies to absorb and store
equivalent amounts of carbon, achieving net-zero or negative carbon emissions.

Sustainable development: The carbon neutrality era focuses on sustainable development,
which aims to balance social, economic, and environmental sustainability while achieving
carbon neutrality. It emphasizes the efficient use of resources, the protection and restoration
of ecosystems, as well as social justice and inclusivity.

Global cooperation: The carbon neutrality era necessitates cooperation and coordination on a
global scale. Countries, regions, and various stakeholders need to work together to develop
and implement carbon emission reduction and offsetting measures, driving the achievement
of carbon neutrality goals.

Innovation and technological development: The carbon neutrality era promotes innovation
and technological advancements to achieve carbon emission reduction and offsetting
objectives. This includes innovations and applications in clean energy technologies,
low-carbon transportation methods, carbon capture and storage technologies, and other areas.

Awareness and participation: The carbon neutrality era requires widespread social
participation and awareness enhancement. The public, businesses, and governments need to
jointly raise awareness and understanding of carbon neutrality, actively participate in carbon
emission reduction efforts, and collectively contribute to the realization of carbon neutrality.

2.2 Definition and Characteristics of City Branding

City branding refers to the overall image and perception of a city, forming a unique
impression and set of values in the minds of external observers and residents alike. It
encapsulates the city's iconic features, core values, and individuality, along with its fame and
reputation. City branding exhibits several distinct characteristics:

Uniqueness: Every city possesses its own unique historical, cultural, geographical, and
economic traits, which contribute to its individuality. A successful city brand should highlight
these distinguishing features, making the city recognizable and distinguishable among its
peers.

Core Values: A city brand should effectively communicate the city's core values and
ideologies. These values could encompass sustainability, innovation, inclusivity, cultural
diversity, and more, reflecting the city's fundamental characteristics and developmental
direction.

Image and Storytelling: City branding leverages imagery and storytelling to showcase the
city's charm and appeal. This is achieved through the presentation of the city's architecture,
landscapes, cultural events, historical legacies, and more, creating emotional connections and
memorable experiences associated with the city.
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Market Positioning: City branding involves a strategic market positioning, clarifying the
target audience and desired market niche. Different city brands may pursue various
positioning strategies, such as establishing themselves as commercial hubs, cultural capitals,
or technological innovation centers, tailored to meet specific market demands.

Brand Communication: The success of city branding hinges on effective communication
strategies. This encompasses promotional activities, advertising campaigns, digital media
outreach, and city-related events, all aimed at enhancing brand awareness and promoting a
positive image.

Collaborative Engagement: The construction of a city brand necessitates widespread
participation and collaboration, involving governments, businesses, residents, and other
relevant stakeholders. This collaborative approach ensures the authenticity and consensus of
the city brand, fostering a sense of ownership and identification among its citizens.

2.3 The Relationship between Carbon Neutrality and City Branding

There exists a profound and intricate relationship between carbon neutrality and city branding.
They influence and complement each other in several crucial ways:

Environmental Responsibility and Sustainable Development: Carbon neutrality represents a
crucial response to climate change and environmental challenges, aiming to reduce
greenhouse gas emissions and achieve a carbon-neutral state. City branding, as the
representation and perception of a city, can emphasize the city's efforts in environmental
responsibility and sustainable development. Integrating carbon neutrality into city branding
strategies further underscores the city's commitment to environmental issues, enhancing its
image as a sustainable development hub.

Boosting Competitiveness and Attractiveness: With carbon neutrality gaining global attention,
cities that embrace it as part of their branding can significantly enhance their competitiveness
and attractiveness. As sustainability becomes a critical factor in investment and residential
choices, cities with carbon-neutral branding stand out in the market, attracting more
investments, businesses, and talents.

Innovation and Technological Development: Achieving carbon neutrality requires cities to
adopt innovative technologies and solutions, driving energy transitions and emission
reduction measures. The integration of city branding with carbon neutrality can facilitate
innovation and technological advancements. By introducing new clean technologies,
renewable energy sources, and low-carbon transportation solutions, cities can showcase their
capabilities in sustainable development and environmental technology, enhancing their
reputation as innovative brands.

Citizen Engagement and Shared Values: Carbon neutrality necessitates active citizen
participation and support, and city branding can strengthen citizens' awareness and shared
values. Through education and promotion, city branding can inspire citizens to pay attention
to and engage in carbon neutrality efforts, fostering a collective environmental awareness and
action. This citizen engagement and shared values contribute to a positive civic culture, social
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cohesion, and community collaboration, further driving the city's sustainable development.

In summary, there is a profound relationship between carbon neutrality and city branding.
Incorporating carbon neutrality into city branding strategies helps emphasize cities' efforts in
environmental responsibility and sustainable development, enhancing their competitiveness
and attractiveness. It also drives innovation and technological development, and fosters
citizen engagement and shared values. This relationship is crucial in promoting the
sustainable development of cities and shaping influential and sustainable city brands.

3. Challenges and Opportunities in Shaping City Brands in the Era of Carbon
Neutrality

The close relationship between carbon neutrality and city branding brings unique challenges
and opportunities to the shaping of city brands in the carbon-neutral era. These are
specifically reflected in the following aspects:

3.1 Challenges
3.1.1 Elevated Difficulty in Carbon Emission Management

Data Monitoring and Reporting: Cities need to establish precise carbon emission data
monitoring and reporting systems to ensure the accuracy and integrity of data. This requires
advanced monitoring technology and a professional talent pool, with high demands for data
collection, analysis, and reporting.

Policy Implementation and Supervision: In the process of achieving carbon neutrality, cities
must formulate and enforce a series of policies and regulations to restrict the development of
high-carbon emission industries. This necessitates strong policy enforcement and regulatory
capabilities to ensure the effective implementation of policies.

3.1.2 Increased Pressure for Transformation

Industrial Structure Adjustment: Cities need to gradually phase out high-carbon emission
industries and develop low-carbon, environmentally friendly emerging industries. This
involves upgrading traditional industries and cultivating new ones, requiring cities to possess
forward-looking industrial planning and layout capabilities.

Demand for Technological Innovation: Achieving carbon neutrality requires significant
technological innovations in areas such as clean energy, carbon capture and storage, and
energy efficiency improvements. Cities need to actively introduce and cultivate innovative
enterprises and talents in relevant fields to promote technological innovation and application.

3.1.3 Enhanced Public Expectations and Supervision

Rising Public Awareness of Environmental Protection: With the popularization of
environmental protection awareness, the public's attention to urban carbon emissions and
environmental protection measures is increasing. Cities need to strengthen communication
and interaction with the public to timely respond to public concerns and demands.

Pressure from Media Supervision: Any behavior inconsistent with environmental protection
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may trigger public criticism and have a negative impact on the city's image. Cities need to
strengthen public opinion monitoring and crisis response capabilities to ensure timely
measures are taken to address negative public sentiment when it arises.

3.2 Opportunities
3.2.1 Shaping a Green Brand Image

Environmental Protection Image Building: By promoting green transportation, green
buildings, green energy, and other environmental protection concepts and practices, cities can
establish a green and environmentally friendly brand image, enhancing their reputation and
attractiveness.

International Green Certifications: Cities can actively apply for and participate in
international green certification and rating systems, such as "Low-carbon City" and "Green
Ecological City," to demonstrate their achievements and contributions in environmental
protection, further enhancing their international influence.

3.2.2 Opportunities for Innovative Development

Development of Low-carbon Technology Industries: Carbon neutrality will drive the
development of low-carbon technology industries, including clean energy, energy-saving
technologies, and carbon trading markets. Cities can actively cultivate and develop these
emerging industries, creating competitive low-carbon industrial clusters.

Green Finance and Investment Opportunities: With the advancement of carbon neutrality
goals, new development opportunities will arise in the field of green finance and investment.
Cities can attract domestic and international green investors and financial institutions to
provide financial support for their green development and carbon neutrality targets.

3.2.3 Enhanced International Cooperation and Exchange

Building International Cooperation Platforms: Cities can actively participate in international
carbon neutrality cooperation mechanisms, collaborating and exchanging with other countries
and cities, sharing experiences and technologies, and jointly promoting the achievement of
global carbon neutrality goals.

Enhanced International Influence: By showcasing their achievements and contributions in
the field of carbon neutrality on the international stage, cities can enhance their popularity
and influence in the international community, creating more opportunities for their
international development.

In summary, the era of carbon neutrality brings both challenges and opportunities for city
brand shaping. Cities need to actively address the challenges and seize the opportunities,
shaping a green, environmentally friendly, and innovative brand image through strengthening
carbon emission management, promoting industrial transformation and technological
innovation, and enhancing public awareness of environmental protection, ultimately
achieving sustainable development.
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4. Strategies and Methods for Urban Brand Shaping in the Context of Carbon
Neutrality

In the era of carbon neutrality, cities face both challenges and opportunities in shaping their
brand images. To address this, cities need to develop and implement a series of strategies and
methods. Here are some strategies and methods for urban brand shaping in the context of
carbon neutrality:

4.1 Strategic Level
4.1.1 Precisely Positioning the Core of the Green Brand

Deeply analyze the city's cultural, historical, industrial, and other resources to identify
synergies with carbon neutrality and green development, establishing a unique green brand
positioning. Through market research, understand the needs and expectations of the target
audience, and closely integrate the brand positioning with audience psychology to create a
resonance.

4.1.2 Developing a Detailed Carbon Neutrality Plan

Set clear carbon neutrality goals, including short-term, medium-term, and long-term
objectives, ensuring their coherence and feasibility. Develop a detailed implementation plan
encompassing policy formulation, technology introduction, capital investment, and other
aspects to ensure comprehensiveness and operability.

4.1.3 Strengthening International Green Cooperation and Exchange

Establish cooperative relationships with international green cities, environmental
organizations, and others to jointly carry out green projects and share experiences and
technologies. Learn from international advanced experiences and technologies to enhance the
city's level in the field of carbon neutrality. Participate in international green forums,
exhibitions, and other events to showcase the city's green achievements and enhance its
international influence. Expand international markets and resources to provide more support
and guarantees for the city's green development and carbon neutrality goals. By adopting
these strategies and methods, cities can effectively shape their green, environmentally
friendly and innovative brand images in the context of carbon neutrality, seizing the
opportunities brought by this era and meeting the challenges head-on.

4.2 Methodological Level
4.2.1 Creating Green Cultural IPs

Incorporate the unique cultural characteristics of the city to design green cultural symbols and
images, such as mascots and eco-friendly logos, to enhance brand recognition and
memorability. Organize green-themed cultural activities, like eco-music festivals and
environmental art exhibitions, to raise public awareness and interest in green culture.

4.2.2 Promoting Green Lifestyles

Disseminate knowledge and tips on green living through media and social platforms,
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including waste classification, energy conservation, and emission reduction. Conduct
activities such as Green Living Challenge and Green Travel Day to encourage the public to
actively participate in green living practices. Strengthen environmental education and
promote awareness of carbon neutrality to enhance public environmental consciousness and
participation. Conduct environmental protection public welfare activities to encourage the
public to embrace a low-carbon lifestyle, fostering a positive atmosphere of societal
engagement. Establish a public feedback mechanism to promptly respond to public concerns
and enhance the city's transparency and credibility.

4.2.3 Constructing Green Demonstration Projects

Select representative regions or buildings for green renovation and upgrading to create
demonstration projects. Showcase and promote these demonstration projects to guide more
regions and enterprises to join the ranks of green development.

4.2.4 Improving Green Policies and Regulations

Formulate policies that support green development, such as tax incentives and financial
support, to encourage the active participation of businesses and individuals. Enforce strict
environmental regulations to penalize violations and ensure the sustainability of green
development.

4.2.5 Introducing Green Technology and Innovation

Collaborate with universities, research institutions, and other entities to introduce and
develop advanced green technologies, such as clean energy and carbon capture technologies.
Establish a green innovation fund to support the development and application of green
technology enterprises, promoting the industrialization of green technologies.

4.2.6 Strengthening Green Monitoring and Evaluation

Establish a comprehensive green monitoring system to monitor indicators such as carbon
emissions and air quality in real-time. Regularly publish green development reports to assess
the effectiveness and shortcomings of the city's green development, providing a scientific
basis for policy adjustments.

4.2.7 Reinforcing Carbon Emission Management and Regulation

Establish a robust carbon emission monitoring system to ensure accurate and reliable data.
Develop strict carbon emission standards and regulatory policies to enhance the control of
high-carbon industries. Intensify law enforcement efforts, penalizing companies that violate
carbon emission regulations, and establishing an effective restraint mechanism.

Comprehensively applying these strategies and methods, cities can successfully craft unique
green brand images in the context of carbon neutrality, enhancing public recognition and
identification. This will not only boost the city's global visibility and influence, but also
promote sustainable urban development, achieving a win-win situation for economic, social,
and environmental benefits.
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5. Conclusion

In the context of increasingly severe global climate change, reducing carbon emissions has
become a global focus and shared goal. As centers of population and economic activity, cities
are the primary sources of carbon emissions and the key area for addressing climate change
challenges. At the same time, city branding plays a crucial role in shaping urban images,
attracting investment, and talent. Carbon emission reduction strategies have profound impacts
on city branding. By adopting carbon emission reduction strategies, cities can not only lower
their carbon emissions and mitigate the negative impact on climate change, but also enhance
their sustainability and environmental quality. These efforts will directly influence the image
and reputation of cities, shaping the unique and differentiated advantages of city branding.
Therefore, this study analyzes the challenges and opportunities brought by the era of carbon
neutrality to shaping city branding, and proposes strategies and methods for creating effective
city brands, supporting the sustainable development and ecological civilization construction
of various cities.
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