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The Mapping Knowledge Domain of Research on City Brand
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Abstract: Using the mapping knowledge domain as a visual literature analysis tool, this paper analyzes the liter-
ature of research on city brand. The results indicates that between 2007~2011, the number of published papers
concerning city brand has increased rapidly and the research related to city brand has become a hot issue; that
based on the keyword co-occurrence research, the study of city brand has focused on construction paths and
specific methods, and based on the relationship analysis of document co-citation, the study can be divided into
three phases: (1) the discussion about city brand itself. (2) the research on relationship among environment of
a livable city, public health, and city brand. (3) the research on relationship between city marketing and city
brand. The paper further indicates that the key research orientation should focus on the influential factors, the
formation process of city brand, the evaluation mechanism, and especially the evaluation index system based on

combination of theory and practice.
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