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Principles and Paths of Urban Cultural Brand Building
GAO Ying — gang CONG Xiao — yu

( School of Art  Shandong University Jinan Shandong 250100)

Abstract: Generally speaking the construction of urban cultural brand in China is still in the exploratory stage. There
is neither a construction theory with universal guiding significance nor practical experience with extensive populariza—
tion value. Based on this we try to analyze the current situation of urban cultural brand building in China comprehen—
sively and thoroughly. Taking the planning of urban cultural brand in Gangcheng District Jinan City of Shandong
Province as an example and combining with the basic situation of national urban cultural brand building we analyze
the basic principles and specific paths of urban cultural brand building in China. It is hoped that the proposition of
these principles and paths can promote the healthy growth of our urban cultural brand as a whole and then fundamen—
tally promote the sound development of our urbanization process.

Key Words: City; Cultural Brand; Shaping; Principle; Path
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The Communication of Chinese Opera in Southeast Asia: On

the Six Principles of Transnational Communication of Opera

WANG Ting - xin
( Institute of Art  Communication University of China Beijing 100024)

Abstract: Operas have distinct regional characteristics attracting actors and audiences in specific regions. The com—
munication of Chinese opera in Southeast Asia benefits from the natural connection between China and Southeast Asian
countries. The communication of operas in Southeast Asia follows the six principles of transnational communication of
operas they are: opera follows people; the first communication with origin; Praise leads the communication of opera
Opera converges because of folk customs; Business promotes the spread of opera; change needed for communication.
The six principles all revolve around " people" — audience. ‘opera follows people’ is the " hard truth" of the commu—

nication of operas the later five points all play a supporting role in " opera follows people" from different perspec—
tives and help operas to find audiences. Without audience there is no survival soil for opera. The same is true of the
communication of operas in Southeast Asia and other countries.

Key Words: Operas; Southeast Asia; Communication Principles



