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Research on the path of city branding of immigrants from the
perspective of resident's emotion: A case of Guangzhou's African

community

LUO Zhiwei'?, LIN Yinbin'?, WANG Min'®!®
(1a. School of Geography, 1b. Center for Asian Geography Studies, South China Normal University, Guangzhou
510631, China)

Abstract: Since the 1990s, a large number of African immigrants have gathered in communities such
as Xiaobei and Sanyuanli in Guangzhou. Along with the deepening of globalization and the deepening
of reform and opening up, African ethnicity have become an important resource for Guangzhou to be

a global city. With emotions becoming an important asset for city branding, the meaning-making



process of non-marketer interventions is increasingly valued. However, current practical and
theoretical research on city branding largely acquiesces to the secondary status of residents'
participation in policy-driven contexts, and lacks sufficient consideration of how residents' bottom-up
actions shape city branding. In contrast, this paper offered a new perspective for city branding research
by interpreting the emotional nature of space from the residents' perspective. Using case studies and
semi-structured interviews and taking the phenomenon of African community and its meaning
production in Guangzhou as an example, the research examined how residents' emotions occur
influenced by media and life experience, explored the role of residents' emotions on city branding of
immigrants, and preliminarily dissected the operational mechanism of residents' emotion-driven city
branding. The research shows that although the local government does not utilize the African ethnicity
gathering phenomenon and its cultural landscape to construct a branding narrative, residents perceive,
imagine, and identify with the meaning of place based on the human-place emotional relationship,
which in turn invisibly shapes the open and inclusive city brand meaning of Guangzhou. However,
residents' emotions are not a continuous, unified whole either; the organic development within the city
makes residents interact with places in a differentiated emotional way. Under the influence of media
representation and individual life experience, residents' positive and negative emotions toward the
African ethnicity play constructive and destructive roles in city branding of immigrants, respectively.
The research calls attention to the significance of residents' bottom-up emotional expression on city
branding, with the aim of providing a realistic reference for city image management.

Keywords: city branding; emotion; African community; Guangzhou



