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Abstract

Folk culture is an important component of a city’s characteristics and image. As cities rapidly de-
velop and their economic levels improve, the demands for refining urban brand images have be-
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come increasingly high. The iteration of consumer groups has posed new requirements for urban
brand building and image creation. This article aims to explore the application path of the tradi-
tional market activity “Chengdu Twelve Moon’s Market” in the construction of urban consumer
brand images. Through a thorough examination of the historical and cultural context of “Decem-
ber Market” and an analysis of its unique charm and its compatibility with modern consumer
markets, this article focuses on how Chengdu, a city with unique geographical location and histor-
ical and cultural resources, can further establish its own consumer brand city image by leveraging
folk culture and showcase its urban charm. Additionally, this article elaborates on how to create a
consumer brand image with Chengdu’s unique characteristics through carefully designed visual
symbols, slogans, and event planning, and promote it to a broader audience through diversified
communication channels.
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Table 1. Retrieval of keywords related to Chengdu’s image in the China national knowledge infrastructure newspaper database
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Figure 1. Search trends for headline news on Baidu news from December 2020 to December 2021
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Figure 2. Search trends for news on Baidu information from December 2020 to December 2021
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