IARAL R 220 5 2025 4EE 5 5 1
Modern Social Science Research https://ssr.oajrc.org/

R ENE LY R T B EE AT RER
—— B LB B HIX A )

W&, AR
AL AR K F WD TR

[FBE] WF S A AL RO, THEEXLRAK L ETT —RRTGH £, T, RRERk, £
WT S L EERZTROAE., ARFUREZLCHKFT, AARLEASESFESHEF LR T =4 R
HHTRIEAR, RAALEERERFETREEER LAETL, MT R EMOEEZRASRS, LA
RILERT RAZ R —E . |REHV IR . R TF R Y2 F T 0. A — R B IREFEFE 5k
DT R AGE IR, RIS S ALK A HACIR T 69 Se i A S A AE AR TES] 5 A K AR A R T Ay
BAEFT

[XIE) T ik, #HM; THEAM; REFLX

[(E€mB]) #HirhARL ks “FEIA” I ARERFFRIFHFLETE (A %5 000000111539)

[Yis HERY 2024 4 12 A 18 B [EF)EHI) 20251 A 20 8 [DOI] 10.12208/j.ss1.20250050

On the construction of city branding through promotional videos under the guidance of narrative

paradigm—a case study of Zhoushan archipelago new area

Yiyao Yang, Jiachun Shen”
Zhejiang Pharmaceutical University, Ningbo, Zhejiang

[ Abstract] City promotional videos, showcasing the history, culture, current situation, and future of a city through
their unique visual, auditory, and textual effects, are playing an increasingly important role in city branding. Guided by the
framework of narrative paradigm, this study used the multimodal discourse analysis method to empirically study the
promotional videos of Zhoushan and has found that Zhoushan promotional videos have shortcomings in narrative coherence
and fidelity. The practical effect of urban brand construction needs to be improved, particularly in the fields of consistent city
positioning, compelling story-telling, uniqueness and competitive edge. As a port city with unique ocean and tourism resources,
the successful Zhoushan promotional videos will provide examples and references for the brand construction and
dissemination of other cities, thereby enhancing their overall competitiveness.
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