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Zhuhai 
Located in the middle-south side of 
Guangdong Province, Zhuhai is one of 
China’s first special economic zones 
(SEZs). Supported by special preferential 
policies, it has developed fast but is still a 
second-tier city. 

Geographic position 
Zhuhai is positioned as the key node city of the Greater Bay 
Area (GBA) since 2019,  adjoining Macao and linked with 2

Hong Kong by Hong Kong-Zhuhai-Macao Bridge, lying 
across the sea from Shenzhen. The advantaged geographic 
position gives Zhuhai opportunities to achieve grand goals 
and pushes itself to a more significant place. And so it is—
Hengqin was incorporated into Zhuhai in 2009 and set as 
the demonstration area for exploration of a new model of 
GBA comprehensive cooperation,  focusing on accelerating 3

the construction of a financial service base.  4

China’s top 1 livable city 
Zhuhai is well known as the most livable city in China, topping 
the list for nearly a decade.  With a comfortable climate and 5

excellent policy support, it has developed to a leisure city. 

A new trail in higher education 
As a newly positioned city after the reform and opening-up, 
Zhuhai did not have enough capacity and time to develop 
excellent local universities from scratch. However, the 
economic and cultural development of a city necessitates the 
development of higher education. So it opened up a brand 
new path—cooperating with famous universities and 
developing joint education. In 2022, ten universities and 
colleges have located in Zhuhai and nearly half of them are 
campuses of other colleges. With colleges gathering, Zhuhai 
has taken the first step to develop a talent pool. 

Zhuhai has long been known as a livable 
city. Moreover, it has been developing fast 
with policy support and geographical 
advantages, as well as its ingenious 
approach on higher education. However, 
compared with other SEZs or tourist cities, 
it fails to attract enough people to stay, and 
retain the new generations merely with 
livability, accordingly unable to develop a 
comparable status and convey the new city 
image of young and vibrant. 

Above: Zhuhai’s logo 
Below: Zhuhai is very 
close to Hong Kong, 
Macao and Shenzhen.

Hong Kong

Shenzhen
Macao

Zhuhai
Pearl River 
Estuary
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Today, Zhuhai has 
ushered in a rare 
opportunity for 
development. In the 
future, Zhuhai will 
become a young 
and vibrant city 
providing people a 
high-quality life.”

“

Zhuhai Special Zone Daily 
February 21, 2021
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Planbook highlights 

A first-ever collision initiative
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Well-designed 
visual materials

15,000 
words 

research and plan
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Situation Analysis
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PEST analysis 
For a better understanding of Zhuhai’s 
current situation, we employed the PEST 
model to analyze the external environmental 
factors that have impacts on Zhuhai’s 
government policymaking and city image.

Political
In China, due to the unique political structure, national policies 
play a central and directive role in the subnational 
governments’ policymaking and the development of the 
market economy.  As one of the first SEZs in China, Zhuhai 6

enjoys relevant special preferential policies from the central 
government than other cities, involving tax, technology, 
foreign trade, etc. A key driver recently is China’s 14th Five-
Year Plan (2021-2025), which will provide further financial 
reform with an emphasis on establishing the GBA as China’s 
international hub.  Thanks to these policies, Zhuhai 7

experienced a great leap in economic growth and industrial 
development. According to data from the Statistics Bureau of 
Zhuhai, the city’s GDP in 2021 reached !388.2 billion, up 
from !209 million in 1979.8

Moreover, Hengqin, the Guangdong-Macao in-depth 
cooperation zone in Zhuhai, is partly leased to Macao as the 
new demonstration of the practice of “one country, two 
systems”, providing a broader platform for the economic and 
social cooperation between Zhuhai and Macao. On 
September 5, 2021, a new policy document released by the 
Central Committee of the Communist Party of China and the 
State Council proposed various preferential tax policies, which 
aim to encourage further economic development in Hengqin.9

Economic
Affected by the global spread of the COVID-19 pandemic, 
the global economy suffered a deep recession in 2020. 
Global trade was estimated to have fallen by 5.3% in 2020,  10

which is the worst economic crisis since World War II. 
However, due to the increasing capacity of pandemic control 
and prevention and the economic activity normalizing, the 
global economy shifted to growth with an increase of 5.9% in 
2021, helped by policy support.11

One of the most prominent districts in China is GBA, whose 
GDP reached !12.54 trillion in 2021, showing 8.1% growth 
year-on-year, which is already comparable to other world-
class bay areas, according to the PHBS Think Tank.  12

Besides, figures show that Macao’s GDP grew 18% year-on-
year in real terms in 2021 to 239.4 billion patacas.13

Zhuhai, as a member of GBA, enjoys good external economic 
and market conditions. Most notably, Hengqin enjoyed a GDP 

growth rate of 0.4, 0.5, and 1.6 percentage points higher than 
the national, provincial, and municipal average.14

Social
According to the jobs report of young talents released by 
MyCOS, a research company specializing in higher education 
management data analytics, more and more fresh graduates 
prefer the new first-tier and second-tier cities because of 
lighter work intensity and slower life pace.  Besides, 15

influenced by the global spread of COVID-19, some Chinese 
college students who were educated abroad increased their 
willingness to return to China. The total number of returning 
overseas students who are seeking jobs in 2020 was up 
33.9% year-on-year, with the figure of fresh graduates 
reaching 67.3%.15 To attract more young talents, Zhuhai 
needs to seize this opportunity for talent inflow.

Technological
With the outbreak of COVID-19, lockdown measures led to a 
surge in online streaming services, according to Ofcom.  In 16

China, there were 944 million online video subscribers in 
2021, up 21% from 2019.  In this notable growth market, 17

online variety shows had an outstanding performance of 
viewership which reached 32.2 billion in 2021.  18

Furthermore, the fitness industry grows remarkably in the 
Chinese market —35.6% of people increased their usage 19

time of fitness apps in the past two years of the Post-
COVID-19 Era.  20

Political 
One city, two 
special zones. 

Economic 
The global 
economy 
shifted to 
growth. 

Social 
City preference 
of college students has 
changed. 
Post- 
COVID-19 Era 
brought the wave of 
returning overseas 
students. 

Technological 
Young people 
have been 
moving to 
cyberspace.
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Competitive analysis 
Conducting a multi-dimensional 
comparison between Zhuhai and other 
comparable cities helps to find out its 
competitive features and cruxes to address. 

Shenzhen
Shenzhen and Zhuhai share similar strategical positions as 
the key cities of GBA, and Qianhai New Area in Shenzhen and 
Hengqin New Area in Zhuhai are the only two “Special Zones 
in SEZs” of China. 

Xiamen
As two of the first SEZs, Xiamen and Zhuhai were standing 
on almost the same development starting point. Moreover, 
the two coastal cities are often compared by the public in 
their scenic beauty and livability.

Hangzhou
College students nowadays are more willing to choose the 
so-called “new first- and second-tier cities” as their future 
places of residence, among which Hangzhou is the most 
popular city they want to live.21

We conducted this 
analysis based on the 
Global Urban 
Competitiveness 
Research (PDF) by UN-
Habitat and Chinese 
Academy of Social 
Sciences.2223242526

Multi-dimensional comparison

Zhuhai Shenzhen Xiamen Hangzhou

Positioning Current official 
positioning

Key node city of 
Guangdong-Hong Kong-
Macao GBA2 
Young and vibrant city

Pilot demonstration area of 
socialism with Chinese 
characteristics23

National synthetically 
reform testing district24

Core city of 
Shanghai-
Hangzhou-Ningbo 
Bay Area25

Public impression Livable city 
Romantic city

Global innovation city Garden city The city of Internet

Economic GDP in 2021 
(billion yuan) 388.2 3070 703 1810.9

Pillar industries Manufacturing 
Tourism

High-tech 
Finance

Electronic information 
Tourism

Internet 
Finance

Education Number of colleges 
and universities 10 14 16 44

Number of college 
students 137,400 159,000 199,800 585,000

Culture - Motorcycle culture 
Ancient town culture

Exhibition culture 
Entrepreneurial culture

Tea culture 
Hokkien culture

Cuisine culture 
Historical culture 
Art culture

Global connection Ranking in China26 52 5 11 6

Dimensions were selected from the Global Urban Competitiveness Research 
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After horizontal comparison, we found that 
Zhuhai’s image of livability has been deeply 
rooted in people’s minds. 
However, the city suffers from some key 
issues that cannot be ignored—insufficient 
international influence, relatively low GDP, 
comparatively low level of talent reserves, 
and lack of effective promotion for its new 
city image. 

Below: Zhuhai, Shenzhen, Xiamen, Hangzhou

Findings 

Successful 
in promoting a livable image 

Ineffective 
in promoting a distinguishing new image 

Insufficient 
international influence
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Primary research 
Primary research including a survey, focus 
groups and content analysis was 
conducted to better investigate young 
talents’ needs and behaviors.

Survey 
We conducted a survey to find out young 
people’s attitudes towards city preferences 
after graduation, as well as their 
impressions of Zhuhai. 

Data collection

We used          Tencent Questionnaire  to collect data; it is  
a professional online survey platform providing data 
collection, storage and analysis services in the form of 
questionnaires (see Appendix A). Utilizing the convenient 
sampling method, we collected respondents from WeChat 
and QQ in March 2022. To diversify the data source and 
cover more people, we directly contacted those who are 
outside of GBA, even from abroad, via private messages on 
WeChat and QQ.

Participants
We got 471 participants in total, 86.6% of whom were 
college students. 68% of them came from GBA and 72.3% 
were female students. 

Distribution of participants

Key findings 

City preference 
More than half of college students preferred new first- 
and second-tier cities when considering their work or 
settling down decisions, whether taking various kinds of 
realistic factors into account or not. Therefore, as a second-
tier city, Zhuhai could be in their list of consideration. 

Essential features of the dream city 
The natural environment and job opportunities were the 
essential features of their “dream cities”. More than 73% 
of college students believed that the job opportunities of a 
city was important, followed by the natural environment 
(57.6%) and diverse recreational activities (53.6%). Thus, 
based on the current impression of Zhuhai, the significance 
could be seen in communicating its potential for development. 

Ways to get city-related information 
College students seldom acquired city-related 
information through traditional media. Instead, most of 
them accessed information about cities through social 
media (85%) and their own experience (52%).  

Zhuhai: underdeveloped but livable 
College students had the impression that Zhuhai was 
underdeveloped, as only 21.1% of them believed that 
Zhuhai had plentiful opportunities for employment. However, 
the image of livability had been deeply rooted, being 
considered by over 74% of them.

Social media
Experience
Traditional media

85%52%37%

GBA

Fujian

Beijing

Guizhou

Liaoning

68%

8%

8%

2%

2%

Others 12%
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Focus groups 
We arranged two focus groups to obtain in-
depth information from young people about 
their attitudes toward dream cities and 
impressions on Zhuhai. 

Focus group A
We encouraged participants to describe their impressions of 
Zhuhai, future career planning, and city preferences, so as 
to find out Zhuhai's current issues and a development path 
more in line with the ideal city of young people. 

Focus group B
Participants were expected to lay out what their dream cities 
look like and what could motivate them to stay in a city to 
work and live. By investigating these factors, we would 
generate a more accurate route for Zhuhai in this campaign. 

Participants
In the two focus groups, we selected some UIC students to 
attend our focus group by convenient sampling, and 
collected and analyzed qualitative data through their 
interactive and directed discussions. We provided snacks and 
drinking during the focus group. There were six female 
students and two male students in each focus group, all of 
whom were from UIC. After that, monetary rewards were 
given to those participants as well.27

Findings 
First and foremost, the new first-tier cities owned the 
highest calls as dream cities of the vast majority of our 
interviewees. The participants claimed that these cities 
satisfy their expectation of both development prospects and 
the natural environment, which were the most contributing 
factors that affect their city preferences. In short, a city with a 
slower-paced lifestyle, plentiful job opportunities and a 
harmonious cultural environment was the ideal place to 
work and live. Besides, they would also refer to national 
policies and suggestions from their family members and 
friends to make their decision. 

Secondly, most participants would like to describe 
themselves as idealists who tend to follow the peripheral 
route, according to Elaboration Likelihood Model*. They 
were easily touched and motivated by youthful spirit and 
future endless possibilities. They believed that they could be 
firm to their hearts, draw their hopeful blueprint out of small 
opportunities, and seized their moments without hesitation, 
thereby achieving their life goals. 

In terms of the impression of Zhuhai, there was a consensus 
that it is a livable city with well-developed tourism of its 
continuous coastline and charming sceneries. Besides, 
thanks to adjoining Macao, this superior geographical 
location also offers distinct advantages for Zhuhai. 

Additionally, Zhuhai was thought to fail in communicating 
an attractive city image. According to their experience and 
knowledge, Hengqin has great development potential and 
broad market prospect with the policy support; the 
education industry of Zhuhai had a good momentum of 
development with more and more universities and colleges 
being located here; However, without a comprehensive and 
efficient communication plan, they found that this 
information are little known by the public.

Elaboration Likelihood Model (ELM) 
A dual process theory which describes the change of attitude form. The model explains different ways of stimuli processing. ELM 
separates the central route (when an individual considers an idea logically) and peripheral route (where an individual employs pre-existing 
ideas and superficial qualities to be persuaded by the message).27 

*
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Content analysis 
Zhuhai’s official positioning—a young and 
vibrant city carries the expectations of the 
national and local governments, yet the 
public opinion will endow it with a more 
vivid and accurate impression, which 
requires a deeper investigation of its social 
media image. 
Social media has undeniably integrated into the lives of the 
majority of Chinese people. Many researchers pointed out 
that a city’s social media image was largely influenced by its 
exposure on Weibo.  In addition, Statista revealed that 28

Weibo was the information center with more than 500 million 
active users in 2021,  attracting a tremendous amount of 29

people to use it to browse information every day. For all these 
reasons, Zhuhai’s impression shown on Weibo can serve 
as a typical example of its social media image. 

Zhuhai’s social media image: tagged with Aerospace 
Exhibition and Macao 
According to the Media Matrix Power List ranked by Weibo, 
@People’sDaily has been the most influential account in 
recent years, along with the largest number of followers 
among media accounts.  30

We sorted out its posts related to Zhuhai in the past two 
years*, 40% of the 50 selected posts were related to the 
China International Aviation & Aerospace Exhibition (CIAAE), 
and the second most released posts were related to Macao, 
but only three were related to Hengqin and policies. It could 
be seen that, excluding Zhuhai’s existing impression of 
livability, the image it presented on social media was 
highly relevant to CIAAE and Macao, while the promotion of 
Hengqin and its policies was clearly lacking. However, in the 
comments of the posts related to CIAAE, it was almost 
impossible to find any mention of Zhuhai, which showed that 
the airshow had not brought an essential change to 
Zhuhai’s image, but only as an associated terminology for it.

5M 
Weibo is the daily 
information hub for 
Chinese people with more 
than 500 million active 
users in 2021, according 
to                       .29 

Only 50 
There were only 50 posts 
were related to Zhuhai in 
the past two years from 
@People’sDaily .

V

@People’sDaily 

       Top 1 influential account 
       148 million followers

Excluding COVID-19-related posts because they were too specific and Zhuhai didn’t get much national attention in terms of 
pandemic prevention and control.

*

CIAAE
Macao
Hengqin
SEZ
Typhoon

2010 155

Number of hot topics on Zhuhai-related posts released by @People’sDaily 
January 1, 2020 - January 1, 2022
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Not a choice 
for young talents 
to work and live 
Outdated 
city image

Despite the facts that Zhuhai has 
the SEZ policy support and 
Hengqin New Area established by 
the state, young talents do not 
consider it as their primary choice. 
Zhuhai needs to communicate a 
young and vibrant city image to the 
young talents. Refreshing city 
branding strategies would be a 
great opportunity to attract a 
growing flow of talents and 
investments.

Post-COVID-19 Era: the wave of returning 
overseas students 
As noted previously, the outbreak of COVID-19 
has raised global public health concerns, so more 
and more Chinese students prefer coming back 
from overseas, leading to an increase in the 
intensity of the job competition.  

Besides, college students prefer to develop their 
careers in new first-tier or even second-tier cities. 
They also have great expectations of cities' 
livability, especially the ecological environment 
and leisure living pace.

In that context, Zhuhai has encountered new 
opportunities. However, as what it has promoted 
before, the impression among the public of Zhuhai 
is that—a romantic, livable and tourist city, which is 
not attractive enough for young talents. But even 
more to the point, although Hengqin has broad 
market potential and good prospects for 
development, it is less well-known among GBA 
college students because of the lack of proper 
publicity—it is hard for Zhuhai to attract more 
young talents.

Based on these materials, we believed that Zhuhai 
should seize this opportunity to break the 
stereotype and regenerate the city image into a 
more energetic, attractive and promising one.

Problem statement
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Below: Zhuhai’s romantic, livable and tourist city 
image fails to attract young talents.

Photo credit: KAYAK
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Campaign goal 

To communicate a new 
city image of Zhuhai to 
Chinese college 
students, especially 
GBA students, shifting 
the impression from a 
livable city to a youthful 
and vibrant city. 
Objectives 

From April to November 2023 
To increase Zhuhai’s new image of youthfulness and vibrance by 35% among GBA 
students, and 20% among Chinese college students. 
In three years 
To increase the intention of GBA students to put Zhuhai in their future city choice 
list by 35%, of Chinese college students to visit, stay or work in Zhuhai by 20%.
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Target audiences 
Following the city and development 
landscape, a deeper look at the details of 
the group portraits and the preferences of 
the target audience will be investigated. We 
plan to address the problems mentioned 
above first among the GBA college 
students, and then progressively to 
Chinese college students at home and 
abroad.

Primary target audience: GBA college 
students
These young people, on the whole, know Zhuhai relatively 
better than college students from other cities. Moreover, 
Zhuhai is the key regional gateway hub of GBA, firstly 
communicating its new image to college students within the 
bay area is more likely to lead to its steady development. 

High identification with GBA, low knowledge of Zhuhai
College students in GBA, according to a report by Tencent 
Youth Development Committee, had a high level of 
identification with the bay area,  which was also 31

corroborated by another survey conducted by Southern 
Metropolis Daily (SMD).  However, SMD also pointed out 32

that those GBA youths were not familiar with Zhuhai and its 
key development area—Hengqin.  33

Although they didn’t know Zhuhai very well, those GBA 
college students had a global perspective that was almost 
twice the national average,31 which offered considerable 
possibilities for subsequent development and talent 
attraction of Zhuhai. 

Secondary target audience: Chinese 
college students
Increasing preference for new first- and second- 
tier cities
According to multiple reports by MyCOS, Xiaoguo Research 
Institute, and 58 Tongcheng Recruitment Research Institute 
(58RRI), Chinese college students, especially the generation 
born after 95s, preferred to choose new first-tier and 
second-tier cities for employment after graduation in recent 
years.  It is worth pointing out that the new first-tier and 34

second-tier cities were catching up with the first-tier cities in 
terms of young talent attraction, and the ratio is getting closer 
year by year. As a comparison, the proportion of college 
students employed in first-tier cities after graduation was on 
a downward trend, dropping from 26% in 2015 to 15% in 
2020.  35

Top three career preferences: IT and Internet, financial, 
and high-tech industries
IT and Internet, financial and high-tech were the most 
industries popular among college students, according to 
China’s Best Employer Research Report for College Students 
2021 by 58RRI.34 Coincidentally, the salary levels of these 
three industries also happened to be at the top of the 
average salaries of college students after graduation. 

Being young, being idealistic
Nowadays, young people are tagged with many labels, and 
the most characteristic one is idealism. A paper by Yunxiang 
Yan, the professor at UCLA Center for Chinese Studies, 
pointed out that young people were idealistic about their 
future planning, especially in career choices.  And, 62.4% of 36

the youth who were surveyed cited interest as the main 
criterion for choosing occupations, higher than high income 
(59.7%). Likewise, this idealistic tendency was reflected in 
consumption. Xiaoguo Research Institute noted that young 
people relatively did not skimp when it comes to spending on 
their interests.  That is to say, idealism is one of the most 37

typical characteristics of contemporary young people. 

The biggest misconception about Chinese 
youth is to question their lack of ideals. 
Young people today are more idealistic 
than their parents.”36 
Yunxiang Yan 
Professor 

Global  
perspective 
GBA college students had 
a high global perspective, 
which provided the 
possibility for Zhuhai to 
retain those talents 
through international 
cooperation. 

Idealist 
GBA college students and 
Chinese college students 
nowadays are idealistic.

“
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https://www.international.ucla.edu/ccs/person/245


Hi there! 

Hi there! is the key message for this city 
branding campaign. 

“Hi” shares the same tone with the last syllable of Zhuhai in 
Chinese. As a greeting, Hi there! is sending out a welcoming 
message that invites people to come to this place. 

Zhuhai, as a vibrant city full of opportunities, will show its 
energy and enthusiasm to welcome young talents, thereby 
brightening their future. Young people will also be able to 
witness the boom of Zhuhai because they are here, with their 
remarkable youthful energy. By bringing inclusive 
opportunities to the young and gathering those talents, 
Zhuhai can usher in a new era of rejuvenation.

We aim to communicate the youthfulness and vitality of 
Zhuhai to young talents by highlighting Zhuhai as a young 
and vibrant platform providing them opportunities. 
                is the free translation of Hi there!, indicating the 
presence of young talents, which is the essential power 
source of Zhuhai’s youthful vibrancy. 

Hi, hǎi. 
“Hi” shares the same tone 
with “hǎi”. 

Hi there! and  
is the theme for this 
campaign. 

海
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Above: Video of slides for oral defense presentation 
Below: Zhuhai Grand Theater 
Right: Winston Churchill’s quote

Hi there!

“We shape our buildings;  
thereafter they shape us.” 
Winston Churchill 
Prime Minister of the United Kingdom from 1940 to 1945 
The Meeting in the House of Lords 
October 28, 1943
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Strategic approach 
Based on the research, we realized that 
Zhuhai lacked cultures that truly engage 
young talents. To improve engagement with 
our target audience, we organize our 
strategies along two lines.  
The first is to build a running culture in Zhuhai. The second is 
to build a career development culture. The strategies along 
both lines start with a regional focus, but they will be finally 
extended to the international arena, leveraging Zhuhai’s 
sister-city relations with 16 foreign cities.  

By dividing our strategy into two lines, we aim to set up a new 
city image of vibrant for Zhuhai as well as create 
opportunities for our target audience to meet their 
expectations towards their dream cities. 

Based on the situation of Zhuhai, the strategy also meets the 
needs of Zhuhai to change its image and attract new blood to 
participate in the building of a brighter future for the city.  

The running culture 
The intention of building the running culture is to bring a 
vibrant atmosphere to all young talents. 

Running culture is popular among the young generation. 
According to the word embedding interface provided by 
AINLP, an algorithm based on Tencent AI Lab’s Natural 
Language Processing, the noun running has moderate 
lexical similarity with the adjectives young and vibrant in a 
hundred billion Chinese corpus.   38

Considering the background of COVID-19, running will be a 
suitable way to associate with our target audiences. The 
outbreak of COVID-19 has raised health concerns of the 
public. A research conducted by iResearch and Huawei in 
2021, one year after the global pandemic, showed that the 
sports awareness and frequency of Chinese people had a 
significant increase, with a fifth more people actively 
participating in public sports activities.20 It is worth pointing 
out that college students have become the mainstay, in an 
extremely high growth rate, in the development of China’s 
running market today.  The enthusiasm that Chinese people 39

have for running is incredibly high, which inspired us to create 
the first tactic, Keep × Zhuhai Special Season, to invite our 
target audience to run outdoor and spread the joy of running. 

What’s more, running could create high engagement with our 
target audience. Running, a low-threshold sport, has become 
the prime choice of Chinese people when doing exercise, 
with an extraordinary amount of 378 million frequent runners 
in 2021.20  Moreover, running is the most popular and highly 40

engaged sport among college students, especially in the 
Greater Bay Area where the runners account for the top 1 in 
the country.39   41

Interestingly, they are not only willing to run, but also to 
participate in fun and creative running activities with positive 
feedback and social component.39 Obviously, running has a 
natural engagement and appeal among them. In addition to 
this, the development of technology brings physical health to 
people’s attention, young talents have more passion on 
engaging in outdoor activities to enjoy their lives. Combining 
fun and health, we plan to create two running events in 
Zhuhai specifically for young people—The Color Run Zhuhai 
and League of Coastline City Running (Zhuhai).  
By calling our target audience to take action and participate in 
the activities, we can inspire them to release their energy in 
Zhuhai. Running is an action that is full of dynamic movement, 
and running is always on the way or creating the way, which 
inspires our target audience to take the adventure in Zhuhai. 
We are calling and inviting all of the college students to take 
part in the construction of Zhuhai, and together with Zhuhai, 
advance into a new era. 

The career development culture 
In 2022, the number of recent college graduates in China will 
break the record of 10 million for the first time.  The 42

increasing number also reflects the fierce competition for 
jobs among college students. 

Besides, we also select career development as the core of 
the second line, which is also one of the greatest concerns 
among college students. By developing this culture, Zhuhai 
will work to address their career needs, thereby showing the 
caring and also better engaging with them.  

To be more specific, we organize three tactics to cover their 
career development stages: internship and employment. 

For the first tactic matching the internship periods, we will 
cooperate with The Exciting Offer (《令⼈⼼动的 offer》), 
the first career reality show series in China, to film the season 
5 in Zhuhai. The Exciting Offer 5 × Zhuhai will showcase the 
real daily work and living scenes in Hengqin, to raise their 
awareness of future perspectives of Zhuhai. 

Then, to retain our primary target audiences—GBA college 
students and encourage them to include Zhuhai in their 
post-graduation plans, The GBA Pioneer Programmeme 
offers opportunities for GBA college students and recent 
graduates. During summer and campus recruitment, they will 
enjoy some privileges, which aims to encourage them to get a 
taste of the potential and promising future of Zhuhai.

378M 
According to the General 
Administration of Sport of 
China and iResearch, 
there were about 378 
million frequent runners in 
China in 2021. 

10.8M 
The number of college 
graduates was expected 
to be 10.76 million in 
2022, according to the 
Ministry of Education of 
the People’s Republic of 
China (Press Release).
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Tactic overview 
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Individual InternationalThe Greater Bay AreaZhuhai

Zhuhai Special Season

The Running Culture

The Career Development Culture

April May June July August September October November

Timeline 2023

Throughout the 
spring, full of 
vibrancy

June 23 
Olympic Day
Activity starts

Summer and campus recruitment period 
with online user-generated contents
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Tactics

https://www.xiaohongshu.com/discovery/item/620fbff5000000002103d246?share_from_user_hidden=true&xhsshare=WeixinSession&appuid=5ad53b74e8ac2b1290b71d2f&apptime=1652114600


Keep × Zhuhai Special Season 
For the purpose of making running culture 
the representative culture of Zhuhai and 
engaging with young talents, we cooperate 
with Keep, the most popular fitness app in 
China, to organize a nationwide online 
running activity with the medal reward 
mechanism. Through considerable online 
exposure, this tactic aims to show the 
vibrancy of Zhuhai to more potential 
audiences and raise their awareness of the 
new image of Zhuhai. 

Keep, as the leading fitness community app in China, 
provides users with exercise monitoring and guidance, 
Instagram-like social networking, sports equipment sales and 
nutrition advice. Keepers can exercise and share their 
workout journals on the app without the constraint of time, 
space and money. Every amateur can find a suitable fitness 
course on it. 

According to its prospectus when filing for an initial public 
offering (IPO) in Hong Kong, Keep achieved revenue of !663 
million ($105 million) and !1.107 billion in 2019 and 2020, 
respectively.  In the first three quarters of 2021, Keep 43

achieved revenue of !1.159 billion, a year-on-year increase of 
41.3%. Besides, in the seven and a half years since its 
establishment, Keep has completed eight rounds of 
financing, totaling $600 million. 

Why Keep# 
Keep, aiming to become the lifestyle for the younger 
generation, delivers an exciting and positive image to the 
public,  in line with the new positioning of Zhuhai—young 44

and vibrant, sharing the same gene with the youthful and 
energetic college students. 

Boasting 300 million users, Keep by far has topped the sports 
app ranking with about 6 million daily active users (DAU) in 
China,  far more than all the remaining top 5 sports apps 45

combined.  Its core user base is focused on the 18~30 46

years old, which completely covers the age range of our 
target audience.  47

The running activities that Keep has been holding is 
considered as a successful marketing strategy.  This series 48

of activities encourage users to run a certain distance based 
on their self-chosen goals, and the participants will be 
awarded a medal by paying in a relatively low price. 
Participants are motivated by the instinct to earn medals by 
joining this kind of activities.48 

Take its online running activities in April 2022 as an example, 
these 13 activities attracted about 2.5 million participants, 
among which the main events such as Kulomi & My Melody 
Heartbeat Running and Cinnamoroll × Keep Spring Tea 
Party Running had an average of 600,000 participants each 
time. On Weibo, #Keep and #KeepMedal (the main topic 
related to this series of activities) were read 200 million times, 
and for every four Keep-related posts, one was related to its 
online running activities. #KeepMedal even was discussed 
more than #Keep .  This shows that Keep’s running 49

activities are extremely popular and have received a lot of 
discussions. 

In addition, it is important to note that college students, our 
target audience, have been reported in multiple studies to be 
willing to participate in and increasingly prefer running 
activities with a positive reward, while Keep’s activities are in 
line with this preference of college students.39 41

According to Keep’s 
Prospectus (PDF), in the 
first three quarters of 
2021, Keep’s revenue 
increased by 41.3% 
compared to the same 
period last year. 

Top 1 
Keep is the top 1 sports 
app in China, gathering 6 
million daily active 
users that far more than 
other sports apps. 

2.5M 
There were about 2.5 
million Keepers 
participated in the 
activities initiated by Keep 
in April 2022.
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Execution 
From April to June 2023, Keep × Zhuhai Special Season will 
be set as the key event of Keep. 

At the registration stage and to spice up this activity, a 
redesigned UI with the representative elements of Zhuhai will 
be updated on the app. Through these icons with vibrant and 
colorful designs, the young image of Zhuhai will be conveyed 
to all Keepers. 

Besides, the poster will appear as splash ads and banners on 
Keep and Weibo, even on the Now Trending module of App 
Store to reach a more potential audience. Without the 
restriction of the region, anyone across the country is 
welcomed to participate only at the expense of low payment, 
the rule of which helps to expand coverage. 

After running the target distance as what they sign up for, 
participants will be awarded a special-designed medal as 
incentives, generating their willingness to share with friends 
or post on social media, which will also raise the heated 
discussion about this activity. 

For the running group setting, we designed the special 
numbers related to Zhuhai as various goals of distance, 
participants can see the relevant text introduction when they 
scroll down the activity page or click on the registration page, 
reinforcing the campaign’s intention of conveying the young 
and vibrant image of Zhuhai, and planting the clues for the 
subsequent tactics. 

1 km | Top 1 of city coastline length in China 
3 km | Three-hours Circle among three cities 
7 km | One of the seven SEZs 
16 km | 16 sister cities worldwide
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Media matrix

Keep Weibo App Store

Splash ads
Banners

Zhuhai-themed UI 
We redesigned Keep’s UI themed at Zhuhai, changing 
the icons on the dock to be the representative landmarks 
of Zhuhai in a young style.

Zhuhai 
Chimelong 

Resort

Logo 
of 

Keep

Zhuhai 
Grand 
Theater

Hong Kong-
Zhuhai-

Macao Bridge

The 
Fishing 
Girl

Now Trending 
It’s the special module on App Store, which appears on 
the Today (homepage) and search result page.

Upper right: Now Trending on 
Today and the banner on the 
search result page of App Store 
Above: Zhuhai-themed UI 
Left: Special-designed medal



The Color Run Zhuhai 
In order to encourage young talents to feel 
the joy and relaxation that Zhuhai can bring, 
we plan to cooperate with The Color Run, to 
design an activity that combines cheerful 
energy and sports, and invite the young 
generation to sense the city’s heartbeat. 
Through this running event, The Color Run hopes to increase 
the engagement between young talents and Zhuhai and 
themselves. As the operating mechanism of The Color Run is 
mature, the vibrancy it could bring to Zhuhai is considerable. 
Also, by the spontaneous exposure online, the awareness of 
Zhuhai could be raised. 

The inspiration of The Color Run comes from the Holi Festival 
but it’s a non-religious company.  The Holi Festival is a 50

traditional festival in India, and it also conveys the message of 
happiness and blessing.  The Color Run is now an emerging 51

and fun running event hosted by an international 
professional company of the same name. In this five-
kilometer, and untimed event, participants wear white at the 
starting line, are showered with colored powder made of corn 
starch along the road, and finish the race plastered in color.  52

Once the race is over, the fun continues at the Finish Festival 
equipped with music, dancing, and more massive color 
throws, which create millions of vivid color combinations, 
turning the T-shirt on the participants into unique souvenirs 
and themed promotional items. 

With no winners or official time-limited, The Color Run caters 
to everyone—from the first-time runners to experienced 
runners.50 

Execution 
The Color Run Zhuhai will be China’s 7th The Color Run 
event. We plan to locate the event on Wild Tiger Island (WT 
Island) surrounded by the magnificent ocean near Lovers’ 
Road, where the hills are embraced by the 3.5km traffic circle 
road with flowers and trees well spaced. WT Island has the 
natural advantage to be the venue for this event with the long 
circle road and its inner roads as the runway, excellent 
scenery accompanied throughout the run, and the attribute 
of a separate island for easy closed management.  

The event will be set up on the weekend for all who want to 
come and play. The Color Runners vary in demographics, and 
we will also invite people from Hong Kong and Macao to join 
the event.  

Before running, everyone can pick up the Participant Kit for 
this event at the starting point, which is the square in front of 
Zhuhai Grand Theater, including a tee with logos of Zhuhai 
and The Color Run, color pocket, goggles, waterproof bag for 
cell phone, band and temporary tattoos in Zhuhai-edition, etc. 
Everyone will be encouraged to wave color powder together 
in the square to welcome the start of the event. 

Since it is an untimed event, the Color Runners can enjoy 
themselves during the running and interact with other 
participants. They can smash the color into the air, splash the 
color powder to the people around them, and also be dyed 
with others’ powder. In this event, participants let themselves 
go and experience the scenery of Zhuhai and the people 
around them. Along the way, there will be various photo 
spots related to Zhuhai, which runners can take pictures of 
and share on social media. In addition, service stations will be 
set up at each kilometer mark to provide replenishment of 
color powder, drinking water and other regular services. 

After the race, Color Runners will be back in the square to 
participate in the Finish Festival and receive a finisher’s 
medal. An Electronic Dance Music Party will be thrown, 
inviting youth bands from Hong Kong, Zhuhai, and Macao to 
bring participants an unparalleled audio-visual feast in the 
colorful world. In addition, there will be a variety of booths with 
fun activities, and runners can also pick up event peripherals 
and Zhuhai limited souvenirs. Just to make sure everyone will 
have fun here. 

The colorful scene, energetic atmosphere, and young 
participants, the integration of which will let them sense the 
young and vibrant features of Zhuhai directly, and inspire their 
passion and willingness to share on social media, thereby 
generating plenty of user-generated content (UGC) online.

Why we chose 
The Color Run# 
The Color Run has been 
experienced by over 
8 million runners 
worldwide in more than 
50 countries and is 
considered to be the best 
race for the creative 
type.52  It combines fun 53

with sport, which is in 
keeping with the young 
and vibrant image of 
Zhuhai.  Moreover, our 54

target audience likes to try 
something new and 
innovative, which 
coincides with the gene 
of The Color Run.41  
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Above 1: The logo of The 
Color Run Zhuhai 
Above 2 and left: Some 
materials in the 
Participant Kit of The 
Color Run Zhuhai



League of Coastline 
City Running (Zhuhai)  5556
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League of Coastline 
For the purpose of strengthening the 
international influence and global 
connection of Zhuhai, an international 
league will be built among Zhuhai and its 
sister cities.  
Since all of these cities are equipped with excellent and 
charming coastline, we name the coalition “League of 
Coastline” (LOC) to highlight the collective sense among 
them. This league will hold plenty of international events for 
young talents in the future, which aims to cultivate them with 
international prospectives and enhance their relationship, 
thereby injecting more international attributes into Zhuhai to 
attract young talents.

Atami, Japan 

Braunschweig, Germany 

Castelo Branco, Portugal 

Gavle, Sweden 

Gdynia, Poland 

Gold Coast, Australia 

Gwadar, Pakistan 

Halifax, Canada 

La Spezia, Italy 

Portsmouth, UK 

Providence, US 

Redwood City, US 

Surrey, Canada 

Suwon, Korea 

Victoria, Brazil 

Zhukovsky, Russia

Sister city  
is a form of legal or social 
agreement between two 
geographically and 
politically distinct localities 
for the purpose of 
promoting cultural and 
commercial ties.55 
So far, Zhuhai has 
established sister-city 
relationship with 16 
foreign cities.56

Above: The logo of 
League of Coastline City 
Running 
Left: The logo of League 
of Coastline 
Middle: List of Zhuhai’s 
sister cities 
Below: Landmarks of 
League of Coastline

http://www.zhuhai.gov.cn/sq/csgl/yhcs/index.html
http://www.zhuhai.gov.cn/sq/csgl/yhcs/index.html
http://www.zhuhai.gov.cn/sq/csgl/yhcs/index.html


In order to further cultivate the running 
culture and enhance the image of vitality 
and vibrancy, and encourage people to 
come to Zhuhai to experience the excellent 
natural environment, League of Coastline 
City Running (Zhuhai) will be launched in 
November 2023. 
City Running consists of the full, half, and 5km marathons. 
Participants around the world will have the opportunity to 
communicate with running lovers from sister cities, and enjoy 
the exciting and energetic moment, which will also reinforce 
the impression of Zhuhai as an international city to attract the 
youth. Besides, as a long-term annual running event, its host 
city will rotate among the member cities from LOC, which will 
also strengthen the sense of collectivity and alliance. 

Why City Running# 
Increasing enthusiasm for marathons among Chinese
From 2016 to 2019, the number of Chinese people who 
participated in major running sports events held in China 
tripled, reaching 7.1 million in total.  Besides, although the 57

outbreak of COVID-19 added a further complication to the 
implementation of offline activities, marathons in China still 
show a good performance in 2019.

Previous high exposure on social media
As the representative event of running culture, the hashtag 
page of the marathon on Weibo has earned 1.1 billion views 
for now,  with the average traffic of this hashtag page 58

keeping heavy at 187,000 per day.59

Similar spiritual core between Zhuhai and marathon
Besides, based on our content analysis and SEO keyword 
research on Weibo, the marathon is always connected with 
some positive words such as happiness, satisfaction and 
energy.  It reflects that the public impression of the 60

marathon is youth and vibrancy, which matches the new 
image of Zhuhai.

Execution 
The biggest highlight of LOC City Running is the runners 
from the League of Coastline will team up with others to form 
a multinational running group online. The running group 
empowers runners’ initiative, ability and desire to share. 39 
Together with runners from different countries, this annual 
activity will promote communication between the youth of 
Zhuhai and its sister cities. 

Each team will be formed by three people from different cities: 
one from the host city, and the other two from the other cities 
in LOC. Participants can contact others from other cities in 
advance on the registration platform to form their teams, or 
can be randomly assigned by the system. 

After completing the race, winners will get a bonus, and the 
special-made medals will be awarded to every participant 
who finished the racing. For the host city, the medal will be 
circle-shaped as a center of the special-made medal. Except 
for the host city, the other 16 cities will be divided into two 
groups, and each group will create a different part of the 
medal. Each medal of the different city will be designed by 
each city, which means that each medal will be unique and 
decorated with the characteristic of each city. The medals are 
magnetically attached, which helps to keep the structure of 
the medals together.   

Participants could also exchange their medals with others 
online. The spontaneous sharing of our participants on 
different social media such as RED, Weibo, Instagram, Twitter 
and TikTok will push LOC City Running to a new level. 

To enhance the international awareness of marathon racing, 
offline advertising would be exhibited in the subway, airports, 
and shopping malls of Zhuhai and other 16 sister cities to 
reach more potential participants.

For online promotion, banners and trailers will be released on 
Instagram, Twitter, Weibo and Red via sponsored posts. We 
will also create the hashtag #RunWithZhuhai on those 
platforms for publicity and medal exchange.

3x 
The number of Chinese 
people who participated 
in major running sports 
events tripled from 2016 
to 2019. 

Multinational 
running group 
Participants from different 
countries will form three-
person teams for the race.
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The Exciting Offer 5 × Zhuhai 
We plan to initiate The Exciting Offer 5 to 
cooperate with Pricewaterhouse Coopers 
(Zhuhai) to tell the story of college students 
from the Greater Bay Area working in the 
top consulting firm.  
Those young talents will enter the workplace to experience 
the cruel but inspiring life of working in the very diversified 
environment of the giant company. By reflecting the real daily 
work and living conditions in Hengqin, this reality show is 
expected to communicate the new city image of Zhuhai, a 
young and vibrant city, to Chinese college students who 
cover the target audiences of this campaign. 

Why The Exciting Offer#
Economic growth slowing coupled with the pressure from 
COVID-19 increased the feeling of instability and insecurity 
among young people. Besides, being affected by the 
involution culture, the term refers to the feelings of burnout, 
ennui, and despair in China,  young Chinese people have 61

high levels of anxiety about the workplace as never before. 
Such emotion and tension have been well captured and 
amplified by the career reality show, which caused it to enjoy 
a spike in popularity among college students, overlapping 
with the target audiences of our campaign.

The Exciting Offer, the first and the best career reality show 
series in China, has released three seasons and is currently 
filming the fourth season.  With a wide and faithful audience, 62

it enjoys the heated discussion on social media among those 
career reality shows, the tag page of which has earned 12.2 
billion views.  Besides, its average viewership has reached 63

112 million in 2021, ranking No.8 among the most popular 
and No.10 among the best variety shows in China.  It is 64

worth mentioning that about 76% of its audience is the 
young generation.  65

Why Pricewaterhouse Coopers# 
1. Huge influence on the industry. Pricewaterhouse 

Coopers (PwC) ranks as the second-largest professional 
services network in the world,  and is considered one of 66

the Big Four accounting firms, along with Deloitte,  
Ernst&Young, and KPMG.   67

2.Close cooperation with Zhuhai and Hengqin 
governments. In 2019, PwC signed a strategic cooperation 
framework agreement with Zhuhai Municipal Bureau of 

Commerce and Zhuhai Da Heng Qin Development 
Co.,LTD. (a state-owned enterprise).  68

3.Work as an escort for Hengqin’s finance industry. PwC 
provides consulting services in support of the development 
of finance companies, thereby promoting finance industry 
growth in Hengqin. 

In view of the excellent online performance of The Exciting 
Offer, we plan to cooperate with it to expand online outreach 
and reach more potential audiences. By being filmed at 
Hengqin, season 5 will record the real daily life and work in 
Hengqin, focusing on the fast-changing and diverse work 
context to highlight the fast development of Hengqin, and the 
convenient and comfortable life here. 

Execution
Brief outline of The Exciting Offer 5 
First and foremost, Offer 5 will record the real daily work of 
these interns, as one of its primary content. Besides mock 
practices, these interns will also have opportunities to 
cooperate with international colleagues and deal with real-
world cases by providing consulting services for those 
finance companies in Hengqin with the help of professional 
leaders. Their working progress will show the status quo and 
future prospects of Hengqin, especially its finance industry. 

Secondly, different from previous seasons of this series, Offer 
5 will increase the proportion of life outside of work. By 
emphasizing the work-life balance, it will try to avoid some 
negative emotions such as the tiredness and ennui the 
involution of many Chinese college students today. These 
interns will experience some leisure activities such as The 
Weekend Trip around the Hong Kong-Zhuhai-Macao Area 
and Glamping in Hengqin to promote communication and 
even build more intimate relationships with each 
other. Besides, they will be invited to attend The Color Run 
Zhuhai and share their live streaming on social media. 

• The Weekend Trip around the Hong Kong-Zhuhai-
Macao Area: To emphasize the convenient transportation 
and the close relationship among these three cities. 

• Glamping in Hengqin: To enhance the livable 
characteristics of Zhuhai’s city image. 

• The Color Run Zhuhai: To highlight the young image of 
Zhuhai while providing this offline activity with more online 
exposure. 

Besides, the preferential policies of Hengqin like housing 
subside and the residence permit will also be penetrated in 
this reality show.  69

Best career 
reality show 
The Exciting Offer was 
considered to be the first 
and best career reality 
show in China.62 

Big Four 
PwC is one of the Big 
Four accounting firms in 
the world. 

Collaboration 
inside the 
campaign 
The Exciting Offer 5 × 
Zhuhai will collaborate 
with The Color Run 
Zhuhai during filming via 
live streaming.
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Media planning 
Warm-up | Your Colorful Career 
Before releasing the programme, an online career assessment titled as Your 
Colorful Career will be mainly posted on WeChat through H5, providing them 
references for their career path. According to the previous performance of this kind 
of online activity, people would be glad to share their results with others, thereby 
triggering heated discussion and expanding exposure online. 

During Offer 5 | Content operation 
During the broadcasting of Offer 5, the official account of Tencent Video and PwC 
would release some highlights from the show, especially those content related to 
Zhuhai, to increase traffic on Weibo, Tencent Video and Douyin*, thereby reaching 
more potential audiences. Besides, these interns will update their daily life and work 
by vlogs and sharing on Bilibili, the most popular user-generated video platform 
among Chinese college students, 75% of whom are concerned about the career 
issues seriously.69

Teaser poster 
will be posted on Weibo 

before the show’s launch

Highlight clips 
will be released on Weibo, Douyin 

and Tencent Video

H5 sharing poster 
will be generated after finishing 

Your Colorful Career test 

H5 test 
will be released 
on the warm-up stage

Weibo

WeChat

Tencent 
Video

Douyin

Douyin is the domestic 
version in China, and 
TikTok is the international 
version of Douyin.

*

Interns’ vlog 
will be shared on Bilibili 
during the season 5

Bilibili



The GBA Pioneer Programme 
To encourage the GBA college students to 
change their status from the audiences of 
the reality shows to be interns or workers 
who really live in Hengqin, The GBA Pioneer 
Programme offers opportunities in summer 
and campus recruitment for GBA college 
students and recent graduates to 
experience work and life in Hengqin 
comprehensively, and get a taste of the 
potential and promising future of Zhuhai.

Why internship programme#
The change of life stages from a student to a professional is 
not always very simple. Students have to face many 
challenges when they enter into professional life. As one of 
the most significant consideration when recruiting college 
students, related internship experiences ranks third, which is 
highlighted by 56.6% of employers.  However, 76.3% of 70

college students said that lack of practical and working 
experience was the most disturbing disadvantage to them 
when seeking a full-time job.71

Since it is necessary and highly demanded for college 
students to accumulate work experience, The GBA Pioneer 
Programme is expected to attract many young talents 
successfully. 

Execution 
Programme overview 
The GBA Pioneer Programme consists of two parts, 
organized for college students and recent graduates 
respectively.  

For college students, this programme provides plenty of 
summer internship from those finance companies in Hengqin 
every year. After recruiting and interviewing, those selected 
participants will enjoy a wonderful two-month internship in 
Hengqin’s firms just like what they watch in the reality show 
The Exciting Offer 5. 

Outside of daily work,  participants will have the chance to 
attend various professional and social events. Hengqin, Hong 
Kong and Macao entrepreneurs will be invited to share work 
experience, business skills, career planning, etc. Besides, 
leisure events such as weekend trip and glamping in Hengqin 
were also held during this programme. These activities aim to 
help them build connections and strengthen their relationship 
with others in their fields. 

For GBA fresh graduates, this programme will provide them 
some privileges when applying for the job in finance firms in 
Hengqin. First and foremost, this programme will provide 
them with a pre-recruitment application and interview 
opportunity. It means that they will have two opportunities for 
job application and if they fail in this round, they still can 
compete with others that are not from GBA in the next round.

76% 
76.3% of college 
students thought they 
were lack of working 
experience. 

An internship, 
and an 
InternTrip 
for GBA college students. 

A FastPass with 
more choices 
for GBA fresh graduates.

Introduction     Situation Analysis     Planning     Tactics     Evaluation     Appendix Zhuhai City Branding  |  28

Photo credit: Hengqin Government

http://www.hengqin.gov.cn/macao_zh_hans/hzqgl/dtyw/xwbb/index_3.html
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Media planning 

#HiPioneer : User-generated videos on Bilibili 
To reach more potential audiences and share them with real 
life and work in Zhuhai, we will launch the online video-
sharing with hashtag #HiPioneer on Bilibili. Under the 
hashtag, participants of The GBA Pioneer Program are 
welcomed to share their daily work and life in Zhuhai, 
especially Hengqin. With the spread of these users-
generated videos which are trusted by the public more than 
other regular branded content, the new image of Zhuhai will 
be more vivid and reliable. 

The call-back of The Exciting Offer 5 
To make full use of the continuous follow-up 
effect of Offer 5, interns who attended this reality 
show before will be invited to share their working 
experiences on XYZPodcast.* Based on the 
statistics from previous seasons, these interns 
usually gain considerable followers on social 
media after the show, which could help to earn 
more online engagement.

Bilibili

XYZ Podcast

Mockups sourced from the Internet; 
application interfaces reserved to XYZ 
Podcast and Bilibili; portrait rights 
belong to Jinye LI and Zelin QU.

**

XYZ Podcast ⼩宇宙 is a Chinese 
podcast app, on which college 
students prefer to gain career-related 
information.

*

**



Budget 
Monetary unit: RMB yuan 

Platform Reach CPM Cost

Keep × Zhuhai 
Special Season

Co-branding In-app 20,000,000 50.0 1,000,000

Splash ads
Weibo 8,000,000 62.5 500,000

Banner

The Color Run Zhuhai Offline activity
Materials

Offline - - 800,000
Manpower

League of Coastline 
City Running (Zhuhai)

Advertising
Outdoor ads - - - 1,500,000

Splash ads Weibo 4000,000 62.5 250,000

Offline activity
Materials

Offline - - 1,100,000
Manpower

The Exciting Offer 5 
× Zhuhai

Cooperation Tencent Video 100,000,000 50.0 5,000,000

WeChat H5 WeChat - - 20,000

Experience sharing podcast XYZ Pobcast 400,000 25.0 10,000

Agency fee (10% of total) 2,008,000

Total (pre-tax) 12,188,000

Introduction     Situation Analysis     Planning     Tactics     Evaluation     Appendix Zhuhai City Branding  |  30



Budget 
Monetary unit: RMB yuan 
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Evaluation

Photo credit: Snail
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Evaluation 
In an overview, the Hi there! campaign will 
be evaluated on both qualitative and 
quantitative levels. 
Regarding the quantitative assessment, we will test how well 
our target audiences are informed about Zhuhai’s new city 
image through the survey. As to the more in-depth qualitative 
assessment, we will use SEO keyword research and content 
analysis to have a more insightful view of our target 
audiences’ opinions towards Zhuhai.

Quantitative assessment 
Primarily, this campaign will be evaluated by conducting 
surveys before and after the campaign.  

The first survey has been provided to our target audience and 
gained the primary data. The questionnaire collected the 
current knowledge and awareness of Zhuhai in terms of city 
image, their perceptions of the qualities of Zhuhai and their 
willingness to live or work in Zhuhai. (See Appendix A) 

After the campaign, another questionnaire using the same 
format will be provided to our target audience at the end of 
2023 when the first round of activities are all over. 

In three years, we will use a similar questionnaire and 
observational method to test the target audiences’ 
awareness, willingness and city image of Zhuhai one more 
time. The click and view data on social media will also count 
in the measurement as a mean of monitoring the 
effectiveness of the campaign.   

Qualitative assessment 
In the meantime, we will measure the results of the campaign 
on three levels: affective, cognitive, and behavioral. Basically, 
at the end of our campaign, their impressions of Zhuhai are 
expected to include young and vibrant. 

Secondly, SEO keywords research and content analysis 
methods will be provided to measure whether the campaign 
generated and raised their awareness and agreement 
towards Zhuhai’s new city image, and their willingness and 
intention to pick Zhuhai as their first live and work choice.  

Finally, after long-term communication of LOC activities, we 
hope to reach the ideal situation that Zhuhai could have 
further influence on the international stage, Zhuhai will accept 
more and more young talents around the world, and achieve 
its goal to be a vibrant city.

Previously on 
the campaign 
goal and 
objectives 

Campaign goal 
To communicate a new 
city image of Zhuhai to 
Chinese college students, 
especially GBA students, 
shifting the impression 
from a livable city to a 
youthful and vibrant city. 

Objectives 
From April to November 
2023 
To increase Zhuhai’s new 
image of youthfulness 
and vibrance by 35% 
among GBA students, 
and 20% among Chinese 
college students. 

In three years 
To increase the intention 
of GBA students to put 
Zhuhai in their future city 
choice list by 35%, of 
Chinese college students 
to visit, stay or work in 
Zhuhai by 20%.
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Questionnaire 
珠海的现在与未来 
感谢您愿意填写这份毕业项⽬问卷。本问卷有约15道简单的问题，约3-5分钟即可完成。 
问卷相关信息将严格保密，请放⼼填写，⼗分感谢你的参与！ 
（城市政策话题会被系统⾃动判定为敏感信息，问卷全程匿名，请不必担⼼） 

单选｜您⽬前的身份是？ 
若您现在还未完成计划的学业或在此期间实习，也请选择第
⼀项。 
A. 在校⼤学⽣或研究⽣ 
B. 其他 

填空｜毕业后您最可能会去哪些城市就业或定居
（国内外均可）？ 
如果可以的话，欢迎⽤⼏个词语简单描述您选择的城市。 

填空｜不考虑现实因素，毕业后您最想去哪些城市
就业或定居（国内外均可）？ 
如果可以的话，欢迎⽤⼏个词语简单描述您选择的城市。 

多选｜影响您选择上述城市的因素是？ 
A. ⾃然环境良好（空⽓质量、⽣态环境等） 
B. ⼯作机会多，或是⼼仪公司的所在地 
C. 亲近朋友同学的选择 
D. 休闲娱乐活动丰富 
E. 国家政策扶持 
F. 家乡情结 
G. 饮⻝习惯 
H. 紧急公共事件处理能⼒（如疫情防控能⼒） 
I. 其他 ____ 

多选｜您⼀般通过哪些渠道了解城市相关的资讯信
息，或对该城市感兴趣？ 
A. ⾃媒体（由个⼈创建的公众号、微博、⼩红书、
播客等） 

B. 传统媒体（⼴播、报纸、杂志、电视等） 
C. 政府宣传（官⽅发布的信息、城市宣传⽚等） 
D. 影视剧场景（厦⻔《开端》、重庆《少年的
你》、深圳《奇迹：笨⼩孩》等） 

E. 特⾊⽂化输出（河南春晚《唐宫夜宴》、四川三
星堆、川渝地区⽅⾔×Rap、博物馆⽂创周边等） 

F. 相关赛事影响（球类主场、电竞⽐赛、⻢拉松等） 
G. 亲身体验 

量表｜热播影视剧取景地会在多⼤程度上影响你对
该城市的看法？ 
厦⻔《开端》、重庆《少年的你》、深圳《奇迹：笨⼩孩》等 
完全没有影响 1 — 7 有很⼤影响 

量表｜特⾊⽂化输出会在多⼤程度上影响你对该城
市的看法？ 
河南春晚《唐宫夜宴》、四川三星堆、川渝地区⽅⾔×Rap、
博物馆⽂创周边等 
完全没有影响 1 — 7 有很⼤影响 

量表｜相关赛事的举办会在多⼤程度上影响你对该
城市的看法？ 
球类主场、电竞⽐赛、⻢拉松等 
完全没有影响 1 — 7 有很⼤影响 

单选｜您是否去过珠海？ 
A. 是，在此⽣活、学习或实习 
B. 是，去旅游过 
C. 否 

填空｜说到珠海，您会⽤什么样的词来描述它？ 

回答部分已经过了⼤半✌  

多选｜您是通过哪些渠道了解到珠海的？ 
A. ⾃媒体（由个⼈创建的公众号、微博、⼩红书、
播客等） 

B. 传统媒体（⼴播、报纸、杂志、电视等） 
C. 政府宣传（官⽅发布的信息、城市宣传⽚等） 
D. 影视剧场景 
E. 特⾊⽂化输出 
F. 相关赛事影响 
G. 亲身体验 

矩阵量表｜您对珠海以下城市标签的认可程度是？ 
⾮常不认同 1 — 7 ⾮常认同 
A. 经济特区，国家政策扶持 
B. 地理优势强，毗邻澳⻔ 
C. 宜居城市，⽣活节奏慢，⽣态环境好，⽓候舒适 
D. 旅游胜地，海岸线绵⻓，岛屿众多，⻛景优美 
E. 科技发达（格⼒、魅族、⾦⼭等企业所在地） 
F. 发展潜⼒⼤，⼯作机会较多，适合投资 
G. ⽂化艺术交流平台（珠海⼤剧院、⼤型晚会分会
场、粤港澳⼈才交流地等） 

H. ⺠⽣相关⽅⾯存在问题（商圈分散、交通不便、
房价太⾼等） 

I. 相对落后，“⼗⼋线⼩城市” 

量表｜您在多⼤程度上愿意在珠海⼯作或定居？ 
⾮常不愿意 1 — 7 ⾮常愿意 

多选｜您认为⽬前的珠海满⾜你选择⼯作或定居城
市的哪些因素？ 
A. ⾃然环境良好（空⽓质量、⽣态环境等） 
B. ⼯作机会多，或是⼼仪公司的所在地 
C. 亲近朋友同学的选择 
D. 休闲娱乐活动丰富 
E. 国家政策扶持 
F. 家乡情结 
G. 饮⻝习惯 
H. 紧急公共事件处理能⼒（如疫情防控能⼒） 
I. 以上都不满⾜ 
J. 其他 ____ 

单选｜您的性别是？ 
A. 男 
B. ⼥ 
C. 其他 

填空｜您的年龄是 ____ 岁 

列表选择｜您的家乡是？ 

列表选择｜您⽬前就读或⼯作于哪个城市？ 

本次问卷就到此结束啦！⾮常感谢您的参与，祝您
度过美好的⼀天 :) 

选填｜如果您愿意参加我们的 Focus Group，欢迎
在这⾥留下您的微信号，我们会在近期联系您。 
Focus Group 也称为“焦点⼩组”或“⼩组访谈”，是⼀场很⾃由
的⼩组聊天。此次访谈的主要⽬的是倾听⼤家对就业和城市
选择⽅⾯的看法。 

Below: The poster of this questionnaire
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Related information on focus groups 
Focus group A 

Participants 
余梓辉 MAD  胡⾬格 FM  杨海铎 EPIN  曾卌妮 PRA 
⻩凌芸 ACCT  姜⼀诺 SWSA  邓⾬婷 MAD  张静娴 SWSA 

Questions 
1. 毕业后有什么规划？ 
2. 未来打算去哪些城市就业/定居？（没有的话有什么其他考虑） 
3. 影响你选择这些城市的因素有哪些？（朋友、⼯作机会、环境、休
闲娱乐、政策） 

4. 如果要⽤⼏个词来描述上述城市，你会怎么描述它（性格、特质或
者任何你想到的词都可以）？ 

5. 我们不是常常开玩笑说社畜吗，那在未来规划的⽅⾯你会想要当⼀
个社畜还是说当⼀个咸⻥，⽐如我就是想舒服的⼯作，我就会想去
更宜居的地⽅⼯作好好⽣活，但是有些⼈就会说我要去精英扎堆的
地⽅⼯作，我就要为了⼯作付出，我可能就选择⼀个⼤众眼中不那
么宜居但是⼯作相对累⼀点的地⽅，那你们对这个会有规划吗？ 

6. 你觉得发展潜能是你选择⼯作的⼀个标准吗？ 
7. 有关注过城市⼈才引进政策吗？对这些政策有多少了解？这些政策
（补贴、个税、落户等）在多⼤程度上会影响你的选择？ 

8. 如果说⼀个城市充满机遇，你第⼀个想到的是什么城市？ 
9. 如果你是⼆⼗年前的应届毕业⽣，你会更愿意去到类似当时的深圳
那种虽然有国家政策⼤⼒扶持且亟需⼤量⼈才涌⼊，未来充满机遇
和⻛险的城市，还是北上⼴这些当时已经发展起来的城市？ 

10.提到粤港澳⼤湾区，你的第⼀印象是？ 
11. 对珠海的印象是？提起珠海会联想到什么？ 
12.影响你选择/不选择珠海作为未来就业/定居城市的原因是？ 
13.对横琴有多少了解？ 
14.横琴有很多⾦融和⾼新技术企业进驻，再加上⼈员流通和政策⽀
持，基于此，⼤家会觉得有发展前景吗？

Focus group B 

Participants 
孙佳乐 ACCT  吕宜可 PRA  罗紫盈 APSY  周宗洋 AE 
唐懿 ATS  陈创 CST  江顺美 PRA  彭⼦归 ENVS 

Questions 
⼯作 
1. ⼤家都来⾃什么专业捏？家乡在哪⾥？ 
2. 以后想做什么⼯作捏？ 你理想的⼯作氛围是怎样的？（环境、同
事、⼯作内容等） 

3. 你希望未来和什么样的⼈⼀起共事？（年龄段、性格、品质等） 
城市 
4. 你毕业后最想去的城市是哪⾥？（你也许不⼀定会去，但是是你最
想去的城市）你觉得它是⼀个什么样的城市，可以描述⼀下吗？ 

5. 你认为哪个城市是充满激情/未来感的？为什么这样感觉？这些城市
有什么代表的东⻄或者共同点吗（地标、饮⻝、⽂化都可以） 

6. 你提起上⼀题中的城市，会不会想起什么东⻄可以代表它？⽐如现
在⼤家提起⻓沙就会想起茶颜悦⾊。 

7. 有什么样的契机会让你很想去⼀个城市？ 
理想主义 
8. 想⼀想过去的经历，你有没有仅仅因为⼀个念头⽽⻢上决定要去做
⼀件事情，或是唤起了⼼中对某件事的憧憬？分享⼀下你的经历吧 

9. 有⼈看了⼀条 vlog 就想去⼀个城市旅⾏，有⼈仅仅因为⼀句 slogan 
的触动⽽爱上⼀个品牌，（再举⼏个例⼦），这些都是凭直觉和情
感思考⽽激发的理想主义。有什么东⻄可以唤起⼤家⼼中的「理想
主义」？ 

10.⼤家觉得珠海有哪些地⽅可以唤起⼤家的理想主义？⼤家觉得珠海
有什么可能会让⼤家觉得值得奔赴？ 

品牌 
11. ⼤家觉得什么品牌是符合「理想主义」⽓质的？ 
12.你喜欢的品牌有没有做过什么让你印象很深的⼴告或者活动？ 
13.你喜欢这个品牌是追求共鸣还是说追求差异？
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