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The outbreak of mobile internet has promoted the transformation of popular culture communication. The discourse of marketing and
ideology to the masses has become obvious, providing new content, carrier and path for city marketing. This change has provided
new development opportunities for more cities and vast rural areas in China, and has created a more comprehensive landscape
image. At the same time, however, the negative effects of the short-term high-efficiency marketing behavior on the urban and rural
development cannot be underestimated. City marketing in the era of mobile internet is not the ultimate goal of space production,
but a new means for cities to attract external resources. It should be guided to promote local sustainable development through the

construction of cooperation mechanisms and the response of public psychological demands.
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as a selling point in order to attract passengers
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