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Exploratory Research on National Tourism Logo Evaluation System
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ABSTRACT: The work aims to explore the tourism logo evaluation system. Based on color science, design science, cog-
nitive psychology and other disciplines, the significance of design and cognition on the tourism logo evaluation was clari-
fied. Taking national official tourism logo as the example, the HSBAT and RI evaluation system of national tourism logo
was constructed from the two-dimensional level of designer-design and receiver-recognition. Through the application of
the evaluation system, designers tended to adopt three primary colors of red, yellow and blue in the hue of logo design,
with the threshold between the purity of 71%~100% and brightness of 61%~100%. Most of the logos were combined with
graphs and texts, which were composed of rich color harmony. At the cognitive level, the national tourism logos were di-
vided into three levels: ideal, good and general by expert scoring. Combining the two elements of design and cognition,
the national tourism logos were finally divided into three levels: ideal, good and general. The HSBAT-RI evaluation sys-
tem is basically consistent with the public’s cognition and can be used as the reference system for national tourism logo
evaluation. The analysis results are considered to provide guidance and basis for design and evaluation of future tourism
logo.
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Fig.1 Frequency of H in national tourism logo
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standard based on the design dimensionality

s
AIREE HIENE

B34, 1—i%. 8—ik

2—HE . 12—Hgk . 11—&: . 10—k

e b e

e 7—%. 9—iist, 5—a% . —%

B 81%~90%. 91%~100%. 71%~80%

61%~70% . 51%~60%. 41%~50% .

HEE (5) i 31%~40%

5 21%~30%. 11%~20%. 1%~10%

v 6126~7093\ 71%~80% . 81%~90% .
S (B) 91%~100%

H51%~60%. 41%~50%. 31%~40%

& 21%~30%. 11%~20%. 1%~10%

=] Z 1,
B0 s

i LR

[ & S A T
KM (T) ST

ik E35) 21

& 2 HSBAT—RI M & &
Tab.2 HSBAT—RI evaluation system

WA ik BRI
R (H) arRAME (R)
gifE (S) — 3 (1)
HE (B) —
T (A) —
KA (T) —

PR BRAE, A PR TR = AN (E, o B
T 145, 248, 34y, FahBits & ima 1o,
33 7~15 43 LA EEE . 7~9 43— REZ IR, 10~11
A NBIFIRI, 12~15 28 A Z YK .

— B2 U N AR R A R IOR B A
ik EEGNER . P TTRES OBV L. MRERE AR
HAl)JZ U HE G R . 4l B AT BEAR Hoh Ser i, i T
BAFRRAbREAR =4, e m 28, s,
K, BER/RE . XEERMEYEN . FKIm . B )E
W, W, WSO WA, S ARE AR, 4l
JE RN BE AL TR (a7 B, A SCFE AR, A RS
A RN, Hor I SC LA BUAR A b R AR ERAR 2 K
W BIT 7 H A /N e R A 55 o A T BRARLZ R I b
BIH—AENA, HREH, EHA——F12, %
JER BT E R IR T R e (B IERbr s R
BEH. R e, &, W, HIbA RS,
WA AN IRA—FER R | IR,

3.2 ETFIAMITEN BRMIRAER S

18 % Wang 252434 1905 kU0, R AR HTPEA
A IEFT 43X 5 R — T\ b X ik I
L7y A S i B e AP O P M ES P N E B
W5 AAPFIR TR R, K b SCE s FUE PR 0 Py
BLZ bR AE S HAATT, 35 MK A R ) 5% o
B FER AP, X —H /B ER AR iR 1T IA
1B S o A D= AN b A ST S AN N I B
KRB L, AT U B — 3t O T AR 4.
PERBRFT a5 S0 8, JFEAEH, L
BE T R IL I — 3t . AW EZ R XA, B
B L REIIER 90% K UL ERIFRIMER , fi)s T l—
DG —VER PR 57

R, PR E B AP — A E R4
W FERAE AN S H X —INE, ZELLRIETE A
F, HEBREGG . FE L ARETE. R, ETRE
N R R R S (R ) FI—rE: (1) BEASTEA R,
PL“seIB” BRIV E R A, AP
For 1. 20 3 =8, USEERESMAL. b m=EA2
wUOl A RN E R, A AR AR A — B4,
WiE—ARIT B BRI . 7 —BEFEN T,
WA E S ERZAERGRNE . X, &% D15
FRIFA G L ZRAT 4P, EEEXTE R NE T
Ja B SRERITEA G I, HRETER
BRI ER S REWEESARUEE T H
K SRTFIE 4

WRAEFT - B a5 8 4~12 33U E, 4~6
SVE R bR AT RN — 2R, 7~9 73 WAL IR IR,
10~12 53 AR Z IR

— 2 R BB B bR A A, an SR A
Je e . HHERRL T . e mbi N AN, LI IRAE,
FRGEMLISCFRUS E, TR “5ER” AL B



I

FarE 20 B ERRWER S PR R R B R PEDT S 209

/,La/ Ssien___

S]mly Asia
By

& 5

Y,
gm-tgﬁ&

HRVIE . SR IEE M EZE RIS (FEZE T M)

Fig.5 National tourism logo of Malaysia, USA and France (national web)

ARSI RN “E—JK” LA, #MELIE R A R
BA, NRBIE AR ARG Bl ARk Y A —Ep
LG Hb . TEAAEZH IR LERE . %
JZUR bR ARSI A 52 51, AR REHE R
AR XML R B Sk, ANREFE A TE sh e R E .

P FEAFZ RN ISR EA LT 751 WEIR
Wt PHE . EE . P, AR RIDIE SCA A
A, EIE B B e R i B A, A 2 5E U
FRIE, BERELE AN AR AR = A — WA 8l s
ENG, JF432hnE L ik vk i (s B

N FEAE RN IFREA T A, WikE . X3
FREEFMSARGN T M . ZE BN . RRS B IR %, PRkt
RIDIESCAL AR £, FIERELEW e, FEA
AN, Hp &R R ET S T A S P R
g, I Rt oo R AR WZ, 5 TH#, T
FE R iRIEE 2 B S | L, 2R R A4
o M TR . B R AR S, 7R AR AR R A
ENRRIRAE B LA GRE, fitr &S VA — 1% —
TN
3.3 ERKFRENSETEN TS E

FEAR B TP A5 50 AR D RHIE A A5 53 A0
53 3T HSBAT—RI FEA AR 2 (1) [ S i i s 1k
PN AR50 o oS AR AT 40 B nT A5 3] 11~27 4331k
AMEEBL, B 11~15 434 R SR b i ) — g2
W, 16~22 VENELFZIR, 23~27 43 A Z IR,

KB — 2R AP SR JUA . WoBvE 2% | 2R
FIEATIN . HoRVEWE . BEEhi T . X FER e 48T
FITm AT WA bR 2 DS R O &
REZ, KRR L F LS E M AIERE, XE
FNRWEAE A2 — PP ARG M A%, AR S LA iR i 5t
o B R R BT, 2 DU /INRTRRE R S0
B, SR RIIAFEEMEM L, BRRZEE R
RN

P TR Z RN bR &G LT JuA~ . i
o, BED AFIZE . SPaar, 2. bk, &
JREL W PHE L EE w P E ., mR B L
DI SCA A AN F, A AL L B PE Ry i
TR, LUGRN TG, B NS, M
W5 AL

P FEIAUZ R N AR S A A o W2 SCRRRR R

RORGN T . P BREJEE . AR . LRI
FEM BT . SRR B I RE IR RO
WIEICT . PG i TR R BL T I S s S e
@, +amH, F55EZARNEEIFaCE. Kb
A LR R AR A R AR B IR AT T A AR
WAL . A ERAEITER, WA SRR
BIVEICR Y, B A RINAE , HAF 0 R B E T A
B s R R . Bk e kI
FB IR AR L ILIE 5,

A [) FE] R A X 25 1l 8 SCAR AR TR AN TR, 7T
REBCTH AN R B IR AR o AR BN LSBT A fi i
TR AR PRI AT 52, P47 NS i Sl S A PR Y
S SR PO NG IaE 2L St e p CE S N IYE 2
JE B ISR N BRI , o R 2R
CRAEBLAE Z AT 5 AR B4 W, B A R
REBOFHEECR | SCFEREER, TS
45 NER T HERR TR Z M ED 1S

4 EBEIRERR SR A RIAFER

P ) 5 h 7E AR 25 HSBAT—RI A 45 5 19—
JER BRI  BARZ R A A3 BEALE SN E R
ZEWRAREE, ARG /A E KR ihr g . —
B BEE 11 4, BEANER 13 g, $RNAIE ARk
14 4y, UEERRIHT 14 2, P W 14 4, P TTRES
17 4% BUFJ2: IR 20 43, EIR2Z 20 4, W
R 20 4, KFH 20 4, KW 20 4», BHK
120 4r. HMUZR . ZSCERFERIRE ARG T Hr 24 4,
FEWHEIr 24 4, R 25 4%, FEHET 25 43, HRAR
K264y, WKW 27 47,

HoE, 4G ECHRR R R AR, 7ERE L
1)+ A E KRR R, IR ER TR R
7L CEWIZARER R KA S IR
7 bR BTN MR AR R S R TR B % E
ERIELLFAT X ILA A AR IF A, H
W, VEREAEZER A 0 28 BT BB [ — J2 WK B bR 4y
B, &2 ERIRAZHE MG RHAZERERER, 19
IME 1~2.4 FR AT, 2.5~3.4 FRHL, 3.5~5 FR
el

SRR, WK LA, IraisSEARA B8
B X Ao 8, UhPA AR 2] T A AT . A4



210 fu, %%

T 7

2020 4 10 H

HSBAT—RI PFHMA 24555 A A bR s SR BT
MAF B PT L Fa T LR B, Bva 2 0 A, B
YUEFEAG; 1 HSBAT—RI PEAMMA 231 H 1 BEAR 2
WREAR I PEIE | S JR AR SR AR 14 28 AR A0
008 . HSBAT—RI PEAM 50 A2 AR 2 s A4
PEM ARSI LU 6. PHIEA | ThJRAR IS FIR KA
V%) AR A DL 7. LAPHEESF A, HE iR
bR AR, o B, FENRPPET %4
EARFENNRMES, 1L FT 0K 2 V6 B 4
B BRI . )R A 25 R UL HSBAT—RI i
Wi R A AN LA B, AT LR Ay i Ve s o 2
[SEZINIE AN

5 #iE

TRWEbR R HIE R 2 Fr, $TiE — K P
AR IR TE 44 P A BRI i 0 1 A B U0 3 5 1) R R AR
@R OB SOt eI, SRR TR
PRAEBT LB R, B (H), 45 (S ).
WIEE (B, R (A ), 2R (T), Al R%BIME (R ),
—HME (1) =R, #WH# T HSBAT—RIWFMIAR, H
T EMEE I E T HIFO bR &G R 4510
BIAL, XF H T PR Z000 1 SR AR AR BT 25 2R
FIZA AR [ S bR s A, 2 B H i B O K

45
4.0
35
3.0
25
201
15F
10 —eo— HSBAT—RI54}
0.5 —o— AR SR
0 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1
T ™
TS N G SRS S A
RY & F & Thod 7
§ &
R R
% &
&
¥

Kl 6 HSBAT—RI P53 FIZ A
X 5 SR PE A5 43 X L
Fig.6 Comparison of HSBAT-RI score and
the public’s overall score on logo

¥

CS?QNFL /{‘/\@‘@&I ves Tg;RISM

..the sunny side of life AU ST R ALlA
B 7 VEBES . TR AR IR A W 1) [ SR Ui b 7

Fig.7 National tourism logo of Spain, Maldives and Australia

A BA) T R DAY R i b s, A S A B BT K ME SR
1, ARAF T ARIYSCAF o BRSSP B AR A [
%, NOEE S BB FIANAR P R, SRIUH
PR IE SR TR . A5, 3B 0] RURS RPN (A R AR
PEXt R AT A 28, FFTEAN RIS XA 1Y
2 T XU X RIS SRR AL 5 X B R 0 o
AT SR BIBESE, s X ik iy H 64 SCH A A
NAUERBAR Y T, e PRI st st g G R, LA
BT A BRI AR A

S 3k

(1] Za. REREIE 2R IR E BT 45 5[]
AR, 2011(2): 151
LI Yan. Discussion on the Combination of Traditional
Graphic Art and Modern Logo Design[J]. Art Panorama,
2011(2): 151.

(2] ARWF. SRR AR S S B R BTTHRESE[D]. %
PO TR, 2010.
DU Yan. City Tourism Logo and Visual Image Design
[D]. Xi’an: Xi’an University of Technology, 2010.

[3] GILMORE F. A Country-Can It be Repositioned? Spain-
the Success Story of Country Branding[J]. The Journal
of Brand Management, 2002, 9(4): 281-293.

(4] B, skar A R W bR A BT RO B ST (D). A,
2004(4): 14-15.
WEI Hua, ZHANG Li-sheng. Design Principles for Tou-
rist Logo[J]. Zhuangshi, 2004(4): 14-15.

(5] 7. MO IRIFE RAr GBI 1], 2%
T#2, 2012, 33(4):15-18.
PENG Jun. Impact of Regional Culture on Tourism Im-
age Logo Design[J]. Packaging Engineering, 2012, 33(4):
15-18.

[6] ¥ &IE. BT B SOl i bR S BT R SE ], 3T
&, 2020, 41(10): 291-293.
HUANG lJian-feng. Logo Design Based on Regional Cu-
Iture[J]. Packaging Engineering, 2020, 41(10): 291-293.

(7] #R3OW, BEAR. R W bR & B N A E AL[T]. A,
2005(1): 80.
CAO Wei-bin, LU Lin. A Location about the Design
Content of Tourist Logo[J]. Zhuangshi, 2005(1): 80.

[8] AAAEE. I MR b 1R 2R G A LI 5 —— DA SR Ay 19
[D]. He#B: PUJIR2E, 2007.
TONG Song-feng. Establishing of Urban Tourism Sign
System: Taking Chengdu for Example[D]. Chengdu: Si-

chuan University, 2007.

[9] MORRISON A M. Destination Positioning and Brand-
ing: Still on the Slow Boat to China[J]. Tourism Review,
2013, 28(2): 6-9.

[10] HEM L E, IVERSEN N M. How to Develop a Destina-
tion Brand Logo: a Qualitative and Quantitative Appr-
oach[J]. Scandinavian Journal of Hospitality and Tour-
ism, 2004, 4(2): 83-106.

[11] Blain C, Levy S E, Ritchie J R B. Destination Branding:



FarE 20 RS EZRWER S IR R IR R MRS

211

[12]

Insights and Practices from Destination Management
Organizations[J]. Journal of Travel Research, 2005, 43(4):
328-338.

LEE S, RODRIGUEZ L, SAR S. The Influence of Logo
Design on Country Image and Willingness to Visit: a
Study of Country Logos for Tourism[J]. Public Rela-
tions Review, 2012, 38(4): 584-591.

FEril, 2RI, R E A5 AR RPN 5T
DL A 75 AR i s i A 0] ARIEEeA R, 2012, 27(2):
43-51.

WANG Jing-chuan, LI Tian-yuan. Evaluation on Tourist

Destination Brand Logos: Taking China Excellent Tour-
ism Cities as Examples[J]. Tourism Tribune, 2012, 27(2):
43-51.

W, TR QIER G M. et R EEE
Hi ittt 2007.

HU Song, YU Hui. Creative Color Matching Skills[M].

[15]

[16]

[17]

Beijing: China Youth Publishing Group, 2007.

WANG Y, FESENMAIER D R. Collaborative Destina-
tion Marketing: a Case Study of Elkhart County, Indiana
[J]. Tourism Management, 2007, 28(3): 863-875.

TR SRR W S A B TE R B 5 3 W 5 —— L
PN R BID]. AL RO K, 2007.

YIN Le. Analysis and Evaluation of Visual Image of
Urban Tourism Landscape: the Case Study of Yangzhou
City[D]. Hefei: Anhui Normal University, 2007.
HENDERSON P W, COTE J A, LEONG S M, et al.
Building Strong Brands in Asia: Selecting the Visual
Components of Image to Maximize Brand Strength[J].
International Journal of Research in Marketing, 2003,
20(4): 297-313.

SHEPARD R N. Recognition Memory for Words, Sen-
tences, and Pictures[J]. Journal of Verbal Learning and
Verbal Behavior, 1967, 6(1): 156-163.

( F4%%5 181 171)

(2]

(3]

T APPH AR BIA[T]. B2, 2016(6): 61.
WANG lJian-lei. APP: The Return of Technology Em-
powerment[J]. Journalism Research, 2016(6): 61.

TERI, Rk, BEx 248 P i FHL IR 51 5]
PRAFRBERTIE[I]. (% TAE, 2019, 40(8): 190.

WANG Ying, YU Shu-shu. Icon Identification of Mobile
Application Interface for Elderly Users[J]. Packaging
Engineering, 2019, 40(8): 190.

. S AAFTEIML. dent: JUM R REL, 2003.
Maslow. Maslow Humanistic Philosophy[M]. Beijing:
Kyushu Press, 2003.

FF, AW, ZEgek. RO X AR AE
B ORGP R AR U A 3 AT (D). AR Hi, 2015,
35(10): 97.

GUO Ying, FU Wei-yanan, XIA Nan-qiang. Investigation
and Analysis on Information Demand and Path of the Aged
People in Wuhan Urban Community[J]. Modern Inform-
ation, 2015, 35(10): 97.

BT R, B, FMZ, % BHEELH X
B AE BF R [I]. PUACIE ], 2019, 39(6): 59.
QIAN Yu-xing, ZHOU Hua-yang, ZHOU Li-qin, et al. Min-
ing Users’ Health Information Needs in Senior Online

[7]

(8]

[9]

[10]

Community[J]. Journal of Modern Information, 2019,
39(6): 59.

INKIR, IV, BRSLE, XIRNAR. B4 A @R oK
UG ERAEFEXTR ). PE ARG, 2018, 38(21): 5366.
SUN Xin-ran, SUN Jin-mei. CHEN Li-fu, LIU Li-juan.
Characteristics of Elderly Health Demand and Health
Management Strategies[J]. Elderly Chinese, 2018, 38(21):
5366.

PN, BEIR K AT AR P RS R R4 ) - 4R
AT i T LA R RS2 [EB/OL]. (2018-5-9)[2020-07-17].
Sohu. Tencent Releases “Elderly Users Mobile Internet
Report”: The Elderly Still Face Reports of Barriers to
Mobile Phone Use[EB/OL]. (2020-4-28)[2020-07-17].
https://www.sohu.com/a/231049569 115565.

FEARI. TR A58 PEHR 7R 2019-2020 Ho ] H5K R
ANAEEFEB/OL]. (2019-1-30)[2020-07-17].

Souhu. Tencent-Penguin Think Tank Reveals Sixteen Trends
of China’s Internet in 2019-2020 [EB/OL]. (2019-1-30)
[2020-07-17]. https://www.sohu.com/a/292326919 257861.
k. TR AR N R R A TR ND. P E A R,
2020-6-29(003).

SHI Wei. Help the Elderly Enjoy Digital Life[N]. China
Population News, 2020-6-29(003).



