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2013 400% .

2008 1,168(9.3) 2,378(6.4) 610(3.9) 320(-4.5) 160(14.4) 277(4.9) 136(-2.9)

2009 1,342(14.9) 3,053(28.4) 611(0.2) 381(18.9) 216(34.6) 272(-1.7) 137(0.5)

2010 1,875(39.7) 3,023(-1.0) 653(6.8) 406(6.8) 229(5.9) 297(9.4) 151(10.0)

2011 2,220(18.4) 3,289(8.8) 662(1.3) 428(5.4) 281(22.9) 337(13.4) 155(2.7)
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2009 7,818,533 13.5 9,494,111 -20.9

2010 8,797,658 12.5 12,488,364 31.5

2011 9,794,796 11.3 12,693,733 1.6

2012 11,140,028 13.7 13,736,976 8.2

2013 12,175,550 9.3 14,846,485 8.1
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. 3.21 3.11 3.14 3.18 2.04 2.99

. 3.90 3.45 3.40 3.30 3.13 3.12

. 4.10 3.42 3.72 3.21 3.86 3.24

. 3.61 3.36 3.21 3.20 2.50 3.05

. 3.59 3.51 3.46 3.54 4.08 3.82

. 3.41 3.10 3.25 3.02 2.33 2.91

. 3.96 3.70 3.30 3.36 3.00 3.44

. 3.90 3.77 4.40 3.45 3.80 3.60

. 3.64 3.12 3.20 3.38 3.62 3.77

. 3.90 3.39 4.46 3.55 3.68 3.27

. 3.61 3.28 4.31 3.37 2.91 3.21

. 3.78 3.74 3.27 3.39 3.95 3.73

. 4.03 3.30 3.73 3.29 3.83 3.47

. 4.10 3.55 3.76 3.20 2.84 3.08

. 3.91 3.84 3.10 3.43 3.29 3.31

. 4.34 3.80 3.48 3.40 3.65 3.40

. 4.07 3.67 3.39 3.35 3.29 3.29

. 4.14 3.55 3.66 3.33 3.53 3.38
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A  Study  for  Brand  Value  and  Perception

of  Chinese  Regional  Brand
:  through  comparative  analysis  of Hunan  Province, Hubei  Provence 

and  Jiangxi  Province

Jeon, Hyeong-Yeon

Ye, Zhaoyuan 

This study analyzed local official websites, to get an understanding 

of their regional brand communication strategies of some Chinese regions, 

then discuss the appropriateness of those strategies. In addition, a survey 

is used to get knowledge about how local residences and visitors see 

those regions in their point of view. In the case of this study, the research 

deliberately targeted three central areas in China - Hunan Province, 

Hubei Province and Jiangxi Province. First of all, Semiotics methodology 

is used to capture the core value of the three districts from their official 

government websites. Next, discrepancies in regional brand understanding 

can be found between local residences and temporary visitors, by 

contrasting the responses in the survey from these two groups. 

Through this investigation, the brand identities and their dissimilarities 

that these three local governments are pursuing can be identified. 

Meanwhile, the different perspectives toward a region by locals and 

visitors can also be concluded. Consequently, the gap between identity 

and core value, and what people perceived as the brand image can 

be revealed. Recommendations for this issue will be based on the aspect 

of the main agent such as the government, aiming to provide the local 

government and related personnel a strategic plan for regional brand 

management.

Key Words  :  Regional  Brand,  Brand Value,  Chinese  Regions,  Brand  Perception
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