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Abstract

This paper takes China’s tourism listed companies as the research object, classifies 45 tourism
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listed companies according to their main business categories, selects 10 tourism listed companies
of different categories, and uses HIROSE model to evaluate their brand value and rank them from
2015 to 2021. The results show that the brand value of real estate investment tourism enterprises
and hotel enterprises rank top. However, after the outbreak of the novel coronavirus epidemic in
2019, the impact on hotel tourism enterprises and comprehensive tourism enterprises is rela-
tively large. For example, Jinjiang Hotel and China Central Exemption Group, their brand value has
declined significantly. Price motivation is the main driving factor of brand value. Although the in-
fluence of expansion motivation and loyalty motivation is weaker than that of price motivation,
their importance to the brand value of tourism listed companies cannot be ignored. Tourism en-
terprises can improve their brand value and enhance their competitiveness by optimizing the price
system, establishing a sound marketing system, and strengthening the shaping and promotion of
brand image.
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Table 2. Classification of tourism listed companies
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Table 3. Prestige driver of 10 tourism listed companies
= 3. 10 Rk EH AR NS ENE
. Hf
NGEL

Tikk A 2,593,393,854.38 4,935,864,519.43 3,082,303,210.48 2,701,042,713.31 3,138,260,753.83 6,093,799,817.17 5,841,496,196.74

2015 2016 2017 2018 2019 2020 2021

B A 939,456,166.89 1,222,941,280.62 955,850,588.63 898,776,267.33 1,085,174,217.08 2,091,267,084.32 2,230,133,619.24
Fieais 185,271,287.84 377,909,114.84 252,639,680.43 400,719,082.54 342,512,281.99 454235,152.93 253,145,500.66
WiTT/KHE  184,297,514.84 34328639866 208,021,725.82  89,191,147.40  103,852,475.11 216,006205.77 179,318,629.75
RIRFES 90,248,999.06 284,191,629.97 236,118,788.15 178,682,766.08 92.812,085.61 55,798,593.37 50,672,184.87
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Ry 327,828,841.06 660,628,509.55 181,880,395.37 122,367,030.15 316,114,366.21 943,975,180.88 1,137,428,453.23
HRVLIIE  2,688,540,866.75 6,255,292,736.10 6,885,174,908.23 7,024,903,832.48 6,868,903,072.41 2,038,547,934.35 899,720,929.89
FER 1,081,464,558.22 1,715,193,456.89 1,633,663,101.36 3,918,393,407.48 6,112,944,436.39 5,810,178,139.59 2,153,926,147.03
i 583,908,513.28 1,070,095,452.05 534,051,782.16 311,087,829.18 344,617,900.00 428,309,909.16 319,017,432.66
PULIRE 117,207,563.95 159,449,343.10 85,934,346.05 58,039,253.08 58,488,369.36 96,543,676.93 94,434,468.05
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Figure 1. Line chart of price driver of 10 tourism listed companies
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Table 4. Loyalty driver of 10 tourism listed companies
F* 4. 10 R EH AR BIBEE
NS i 2015 2016 2017 2018 2019 2020 2021
—
G —
Jikk A 0.63303 0.679937 0.770939 0.810198 0.817151 0.758222 0.710327
HEHI A 0.797771 0.855188 0.816815 0.836492 0.814268 0.656639 0.419469
HTEER 0.543732 0.524693 0.642951 0.625998 0.725392 0.797319 0.794267
WK o 0.904643 0.907196 0.875144 0.878786 0.892509 0.908733 0.837694
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Figure 2. Line chart of loyalty driver of 10 tourism listed companies
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Table 5. Expansion driver of 10 tourism listed companies

5. 10 FRFE EH AR K hznE

R

Z\ﬁj"%%’\\ 2015 2016 2017 2018 2019 2020 2021
Tk A 1.208415 1.282791 1.119908 1.1178 1.230705 1.183155 1.105954
BRI A 1.070203 1.075039 1.147001 1.165177 1.191916 1.293538 1.305799
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iR 1.067875 0.986779 1.02171 1.090007 1.129425 0.826766 0.311378
[k 0.922695 0.9587 0.994801 0.995524 1.006729 0.864464 1.03274
¥k ishA
1.9
L —o— A 1RA
1.5 —o— HRLIE
RIPHE
13 —o—JiFIA
11 —o— TR
HARI
0.9 —o— 4R
07 —o— Wik
—o— i [H P4
0.5 —o— hiik
0.3
HEqy 2015 2016 2017 2018 2019 2020 2021

Figure 3. Line chart of the expansion driver of 10 tourism listed companies
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Table 6. Brand value of 10 tourism listed companies

% 6. 10 RifiHFE L QR mENE

4y
NGBS
Fikl A 1,983,851,106.96 4,305,141,166.66 2,661,202,367.07 2,446,169,253.40 3,156,059,732.63 5,466,714,812.03 4,589,015,938.55

2015 2016 2017 2018 2019 2020 2021

RN A 802,085,768.73 1,124,323,748.90 895,523,894.73 876,002,303.34 1,053,204,660.41 1,776,294,956.68 1,221,537,720.07
WHERE  134,645,124.88 291,946,293.29 211,779,339.91 360,169,287.23 340,105,418.97 251,795,760.35 178,093,000.26
WHT KB 180,753,292.79 334,529,918.16 206,221,966.63 84,672,836.07 94,217,586.40 208,486,760.66 202,322,513.61
FRIGIHE 58,004,505.83 147,795,958.77 137,079,816.56 120,204,943.19 67,119,773.38 21,285323.17 25,950,263.40
BEBGY  254,138,799.74 507,333,604.73 143,886,663.68 141,983,126.44 361,365,150.12 784,386,633.58 1,003,167,472.69
FRYTIIJE  2,951,533,645.09 4,961,134,125.86 4,482,703,901.74 4,142,921,921.97 4,839,169,615.12 87,034,642.33 193,175,634.72
FE G 1,009,886,429.76 1,625,423,944.83 1,641,978,857.35 4,373,364,955.70 6,462,139,662.73 4,788,952,366.27 1,814,781,781.19
FERE 569,994,429.19 1,008,009,530.89 520,938,662.35 322,476,596.38 345,451,693.07 285,860,280.94 78,813,710.61
PE2RE 94,754,415.96 133,720,987.53 75,270,121.53  55,710,556.08 57,441,937.72 78,655313.06 84,674,548.52

A A E

6.026E+0

5.026E+0
—o—TEHFIRA
—o— HEILIN 5

4,026E+0 —O0— RYIHZE
—o—JiklA

3.026E+0 ik

ARk

—o— T4 I A%t

2.026E+0 —— T K T
—o—EH 4

1.026E+0 Sy ‘ ok

@ .
25950263 — : e
gy 2015 2016 2017 2018 2019 2020 2021

Figure 4. Line chart of brand value of 10 tourism listed companies
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