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A Preliminary Research on the Tourist Brand

YAO Zuo—wei
(Department of Economics and Management, Institute of Public
A dministration, South China Normal University, Guangzhou 510631, China)
Abstract: Tourist brand is becoming more and more important in tourism in China, and the corresponding research still
remains a new issue. Based on the theory of brand marketing this essay focuses its study on the definition the fea
tures, the classification and the registration model of trademarks. In addition the author undertakes a preliminary re-
search on the difference between tourist brand and other brands.
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