o T $43% el
374 PACKAGING ENGINEERING 2022 4% 3

ETHENELHREZEEKERERHAR

&, F/AGF
(I RAE, WM 213022)

WE: Bey AT A ES KRB RAARP ABEZHF G ZZ AT R 7%k, ik ARBLARE L
RAFAFRAT R, KB | AL, KAELEFEFRBE TR E LB 2B A7E A 0 Rk iF
W, BB AEBE AMtBE 2T F. LAAABE TR PR EE LG 4R R T+ 2L,
FBEHFNEL ] MERREELZSREAABYEAAFERN X T EZ RN RARELER, &% REX
Tk AR T B 2R E RN LTRSS AN Y AL RE 6, RS 2380 &0 H st A4k
FiEERTFOMGRLEFE, RELXEEEARPRREL LRI ET AN LEZ N FEME
M, R A T RN IZ T RS R SRR R E AR R RARRIT AR E LA, Am A S T X
AARP BB LR REAEE L,

P kL] RERA; BB, BRBEL;, XitEE

hESES. TB472 EKARIRAD: A X EHS: 1001-3563(2022)06-0374-07

DOI: 10.19554/j.cnki.1001-3563.2022.06.051

Trademark Image of Female Image in the Republic of China
Based on Quantification Theory

SHI Qian-ying, WANG Xiao-yan
(Hohai University, Changzhou 213022, China)

ABSTRACT: The purpose of this paper is to analyze the elements of the female image characteristics in the trademarks of
the Republic of China from the designer's perspective and choose the design method. Taking the female image trademark
of the Republic of China as the research object, and quantification theory | as the basis, use the semantic difference me-
thod to obtain the designer's perceptual evaluation on the female image trademark modeling of the Republic of China, and
then from the female visual image, subject selection, expression method, cultural connotation, etc., extract the key
modeling design elements that affect the perceptual image, and construct the correlation model between the perceptual
image and the female image trademark design elements of the Republic of China through the quantitative theory |. The
selection of different design elements of the designers in the Republic of China has different effects on the expression of
the femal e image trademark image of the Republic of China. The perceptual image vocabulary shows a tendency to choose
the level of specific design elements. There is a correlation between the perceptual image in the female image trademark
of the Republic of China and the designer's choice on design elements. The establishment of the model shows that this
method can effectively describe the perceptual image expression of the femal e image trademark design in the Republic of
China, so as to provide reference for the current female image design in the trademark.
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Tab.1 Representative samples of female image trademarksin the Republic of China
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Tab.2 Design element level classification table
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Fig.1 The Change of Hairstyle in Female Image Trademarks in the Republic of China



4 43% 6l

PP R TR IR 0 1S P G R R 5 377

(2] E

K2 REZEIEL bR R A

Fig.2 Make-up changes of the female image trademark in the Republic of China
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Fig.3 Dress changes of the female image trademark in the Republic of China
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Tab.3 Average value of evaluation on trademark
perceptual image

BRI
B EA— mW— A flF— i
S ks KA I 3
PEA1 214 179 025 125 196
PEA~2 154 093 061 043  1.39

A 35 118 0.21 0.32 0.71 1.00
BEA 36 -018 036 -032 -0.25 0.46

2.4 HFEBME

WRAEECEILEIE T, KUt ERENIEH, 2R
KPAERZEE , BAEPPAN (1 g HAR E 5A m
NHH, 8 i ANWEWZEE Ny I n MR,
S ui)) (i=1,2,-m; j=1,2,45 k=1,2,.n ) R K @ A
W H SR j TR b ADFEART RN, X R B L P
LRt ILE 7AWH, SEBHTA 2~4102KH,
X AT e HY 36 AMEEASI S, A H R X
LN E O e, IRIERTER & ANEEAS, B



378 1 % T & 2022 4E 3 H
0, (ij)= PRSI, B PR I 5 4001 H L 2 L 1 A7 2
{H%kﬂﬂxﬂlﬂ, B M) () PERE, WA e B
Ot ik) s
V= 6, (6,7, +¢ 2
% 2 st (1) 195) 36 R E LI 27 b =2 "

PRRTEREA Y BN AE RS, W3R 40 DIRIARBOTHE R X
BRI AR, BT AR BB E G A

*4

b by UK MHZ j RARNREG &4
N ke UAIEE P B BERLIR 22 5 s 5 £ NI H 928 H &R

Bt ER R ER

Tab.4 Design element response matrix
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Tab.5 Analysisresult of the relationship between design elements and perceptual image " simplicity-complex"
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Fig.4 Extent and direction of the element level's influence on the perceptual image of "simple-complex”
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Tab.6 Design element combinationsin the female image trademark case of the Republic of China
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