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Abstract 

This study aims to leverage current AI image generation technology to evaluate the potential of human-machine collaboration in 

mascot symbol design and explore potential strategies to address the crisis of homogenization in visual design. Based on a 

theoretical framework of semiotics and destination branding, this study combines cultural coding, AI prompt engineering, and 

expert calibration to transform local agricultural specialty products (ASP) into a mascot visual system. The MidJourney platform, 

which is relatively easy to use, was selected as the primary AI generation tool for this project. Following necessary manual 

optimization, three industrial design experts evaluated the generated AI visual codes via a structured questionnaire to measure 

their acceptability across five design dimensions. The results indicated that AI-assisted generation could rapidly produce diverse 

mascot concepts that embody distinct regional characteristics, though only a few met expectations. This may be attributed to the 

author’s limited proficiency in crafting prompts for this platform; performance was expected to improve significantly with further 

training. The experts’ evaluation of the AI-generated mascot designs revealed that overall acceptance was satisfactory, though 

the male protagonist scored slightly higher in terms of visual appeal and functional suitability. In conclusion, the authors argued 

that AI-generated image technology, when embedded within a human-machine cooperation loop, offers an effective and viable 

mechanism for mascot symbol design of agriculture-specific products in travel destinations. 
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1. Introduction 

In modern regional tourism promotion, mascots have become 

a key tool linking local culture, brand identity, and consumer 

behavior. Through visual design and storytelling, mascots 

transform abstract regional characteristics into emotionally ap-

pealing symbols, enhancing tourists' memorability and affinity 

for destinations, thereby increasing travel motivation and length 
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of stay. Reports indicate that local governments in Japan and 

Taiwan extensively employ mascots as part of their regional 

marketing strategies. Through sophisticated visual design and 

diverse applications such as events, souvenirs, and social media 

engagement, they extend brand lifecycles and generate eco-

nomic benefits [1]. 

For local industries, mascots can drive the development of 

cultural and creative products, extend tourism services 

(guided tours, themed events), and facilitate channel integra-

tion for local small-scale farmers and artisans, forming an in-

dustrial chain of “mascot → brand recognition → consumer 

conversion.” Practical experience and academic research both 

emphasize that the success of mascots hinges on three key fac-

tors: local relevance (cultural roots), visual distinctiveness, 

and sustainable management with cross-sector collaboration. 

Without these elements, mascots risk becoming short-lived 

gimmicks incapable of driving long-term industrial advance-

ment. 

In other words, mascot symbol design forms the foundation 

for successful local branding: it conveys local culture and val-

ues through color, form, and symbolic language, establishing 

emotional connections and high recognizability. Effective 

codes possess scalability, facilitating application across mer-

chandise, events, and digital media while fostering cross-sec-

tor industrial collaboration. Design must balance visual lan-

guage, narrative depth, and interactivity, while properly ad-

dressing intellectual property and cultural respect. Avoid ste-

reotyping or excessive commercialization to sustain long-term 

trust and ensure sustainable operations. 

However, the current market environment exhibits a trend 

of visual homogenization. Therefore, this study aims to utilize 

currently popular AI-generated image technologies to evalu-

ate the potential of human-machine collaboration in mascot 

symbol design of agricultural specialty products in travel des-

tinations and explore how to address the crisis of visual design 

homogenization. 

2. Literature Review 

To gain a thorough understanding of artificial intelligence's 

role in design aesthetics, an interdisciplinary approach is es-

sential. By building foundational bridges between semiotics, 

marketing, computer science, and other disciplines, we can 

begin to grasp its true significance. 

2.1. Tourism Destination Image (TDI) & 

Saussure Codes 

Tourism Destination Image (TDI) is composed of Cognitive 

Images (knowledge-based attributes) and Affective Images 

(evaluative emotional responses), both of which dictate trav-

eler choice [2-4]. The cognitive aspect includes describable 

attributes such as resources, facilities, and transportation; the 

affective aspect is tourists' liking, surprise, or sense of belong-

ing to the location. 

From a semiotic perspective, a mascot is a symbolic system 

composed of a signifier (physical form) and a signified (po-

tential meaning). Simply, design is the translation of the core 

image (signified) of a destination into a recognizable visual or 

behavioral signifier. For dissemination across multiple plat-

forms, the signifier must possess visual recognizability, per-

formance feasibility, and emotional evocative power [5]. For 

example, the distinctive white V-shaped stripe and "T" on the 

chest of the mascot "Oh! Bear" (Figure 1) serve as specific 

signifiers, distinguishing it from ordinary bear images and en-

suring effective concept communication [6]. 

 
Figure 1. Pattern of “Oh！Bear”. Source cited from: (MOTC, 2013) 

[6]. 

2.2. Mascots and Local Agricultural Promotion 

Mascots, typically anthropomorphized animals or cos-

tumed characters, have evolved from static, cartoonish logos 

into dynamic intellectual properties engineered for cross‑plat-

form performance and audience interaction. This evolution re-

quires designers to balance visual distinctiveness, performer 

ergonomics, and multimedia adaptability so that a character 

can appear credibly in live events, short animations, social 

media, and merchandise. Integrating this contemporary under-

standing of mascot design with the promotion of local agricul-

tural products creates a potent marketing synergy: mascots 

embody regional narratives, simplify complex product attrib-

utes (e.g., organic, heirloom, terroir), and provide a memora-

ble cue that links consumers’ affective responses to specific 

crops or farming practices [7]. 

From an academic perspective, mascots operate as sym-

bolic intermediaries that translate place identity and cultural 

heritage into consumable brand meaning. When a mascot is 

crafted with local motifs—traditional dress, endemic fauna, or 

references to regional festivals—it performs two functions 

simultaneously: it signals provenance (thereby enhancing per-

ceived authenticity) and it reduces cognitive friction in con-

sumer decision‑making by offering a single, salient heuristic 

for product quality. Empirical work on character‑led cam-

paigns in sustainable food contexts suggests that mascots can 

positively influence attitudes and purchase intentions, partic-

ularly when they are congruent with product values such as 

healthfulness or environmental stewardship [8]. 
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Designing mascots for agricultural promotion also entails 

logistical and ethical considerations. Performer safety, cultural 

sensitivity, and supply‑chain transparency must be embedded 

in early design stages so that the mascot’s public appear-

ances—at farmers’ markets, school outreach programs, or ex-

port packaging—do not inadvertently mislead consumers 

about production methods or origin. Moreover, coupling mas-

cot campaigns with educational content (short animations 

about cultivation, QR codes linking to farm stories) amplifies 

their persuasive power while supporting traceability and con-

sumer trust [9]. 

2.3. Artificial Intelligence-Generated Image 

Technology (AIGIT) 

Currently, the field of graphic design is undergoing a dis-

ruptive transformation driven by artificial intelligence tech-

nology (AIGIT), and its development may be based on three 

core architectures: [10-13] 

1) Neural Style Transfer (NST): Merging artistic styles 

with image data. 

2) Generative Adversarial Networks (GANs): Creating 

novel content through competing neural architectures. 

3) Variational Auto-encoders (VAEs): Refining and opti-

mizing visual detail. 

These technologies will catalyze applications across at least 

five major directions: automated design (sketch generation), 

format conversion, content generation, image restoration (au-

tomatic defect enhancement), and market response prediction/ 

optimization. 

3. Practical Operation 

Currently, numerous AI platforms exist online to assist de-

signers in creating artwork. Among the more prominent ones 

are MidJourney (https://www.midjourney.com/), Leonardo 

(https://leonardo.ai/), dreamlike.art (https://dreamlike.art/), 

Adobe Firefly beta, and Stable Diffusion. The author has 

previously attempted to set up the Stable Diffusion platform 

multiple times to leverage artificial intelligence (AI) tech-

nology for rapid painting creation. However, the quality of 

AI-generated images depends not only on the user's famili-

arity with the platform but also on the underlying large 

model employed. Therefore, this study selected the MidJour-

ney platform (https://www.midjourney.com/) to create a 

mascot symbol for the Imperial Pomelo fruit, a specialty ag-

ricultural product of Shetou Township, Changhua County, 

Taiwan. The detailed operational steps were as follows. 

Briefly, we defined this collaborative workflow as a “hu-

man-machine collaborative operating system.” The AI entity 

generated visual symbols, while human insight guided the 

presentation of cultural attributes for regional tourism desti-

nations through AI prompting. 

3.1. Process for Extracting Mascot Symbols 

Using AI Collaboration 

This research framework integrated the design process of 

tourism destination symbol into five steps as shown in Figure 

2. 

Then, the five steps were further outlined below. 

A. Collection of tourism destination symbols and cultural 

information: Gathered characteristic data on regional folk cus-

toms and specialty agricultural products. 

B. Extraction of regional cultural and agricultural product 

symbols: Identifying the referents (core meanings) of symbols 

and converting them into AI prompts to empower artificial in-

telligence. 

C. AI-driven multi-solution generation: Produced diverse 

visual symbols and image concepts. 

D. Localization calibration: Experts and industry profes-

sionals discussed and screened for cultural authenticity and 

consumer resonance. 

E. Visual system construction: Integrated mascot character 

imagery into brand and digital media. 

 
Figure 2. Process for Extracting Mascot Symbols Using AI Collabo-

ration. 

3.2. Simple Steps for AI-Generated Images of 

Mascot 

MidJourney is a text-to-image AI tool built on the Discord 

platform that generates visually stunning images based on 

your text prompts. Due to its user-friendly interface and fast 

image generation capabilities, it has become increasingly pop-

ular among users in recent years. MidJourney prompts typi-

cally consist of three main parts: A) subject, B) style, and C) 

parameters. Simply, A) subject refers to the specific content of 
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the AI-generated images; B) style refers to the visual style, en-

vironmental elements, and lighting of the AI-generated im-

ages; and C) parameters refer to the image dimensions and 

other settings. 

The following outlined the operational steps for generating 

AI-generated images in this study. First, we derived a prompt 

based on Saussure’s sign theory to encode the anthropo-

morphic pomelo fruit, and then used AI to generate an image 

featuring the characteristics of a travel destination mascot. The 

prompt texts were as follows: “A cheerful and brave anthro-

pomorphic pomelo mascot with a round, compact body, a 

large head, wide-open eyes, and a smile; 3D render, the main 

color is a soft golden yellow, accented with light green leaf 

decorations; the skin has a delicate texture with soft highlights; 

A small green leaf sits atop its head like a hat; its cheeks are 

flushed with a soft pink blush; it strikes a friendly pose, either 

waving or cradling the fruit”. With its cute cartoon style, soft 

natural lighting, light-colored background, and rich details, it 

exudes warmth and freshness, making it ideal as a brand mas-

cot.” The prompt texts “A cheerful and brave anthropo-

morphic pomelo mascot, Round, compact body, Large head, 

wide-open eyes, and a smile” described the subject, while “3D 

render, Cute cartoon style, Soft natural lighting” described the 

style. Therefore, if the designer understands these key ele-

ments, simply changing the text descriptions can alter the 

presentation style of the AI-generated images. 

3.3. Design Quality Assessment for ASP Mascot 

Character 

To evaluate the aesthetic quality of the final mascot charac-

ter designs, this study once again employed the structured 

evaluation framework for graphic design previously published 

by the authors [14]. The survey was conducted using a 5-point 

Likert scale. The study invited three industry experts to com-

plete a questionnaire evaluating the designs across five dimen-

sions (e.g., visual appeal, character traits, emotional expres-

siveness, consistency and coherence, and functional role). 

These dimensions were selected to comprehensively cover 

both the perceptual and functional aspects of character design, 

as these elements may collectively influence viewers’ ac-

ceptance and the design’s usability in practical applications. 

4. Results and Discussion 

4.1. Extraction of Mascot Image for 

Agricultural and Specialty Products at 

Tourist Destinations 

Based on Saussure’s theory of signs, the overall design of 

this mascot, representing local agricultural specialties of 

travel destinations, derived from the original codes of the 

fruit’s shape and color. Briefly, it featured a short, rounded 

body (with a relatively large head-to-body ratio) and short, 

smooth limbs, creating a cute and approachable impression. 

The primary visual color was a warm yellow, highlighting its 

warm, curious, and lively personality. After confirming the 

visual design codes, they were converted into prompts. By 

entering prompts, MidJourney was able to generate quickly 

initial drafts of anthropomorphic Emperor Pomelo mascots 

including protagonists and supporting characters (Figures 3, 

4). The results demonstrated that this AI platform success-

fully translates descriptions of a “lively” and “stylized” pro-

tagonist into distinct visual representations. Furthermore, by 

making minor adjustments to the input prompts, scene im-

ages could be generated quickly, further refining the mascot 

character design for agricultural specialty products (Figure 

5). However, the level of detail in the images may be influ-

enced by the specificity of the prompts. If the author deter-

mined after review that the images lack sufficient saturation 

or brightness, manual adjustments were made using graphic 

design software (such as Photoshop program) to ensure the 

output quality of the mascot images. 

  

Figure 3. AI-generated image of a pomelo-like mascot. Left panel: male protagonist, Right panel: Female protagonist. 
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Figure 4. AI-generated image of a pomelo-like mascot: male supporting role. Left panel: male supporting role, Right panel: female supporting 

role. 

Generally, after entering a prompt, MidJourney can gen-

erate four images at a time. The duration of image generation 

is primarily dependent on computer hardware specifications 

and internet speed. For example, using a Windows 11 oper-

ating system, an Intel Core i7 processor, and 24 GB of RAM, 

the average time to generate four images was approximately 

29.1 seconds. The results also showed that only about 1 in 

100 AI-generated mascot images met the author’s expecta-

tions. However, after continuous practice and refinement, 

that ratio was further improved to 1 in 40. 

  
Figure 5. Conceptual design of a scene featuring the mascot character for agricultural products at a tourist destination. The images on the 

left and right panels depicted different scenes, enriching the mascot’s character story. 

4.2. Expert Evaluation of Design Quality 

Three industrial design experts (including two men and 

one woman, with an average of approximately 22.7 years of 

professional experience) evaluated the characteristics of 

these mascot designs across five key dimensions through 

questionnaire analysis. The analysis was based on the as-

sumption that each dimension was equally important and 

suitable for small sample sizes. A comparative overview us-

ing a radar chart generated by Python program revealed that 

the anthropomorphic pomelo-themed characters were gener-

ally well-received with no significant differences among 

them (Figure 6). However, the male protagonist scored 

slightly higher in terms of “visual appeal” and “character 

function,” suggesting that, in the agriculture-tourism sector, 

AI-generated male characters may currently hold greater 

commercial marketing value. 
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Figure 6. Assessing the Acceptance of AI-Generated Mascot Character Designs. This questionnaire used a Likert scale, where 5 indicated 

“strongly agree” and 1 indicated “strongly disagree.” The values shown on the radar chart represented the average scores from the question-

naires completed by three experts. 

5. Conclusion 

In this case study, we designed a mascot themed around 

pomelos—a specialty of the e area in Changhua County, Tai-

wan. By first using AI to generate images and then refining 

them manually, we not only significantly shortened the design 

cycle for the final piece but also highlighted the unique char-

acteristics of AI-generated content in character design. Fur-

thermore, AIGIT has the potential to serve as a design mech-

anism for small-scale farmers in the future, enabling them to 

create professional-grade brand identities at a fraction of the 

traditional cost. 
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