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Abstract

This study aims to analyze the color characteristics of Japanese cultural product
shops and differences in business categories by analyzing the colors of the
Gion Shopping Street in Kyoto, Japan. Through the study, the traditional colors
are reflected not only in the domestic cultural products but also the interior
colors of shops. That way, visitors can be influenced naturally and gain indirect
cultural experience to form a good image of Korea, which can help to improve
sales of cultural products. The analysis was conducted through the colors of
Munsell to determine the overall, dominant, assort, and accent colors based on
categories of goods to identify the characteristics of the traditional Japanese
cultural product shop. Among the 85 shops that were surveyed, YR and W
frequently appeared as chromatic and neutral colors. Dominant was W, and
assort was YR. B, P and Y also showed up. In color combination analysis,
35.3% was contrasted. For the hue, 32.9% was dark. Based on goods
categories, confectionary shops used YR mainly, while souvenir and fashion
accessory shops used W the most. Restaurants mostly had W as thedominant
and YR for assorting. Cafes and art shops used Bk the most. The interior
colors of cultural products shops should maintain the atmosphere of tradition
and convey images of the products well. Based on this research, Korea also
needs to actively reflect the interior designs of cultural product shops using
traditional colors.
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Table 1. Related Articles about Regional or National Cultural Products in the First Half of 2019

Title
A study on the Korean style applied traditional geometric pattern -Focused on the rhombus pattern-

Smallness in Japanese house: From postwar to post-postwar Japanese architecture

A study on development of the cultural products using a traditional pattern -Focused on bag

design-

A study on the popularization of traditional Korean art through the case study of convergence

of K-POP and traditional art - focusing on the idolization of BTS -

A study on the effective merchandising of ‘Museum Cultural Products' in the age of convergence

Author
Chang(2019)
H. Cho(2019)

Youngjoo

Cho(2019)
Youngin

Cho(2019)

Choe and Ko(2019)
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Table 1. Continued

Author Title
Choi and Lee(2019) | Cultural merchandising process of traditional food -A case of Bonghwa Dalsil Han-gwa-
Choi(2019) The color classification of flower tea based on Munsell's 20 color wheel

Guandian, Shin,
and Park(2019)

Effects of marketing strategies on intention of purchase: Comparison between China and Korea

Hwang and An effect on a consumption behaviors according to a value recognition toward traditional
Rhee(2019) cultural -Consumer group comparison based on recognition of traditional cultural values-
Hyun(2019) An aqalysis on thg present status qf publication, commodity and education contents using
botanical art and illustration -focusing on cases of South Korea and Japan-
Hyun and A case study on the publication, commodity and educational contents of the United Kingdom
Kim(2019) using botanical art and illustration
Jang and A study on the brand improvement direction of the bicycle road which is based on the local
Choi(2019) symbolic icon -Focusing on Jincheongun-
Jeon(2019) Creation of Jeju historical culture prototype and cultural contents
Utilization method through the convergence of Korean traditional cultural heritage and
Jeong(2019) ; g
alternative medicine.
Jung and A case study on Chusa Kimjeonghee cultural assets commercialization project considering
Yoon(2019) regional characteristics
Jung and A study on the development of the traditional design content in health and longevity based on
Hong(2019) the lucky signs
The study on development of scarf design by applying the folk painting in Chosun dynasty
Jung(2019) . e
-Focused on flower bird painting-
Kang(2019) The perception of Chinese on the cultural contents of Korea
Emi(aznoﬁ 9) A case study on the creating of shared value through artwork in Kasama, Japan

Jejoong Kim(2019)

A study on the cultural space used public space -Focused on Ueno, Tokyo-

Jiyoung Kim(2019)

Development of fashion cultural product design based on the iconological analysis of four
auspicious animals in Korean folk painting

Kim and Wi(2019)

Development of the scarf design utilizing traditional Korean locks and latch

Ko(2019)

A study on the design of cultural products by using color and contemplation techniques

Kwon(2019)

Beauty experts' perception awareness of Korean mask packs

B. Lee(2019)

Development process for integrated content platform to grow Korean culture and tourism
industry -Focusing on diorama theme park-

C. Lee(2019)

Pyeongchang Dunjeonpyeong Nongak : Value and future content

Ma and Kim(2019)

The development of DIY packages of Gyubang crafts combined with traditional decoration
techniques

A study on Goguryeo-era ancient tomb murals reproduced in 2018 PyeongChang winter

0h(2019) olympics performance -Focusing on Muyongdo, Sasindo and Inmyeonjo paintings in
‘Muyongchong’ and ‘Gangseodaemyo’ tombs-

Park and A study on brand package design strategies consider regional environment and consumer

Hong(2019) psychology -Focusing on regional special products ‘Haebangpung’ of Uljin-gun-

Ei;knspzdmg) Development of character culture products that are fused with local culture resources

Ryou and A study on self-reliance of regional brand & the formation of design identity -Focused on

Son(2019) D&Department in Japan-

Seng and Research on elements of public art project to promote regional activation

Y00(2019)

ig?;gé?d A study on handcraft spirit of Italian design from ‘O BAG'

Zhang, Duan, and
Lee(2019)

A study on the revitalization strategies of Chinese film-induced tourism
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|2 EACHTable 3).

Table 3. Hue of Overview Color

0|9t HIL3H HEfZ HE
2)dt oAl (Figure 3) ¥4 2

Color Hue Frequency (%)

R 21 (8.2)

YR 73 (28.6)
Y 1(0.4)

Chromatic G 10 (3.9)
B 5 (2.0)
P 2 (0.8)

Subtotal 112 (43.9)

W 57 (22.4)

Achromatic B 4 (188
Gy 10 (3.9)

Subtotal 115 (45.1)

etc 28 (11.0)
none 2 (0.8)

Total 255 (100.0)

Figure 1. A Building of Ginkakuiji

Figure 2. Kyoto Tsukimono Daan Gion Store

Figure 3. Laox Kyoto Gion-Shop
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Figure 5. Kyoka Takumi Kurian Shijo Figure 6. Gion Amamiza

Figure 4. Black Bean Tea Bowl Kitao
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Figure 8. Feng Sen Food Co., Ltd. Figure 9. Toyoda Aisando

Figure 7. Kyoto Tsukimono Daan Gion

Store
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Table 4, Dominant, Assort and Accent Color

Dominant Assort Accent
Hue Frequency (%) Hue Frequency (%) Hue Frequency (%)
w 29 (34.1) YR 30 (35.3) YR 18 (21.2)
R 14 (16.5)
YR 25 (29.4) Bk 22 (25.9) Bk 14 (16.5)
Bk 12 (14.1) w 14 (16.5) w 14 (16.5)
B 5 (5.9)
Gy 6 (7.1) R 3 (3.5) G 4 (4.7)
R 4 (4.7) G 3 (3.5) P 2 (2.4)
Y 1(1.2)
G 3 (3.5) Gy 3 (3.5) Gy 1(1.2)
etc 6 (7.1) etc 10 (11.8) etc 10 (11.8)
none 2 (2.4)
Total 85 (100.0) Total 85 (100.0) Total 85 (100.0)
Table 5. Combination and Tone
Combination Tone
Subsection Frequency (%) Subsection Frequency (%)
Contrast 30 (35.3) Dark 28 (32.9)
Analogous 28 (32.9) Moderate 19 (22.4)
Accent 9 (10.6) Strong 16 (18.8)
Identical 5 (5.9) Light 14 (16.5)
Complex 2 (2.4) Vivid 6 (7.1)
none 3 (3.5) Neutral 2 (2.4)
etc 8 (9.4)
Total 85 (100.0) Total 85 (100.0)
z2e O1Y WeRo 7|50 st Moz 40 HH 3. IE A|RA2| 4Z0 W2 M4 HjM M2
9| f {28 0| 227t HEE0UL(Figure 10)
A= Figure 11 Z0| Z2 0fZ MU0l SAHE AtEst 1) 444
Of YRO {Afeh HjMO| MI4ElE= 0| BEO| L{EpLICH b4l Z 8779 HEE AMEF 427H(49%), NE 4174(48%),
E &= Figure 129} 0| HoOfst= AE0|Lt 7tA 9 0[0|ZE 7|Et MHE[ATZE 370(2%)2 O|R2O{AHUUCE. MEH2=Z ZHA
Holote £HRZ ABote 27t Y2 A= LEIT HOjAEOl 3074(36%)2 7tE uZ, JIFEEIHA 230

27%)2 HE OIALt. WHEAMAMS 97H(10%), 7tH et 2f
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Figure 11, Old Art Kondo Figure 12, Gyeongbaam Gion Kita Store

Figure 10. Hayashi Senrakudo

Table 6. Business Category
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Table 7. Representative Color Characteristic by Business Category
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Figure 13. Confectionary Ojiji Tsuji
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