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Regional Projection Image of Color Quantification of
5A Level Tourist Attractions in East China
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ABSTRACT: The work aims to analyze the role of color in logos of national 5A level tourist attractions in East China.
The national 5A level tourist attractions in six provinces and one city in East China were taken as the research samples to
study the logo color projection image. Firstly, the quantity and application of each logo color of national 5A level tourist
attractions were analyzed by statistical analysis method; secondly, the logo color was quantified by ColorImpact software;
the combination of the type of scenic spots and logo color, and the difference between color spatial distribution were
analyzed through comparative analysis and SPSS correlation analysis. The quantity of logo color in this area is dominated
by 1-2, but the application of color gradient and superposition mode presents a certain development trend. The differences
in natural and human attributes lead to the use of color in East China. In the cultural and humanistic scenic spots, the logo
color is dominated by red and black. In the natural ecotype scenic spots, logo color is dominated by blue and green. Re-
gional culture and natural factors are the main reasons for the uneven distribution of regional color space. Color, as a car-
rier of meaning and emotion, has greater potential than figurative graphics, and plays an important role in regional image
and correct understanding of scenic spots formed by audiences. The research can provide a theoretical basis for how to
effectively convey regional image to the audience in the color design of future scenic spots logo, as well as a realistic
enlightenment for the research of future regional projection image.
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Tab.1 List of 5A level tourist attractions in East China
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Tab.2 Quantity of logo color for SA level tourist
attractions in East China
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Fig.3 Logo of Shanghai Science and Technology
Museum and Maoshan Mountain
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Tab.3 Statistics on the use of colors in 5A level tourist attractions in East China
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Tab.4 Spearman correlation coefficient matrix
between colors of natural scenic spots
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Tab.5 Spearman correlation coefficient matrix between
the colors of cultural landscapes and scenic spots
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Tab.6 Application of color in scenic spots logo
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