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This paper examined how varying the shape and color combination of the background and text affected subjective perception of

advertising fascia for use on traditional buildings. A survey was conducted, using questionnaires, to evaluate reactions to advertising

fascia of different shape and color; the results were then collated and analyzed, in order to gauge the acceptability of advertising fascia

based on visual attractiveness and the degree of coordination with the surrounding environment. Also, using varying background colors

of different Munsell hues, different color combination of background and text color were explored. The results showed that: 1) a significant

difference in the acceptance of advertising fascia was found according to age group, and that the visual attractiveness of advertising

fascia affected elderly respondents more; 2) in terms of material and shape of the fascia, using wood in unfinished organic forms, or

adding a traditional wooden frame was seen to increase the acceptability of advertising fascia; 3) within the surface area permitted for

advertising fascia by local ordinance for historical buildings, appropriate changes to the size of the area did not negatively impact the

acceptance of advertising fascia; 4) using colors of hue R with low value and low chroma, and achromatic color with a middle value for

the background received the best ratings for acceptability.
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1. Introduction
1.1 Background and purpose

In order to confirm the effect of advertising color regulations in
the municipalities of Kyoto, Takeyama? conducted an evaluation
experiment comparing advertisings before and after re-color
according to local regulation. The results indicated that the
advertising color palette, after being adjusted for compliance with
regulations, were considered to be more suitable with the
character of Kyoto. However, the acceptability of advertising was
not positive. This discussion follows on from a previous paper?, in
which we investigated the relationship between color plans and
the degree of acceptability of advertising fascia in historical
regions. The variables were different uses of Munsell hue, value
and chroma combined with varying degrees of fascia coverage.
However, fascia used in this experiment were only basic

rectangular-shaped boards; other shapes were not considered, nor

were different background or text colors.

Different aspects of color schemes for outdoor advertising
regulations in Kyoto City are restricted in different ways;
background is strictly controlled, while text color should be
coordinated with this background color. In addition, for other
forms of advertising, such as channel letters, surface area was
calculated by the maximum length and width®. In Nagano
prefecture, only the background color of outdoor advertising is
restricted?. In the historic region of Sanmachi in Takayama City,
there are specific restrictions on different aspects of advertising;
backgrounds cannot be in primary or fluorescent colors, and text
should be used in 2 colors?. Tokyo Metropolitan Government also
has regulations on the use of color in advertising®. The published
color guidelines and regulations for outdoor advertising
calculates usable surface area from the longest side in most cities,

regardless of shape. In terms of color restrictions, the background
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color is restricted and there are also separate restrictions on
background color and text color. Restrictions for outdoor
advertising in areas of historic significance are more stringent.
However, there are no specific discussions on the acceptability of
advertising fascia, according to shape or the color combination of
background and text.

This being the case, we decided to continue investigating
reactions to advertising fascia on traditional buildings this time.
Evaluating people’s reactions to advertising fascia of different
shapes, and in different color combinations of background and
text color that used the same surface area, this survey was
conducted on the acceptability of advertising fascia of varying
shapes and different color combinations in consideration of their
visual attractiveness and coordination with the surrounding
environment. Finally, based on the acceptability of advertising
fascia, some suggestions are proposed for shape and color
combinations.

1.2 Relevancy

Current research on relevant issues can be summarized as
follows: 1) discussions of the present situation of outdoor
advertising; 2) evaluations of experimental outdoor advertising
designs.

1) Discussions of the present situation of outdoor advertising

Current research mainly focuses on advertising regulations or
the actual appearance of advertising in urban areas.

Lee et al?” conduct a comparative study of regulations of

outdoor advertisement in Tokyo, Seoul, Singapore and Hong Kong.

It discusses four aspects of outdoor advertisement design: order,
individual expression, harmony and identity. However, the role of
color is not examined. Also, the results did not relate to the actual
use of advertising. In terms of advertising regulations, Nonaka?®
summarizes the status and content of advertising regulations.
Again, however, the results are not discussed in terms of use in
the real world.

In terms of the actual appearance of advertising, Kato et al.?
compare the colors of signs in Kyoto, Osaka, Kobe and the Noji in
Shiga prefecture using photography documentation. From this
they note that signs in historical urban areas are generally
smaller, and most of them use achromatic color. However, there is
no discussion of the rationality behind the color design and the
local regulations.

Taniguchi et all”, Yamamoto et allV, Sato et all? and
Watanabe et al'® all similarly investigate advertising color
design used in different urban areas in Japan, amassing data but,
again, there is no discussion of the color design and the relation
with local regulations.

Most of the current surveys and research concentrate on
commercial districts, rather than the use of outdoor advertising
in areas of historical significance. Moreover, the current research

does not focus on discussing the relationship of real world
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application and current local ordinance.

2) Evaluations of experimental outdoor advertising designs

Makil4~15 discusses the suitability, visibility and identity of
existing signboards by gauging reactions to the placement of free-
standing signboards in streets in historical urban areas, business
districts, and along country roads. The perception of signboards
is found to vary according to location, in this study. However,
there is no discussion of what particular aspects of signboards,
placed in historical areas, received a positive reaction. Also the
colors used in this research are not based on the Munsell Color
System, and, in fact, the use of free-standing signboards in
historical areas is not common.

There is also some research on the visual attractiveness of
advertising. Yamamoto et al.'® discuss color combinations used
for billboards rated highly for visual attractiveness, concluding
that the visual attractiveness of achromatic color is higher than
for chromatic color. However, only one background color was used,
without considering the impact of surrounding buildings. Also
there is no investigation of what effect of changes in Munsell
values and Munsell chroma would have.

Uozaki et all7’ discuss the legibility of advertisements
depending on different design issues. They propose that
evaluations change according to the different colors used.
However, the colors used in the paper are only described using
the broadest terms, such as green, yellow, etc., and exactly how
color influences advertising is not explored.

Surveys of test designs mostly focus on visual attractiveness
and legibility, however, these should not the only criteria for
evaluation. In the case of restrictions regarding color, further
research should be conducted on visual attractiveness,
coordination and other factors.

According to previous studies, advertising has a considerable
effect on the urban landscape, and different parts of the urban
environment should be regulated differently. However, there is a
lack of research on how to revise advertising regulations which
takes into account the actual appearance of signboards in the real
world. Also, due to the strict restrictions on the use of color in
advertising in historical areas, most researches focus on modern
cities. Outdoor advertising colors are also needed in historical
areas, and the regulations on outdoor advertising colors in
historical areas are proposed. However, there are no specific
restriction method on design and color combination. Therefore,
this paper looks at the design and color combination of
advertising fascia on traditional buildings, based on the three
factors of coordination, visual attractiveness and perceived

acceptability of outdoor advertising.

2.  Methodology of study
This survey was conducted, using questionnaire, based on

mock-up images of three buildings, and different versions of



d. Gion Shinbashi mock-up (reference image)

e. Tsumago mock-up (reference image)

c. Sanmachi building elevation®

f. Sanmachi mock-up (reference image)
Fig.1 Images Based on Gion Shinbashi, Tsumago and Sanmachi Elevations

————.lll—mﬁ

Reference Image A No.3 No.4 No.5 No.6 No.7 No. No.9

Fig.2 Advertising Fascia Designs
Table 1 Building Color

Architecture of Gion Shinbashi Architecture of Tsumago | Architecture of Sanmachi
Left Middle Right Left Middle Right Left Middle Right
Roof 10B 8/1 5PB 8/3 5PB 8/3 N2 N2 10B 3/2 10B 3/1 5PB 3/1 5BG 6/2
Exterior | 2.5YR2/2;5YR3/6; | 5R2/2; 10YR 2/2; 5YR 22 7.5YR 2/3; 25788 5YR 2/2; 10R 2/3; 5R2/3, 5R2/3,
wall 10YR 8/8 5Y 9/4 2.5Y 8/8 ) N8 10R 4/4 5Y 8/8 2.5YR3/3
Window . 5R 2/2; 10YR 3/4; 7.5YR 3/4; 7.5R 2/2;
frame 2.5Y9/4;2.5YR 2/2 10YR 82 10YR 5/4 75YR 2/2 7.5YR3/2 5YR 22 257 8/10 5R2/3 5R2/3
. 7.5YR 5/6; 7.5YR 6/10;
Door 5YR 3/6;2.5YR 2/2 5R2/2 5YR 22 7.5YR2/3 75YR 6/10 5YR 22 7 5YR 5/6 5R2/3 5R2/3
Table 2 Background and Text Color Combinations
No. 10 11 12 13 14 15 16 17 18 19
Background Color SR 3/3 SR 6/6
Text Color 5R6/6  5YR6/6 5B 6/6 NI N9 5R3/3  5YR3/A3 5B3/3 NI N9
No. 20 21 22 23 24 25 26 27 28 29 30
Background Color 5Y 3/3 5Y 6/6 5B 3/3
Text Color 5Y6/6  5YRG6/6 5B 6/6 5Y3/3 5YR3/3 5B3/3 5B 6/6 5PB6/6  5YR 6/6 NI N9
No. 31 32 33 34 35 36 37 38 39 40 41 42 43
Background Color 5B 3/6 N1 N6 N9
Text Color 5B3/3 5PB3/3  5YR3/A3 NI N9 5R 6/6 5B 6/6 N9 5R3/3 5B3/3 NI | 5R3/3 NI

advertising fascia depicted on the building in the middle of the
three. There are several types of outdoor advertising in both
commercial areas and historical areas such as free-standing
signboards, roof advertising, advertising fascia and so on. The
type of advertising fascia which is commonly used in historical
areas was used in this questionnaire, and the design and color of
the advertising fascia was varied. The respondents then
evaluated the different designs and color combinations.

The street scenes used in this research were based on three

different types of conservation area - Chaya machi in Kyoto- Gion
Shinbashi, Shukuba machi in Nagisomachi- Tsumago and Shoka
machi in Sanmachi- Kamisannomachi of Takayama. The model
structures were three randomly selected adjacent buildings from
these street. Images were produced based on official building
elevations© as shown in Fig.1l. The building colors were
determined using Munsell color chart? in field research, as
depicted in Table 1.

In keeping with the advertising regulations in Takayama?, a

—997 —



castle town, the surface area of the advertising fascia was limited
to a maximum of 20% of the building surface. In previous
research?, we explored the case that when the advertising fascia
was restricted to being 5% of the building facade, using a wide
range of different background colors had no significant impact on
perceived acceptability. The acceptability of hue G, B and P were
quite similar. Therefore, for this experiment, the size of the
advertising fascia was also set to 5% of the building fagade, and
hue B was chosen between G~P.

Based on using 5% building surface area, as shown in Fig.2,
there were nine different designs, in which changes were mainly
centered on altering the background board shape. The text was
enlarged in No.1. In No.2 & 3 some traditional elements were
added, such as battens and wooden frames. No.4~7 vary in shape
and surface area. In order to establish whether the smaller
surface area would increase the acceptability, we tested the same
design and color with different fascia surface area. The surface
area of No.4 & 6 was 5% and 3% for No.5 & 7. No.8 used a
background board of a more natural, unfinished timber look, and
only text was used in No.9. All of nine designs used the same color
combination of background color 5YR 3/3 and text color N1 and
same with the reference image.

No. 10~43 used the same advertising fascia design with the
reference image. In terms of color, Munsell hues R, Y, B, N were
used as background colors, and with the text color were arranged
as identity, similarity and contrast harmonies as per Moon &
Spencer’s color harmony theory and matching with achromatic
color. When R was used as the background color, 5R6/6 was used
for the identity harmony, 5YR 6/6 for the similarity harmony, 5B
6/6 for the contrast harmony and achromatic color N1 for the text
color.

Based on the preliminary experiment, we dropped the colors
which evaluated in similar answer and there were a total of 34
different color combinations in the final experiment as shown in
Table 2. Combined with 9 different advertising fascia designs and
34 color combinations, 43 different images were used for each
street, making a total of 129 images. The images were shown to
respondents randomly, and questionnaires took 45 minutes to
complete.

The personal background of the respondents was collated in our
previous experiment?. There was no significant difference in
responses based on nationality, profession, first-hand knowledge
of the locations, or attitude to advertising fascia in general. Most
of the historic street have been developed as tourist destinations,
and are visited by tourists of different age groups. In order to
determine the preferences and acceptance of different advertising
fascia in different age groups, and in order to validate the results
from our previous research, responses were collated with respect
to age group. Responses were organized according to gender, age,

profession, whether respondents had actually visited the
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locations in question, whether they accepted the validity of our
previous study, and the extent to which they accepted the notion
of advertising fascia in areas of historical significance. Our
respondents were 24 students from the University of Tsukuba
and 21 elderlies® from the Tsukuba Silver Human Resource
Center. Unfinished questionnaires or those that had been filled in
with the same response were discounted. The analysis was based
on the valid responses returned by 20 students and 21 elderlies,

making a total of 41 valid questionnaires.

Reference Ima
Coordination (

Experimental Imageof No.14:
Coordination( )  Visual Attractiveness ( )  Acceptability( )

Fig. 3 Evaluated Factors (Example: Image No.14)

Fig.4 A Questionnaire being Completed

To ensure accuracy and minimize subjective interpretation,
results were evaluated using the ME method. Actual advertising
fascia which uses the 5YR 3/3 as the background color and black
N1 as the text color was used as a reference image. Also this color
combination was known to conform with local regulations of the
three locations in question. Consequently, the reference image
was given a value of 100 points and responses to the mock-ups
were ranked accordingly. There were three values to evaluate
(fig.3): coordination, visual attractiveness, and acceptability?. We
explained in the questionnaire that coordination meant “the
degree to which the advertising fascia color coordinated well with
the color of surrounding buildings”. Visual attractiveness meant
“high recognition of advertising fascia”, and acceptability meant
“how acceptable was the design and color scheme, given the
context”. Also, that the acceptability of the advertising fascia

should be determined by considering the coordination and visual



attractiveness.

The questionnaires were completed in the same environment
as our previous research?); a standard D65 luminous environment,
at an illumination intensity of 1100 1x on a desk surface. In order
to clearly indicate the overall color of the buildings, and provide
a clear comparison with the reference image, we used 15cm x
30cm prints. An 8-color inkjet printer was used to print the
images and the color was checked using a JIS color chart after

printing. The experimental environment is shown in fig.4.

3. Analysis of Responses

Patterns in the responses were cross-checked with the
background attributes of the respondents in order to identify
possible contributing factors to their preferences. Correlation
analysis were then performed for the three evaluated features.
Finally, data analysis for the acceptability of advertising fascia,
according to different data groups, was performed.

Box plotting and mean value were used in the analysis.
However, when the mean and median values were significantly
different, the individual data was checked. In analysis, the mean
and median value did not show any significant differences, thus
the acceptability of advertising fascia was divided and evaluated
by mean and P value.

3.1 Assessment of Respondents’ Backgrounds Information

Firstly, responses were collated according to respondents’
background attributes. Respondents were either 20~30 years old
or elderlies over 60. A significant difference was found in the
responses of the two age groups (fig.5) in terms of the
acceptability of advertising fascia. Accordingly, an analysis was

carried on the basis of age group.

O Younger Generation

100 | fe) O Elderly Generation
2

'_:; 90 8 0O 0 B8 g

§- 80 m] [} o] [e) o] [e)
(5]

< 70 m oog B4

NO. 10 11% 12" 13 14" 15* 16" 17** 18* 19**
“p<0.05 *p<0.01

Fig. 5 Acceptability of Advertising Fascia by Age Group
(background color of R: No.10~No.19)

Table 3 Respondents Background (field experiment of Kyoto)

Students Elderlies
20’s 60’s 70’s Over 80 Total
Generation 20 8 10 3 21
Sex Male 10 4 6 3 13
Female 10 4 4 - 8
Field Yes 14 8 8 2 18
Experiment No 6 - 2 1 3

Table 3 shows the background of respondents. We also
compared the responses of younger respondents according to sex,

whether they had actually visited the locations used in the survey,

whether they accepted the validity of the previous survey, and
acceptance of the use of advertising fascia in historical areas in
principle. For the responses of the elderly group, we compared the
sex, whether they had actually visited the locations and
acceptance of the use of advertising fascia in historical areas.
There were no significant differences in response within the same
age group. Thus, we focused on differences between the age
groups.
3.2 Correlation Analysis

Correlation analysis was performed for these three factors:
Coordination, Visual Attractiveness and Acceptability. In terms
of the younger age group, when P<0.01, the correlation coefficient
between coordination and acceptability was 0.981. However,
correlation coefficient between the visual attractiveness and
acceptability was low and not significant. In terms of the elderly
group, the correlation coefficient between coordination and
acceptability was 0.806, and the correlation coefficient between
visual attractiveness and acceptability was 0.436.

Because of the positive correlation between the three
evaluation factors (excluding the visual attractiveness and
acceptability of younger age group), we checked the acceptability

of the advertising fascia based on the responses in next section.

Table 4 Correlation Coefficient

Coordination | Visual Attractiveness
0.981" 0.223
0.806" 0.436"

Younger Group
Elderly Group
** p<0.01

Acceptability

* P<0.05

3.3 Acceptability of Advertising Fascia for Younger Age Group

The age groups expressed different attitudes when it came to
their acceptability of advertising fascia, so we analyzed the data
from the younger respondents, first comparing the data for the
three different locations. We found that there was no significant
change in acceptability for the same advertising fascia when used
in different locations. We then looked at acceptability by
averaging the three locations. For this, the responses were
categorized according to the 5 parameters of design, background
color of R, background color of Y, background color of B and
background color of N. Since a large number of responses were
below the reference value of 100, we compared each response with
the average in these categories. We prompted the reference value
of 100 and average in fig.6 and fig.7.When there were significant
differences, the image was marked with an asterisk.
3.3.1 Reaction to advertising fascia shape

Acceptability for nine differently shaped designs of advertising
fascia are shown in fig.6. As shown in fig.6a, based on the
responses of the younger age group, it was clear that images No.1,
No.2 and No.8 rated higher for acceptability than the others. The
acceptability of image No.9, which was designed with channel

letters, was the lowest. Images No.4, 5, 6 and 7 were the same
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c. acceptability of background color Y

d. acceptability of background color B

e. acceptability of background color N

Fig.6 Acceptability of Advertising Fascia Based on Different Design and Color for Younger Age Group

shape but had different surface areas. However, there was no
significant difference in response between them. In other words,
adjusting the size of advertising fascia within a reasonable range
did not affect its acceptability.

3.3.2 Acceptability of color combination

When it came to the color combination, responses were
analyzed according to the hue of background color. When R was
used as the background color (fig.6b), the perceived acceptability
was a little lower than the reference value of 100. The
acceptability for hue R was divided: in the case of a background
color of low value, low chroma as No.10~14 there was a higher
acceptability than average, but for a background color of middle
value, middle chroma as No.15~19 there was a lower acceptability.
In fig.6b, it can be seen that the darker background had a higher
rating for acceptability than a background color of middle value
and middle chroma, with the exception of No.12 which used a
contrasting blue text.

With hue Y(fig.6c), the acceptability for image No.22, which
used low value, low chroma color for the background and
contrasting blue for the text, was concentrated in the range of
acceptability of 60~80, and was lower than that for other color
combinations. When we used the B in background color (fig.6d),
the acceptability for advertising fascia with low value and low
chroma background color and black and white text was relatively
higher. When achromatic colors were used for the base (fig.6e), a
middle value grey was more acceptable than black or white. There
was no significant difference in the changes of text color.

3.4 Acceptability of Advertising Fascia for Elderlies

3.4.1 Reaction to advertising fascia shape
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Similarly, we checked the acceptability in the responses from
elderlies. From fig.7a it can be seen that the acceptability for
images No.1 and No.8 were relatively high. The acceptability
given by elderlies for other advertising fascia shapes was
generally lower. As with the results mentioned above, there was
no significant difference in the acceptability of images No.4, 5, 6
and 7 which had different surface areas but were the same shape.
3.4.2 Acceptability of color combination

When R used as the background color(fig.7b), image No.14,
which was a dark base with white text, had the highest
acceptability - higher than the reference value of 100.
Acceptability for images No.15~19 were lower than the average.
There was no significant difference in acceptability for varying
text colors. With hue Y, acceptability for all images were
concentrated in the 90~100 range and there was no significant
variance. When the background color was B, the acceptablity of
image No.30, with a dark base and white text was higher than
others. When achromatic colors were used for the base, image
No.41, with a gray base and black text had a higher acceptability.
The acceptability of other colors was concentrated in the 85~95
range.

3.5 Comparing Responses of the Two Age Groups

In this chapter, we compare the responses of the two different
age groups (fig.6~7). First, based on the general responses, we
found that the range of answers for people in their 20s was wider
compared to that of elderly respondents. That is to say, compared
with the elderly, younger respondents had stronger reactions.

Experimenting different shaped fascia, based on mean value,

younger respondents found natural or unfinished shapes more
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c. acceptability of background color Y

appealing. But for elderlies, the design that was viewed most
positively was the one with larger text.

There were other notable differences between the two age
groups; for advertising fascia with values higher than reference
of 100 points, younger respondents favored the natural wooden
board of No.2 and 8, which had a traditional wooden frame.
Elderlies preferred the advertising fascia No.1 with larger text
and No.14 which had a dark background color of R, and white text.
In other words, elderlies were more inclined to accept advertising
fascia which provided greater visual attractiveness.

With color combination variations of background color and text
color, using the hue of R-Y as the background color, the
advertising fascia which used contrasting text in blue was clearly
unacceptable to younger respondents. However, there were no
significant variance in responses from the elderly age group.

4. Conclusion and Discussion

From a comparative analysis of the data, we found there was a
significant variance in the reactions of people in their 20s and
those over 60 in terms of the acceptability of advertising fascia,
that is to say, responses could be distinguished according age
group. According to the results of correlation analyses, the factor
that most influenced the younger age group was the degree of
coordination of the advertising fascia with the background
buildings. However, for the elderly it was both the degree of
coordination and the visual attractiveness of the advertisings.
Whether there were other factors which affect the evaluation of
younger respondents should be further explored.

For the same advertising fascia, there was no significant

d. acceptability of background color B
Fig.7 Acceptability of Advertising Fascia Based on Different Design and Color for Elderlies

e. acceptability of background color N

difference in acceptability when the location was changed. In
previous research?, it was concluded that the acceptability of
different colors and surface areas was not affected by whether the
advertising fascia appeared on wooden or white walled buildings.
This was also the case in this study. Therefore, we can posit that
for historical urban areas, the style and the coloration of the
building may not have an influence on the acceptability of
advertising fascia, and that the more crucial factors are design
and color.

Advertising fascia of the same shape, but of varying size were
evaluated, such as No.4 and 5, which were square, and No.6 and
7 which were rectangles in portrait orientation. Responses
showed that, within the regulated limits, size did not influence
the acceptability.

In experiments of different background board shapes, for the
younger age group the most acceptable designs were No.1, 2 and
8, which rated higher than the reference value of 100. For the
elderlies, No.1 and 8 achieved the highest acceptability. Based on
the design factors we can conclude that:

1) in terms of shape, uncut log or organic designs increase
acceptability.

2) using traditional visual elements, such as wooden frames etc.,
can also increase acceptability.

3) advertising fascia that does not use background boards, such
as channel lettering, should be avoided.

4) for elderlies, the visual attractiveness of the advertising fascia
was important. Increasing the size of the text, or using the white
text for dark background boards had a positive effect on

acceptability.
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In a previous study of signs in Munich!®, channel lettering was
suggested as being more suitable for buildings of stone
construction. In this experiment, we confirmed that advertising
fascia on Japanese traditional wooden buildings which did not
use background boards was not well received.

Regarding color combinations, combining this current study
with the results of our previous research:

1) using colors of hue R with low value and low chroma, and
achromatic color with a middle value for the background received
the best ratings for acceptability.

2) using colors of hue R~Y for the background, a base with low
value and low chroma achieved higher acceptability. For text,
using a high chroma contrasting B color is not recommended.

3) using colors of hue B for the background, similarly background
color of low value and low chroma rate higher for acceptability. In
this case, achromatic colors are recommended for text.

4) when the background uses achromatic color, grey is more
acceptable than black or white. In this case, there is a wide
latitude of acceptable text color.

The main difference between younger and elderly age groups
was that visual attractiveness was not an important factor for
younger respondents. However, this difference should be seen in
the context that all respondents were generally in agreement as
to the acceptability of the mock ups overall, and that the purpose
of this experiment was to refine our understanding as to how
different factors contributed to their acceptability. Therefore, we
suggested that the acceptability of design and color of advertising
fascia can be judged according to the age of the user. When the
users or observers vary in age, the upper age range should be
considered first.

During this experiment, we evaluated 4 background colors; R,
Y, B, and N. In previous research on the relation of hue and
surface area, we found that the acceptability of surface areas of
hue G, B and P was the same. Thus, hue B was used during for
the experiments in this study. Nine different basic geometric
shapes were considered in this experiment. However, as different
businesses continue to move into historical sightseeing areas,
research on advertising fascia that uses specific logos and shape
etc. should be conducted in the future.

In order to clearly indicate colors overall, and allow easy
comparison with the reference image, mock-up images were
15x30mm. We can suggest how to enhance the acceptability of
advertising fascia in the real world, but the base line should be
determined on a case by case basis.

We mainly evaluated acceptability by assigning scores. The
surface area and color combinations used in this experiment had
already been determined in previous research?. Therefore, this
study can be considered as an investigation of designs that
already fall within the range of acceptability. Designs that were

deemed unacceptable did not appeared in this experiment.
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Respondents in this experiment were all either in their 20s, or
over 60. Respondents in their 30s, 40s and 50s were not used.
There was a significant difference in responses between the two
age groups. We inferred that acceptability and the factors which
influence this metric were different for each age group. Better
coordination and greater attention to design could increase
acceptability of advertising fascia for consumers in their 20s.
Visual attractiveness was an important factor for elderly
respondents. However, the division of age groups and the factors
which affected their responses need to be further explored.

Finally, the study was based on discrete architectural
structures. In urban environments, the building density and
advertising fascia frequency influence the acceptability of
advertising fascia. Further research will therefore aim to explore

advertising fascia more in context.
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Note

a)  Building elevations were obtained from Kyoto City Planning Division.

b)  Building elevation according to “Tsumago-juku - the Protection and
Regeneration-", by Ota Hirotaro and Kodera Takehisa, published by
Shokokusha, pp.80-81, 1989.

c) Building elevations obtained from Takayama Cultural Properties
Protection Department.

d)  As the Munsell color system was used in this survey, “hue”, “value”
and “chroma” should be considered Munsell Hue, Munsell Value and
and Munsell Chroma.

e) Initially we intended to survey people aged 50 and above. However,
as the respondents were all aged 60 and above, in the conclusion the
elderly age group appears as “over 60”.

f) The survey was conducted in Japanese. ] #1 in Japanese was
translated as coordination. 5B as visual attractiveness, HFRE
as acceptability. As these terms are considered proper nouns in this
survey, they have been italicized.
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