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Pic3: Soltanieh Dome, the largest historic Iranian 

dome And the largest brick dome in the world; 

Symbol of light And both gold and turquoise colors, 

Source: http://gardeshgariiran.ir

19



Speci�ed Issue

  
Pic3

��	
�� �
  |

������������������ ������ ��

�����

 

 (

 (

18 Winter 2015No.29



� !"#$%

&'

    

()#*

+,-

.#/0

Pic4: Vakil mosque sanctuary, with integrated stony 

and spiral columns, Majestic symbol of both gold and 

turquoise colors, Source: www.farsgasht.blogfa.com.
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Diagram1. The conceptual model of research, Source: Author.
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Pic2: Iranian carpet manifestation of seven colors, 

Source: www.siasatrooz.ir

www.siasatrooz.ir

rwqxvy

qz

v{|} pq~xy���w ������wz{y����y�{q��q zx �����y���

�t��

��w

�~zy

  
Pic2

15



Speci�ed Issue

� �� |
���

  

 ����

-

 ������� 

-

 �¡

-

 ¢£¤¤¥

 ¦§¨©ª

 �«¨¬¡��­®¨

-

 �   

14 Winter 2015No.29



¯°±²³´ µ°±°¶· ¸´ ¹´²¹µ¸º¹°´ °» ±¹¼½º ¸´²

its importance in the history, geography, 

civilization, art and culture of Iran. This 

color is an expression of monotheism 

among Iranians.

Seven colors: not only has expansive and 

deep root in the culture and history of Iran, 

but also it is the indicator of geographical 

diversity and natural attractions. And 

carpets, garden, market, and etc also it 

is consistent with seven colors structure. 

Meanwhile, it is the indicator of cultural 

diversity and ethnic Iranians as well. More 

interesting is that in the decomposition of 

white light, which Perceptive, seven colors 

are obtained.

Turquoise or Turquoise-golden that 

according to some scholars is the color of 

Iran and has deep roots in the culture and 

civilization of the country and includes 

the concepts of deep outermost and the 

Innermost.

It seems that these recommendations 

correspond with the application of color in 

the ideal Islamic city and can play the role 

of a uniqye landscape for the brand of the 

destination.

Keywords | º°¾¶¹¿À Á¶¸´²Â º½³ µ°´µ³Ãº °»

color, symbol of color in the Iranian culture.
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Pic1: Yazd turquoise tiles, Symbol of art and 

civilization of Iran, Photo: Reyhane Hojjati, 2013.
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has been a common practice among 

different countries to make differentiation 

and special position in managing the 

image of their destinations and developing 

the tourism industry owing to people’s 

tendency to make mental images from their 

smallest interactions and memories. These 

images are collections of observations, 

statements and travel experiences that 

create values. By seeing the brand of that 

destination, those images will become alive 

again in mind and causes the decision to 

travel to that destination among the people 

of other countries.

The tourism brand must be chosen 

according to the realities within a logical 

base. It must be an expression of cultural 

features of the country and its people and 

carry human and social values. It must 

be a set of unique recalls that would be 

understood in each unchanged facing. 

The national brand of tourism must 

be emerged deep inside the culture, 

history and geography of a nation. It 

must be distinguished, sustainable and 

believable, attractive for all stakeholders 

and demonstrate its true position in all 

communications and interactions. To 

this end, the national tourism brand of 

Iran must be the resultant of its cultural, 

historical and natural heritage and also of 

its tourism attractions.

Color has a symbolic meaning in human 

life. It is both a subjective and objective 

phenomenon that can be inspiring and 

interesting. It could carry deep concepts 

and important messages for the audience.

 In this research, the place and meaning 

of color in Iranian culture, history, art 

and civilization are investigated. Colors 

have been carried the outlook and attitude 

of Iranians from ancient times. They 

have used colors in carpets, architecture, 

painting, literature and traditions. The 

colors are blended with their attitudes 

toward the epistemological concepts 

and are something more than aesthetical 

means.

The current research finds out that the 

national tourism brand of Iran, a country 

with a relative advantage of its distinguished 

nature and ancient civilization, cannot 

be designed without a colorful symbol. 

The vivid nature and colorful gardens are 

another evidence for this claim.

Based on the studies carried out during the 

research, the following recommendations 

are provided for the color of the national 

brand of Iranian tourism. The verification 

of these recommendations needs another 

complementary research:
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