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Abstract 

Colours are always special and symbolises liveliness and represents feelings, perceptions, 

personality, emotions, psychological traits, disposition of feelings etc.  The subject of Colour 

psychology is not new to marketing application and either directly or indirectly plays a very 

meticulous and indispensible role for marketers, in a very scientific, technical and behavioural 

perspectives.  A leader needs to be an expert in this area, in the field of management or even for 

simple marketing strategy and recent scientific developments.  The leaders of present generation 

needs to have a closer look at the colour perspective in their management style of things. 

As research shows, it's likely because elements such as personal preference, experiences, 

upbringing, cultural differences, context, etc., often muddy the effect individual colors have on 

us. An interest of psychology, and particularly applied psychology in the impact of colour on 

human functioning has a long history; however, it has fairly limited research achievements. 

Some more systematic empirical studies in the field appeared at the end of the last century; 

however, many of them suffer from methodological shortcomings and fail to encompass a 

correlational analysis which is a norm in modern psychology. To illustrate this fact let us 

consider the results of research on the colour red. 
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Objectives:  (i)  to understand the importance of Colour Psychology Applications in Marketing 

Strategies 

  (ii)  to evaluate how and what are the colours that impact on the consumers in 

influencing their buying behaviour 

  (iii) to find out the latest developments in the application of colour psychology in 

marketing 

 

Scope of the Study; Contribution to applications in Marketing Psychology and Leadership 

Psychology  

 

Review of  Related Literature: 

Elliot and Maier (2014) suggested that research on the psychology of colour has been 

conducted within the framework of applied psychology for a few decades (see many studies 

published in the Journal of Applied Psychology as early as the pre-war period (e.g., Katz, & 

Breed, 1922; Schiller, 1935; Philip, 1945; Walton & Morrison, 1931).  

 

Fernandez and Rosen’s (2000) studied, colourful advertisements attracted greater attention 

among the participants – and so visibility in the telephone book‘s Yellow Pages was improved. 

However, it is important that when the participants were taking a decision which company to 

call, the colour of the commercial was an advantage only when it was consistent with the 

advertisement‘s content. In the opposite case, it decreased the effectiveness of the advertisement. 

In the follow-up study (Lose, Rosen, 2001) these outcomes were confirmed and, additionally, it 

was shown that if the colour does not convey any information about product quality (e.g., clear, 

blue water in the commercial of holidays in the Caribbeans), it is not more efficient than black 

and white commercials. Similar outcomes were obtained by Moore and others. (2005).  

 

Mantua, (2007) agree on colour having an impact or effect on a brand‘s perception 

(identification, identity and awareness, attitudes, evaluation and choice). For example, blue 

appears to be a highly positive colour, as blue stores, products and websites are rated, among 

others 12 Piotr Sorokowski, Magdalena Wrembel things, as more relaxing, and more trustworthy 

(Alberts & van der Geest, 2011; Lee & Rao, 2010). However, little is known about why a 
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particular colour might be perceived and interpreted in a specific way (Whitfield & Wiltshire, 

1990).  

 

Holmes, Fouty, Wurtz and Burdick’s (1985) ―Enough studies have been reported to present a 

consistently inconsistent picture of the relationship‖. As indicated in the introduction, even the 

most commonly acknowledged observation used in popular science publications that ―the red 

colour stimulates‖ is inconsistent with the majority of scientific studies on this topic (e.g., 

Ainsworth, Simpso, & Cassell, 1993; Hackney, 2006; Hatta et al. 2002). It must be admitted, 

however, that it seems obvious that some colours have certain connotations. Even if the colour 

red does not stimulate at the physiological level, the whole history demonstrates that this colour 

is a symbol of fire, energy and is a metaphor of war, rage and anger (Mahnke, 1996).  

 

Rutchick, Slepian and Ferris (2010) showed that using a red pen can bias the evaluations of 

people. Participants using red pens to correct essays marked more errors and awarded lower 

grades than the people using blue pens. In another context, the colour red has quite the opposite 

connotation as it might enhance the perceived sexual attractiveness of a person (Elliot & Niesta, 

2008). Additionally, the symbolic value of colours is culturally dependent (Huang, 1993; 

Mantua, 2007; Oberascher, 2008). Of course, meanings attached to some colours may be more or 

less pan-cultural, such as the colours of traffic lights, or blue for sea and sky, and green for 

nature (Morgan & Welton 1987), while some are regional and unique to specific cultures. 

However, there have not been any systematic studies investigating this topic. Summing up, in 

comparison to common beliefs about the functions and qualities of colours, their practical 

application is much narrower.  

 

Sawer (2006), colours used by political parties have a very long history, going back to ancient 

Greece and Rome. At present, colours applied by particular ideologies usually have certain 

historical connotations. Red used to be generally the colour of revolution, war and radicalism,.for 

example in the French Revolution. Today, modernising Labour parties tend to shy away from 

using red unless in the form of the red rose of the Socialist International rather than the blood-

soaked flag of a popular revolt. On the 13 Color studies in applied psychology and social 

sciences: An overview other hand, green has become a symbol of ecological parties. This 
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symbolic shorthand may have had its origins in the ‗green bans‘ imposed by the Builders 

Labourers Federation (BLF) on development projects in Sydney in the early 1970s (Sawer, 

2006).  

 

Hill and Burton (2005) suggested that a red outfit might stimulate the sportsmen wearing it, 

increasing their ―will to fight‖ and dominate the opponent. Such an assumption is probably not 

true. For example, Hackney (2006) demonstrated that persons‘ levels of testosterone of did not 

alter only because they were wearing red or black T-shirts. It seems that the observed effect is 

rather dependant on the ―observer‖, in other words, the referee or the ―red‖ sportsman‘s 

opponent and not the person dressed in red.  

 

Hagemann, Strauss, and Leming (2008) who demonstrated that referees assessing the same 

taekwondo fight, in which the opponents‘ colours were changed, assigned approximately 13% 

more points to the ―red‖ sportsman than to the ―blue‖ one. Additionally, Sorokowski & Szmajke 

(2007) found that the colour of T-shirts influenced only the competitors‘ bravery and 

aggressiveness and not the perception of their technical and physical abilities.  

 

Rowe, Harris and Roberts (2005) and Matsumoto, Konno, Hata (2007) showed that judokas in 

blue outfits won more often than the judokas in white outfits. The authors suggested that 

sportsmen‘s successes in a certain colour t (also red over blue uniforms) might result from how 

movements of certain colours are perceived. However, see also the contradictory results of 

Dijkstra and Preenen (2008). So far, there has been no convincing evidence confirming the ―red 

wins‖ effect in team sports.  

 

Attrill and others (2008) suggested that this effect was observed in football. They 

demonstrated, for example, data from the English league since 1947 and an analysis of the 

results of the English national team playing in white or red T-shirts. However, no such effect was 

observed in two further studies – one investigating Polish football league results (Szmajke & 

Sorokowski, 2006) and another one German league results (Kocher & Sutter, 2008). 15 Color 

studies in applied psychology and social sciences: An overview Summing up, the ―red wins‖ 

effect is observable in martial arts, in which the opponents fight directly with each other rather 
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than being on a sports team. Although its origin and mechanism is not fully clear, it seems to be 

primarily related with incorrectly perceiving sportsmen in red outfits as more active, brave and 

aggressive. Colours in psychological diagnoses Despite many methodological problems, colours 

have long been used in psychological diagnoses.  

 

Pfister’s Colour Pyramid test (Schaie, 1963). Again, no independent studies confirming its 

psychometric qualities or verifying its practical usage have been presented in the scientific 

literature (at least in English). In this test the patient, using 24 colourful blocks, is supposed to 

create a pyramid he or she likes and then a pyramid he or she does not like. Finally, the 

Lowenfeld Mosaic Test (Lowenfeld 1952, Woodcock, 1984) is the last relatively frequently used 

test. It is applied mainly to children. People create colourful pictures with the collection of 

mosaics, which are later interpreted by the psychologist. In conclusion, despite many 

methodological problems, colours have long been used in psychological diagnoses.  

 

Marks (1975) noted that the black vs. white distinction is related to vowel ‗pitch‘, while the red-

green distinction correlates with the ratio of second to first formant frequency of vowels.  

 

Jakobson’s (1962) claims are in line with synaesthetic research results that point to a strong 

correlation between auditory pitch and visual luminance as well as a general tendency to 

associate high pitch sounds with light colours and low tones with darker hues (e.g. Simner et al. 

2005, Ward et al. 2006). Relatively few studies to date have explored this synaesthetic-like 

phenomenon of making associations between colours and auditory stimuli.  

 

Flagg and Stewart (1985) a study on consonants perception by using primary colours, and their 

findings demonstrated that colour can be used to study speech perception.  

 

Dailey and others (1997) investigated the relation between creativity, synaesthetic tendencies 

and physiognomic perception measured by rating colours using adjectives with emotional 

connotations. Their results showed that creative individuals have access to a primary thinking 

process that assumes a unity of different sensory modalities, since these persons exhibited 

stronger associations between colours and vowels, as well as tones and emotional terms. A series 
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of experiments investigating sound-colour associations in Polish and English sound systems in a 

non-synaesthetic population were conducted by Wrembel (2009), Wrembel and Rataj (2008), 

Wrembel and Grzybowski (2011).  

 

Guéguen and Jacob (2013) demonstrated that coffee was perceived to be warmer when served 

in a red cup, whereas Ross, Bohischeid, and Weller (2009) found that red wine was perceived to 

have a better flavour when it was served in a blue glass. Other interesting findings in similar 

experiments were reported by Geier, Wansink, & Rozin, (2013) or Piqueras-Fiszman and Spence 

(2012). From a methodological standpoint, the literature on colour psychology has seen several 

improvements in the past decade. However, the need for further modifications remains, and it 

concerns several areas, two of which will be briefly discussed here. First of all, researchers other 

than those representing the social sciences and humanities allow for the distinctions between 

various attributes of colours, such as saturation, in other words, how ―intense‖ or ―concentrated‖ 

a color is; hue (adding white and black pigment); and brightness/lightness, or, how light or dark a 

given colour is (Berns, 2011). Each of these colour attributes may influence psychological 

functioning (Camgoz, Yener, & Guvenc, 2003); so only one of them should be allowed to vary 

in a well-controlled experiment. However, the vast majority of research on colour in social 

studies has failed to allow for these distinctions. Therefore, we cannot fully explain which 

independent variables are responsible for the generated results of such studies. Secondly, 

researchers select colour stimuli unsystematically – which is very problematic – and introduce 

some bias in colour studies as different shades of yellow, blue or red are used as stimuli. 

Controlling colour attributes at the spectral level by using pre-matched stimuli or a 

spectrophotometer is necessary to conduct truly rigorous colour research. 

 

Schwarz and Clore (1983) proposed the emotion-as-information hypothesis, in which people 

use their current affective state as information about the to-be-judged target object. That is, they 

integrate their current affective state with their evaluation of the target object (―how do I feel 

about it?‖). Alternatively, in a memory-based model,  

Isen and colleagues (1978) propose that a given affective state makes mood-congruent 

information in memory more salient, which, in turn, makes mood-congruent evaluation more 

likely. Although these two models differ from one another in their proposed psychological 
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mechanisms, both suggest that the judgment of a given target will be congruent with the 

individuals‘ current emotional state: that is, people‘s negative (positive) affect will lead to more 

negative (positive) evaluation of a given stimulus than they would if they were in emotionally 

neutral state. Using colors as target objects, the prediction would be that, relative to a neutral 

control condition, people in a negative (positive) affective state would provide more 6 negative 

(positive) evaluations of any color, independent of color tone (i.e., independent of the emotion 

tone of the color itself). 

 

Cohen and Andrade 2004, Tsai 2007). One‘s evaluation of a target object, therefore, is 

determined by one‘s current affective state, one‘s projected affective state, and the extent to 

which one believes that the target object or behavioral experience can achieve or maintain the 

hedonistically positive state. As a result, relative to a control condition, negative affect may 

increase preference for the stimuli that make people feel better (Andrade 2005;  

 

Tice, Bratslavsky, and Baumeister 2001), whereas positive affect may decrease preference for 

stimuli that would make people feel worse (Andrade 2005; Isen and Simmons 1978). In other 

words, sad people will approach target objects that present an emotion incongruent tone, whereas 

happy people will avoid target objects that display an emotion incongruent tone. There has been 

some evidence showing preference for emotionally incongruent aesthetic stimuli.  

 

Knoblch and Zillmann (2002) showed that after a negative (vs. positive) performance feedback, 

participants listened to highly energetic and joyful music for longer periods. Similarly, Ireland, 

Warren and Herringer (1992) found that highly anxious individuals preferred emotion-

incongruent, calm colors (i.e., pastel shades of color) relative to congruent, highly arousing ones 

(i.e., highly saturated colors).  

 

Jacobson and Bender 1996; Palmer and Schloss 2010). evaluated multiple colors (20 ~ 24 

colors), which allowed us to focus on general emotional tones across colors, independent of 

specific color characteristics. Finally, whereas the emotional state was manipulated across 

subjects, the emotional tone of the stimuli (e.g., happy vs. sad colors) was manipulated as a 

within-subjects variable across all the experiments. 
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Introduction: Colour in marketing and business psychology might fulfil many different 

functions as they attract attention, convey some information, or evoke certain emotions or 

motivations. The first of the above-mentioned functions, that is, attracting attention through 

higher visibility of a certain colour is obvious. Research regarding perception has shown that 

especially red and purple fulfil this function well, since they are noticed more quickly than other 

colours in the horizontal perspective (e.g., Koslow, 1985). Studies examining real advertisements 

have basically concentrated on black and white vs. colourful stimuli.  Poor colour choice can 

also negatively change the impact of the message. Chances are there that it can be easily ignored. 

Even NASA is concerned about colour,  enough so that they use online resources to help non-

designers choose just the right shades. The psychology of colour as it relates to persuasion is one 

of the most interesting and most controversial aspects of marketing. Every business conversation 

today is about persuasion consisting of hunches, anecdotal evidence and advertisers blowing 

smoke about "colors and the mind." Hence this study is about  how make colour selection with 

reliable research evidences on color theory and persuasion. 

 

Misconceptions around the Psychology of Color: The colour psychology has become part of 

important business conversations with incredibly rapid visuals that sum up color psychology 

with awesome "facts" such as the colour plays vital role and is important in Branding. First, let's 

address branding, which is one of the most important issues relating to color perception and the 

area where many articles on this subject run into problems.There have been 

numerous attempts to classify consumer responses to different individual colors: but the truth of 

the matter is that color is too dependent on personal experiences to be universally translated to 

specific feelings.But there are broader messaging patterns to be found in color perceptions. For 

instance, colors play a fairly substantial role in purchases and branding.Researchers find that up 

to 90 percent of the snap judgments made about products can be based on color alone (depending 

on the product with the impact that the role of colour plays in branding, results from studies. 

Many research findings say about the relationship between brands and color hinges on the 

perceived appropriateness of the colour being used for the particular brand (in other words, does 

the color "fit" what is being sold). It also confirms that purchasing intent is greatly affected by 

colors due to the impact on the perception of a brand. This means that colors influence how 

consumers view the "personality" of the brand in question like for example who would want to 

http://colorusage.arc.nasa.gov/
https://www.entrepreneur.com/marketing/
http://www.johnrampton.com/brand/
http://thelogocompany.net/blog/infographics/psychology-color-logo-design/
http://news.discovery.com/human/evolution/colors-preferences-evolution-style.htm
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buy a Harley Davidson motorcycle if they didn't get the feeling that Harleys were rugged and 

cool, and many studies have revealed that our brains prefer recognizable brands, which makes 

color incredibly important when creating a brand identity. Many suggestions in the area of colour 

psychology is of paramount importance for new brands to specifically target logo colors that 

ensure differentiation from entrenched competitors  like for example if the competition all uses 

blue, one can stand out by using purple.When it comes to picking the "right" color, research has 

found that predicting consumer reaction to color appropriateness in relation to the product is far 

more important than the individual color itself. So, if Harley owners buy the product in order to 

feel rugged, it is very well clear that  the pink colour + glitter edition wouldn't sell all that well. 

Psychologist and Stanford professor Jennifer Aaker has conducted studies on this very topic via 

research on Dimensions of Brand Personality, and her studies have found five core dimensions 

that play a role in a brand's personality: 

 

 

Figure:1: Brand Personality with colours adapted from Wikipedia.org 

http://www.sciencedaily.com/releases/2006/11/061128083022.htm
http://onlinelibrary.wiley.com/doi/10.1111/j.1745-459X.2011.00360.x/abstract
http://onlinelibrary.wiley.com/doi/10.1111/j.1745-459X.2011.00360.x/abstract
http://www.jstor.org/discover/10.2307/3151897?uid=3739696&uid=2&uid=4&uid=3739256&sid=21102462943711
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Research studies are showing that brands can sometimes cross between two traits, but they are 

mostly dominated by one. High fashion clothing feels sophisticated, camping gear feels rugged. 

Other researchers have found that there is a real connection between the use of colors and 

customers' perceptions of a brand's personality.  Certain colors DO broadly align with specific 

traits (e.g., brown with ruggedness, purple with sophistication, and red with excitement). But 

nearly every academic study on colors and branding reveals that it's far more important for 

brand's colours to support the personality. Without this context, choosing one color over another 

doesn't make much sense, and there is very little evidence to support that 'orange' will universally 

make people purchase a product more often than 'silver'. 

 

Research Findings on Color Preferences by Gender: Perceived appropriateness may explain 

why the most popular car colors are white, black, silver and gray, but is there something else at 

work that explains why there aren't very many purple power tools. 

http://link.springer.com/article/10.1007%2Fs11747-010-0245-y
http://www.forbes.com/pictures/egdh45ijhf/1-white/
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Figure:2: Colour Preferences of Men and Women: Source; Wikipedia.org 

The most notable points in these images is the supremacy of blue across both genders (it was the 

favorite color for both groups) and the disparity between groups on purple. Women list purple as 

a top-tier color, but no men list purple as a favorite color. (Perhaps this is why we have no purple 

power tools, a product largely associated with men?).  Additional research in studies on colour 

perception and colour preferences show that when it comes to shades, tints and hues men seem to 

prefer bold colors while women prefer softer colors. Also, men were more likely to select shades 

of colors as their favorites (colors with black added), whereas women were more receptive to 

tints of colors (colors with white added): 

http://www.ncbi.nlm.nih.gov/pubmed/2235253
http://www.ncbi.nlm.nih.gov/pubmed/2235253
http://www.jstor.org/discover/10.2307/1417683?uid=3739696&uid=2&uid=4&uid=3739256&sid=21102462943711
http://en.wikipedia.org/wiki/Tints_and_shades
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Source: kissmetrics 

 

The above infographic from KISSmetrics showcases the disparity in men and women's color 

preferences.  Keep this information in mind when choosing your brand's primary color palette. 

Given the starkly different taste preferences shown, it pays to appeal more to men or women if 

they make up a larger percentage of your ideal buyers. 

 

Color Coordination + Conversions 

Debunking the "best" color for conversion rates on websites has recently been a very popular 

topic (started here and later here). They make some excellent points, because it is definitely true 

that there is no single best color for conversions.  The psychological principle known as the 

Isolation Effect states that an item that "stands out like a sore thumb" is more likely to be 

remembered. Research clearly shows that participants are able to recognize and recall an item far 

better (be it text or an image) when it blatantly sticks out from its surroundings.  (The sign-up 

button stands out because it's like a red "island" in a sea of blue.)  The studies Aesthetic Response 

to Color Combinations and Consumer Preferences for Color Combinations also find that while a 

large majority of consumers prefer color patterns with similar hues, they favor palettes with a 

highly contrasting accent color.  In terms of color coordination (as highlighted in this 

http://blog.kissmetrics.com/gender-and-color/
https://www.helpscout.net/blog/website-customers-love/
http://socialtriggers.com/best-color-for-conversions/
http://conversionxl.com/which-color-converts-the-best/
http://www.jstor.org/discover/10.2307/1421391
http://www.jstor.org/discover/10.2307/1421391
http://www.jstor.org/discover/10.2307/1421391
http://link.springer.com/article/10.3758%2Fs13414-010-0027-0
http://link.springer.com/article/10.3758%2Fs13414-010-0027-0
http://link.springer.com/article/10.3758%2Fs13414-010-0027-0
http://www.sciencedirect.com/science/article/pii/S1057740810000793
http://blog.kissmetrics.com/art-of-color-coordination/?wide=1
http://blog.kissmetrics.com/art-of-color-coordination/?wide=1
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KISSmetrics graphic), this would mean creating a visual structure consisting of base analogous 

colors and contrasting them with accent complementary colors (or you can use tertiary colors): 

 

Another way to think of this is to utilize background, base and accent colors to create a 

hierarchy (as Josh from StudioPress showcases below) on your site that "coaches" customers on 

which color means take action:   

 

Why this matters: Although you may start to feel like an interior decorator after reading this 

section, this stuff is actually incredibly important in helping you understand the why behind 

conversion jumps and slumps. As a bonus, it will help keep you from drinking the conversion 

rate optimization Kool-Aid that misleads so many people.  Psychologist and Stanford professor 

Jennifer Aaker has conducted studies on this very topic, and her paper titled ―Dimensions of 

Brand Personality‖ points out five core dimensions that play a role in a brand‘s personality. 

http://www.studiopress.com/design/color-design-confidence.htm
http://www.studiopress.com/design/color-design-confidence.htm
http://www.studiopress.com/design/color-design-confidence.htm
http://www.jstor.org/stable/3151897?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3151897?seq=1#page_scan_tab_contents
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Figure: 3: 5 dimensions of Brand Personality; Source: wikipedia.org 

Brands can sometimes cross between two traits, but they are mostly dominated by one. While 

certain colors do broadly align with specific traits (e.g., brown with ruggedness, purple with 

sophistication, and red with excitement), nearly every academic study on colors and branding 

will tell you that it‘s far more important for colors to support the personality you want to portray 

instead of trying to align with stereotypical color associations. Consider the inaccuracy of 

making broad statements such as ―green means calm.‖ The context is absent: sometimes green is 

used to brand environmental issues, like Seventh Generation, but other times it‘s meant to brand 

financial spaces, such as Mint.  And while brown may be useful for a rugged appeal — see how 

it‘s used by Saddleback Leather — when positioned in another context, brown can be used to 

create a warm, inviting feeling (Thanksgiving) or to stir your appetite (every chocolate 

commercial you‘ve ever seen). Bottom line: There are no clear-cut guidelines for choosing your 

brand‘s colors. ―It depends‖ is a frustrating answer, but it‘s the truth. However, the context 

you‘re working within is an essential consideration. It‘s the feeling, mood, and image that your 

brand or product creates that matters. 

http://link.springer.com/article/10.1007%2Fs11747-010-0245-y
http://www.seventhgeneration.com/
https://www.mint.com/
http://www.saddlebackleather.com/
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Men‘s and women‘s favorite colors 

 

Figure:4: Men/Women Colour Preferences: Most Favorite: Source; www.wikipedia.org 

Men‘s and women‘s least favorite colours 

 

Figure:5: Men/Women’s least Favorite Colours 

Research findings on Colour coordination and conversions; 

The psychological principle known as the Isolation Effect states that an item that ―stands out like 

a sore thumb‖ is more likely to be remembered. Research clearly shows that participants are able 

to recognize and recall an item far better — be it text or an image — when it blatantly sticks out 

from its surroundings. Two studies on color combinations, one measuring aesthetic response and 

the other looking at consumer preferences, also find that while a large majority of consumers 

prefer color patterns with similar hues, they favor palettes with a highly contrasting accent color.  

In terms of color coordination, this means creating a visual structure consisting of base 

analogous colors and contrasting them with accent complementary (or tertiary) colors: 

http://www.jstor.org/stable/1421391?seq=1#page_scan_tab_contents
http://link.springer.com/article/10.3758%2Fs13414-010-0027-0
http://www.sciencedirect.com/science/article/pii/S1057740810000793
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Figure:6: Colour Coordination and Conversions: Source: www.wikipedia.org 

Although different colors can be perceived in different ways, the descriptive names of those 

colors matters as well.  According to a study titled ―A rose by any other name…,‖ when subjects 

were asked to evaluate products with different color names, such as makeup, fancy names were 

preferred far more often. For example, ―mocha‖ was found to be significantly more likeable than 

―brown,‖ despite the fact that the subjects were shown the same color.  Additional research finds 

the same effect applies to a wide variety of products; consumers rated elaborately named paint 

colors as more pleasing to the eye than their simply named counterparts.  It has also been 

shown that more unusual and unique color names are preferable for everything from jelly beans 

to sweatshirts. For instance, crayon colors with names such as ―razzmatazz‖ were more likely to 

be chosen than names such as ―lemon yellow.‖ 

 

Research has shown that 93% of shoppers will look at the visual appearance of a company‘s 

logo, website, brochures, or catalogs and then decide whether or not to make a purchase.  How 

the colour is percieved by a customer, the neuronal structure corresponding to the concept of 

redness is connected to light-sensitive cells in the eyes that are sensitive to the red range of the 

spectrum. What is perceived through eyes, is electromagnetic radiation at specific wavelengths. 

Neuronal structure is ―learned‖ by various combinations of integrated signals – for example, a 

combination of the sky with signals derived from ―blue‖ receptors of the eye. Therefore, blue 

defines all the blue objects in our neuronal network, and they define blue.  Through the course of 

our life we experience different sets of events with colorful objects. That makes our associations 

unique and, as a result, each of us understands the concept of blue slightly differently.  

http://onlinelibrary.wiley.com/doi/10.1002/mar.20142/abstract
http://www.sciencedirect.com/science/article/pii/S0148296301002466
http://www.jstor.org/stable/10.1086/429602?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/10.1086/429602?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/10.1086/429602?seq=1#page_scan_tab_contents
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Disagreements in the perception of colors depends on origin, age, gender, and even state of 

health. Vivid and bright colors are popular amongst the youth, while older people feel more 

comfortable when surrounded by subdued shades. Black is widely known as the color of 

mourning in Poland. In India, that would be white.  It is not an exaggeration to say that color is 

the key factor in building a mood. It can stimulate our imagination to express taste, smell, and 

emotions. Since technology has changed it all, and never before has there been so many colors 

available, the ability to shape our mood with color is particularly true for a computer screen. 

 

The Colour as a powerful marketing tool; 

Color is powerful because it can change consumer‘s mood – the mood of potential customers. If 

a website improves state of mind, the relationship with a brand will deepen and the probability of 

a return will increase. Advertisers and designers are well aware of that. Successful brands like 

Harley Davidson don‘t sell motorcycles, they sell a lifestyle.  Finding the right choice of colors is 

an art because everyone interprets colors differently. Therefore, the trick is about an entire 

selection. No color scheme is ideal or universal. There is no best palette for a specific social or 

cultural group. Colorful information affects the decision-making process with a surprising 

effectiveness.  

 

The different kinds of colors 

Through colors we can control reactions of an audience and provoke them to certain behaviours. 

The following paragraphs present commonly used colors and describe their impact on users. 

Warm bright colors 

 

Beige, yellow, orange, pink, red and similar. These are active, eye-catching colors with a 

friendly nature that may induce a sense of courage and energy.Warm bright colors visually 

enlarge objects and make them seem closer.  

Cold bright colors 
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Lavender, silver, azure add subtlety, full of aesthetics and freshness, accents. Such cold but 

bright tones enhance a sensation of modernity and professionalism if harmoniously combined 

with gray. It‘s a nice composition for businesses, commerce, and service websites especially with 

health, cosmetic and medicine products. 

Cold dark colors 

 

Violet, blue, turquoise, green, navy give a feeling of stability and quality. These shades are 

often placed as accompanying colors. Although they don‘t attract attention they emphasize the 

content.Cold dark colors are widely used on business websites for ambitious and hardworking 

qualities with a special highlight for government, science, automotive and computer products. 

Warm dark colors 

 

Gold, purple, brown express classics, tradition, luxury and relaxation. They blend well in 

expensive and elegant designs for young and rich.Mixed with cold colors give an impression of 

modernity and novelty. Perfect for brands engaged in finance, consulting, architectonics and 

craft. 

Neutral colors 

 

White, grey and black help to create contrasts and bring all the other colors out. They don‘t 

convey any particular message on their own. Neutrals are here to support their neighbours by 

playing the role of complementation on websites.Their use can be truly universal as they work 

well in a variety of applications. Black can be combined with bright colors and white with dark 

colors, making a classic, almost universal combination. 

Findings and Conclusions: 

The psychological impact of colour: Blue denotes loyalty, sincerity, and trustworthiness as 

well as ―calmness and serenity,‖ perhaps explaining why it is widely used both by major 

corporate or even national brands such as Facebook or the United States. Conversely, the online 
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weight loss community Yellow conveys warning (traffic signals, warning signs, and wet floor 

signage), or it can suggest happiness and fun. Green is the colour of the outdoors and the 

environment (it symbolises nature and is eco-friendly), and is also relaxing. Using the term 

―green‖ and the colour itself gives an environmental ambience to a website such as Friends of the 

Earth or Greenpeace, and clearly improves the reputation of such a company with environmental 

concerns. Black adds an air of value and luxury or ―elegance, sophistication, power,‖ according 

to the women‘s health website Lifescript. White is often left out of colour psychology and there 

is debate as to whether or not it is classed as a colour – but the extensive use of white space ―is a 

powerful design feature‖ – and an ever-more prominent feature of contemporary design in 

websites, print materials, and even products. What impact do the above and other colours have 

on the consumer? Research from Emerald Group Publishing finds that it takes only 90 seconds 

for a customer to form their initial impression about a product. A surprising percentage of that 

assessment – up to 90% in some cases – is based on colour, so the ―prudent use of colours can 

contribute not only to differentiating products from competitors, but also to influencing moods 

and feelings – positively or negatively – and therefore, to attitude towards certain products.‖In a 

journal article on the impact of colour in marketing, the University of Winnipeg‘s Satyendra 

Singh adds:―The wrong colour choice can have negative impact on the image of the product and 

the company. Global managers need to recognise that the different meanings associated with 

specific colours may facilitate multi-segment marketing opportunities. 
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