Color & meaning
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q 4 of consumers cite
color as the primary
0 reason they buy a
. particular product.

OF COLOR

mnmmmn "
i Cabdidgd

“Research reveals people make a
sub- conscious judgment about an i‘w
environment or product within

90 seconds of initial viewing.
Between 62% and 90% of that

assessment is based on color alone.”

of shoppers did not return to a
store due to overall aesthetics.

OUTCOME OF THE USE OF COLOR @ COLOR CAN IMPROVE !LI_

Ads in color are read up to

42% more often

than the same ads
in black and white.
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MEANS:
passionate
active
EXCITING
bold energy
youthful
physical
PIONEERING
leader willpower
confidence

ambition
POWER

BRANDS:

Aelliggis
Ceatily

Red Bull
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MEANS:

lOVE calm
respect
WARMTH
longterm

feminine

intuifive CAFe
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sensitive

NURTURE

possibilities
UNCONDITIONAL

BRANDS:
BEE
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COSMOPOLITAN

VicTOoRIA'S
SECRET

MEANS:
DEEP

creativity
unconventional
original
stimulation
individual

WEALTHmodesty
compassion

DISTINGUISHED
respectable

fantasy
BRANDS:

YaHoO!
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Your advantage in property

MEANS:

frustorder

LOYALTY
sincere
authority

communication
confidence
PEACE integrify
control
responsible

SUCCeSsSs
CALM masculine

BRANDS:

Ei

Reebok
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British Gas
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MEANS:
BALANCE

growth
restore

sanctuary
EQU BR UM
DO NATURE
genergus
clarity| |
prosperity

safetystable
BRANDS:

LACOSTE % gé

MEANS:
spirit
CONTENT
control
rescue

self-sufficient
modern gOGIS

OPEN
ambition
BRANDS:
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Different cultures react to colors differently, and this brief overview
focuses on the responses of people in the Western Hemisphere.

color by age group (%))

_font size in headlines (number of occurrences)
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Orange, a close relative of red, sparks more
 than any other hue. There fs usually
assodation to orange

Yellow shines with optimism, enlightenment, and

happiness. Shades of golden yellow carry the

promise of a positive future. Yellow will advance
natu ra' from surrounding colors and instill optimism and

green

energy, as well as spark creative thoughts.

Blue Is the overwheliming “favorite color.” Blue is
seen as trustworthy, dependable, and
«committed. The color of ocean and sky, blue is

Green occupies more space in the spectrum
visible to the human eye than most colors, and is
second only to blue as a favorite color. Green is
the pervasive color i the natural world, making it
an ideal backdrop In interior design because we
are 5o used to seeing it everywhere.

Pinks can be youthful, fun, and exciting, and
some have the same high energy as red; they are
sensual and passionate without being too
aggressive. Toning down the passion of red with
the purity of white results in the softer pinks that

Indigo, a de: mbolizes 2 are assoclated with romance and the blush of 3

borderfand , self-ma 7 | young woman's cheeks.

wlization t 5 It's not surprising that when giving of recefving
flowers, pink blossoms are 3 favorite. Pink is the
color of happiness and is sometimes seen as.
lighthearted. For women who are often

5t "gender spec A overworked and overburdened, an attraction to

" pink may speak of a desire for the more carefree

childhood.

h men and wor

Brown says stability, reliability, and
approachability. It is the color of our earth and is
associated with all things natural or organic.

¢ ite picket fence

happy home.







Red

Red hs more personst assocabions
than amy other color. Recognaed as a
MMbmmw
the amount of red s directly related to
the level of energy perceived. Red
draws attention and a keen use of red
#5 an accent can immedistely focu
attention on a particular element.

Facts
7\ Red is the highest sec of the rainbow.
@  Fnd in the first coloe you Lose sght of at twilight.

Ay The longest wavelength of light is red.

Ferg shui recommends panting the front door of 8 home red to inwite prospenty
to the residents.

Bees can't see the color red, but they can see all other bright colors. Red Hlowers
are usuaily pollinated by birds, butterflies. bats. and wind rather than bees







Yellow

Yellow shines with optimism, enlighten-
ment, and happiness. Shades of golden
yellow carry the promise of a positive
future. Yellow will advance from sur-
rounding colors and instill optimism and
energy, as well as spark creative
thoughts.

Facts

Effects

Stimulates mental processes
Stimulates the nervous system
Activates memary

Encourages communication

/ During the tenth century in France, the doors of traitors and criminals were paint-
»*  edyellow.

Yellow signifies “sadness” in Greece's culture and “jealousy” in France’s culture.

Yellow is psychologically the happiest color in the color spectrum

The comic book character Green Lantern was afraid of the color yellow.,

75% of the pencils sold in the United States are painted yellow.
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Purple =

m Uplifts

Purple embodies the balance of red's

stimulation and blue's calm With a CAUnETRg M Snd Sorvas
R Offers a sema of spintuality

purple 5 a color oftan wall Lkad by

eIy Creative or scoening Lypes and » Encourages ity

the favorite color of adolescent girls

I I R

Purple was the roval color of the Caesars

Purple was the color of the Sest dye made by man

Purgle is the color of Madisan Square Garden and seating for VIF's was once
covered in purple

Purphe is the color of the highest dencemnation « $5000

Dunng the Silver Age of comic books, thase with purple on their covers sold
better.
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ol 0 Englana, taxi cabs are traditionally black
6 Black implies weight - people will think a black box weghs more than a white
one.

e The color black s assocated with sophistication and power - tuxedos, Limousines,
judge’s robes, and priesas’ attire are all typically black

The color black is so widely regarded as sophaticated i fashion that the term “the
new black™ & often used 10 describe and give ment to a color trend,

COre old wives' tale claims that  a woman & bured wearing the color black, shell
come back 1o haunt the famiy.
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