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INTRODUCTION 

Color has been studied by scientists and artists, theorists and philosophers 

throughout the ages from antiquity till nowadays. 

Physics, Chemistry, Medicine, Psychology, Technology,  

Art, Applied Arts, Semiotics, Communication, Marketing, etc. 

have examined the multidimensional phenomenon of color. 
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INTRODUCTION 

What should a designer have in mind 

when it comes to choosing a color? 

This paper will present a theoretical model, 

aiming to provide designers an integrated analysis 

on effective color choices. 

46th Annual Conference IC 2014                                                                                                                  Color choice in the process of product promotion 



The interpretive reaction of 

the human brain is developing 

at different wavelengths of 

light, in the visible region of 

the electromagnetic spectrum, 

which includes radiation from 

approximately 400 to 700 nm. 

Color is the result of an 

external stimulus (light 

radiation) which is transferred 

from the eye to the brain. 

WHAT IS COLOR? 
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Red 

Orange 

Yellow 

Green 

Blue 

Indigo 

Violet 



The human brain 

perceives more 

• grab attention and guide the viewer’s eye 

• sort and organize information 

 

• carry thoughts and messages easily and quickly 

• cause feelings 

• affect people’s mood 

• stimulate senses such as taste and smell 

 

• add character and give identity to a product 

• help companies consolidate or diversify in relation 

to competition. 

COLOR CAN 

Color is an integral element of corporate and 

marketing communications. 
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Factors that specify the color identity of products 

COLOR CHOICE IN THE PROCESS OF PRODUCT PROMOTION 
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The light falling on certain nerve cells activates them. 

Each color produces particular chemical reaction (hormonal response).  

 

The hormonal response may indicate taste, open up appetite, help 

digestion, increase or slow down blood pressure, cause alertness or 

relaxation, denote risks, etc. 

1. Biological influences and psychological implications of color 



Blue acts as a transparent color 

for most of the time that 

someone spends watching the 

main background of a website. 

1. Biological influences and psychological implications of color 
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Color can stimulate feelings, either positive or negative, 

such as calm and depression. 

 

Why is facebook so blue? 



2. Characteristics of target audience 
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Every social group has differences in the 

perception and interpretation of colors. 

 

Response depends on several factors, 

including age, gender, education, cultural 

and socio-economic background, regional 

attitudes, etc. 

kids 

women men 



3. Denotative and connotative meanings of color  
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Every color has its own set of connections that convey information, 

with the color itself acting as a signifier of ideas -both positive and negative. 

Red Fire 

Heat 

Blood 

Heart 

Color Associated with 

Passion 

Love, Sex 

Energy 

Enthusiasm 

Excitement 

Power 

Strength 

Warmth 

Positive 

Danger 

Anger 

Aggression 

Violence 

Battle, War 

Sacrifice 

Revolution 

Evil 

Negative 

Ivory Coast, Africa 

Dark red indicates 

death 

Most of Asia 

Marriage, prosperity, 

happiness 

South Africa 

Mourning 

Cultural links 



Name Product’s color Symbolic meanings 

3. Denotative and connotative meanings of color  
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Color in graphic design can be used as a signifier leading to different 

interpretations. Its selection is often associated to: 

• the name of the product,  

• the product’s color,  

• the symbolic meanings it carries.  



3. Denotative and connotative meanings of color  
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Color interpretations are altered: 

• depending on the amount and the placement of color in design,  

• when there is a change in a color’s hue, saturation or brightness. 

• when colors are correlated with other colors, shapes or objects, 

romantic France pregnancy test 



a. Connection of color with brand image and previous applications 

4. Creating corporate identity 
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Companies are increasingly using specific  

colors or color combinations to denote the 

unique identities of their products or services,  

in order to be easily identifiable.  

Some companies protect their colors 

legally, so that others may not be able 

to use them. 

What is Santa Claus 

drinking? 



4. Creating corporate identity 
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b. Competition 

Color is used to differentiate the companies and 

make them stand out. 

The right color choice can confer superiority over 

the competition. 



5. Color combination  
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a. Color schemes 

We can choose a successful color combination by creating 

palettes and using tools such as the color wheel.  



5. Color combination  
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a. Color schemes 



5. Color combination  
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b. Interaction between colors 

The combination of different colors can 

give the impression of movement in a 

static image or make us believe that 

colors are different. 

c. Dominant - subdominant - accent colors 

Depending on the conveyed message, 

the same colors are used and 

combined in different amounts. The 

dominant color is supported by the 

subdominant and accent colors. 

Is this picture moving? 



6. Color coding 
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Color coding is used to organize information in order to  

• separate different data,  

• arrange them in groups,  

• classify them hierarchically.  

Color in packaging helps the consumer recognize a product, especially when 

he knows the product he repeatedly buys.  

Which milk do you drink? 

Blue or green? 



Only value contrast (not hue and saturation) 

makes objects distinguishable from their background. 

7. Color and text - Readability 
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Using color in text not only creates 

levels of importance or hierarchy, 

but also facilitates readability. 



8. Type of product 
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In some categories of products or services 

there are laws that determine their image 

and  consequently the color application. 

The type of product and its specific characteristics 

imply a different use of color. 

Prescription drugs 



9. Material of product 
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An important factor that determines the color choices is the printing surface, i.e. 

the material of product. 

The use of the product imposes a material that gives 

a particular effect on color, and on the other hand 

the material determines the way colors will be used. 

non-reflected paper 
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10. Application of color 
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a. Printing - Methods, techniques, materials 

b. Projection on screen and combination of systems 

Printing and color are interdependent. 

Control and stability are very important in the use 

of color. 

gold printed bees 



11. Production budget 
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The designer takes into consideration the entire production process, 

trying to optimize the final output in a low cost.  

Where necessary, 

we should use spot 

colors instead of a four-

color printing (CMYK). 

Blue: 

PMS: 282 

CMYK:100,60,0,60 

Yellow: 

PMS: 7406 

CMYK: 0,18,100,0  



12. Trends - Fashion - Seasons - Art movements 
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Marketers follow color trends and research color options before launching 

a new product line.  

Changing colors make a product look new and catch consumer attention.  

1976 1977 1998 2001 2007 



12. Trends - Fashion - Seasons - Art movements 
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There is a relationship between colors and seasons of the year.  

Designers are influenced 

by art movements.  

Summer 

Autumn 



13. Personal choice of customer or designer 
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Many businessmen choose for their corporate identity a favourite color. 

acts as a customer's consultant and proposes the appropriate colors 

for his products or services, 

experiments with different color combinations,  

links the meanings of colors with the product,  

estimates the target audience, 

takes into account the competition and the budget, 

is aware of the market trends, historical styles and eras, as well as 

the client’s preferences, and 

proposes an original solution. 

The designer: 

Blue is American’s favourite color 



14. Incorrect use of color 
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Incorrect use of color in graphic design applications is related to those cases 

where the choice of colors was random, without taking into account the factors 

that have been analyzed so far.  

Incorrect use of colors can: 

• cause eye strain, 

• reduce readability, 

• distract attention, 

• confuse and reduce user's efficiency.  

A color used in a wrong way, may be worse than not using color.  

Color is probably 

the most often misused element 

in user interface design. 



Example 
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Color coding 

blue: full fat green: low fat 

Competition 

Color meaning 
freshness, health 

Product’s color 

Offers high reflectivity 

Cool colors 
fridge food 
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QUESTIONNAIRE FOR OPTIMUM COLOR CHOICE 

 Which is the product and which are its specific characteristics? 

 Which is the purpose of product promotion (e.g. packaging, advertising, education)? 

 Could we use a color associated with the name or the content of the product? 

 Which is the intended effect of the composition (e.g. reliability, energy)? 

 Which color is associated with the emotion that is expected to occur? 

 Which is the timeless symbolism of color? 

 Which is the target audience and which are its characteristics? 

 Do we want the audience to link the color with past experiences and applications? 

 Is there any communication material (e.g. logo) which is identified with the color? 

 Do we want the color to differentiate a product compared to a competitive?  

 What would be the ideal color scheme? 

 How many colors can be used? 

 In which way are the selected colors combined (with other colors, shapes and objects) in a 

composition, and what is the meaning of this combination?  

 Are there limitations that affect the color choices (e.g. readability, printing method, budget)? 

 Which are the color trends? 

 For how long will the color choices follow the product? 

 Are there any requirements set by the customer? 

 



Thank you 

“He who wants to become a master of color 

must see, feel, and experience each individual color  

in its many endless combination with all other colors” 

Johannes Itten 
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