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White is the lightest color, meaning purity, innocence, and integrity. It was worn, even from antiquity, by high priests or in very important rituals. It is still an imperative color in the marriage process, used to depict the purity of the future wife. It is considered to represent perfection, as it is the purest and most complete color. It is the color that
represents a new beginning and erases any trace of past actions. It is like a piece of white paper not being written yet. It leaves the mind open and free to whatever it might create in the way. It has an equal quantity of all the colors in the spectrum. So it will contain both their positive and negative aspects. But probably the best feature of white is that
it is impartial, independent, and neutral towards everything. It is said that each baby that is born will come into this world having the purest white, which will eventually be painted by the color given by his life experiences and choices. It enhances the reflective processes, creativity, and awakening. It is bad to use it as a cover to hide behind it because
it will enlarge everything, exposing you even more. The color has the property of bringing calmness, comfort, and hope. It acts like a real medicine that soothes your hurt sole, and it will give your life a sense of order and meaning, helping to de-clutter from all the negative aspects. It will offer an inner cleansing, for your thoughts and soul, being the
ultimate source of pure energy. But too much of it can have a negative aspect of emptiness and isolation, a sterile and ignorant environment. In the majority of cultures, white means the beginning of life, in some, it is used as a predominant color for funerals. Especially in the ones that do not consider death an end, but the finish of a journey, as a new
one will begin immediately afterwards a person leaves this world. White is an indicator of the end of a cycle in your life and the beginning of a new one. If you are careful enough, you might observe that you will have an attraction towards white clothes or accessories, especially in a period where you will make a significant change. You may travel to
some place new, get a new job, and start a new relationship or activity. As you already know, the color is very much used in medical cabinets, as an indication for a clean and sterile environment. Although, it often gives the patients the impression that the doctor is too cold and will never relate to them, the feeling given by too much white that in this
case is too sober and clinical. Positive characteristics given by whites are purity, innocence, simplicity, cleanliness, neatness, openness, equality, and new beginnings. The color also has a negative part, giving traits like ignorance, sterility, distance, boring, cold, empty, or critical. If used in balanced proportions it can be our savior from the dark side
in times of distress. It represents a clean future and the fact that we have a change to a better beginning. It is efficient, showing excellent organization and a sense of order. LYFE Marketing is an award-winning social media management company in 2025. Our marketing firm offers social media marketing services, social media advertising services,
email marketing services, and more. We create and manage top-performing social media campaigns for businesses by managing social media networks such as Facebook, Instagram, Twitter, LinkedIn and Pinterest on your behalf. In short, as a social media marketing agency, we use relevant social media marketing services to help businesses reach
their target audience, increase traffic, and increase revenue. Get in contact and receive a free proposal! VIEW ALL OF OUR SOCIAL MEDIA MARKETING SERVICES This gives business owners like you the ability to narrow down your targeting methods to solely attract qualified leads. When you fail to waste money on followers and leads that don't
fall into your target audience, you trim the fat on your marketing budget. As one of the leading social media management companies, our social media management services save brands more time and money while generating results. LYFE Marketing excels in Facebook Marketing, Instagram Marketing and so much more. Since 2011, our social media
marketing firm has managed over 2,000 social media marketing campaigns. Most importantly, our work shows that our agency knows how to optimize your social media channels to satisfy your marketing objectives. Therefore, we have experience with converting social media advertising investments into more leads and sales- no matter what industry
your business falls in! If your business is in real estate, ecommerce, nonprofits, law or anything else, our social media management services position your business for success. Now, it’s worth noting that you won’t save time and money via social media by hiring just any social media marketing company. Some agencies’ social media marketing
strategies are outdated or overused. Unlike them, our marketing team drives real, qualified traffic to our clients’ websites and storefronts using strategies that are effective and specific to your business goals and needs. “Before LYFE Marketing, no one cared” Joshua Parham - Westmar Lofts For instance, as the leasing manager at Westmar Lofts,
Joshua needed a company he could trust to help him close deals. He hired our social media marketing company and was extremely pleased with the results. In summary, we were able to increase leads by over 164% and generate over 100K in new lease revenue. “We’ve had fantastic results with LYFE” Michael Moran - Private Label Extensions For
instance, Serial entrepreneur, Michael Moran, operates several brands, so saving time on social media was really important. He hired our agency to manage for social media management with a goal to grow his organic traffic and followers. In summary, we helped them build massive brand awareness through social media. SMM for small businesses
can be hard. Our marketing firm has worked closely with many entrepreneurs to show them how it works. For some, you may experience some learning gaps from traditional thinking and marketing. But social marketing can be easily understood and conquered. Likewise, if you are looking for consultation or someone to help manage your marketing
then contact our social media marketing agency. At LYFE Marketing, your marketing goals are our goals. Our role as a social media management company is to help you understand and utilize social media marketing so that your business profits from it! David Lefkovits Chairman - Niche Digital Brands We hit a home run with LYFE Certainly, after
having worked with multiple social media marketing agencies, we have finally landed on a winner and hit a home run with Lyfe Marketing. As a result, their social marketing strategies helped drive qualified traffic to our website, reduce conversion cost, and increase revenue per visitor. Shannon Failla Director at Cardinal Group Management They
communicate very well So, I have worked with the LYFE marketing firm for a few years in multiple markets across the country. They do an amazing job and know exactly how to interact with our demographic. In conclusion, they communicate very well and have yet to turn down a request. I highly recommend their team for any of your social media
marketing needs. Jingbo Shan Co-Owner at H-Massage Increased our customer base During the last 3 years, LYFE Marketing has remained a very professional and helpful agency. We have Facebook, Instagram, Twitter and SEO services with them. We have increased our customer base and they are loyal. This is a social media management company
that cares about their customers. Your customers are on social media. There are almost 4 billion people on social media, and that number continues to grow every year. This means that regardless of what industry your company is in, your customers are using social media on a daily basis. It is important that you keep them engaged and connected to
your brand so that you're always their first option. Why not put your brand in front of where they’re already scrolling? There are people searching for your company. Similarly, if your company is offering a beneficial product or service, then there are people searching for it. Make sure you have a presence online to meet them in their search! We
mentioned above that our search engine marketing services help you appear first in the search results on search engines like Google. Well, social media platforms like Instagram are starting to have their own SEO processes as well! For example, you can now optimize your Instagram account so that it appears for search terms that are relevant to your
business (and we’re not just talking about hashtags or location tags, we’re talking about regular search queries in the search bar!). Additionally, if someone does click to your website from a search query on Google or Instagram or anywhere else, social media can be used to retarget that traffic and get them back to your website again and again until
they convert. Overall, our social media management service will help your business to utilize social media effectively and generate new leads and sales. People are talking about your products & services on social media. And you need to listen! Your customers are talking on social media and you want to engage, be a part of the conversation and
respond. Whether your page is receiving direct comments and messages, or there is a general conversation being had around the products and services you provide, you want to be on top of it. Our social media management services focus on highlighting the positive aspects of what your company has to offer, responding quickly and effectively to any
direct messages you receive (both positive or otherwise) and sparking conversation where relevant to better increase your engagement! The more touchpoints you can create with someone online, the more likely you are to foster brand recognition and convert them into a customer later on. You want to stand out from the competition on social media.
77.6% of small businesses have said that they social media to promote their businesses. Chances are if you are not using social media to effectively reach and convert your target audience, your competition is. The problem is that most business owners and startups do not have time to manage all of their social media channels. Or, if they do, they don’t
always know the best strategies to utilize to come out ahead of their competition. You don’t want to just “be on social media” for the sake of being on it. You want to implement a strategy that’s specific to your business! That’s where we come in. Our expert marketing team has the know how to do all the heavy lifting for you and propel you ahead of
your competition. Whether you need to drive traffic to your website, drive direct sales on your website, drive lead conversions on your website, or simply increase your social media followers and engagement, social media advertising can help you achieve it all. Our social media ad specialists are experienced and capable of executing any ad campaign
you need or that we deem best fit for your business. The reason so many business owners aren’t super familiar with social media advertising is because it can get a little technical in setting it all up. In order to track how many sales and conversions you’re receiving from your social media efforts, you have to set up tracking pixels that connect your
social advertising accounts to your website. This is where it helps to have digital marketing experts who do this every day (like us!) come in and take this task off your hands. We can make sure your ad campaigns are strategically set up from concept to execution. Social media management and social media advertising starting at $600 per month.
Backed by 13 years of experience and over 5,135 businesses helped. The reason it varies so much is because it depends on how many posts you need a week (or a day!) as well as how many platforms we’re managing. We fully break down our different social media packages social media management pricing here, but in short, our social media
management costs include a one time setup fee, our monthly management fee, an account manager, and a recommended advertising budget. LYFE Marketing’s mission is to help small businesses grow, so we price our services with our mission in mind. We don’t gauge our clients or overcharge. We make our services valuable and affordable, so you
don’t have to sacrifice quality for price or vice versa. We’ve talked a good bit about social media management and all that our social media marketing services entail, but what does being a full service online marketing company really mean? Earlier, we listed out the different services we provide. While social media advertising, social media
management, email marketing, PPC, SEO and so on may all be separate services, they work best when organized together as a part of one overarching strategy. And that’s the benefit of having all of your marketing efforts performed under one roof! When you stretch your marketing efforts out across multiple agencies, having one social media
marketing company handle your social media while another agency handles your SEO and so on, it leaves room for miscommunication and missed opportunities for optimization. But having all of your social marketing efforts housed within the same social media marketing company allows for synergy, optimal efforts in every area, fluid communication
and most importantly, maximum results. LYFE Marketing was founded on social media marketing, and that’s why we address it as much as we do (because that’s what people know us best for), but the truth is we employ experts across many digital marketing services. So in short, being a full service social media marketing company simply means we
handle all of your marketing needs in one place packaged into one affordable rate. This gives you peace of mind, more time on your hands and the results you've been looking for. As we’ve said, we talk about being a social media marketing company a lot because it’s what we were founded on and therefore what we’re most known for. But it is not the
only digital marketing service we offer! The truth is our team is seasoned in all of the digital marketing services we provide (otherwise we wouldn’t offer them!). Beyond social media marketing, this includes SEO, PPC, email marketing, graphic design and more. We began as a startup and understand all of the obstacles, hardships and challenges small
business owners face. While we’ve grown tremendously since we were first founded, we have never (and will never) forget what it is like to be a small business owner juggling everything just trying to grow. It’s no small feat, but we’re thankful for our journey because it causes us to put a bigger emphasis on anticipating your needs and meeting them
with our marketing and management services. Whether you’'ve dabbled a little bit on social media marketing but need help, understand social media marketing but don’t have the time to execute it properly or don’t know the first thing about marketing and the internet, our company is here to help your business grow. The industries we serve are not
limited to a set few. For over 12 years, our social media marketing company has helped small business owners in dentistry, eccommerce, law, food and hospitality, real estate and many more. Working with an online marketing agency, like LYFE Marketing, that has experience helping other companies in your industry succeed gives your company an
advantage. We still complete thorough research on your specific business and competition because no two businesses are the same, but being well-versed in countless industries definitely makes things more efficient and effective for us in marketing your business! Why would you settle for an average social media management firm with a cookie
cutter marketing approach when you can work with an agency that has already carved a path to success within your specific industry? Trust LYFE Marketing to garner the results you’'re looking for. Since being founded in 2011, we have obtained several noteworthy achievement, the biggest being that we’ve ranked on the Inc. 5000 list of the fastest
growing businesses for two years in a row now. The reason this should matter to you as a business owner is because we use the same marketing services to grown our own business that we use for our clients. If we're getting recognized for explosive growth, and we’re using the same strategies that are fueling our results for your company, that’s
something to get excited about. Whether you work with a smaller boutique marketing agency or a huge corporation to market your business, either way business owners often experience the fear of not being a priority. Smaller agencies often bite off more than they can chew, stretch themselves thin trying to serve as many clients as they can and
provide you with mediocre service as a result. You may run into unreasonably long turnaround times, or receive poorly-executed work in this case. Oppositely, to bigger, corporate marketing chains you run the risk of being another client to them: another number to perform the same cardboard marketing efforts for. Not to mention larger agencies can
afford to charge you an arm and leg for strategies that (in our opinion) don’t warrant the cost. That’s why we created LYFE Marketing with you in mind. We’re aware of the struggles listed (and not listed!) here that you as the business owner endure when looking for the perfect digital marketing agency to represent you. Your business is your baby, we
get it! You want to partner with an expert company that is going to care about your business and your growth as much as you do, and this is exactly what you get when you partner with LYFE Marketing. You believe in the products and services you provide, and we believe in you. That’s why we center all of our marketing services, our pricing and our
team around providing the best service and results possible at a rate small business owners can afford. If you're ready to take your online presence by the horns and expedite your business growth, take the next step forwards and contact us today. What do your online reviews look like right now? Do you have any? Or do you know whether you have
any or not? If so, how have you handled them so far? Sometimes, small business owners make the mistake of placing lesser importance on their online reviews because they don’t think their business is “big enough” yet for them to matter much. But that couldn’t be further from the truth! Listen to this: 91% of 18-34 year olds trust online reviews as
much as personal recommendations. Plus, 93% of consumers say that online reviews influenced their purchasing decisions. Lastly, 89% of marketers are showing that influencer marketing (a concept where social media users are influenced by social media figures with high followers) is providing a higher ROI than most other channels. So clearly,
your reputation, what people say about you online and online reviews all matter a lot because the data that’s out there today shows us that your online reviews have a direct impact on your sales! This is why when you’re a client of LYFE Marketing, we take special care to monitor and respond to all of your online reviews, good or bad. Our experts are
trained in damage control should you ever receive severely negative reviews, and oppositely we know how to foster positive reviews as well. When choosing a social media marketing company and digital marketing agency to work with, it’s important to choose an expert team to assist you, but it’s equally important to choose a team that cares about
your business. That’s why LYFE Marketing gives you the best of both worlds in that aspect. Simply executing general digital marketing techniques is not enough; it’s imperative that the marketing team acting on your behalf extensively understands your business, your goals, your industry, your competitors and your target audience. LYFE Marketing
was founded by 3 men with a dream; we know firsthand what kind of care, attention and hard work it takes to raise a small business from the ground up. It’s having this experience coupled with our expertise in digital marketing and passion for helping other businesses grow that makes us such a powerful partnership for business owners today. You
probably hear the term “brand awareness” a good bit. A lot of marketers talk about how increased brand awareness is a positive thing and you need more of it... but what is it really? What does increasing your brand awareness really look like and how does it impact your business? Oxford Languages describes brand awareness as, “the extent to which
consumers are familiar with the distinctive qualities or image of a particular brand of goods or services.” In other words, people can’t buy from you if they don’t know you exist. And to take it a step further, people won’t buy from you if they know who you are but don’t trust you. While a big part of digital marketing is all about metrics and data and
about measuring website clicks and conversion rates, something that’s equally important but sometimes harder to track is how people feel about your business. Once people become familiar with your business, do they associate your brand with positive or negative thoughts in their brain? Was the experience that led to them learning of your brand in
the first place a good one or a bad one? Brand awareness should exist at the top of your marketing funnel to ensure two things: 1) that you acquire consistent, qualified new leads and followers and 2) that they enter your funnel with a positive outlook on your brand. This is one aspect of digital marketing that LYFE Marketing puts a special focus on.
What good do social ads and website traffic do if all your efforts never lead to any sales? Whether you're using social ads or Google ads, getting your advertisements launched is only half the battle (and even that can take a lot of technical know how!). Beyond setting your ads up within the native advertising platform, you also have to install a
conversion tracking pixel on your website from every ad platform you intend to use. The conversion pixel is what allows you to see how many sales or lead form completions have happened on your website as a direct result of your social or Google ads. The instructions for installing it vary by ad platform as well as by the type of website you have. This
is where having a digital marketing expert at your side takes the headache out of the process! We do this countless times a day and can breeze right through this process for you- but like we mentioned above, that’s only half the battle! After your ads are set up correctly and launched, what happens if you still fail to generate sales from them? This is
where conversion optimization comes in. Our team is skilled in analyzing your campaign for areas of opportunity and looking at the data of any results received so far (including impressions, clicks, engagement etc.) to make informed decisions with your campaign moving forward. If your campaign is not receiving strong results, there are often things
that can be changed and optimized to get the ball rolling. Other agencies may “set it and forget it” as we say, but not LYFE Marketing! “In short, LYFE Marketing made it possible for our business to focus on what we do best. Their knowledge and expertise has freed up valuable time. So, definitely one of the best agencies I've worked with and I highly
recommend them for your online presence” - David Study of influence of color on human behavior The "rose of temperaments" (Temperamenten-Rose) compiled by Goethe and Schiller in 1798/9. The diagram matches twelve colors to human occupations or their character traits, grouped in the four temperaments: * choleric (red/orange/yellow):
tyrants, heroes, adventurers * sanguine (yellow/green/cyan) hedonists, lovers, poets * phlegmatic (cyan/blue/violet): public speakers, historians * melancholic (violet/magenta/red): philosophers, pedants, rulers Color psychology is the study of colors and hues as a determinant of human behavior. Color influences perceptions that are not obvious, such
as the taste of food. Colors have qualities that may cause certain emotions in people.[1] How color influences individuals may differ depending on age, gender, and culture.[2] Although color associations may vary contextually from culture to culture, one author asserts that color preference may be relatively uniform across gender and race.[3] Color
psychology is widely used in marketing and branding. Marketers see color as an important factor, since color may influence consumer emotions and perceptions about goods and services.[4] Logos for companies are important, since the logos may attract more customers.[5] The field of color psychology applies to many other domains such as medical
therapy, sports, hospital settings, and even in game design. Carl Jung has been credited as one of the pioneers in this field for his research on the properties and meanings of color in our lives. According to Jung, "colours are the mother tongue of the subconscious".[4] Before there was color psychology as a field, color was being used for centuries as a
method of treatment as early as 2000 BC. The ancient Egyptians documented color "cures" using painted rooms or sunlight shining through crystals as therapy. One of the earliest medical documents, the Huangdi Neijing, documents color diagnoses associated with color healing practices.[6] In 1810, German poet Johann Wolfgang von Goethe
published Theory of Colors, a book explaining his beliefs on the psychological nature of color.[7] In his book, von Goethe describes the color yellow as "serene" and blue as a mixture of "excitement and repose".[8] In 1942, Kurt Goldstein, a German neurologist, conducted a series of experiments on various participants to determine the effects of color
on motor function. In one experiment, Goldstein claims that a woman suffering from a cerebral disease was prone to frequently falling over and that wearing red significantly increased this. However, wearing the colors green or blue calmed these symptoms.[9] Other researchers were unable to prove Goldstein's studies to be true through replication,
therefore, his hypothesis is considered unproven.[10] While Goldstein's hypothesis was never proven, his work encouraged further research into the physiological effects of color.[10] Carl Jung is most prominently associated with the pioneering stages of color psychology in the twentieth century. Jung was most interested in the properties and
meanings of colors, as well as in art's potential as a tool for psychotherapy. His studies in and writings on color symbolism cover a broad range of topics, from mandalas to the works of Picasso, to the near-universal sovereignty of the color gold, the lattermost of which, according to Charles A. Riley II, "expresses... the apex of spirituality, and
intuition".[11] In pursuing his studies of color use and effects across cultures and time periods, as well as in examining his patients' self-created mandalas, Jung attempted to unlock and develop a language, or code, the ciphers of which would be colors. He looked to alchemy to further his understanding of the secret language of color, finding the key
to his research in alchemical transmutation. His work has historically informed the modern field of color psychology. The general model of color psychology relies on six basic principles: Color may carry a specific meaning. Color meaning is either based in learned meaning or biologically innate meaning. The perception of a color causes evaluation
automatically by the person perceiving. The evaluation process forces color-motivated behavior. Color usually exerts its influence automatically. Color meaning and effect has to do with context as well.[12] According to the embodied and referential theory of color,[13][14][15] color may convey two types of meaning that uniquely stimulate and shape
consumer preferences and behaviors. Referential meaning arises from the network of semantic associations that emerge through exposure to color stimuli. As such, referential meaning is learned and often dependent on contextual cues. For example, the referential meaning conveyed by the use of the color brown in effervescent beverages can evoke
notions of cola taste, which are drawn from the learned association of prominent cola brands adding caramel color to their products. Embodied meaning results from attributes embodied in the aesthetic stimulus, independent of context and the semantic content it may evoke. This meaning is evoked from properties within the stimulus, that is feelings
and other responses are activated simply from exposure to the color. For example, long wavelength colors such as red may stimulate arousal and increase attention. This model proposes that biological responses to color (e.g., physiological responses such as increased heart rate or attention) are driven by the embodied meaning of a color The model
also considers that influencers of color experience do not act in isolation. For instance, some learned color associations may represent a cognitive reinforcing or alteration of biologically based phenomena. Moreover, color associations may vary by culture and learned color associations may also influence some cultural aspects. The theory notes the
importance of context for referential meanings of color (i.e., these meanings are context-dependent, while the embodied meanings are not). Multiple researchers propose that one factor in the evolution of primate trichromatic color vision is to allow for better perception of the emotions or condition of others that can prove highly useful for complex
social interaction.[16] For example, flushed or pale skin can non-verbally communicate whether one is excited or sickly. Besides its use for social situations, color has an impact in multiple facets of our perceptions. Color also affects how people perceive the edibility and flavor of foods and drinks.[17] This extends beyond just the color of the food. The
packaging of the food and its placement among other foods and objects also affect how people perceive it. For example, in food stores, bread is normally sold in packaging decorated with or tinted with golden or brown tones to promote the idea of home-baked and oven-freshness.[18] People might mistake a cherry-flavored drink for being lime or
lemon flavored if that drink was a green color. Additionally, a flavor may seem to be intensified by a color. People may rate a brown M&M as more chocolate flavored than a green M&M, based on color alone.[17] This interaction may be mediated by our perceptions as well, especially depending on cultural expectation. Research in the UK
demonstrated that individuals receiving a brown drink would have different expectations for the taste (i.e. expecting a cola) while someone from Taiwan may expect a grape-flavored drink because popular brown colored drinks in their culture are typically grape-flavored.[19] Recent studies[20] showed that the perceived duration of a red screen was
longer than that of a blue screen. The results reflected gender differences; men overestimated the duration of the red screen. Additionally, the reaction times to a red screen were faster than those to a blue screen. Participants who reacted quickly to a red screen overestimated its duration. In a demo with 150 people chosen at random, it was found
that inside a pod bathed in blue color, the average perceived duration of a minute was 11 seconds shorter than while in a pod bathed in red color.[21] However, another study looking at perceived duration found opposite results regarding blue and red stimuli.[22] The color of a light source affects the apparent color of an object the light shines on. For
example, the color of an object might appear different in the light from the sun versus from an incandescent (tungsten) light bulb. With the incandescent light bulb, the object might appear more orange or "brownish", and dark colors might look even darker.[23] Light and the color of an object may affect how one perceives its positioning. If light or
shadow, or the color of the object, masks an object's true contour (outline of a figure) it may appear to be shaped differently from reality.[23] Objects under a uniform light-source will promote better impression of three-dimensional shape.[23] The color of an object may affect whether or not it seems to be in motion. In particular, the trajectories of
objects under a light source whose intensity varies with space are more difficult to determine than identical objects under a uniform light source. This could possibly be interpreted as interference between motion and color perception, both of which are more difficult under variable lighting.[23] Blue lights (R) at the Woodside LIRR train station in
New York Blue light causes people to feel relaxed, which has led countries to install blue street lights in order to decrease suicide rates.[24] A railroad company in Japan installed blue lighting at its stations in October 2009 in an effort to reduce the number of rail suicide attempts,[25] although the effect of this technique has been questioned.[26] In
2000, the city of Glasgow installed blue street lighting in certain neighborhoods and subsequently reported the anecdotal finding of reduced crime in these areas.[27][28] Lighting color could also have a strong effect on perceived experience in stores and other situations. For example, time seems to pass more slowly under red lights and time seems
to pass quickly under blue light.[29] Casinos take full advantage of this phenomenon by using lighting color to get people to spend more time and hence more money in their casino.[29] However, a presumed influence of colored light (red vs. blue) on risk behavior could not be demonstrated.[30] The color of placebo pills is reported to be a factor in
their effectiveness, with "hot-colored" (red, yellow, etc.) pills working better as stimulants and "cool-colored" (blue, purple, etc.) pills working better as depressants. This relationship is believed to be a consequence of patient expectations and not a direct effect of the color.[31] Consequently, these effects appear to be culture-dependent.[32] Main
article: Color preferences How people respond to different color stimuli varies from person to person. In a U.S. study by Lamancusa, blue is the top choice at 35%, followed by green (16%), purple (10%), and red (9%).[33] A concept proposed by Dutton in evolutionary aesthetics is that blue and green may reflect a preference for certain habitats that
were beneficial in an "ancestral environment".[34] Orange, yellow, and brown being reported as the least popular colors, respectively.[35] One theory for why people prefer one color more than another is called ecological valence theory (EVT) proposed by Stephen Palmer and Karen Schloss.[36] This theory asserts that people tend to like or dislike
colors based on their associations of the color to other objects or situations that they have strong feelings about. For example, if someone associates the color blue with clean water, they would be more likely to favor blue. On the other hand, dislike of the color brown could be due to associations with feces or rotten food. Another theory indicates that
color preference may depend on ambient temperature. People who are cold are reported to select warm colors such as red or yellow often, while people who are hot favor cool colors such as blue and green.[12] In another study, introverted individuals were found to be more attracted to cool colors, while extroverts prefer warmer colors.[37]
Psychologist Andrew J. Elliot tested to see if the color of a person's clothing could make them appear more sexually appealing. He found heterosexual men and women dressed in red were significantly more likely to attract romantic attention from each other than when dressed in any other color. The color did not affect heterosexual women's
assessment of other women's attractiveness (unrelated to romance). Other studies also have shown men dressed in red appeal to heterosexual women.[38] The Kelvin scale is used to quantify a color temperature spectrum that may be used to describe a light's warmth or coolness. These numbers are used to characterize the hue of artificial light.
Since each person has their own unique method of perceiving color, there are a variety of color temperatures that will work well for certain tasks according to this scale. Neutral and soft white is a friendly and clean light best for kitchens and bathrooms or any kind of workspace; cool light is adequate for offices, hospitals, and other commercial uses;
and warm light creates a cozy, calm, inviting atmosphere that is ideal for bedrooms, living rooms, family rooms, dining rooms, and other spaces requiring an intimate, personal mood.[39] In terms of brain mechanisms, areas of the visual cortex (usually V4 and V8[40]) are associated with color perception, while completely different regions of the brain
(usually the amygdala and other limbic structures) are associated with emotions. However, fMRI studies have shown[41] that tasks requiring color-emotional integration show strong bilateral activation in areas of the brain that connect the visual cortex with limbic areas, and this activation is shown to largely coincide with the activity of the Default
mode network. Thus, the connection between colors and emotions at the brain level can be explained by the functioning of part of the Default mode network.[41] Since color is an important factor in the visual appearance of products as well as in brand recognition, color psychology has become important to marketing. Recent work in marketing has
shown that color may be used to communicate brand personality.[42] Marketers must be aware of the application of color in different media (e.g. print vs. web), as well as the varying meanings and emotions that a particular audience assigns to color. Even though there are attempts to classify consumer responses to different colors, everyone
perceives color differently. The physiological and emotional effect of color in each person is influenced by several factors such as past experiences, culture, religion, natural environment, gender, ethnicity, and nationality. When making color decisions, it is important to determine the target audience in order to convey the right message. Color
decisions can influence both direct messages and secondary brand values and attributes in any communication. Color should be carefully selected to align with the key message and emotions being conveyed in a marketing piece.[43] Research on the effects of color on product preference and marketing show that product color could affect consumer
preference and hence purchasing culture. This is mostly due to associative learning. Most results show that no specific color attracts all audiences, but that certain colors are deemed appropriate for certain products.[44] The Color Wheel Color is a very influential source of information when people are making a purchasing decision.[29] Customers
generally make an initial judgment about a product within 90 seconds of interaction with that product and approximately 62-90% of that judgment is based on color.[29] Customers often see the logo of a brand or company as a representation of that company. Without prior experience to a logo, association with a brand begins with certain
characteristics based on the primary logo color.[45] Color mapping provides a means of identifying potential logo colors for new brands and ensuring brand differentiation within a visually cluttered marketplace.[46][failed verification] A study on logo color asked participants to rate how appropriate the logo color was for fictional companies based on
the products each company produced. Participants were presented with fictional products in eight different colors identified as either "functional" or "sensory-social" and they had to rate the appropriateness of the color for each product. This study showed a pattern of logo color appropriateness based on product type. If the product was considered
functional, fulfills a need or solves a problem, then a functional color was seen as most appropriate. If the product was seen as sensory-social, conveys attitudes, status, or social approval, then sensory-social colors were seen as more appropriate.[45] Just the use of color may portray meaning to company logos, according to some research [47] that
determined that color affects people's perceptions of a new or unknown company. Some companies such as Victoria's Secret and H&R Block used color to change their corporate image and create a new brand personality for a specific target audience.[47] Research conducted on the relationship between logo color and five personality traits had
participants rate a computer-made logo in different colors on scales relating to the dimensions of brand personality. Relationships were found between color and sincerity, excitement, competence, sophistication, and ruggedness. A follow-up study tested the effects of perceived brand personality and purchasing intentions.[47] Participants were
presented with a product and a summary of the preferred brand personality and had to rate the likelihood of purchasing a product based on packaging color. It was determined that purchasing intent was greater if the perceived personality matched the marketed product or service and in turn, color affects perceived brand personality and brand
personality affects purchasing intent.[47] Although color may be useful in marketing, its value and extent of use depends on how it is used and the targeted audience.[48] The use of color will have different effects on different people, therefore experimental findings must not be taken as universally true. Different colors are perceived to mean different
things. For example, tones of red lead to feelings of arousal while blue tones are often associated with feelings of relaxation. Both of these emotions are pleasant, so therefore, the colors themselves can procure positive feelings in advertisements. The chart below gives perceived meanings of different colors in the United States. Functional (F): fulfills
a need or solves a problem [45] Sensory-Social (S): conveys attitudes, status, or social approval [45] Red Yellow Green Blue Pink Violet/Purple Orange Brown Black White Lust (S)[49] Competence (S)[47] Good Taste (F)[49] Sophistication (S)[47] Authority (S)[49] Warmth (S)[50] Ruggedness (S)[47] Grief (S)[49] Happiness (S)[49] Sincerity (S)[47]
Power (S)[51] Happiness (S)[49] Envy (S)[49] Competence (S)[47] Sophistication (S)[47] Excitement (S)[50] Sophistication (S)[47] Purity (S)[49] Excitement (S)[47] Inexpensive (F)[35] Eco-Friendly (F)[52] High quality (F)[49] Feminine and Flirty (S)[49] Power (S)[49] Expensive (F)[49] Love (S)[49] Low Quality (F)[35] Health (S)[52] Corporate (F)[49]
Fear (S)[49] Speed (S)[3] Money (F)[53] Reliability (F)[35] Anger (S)[54] This map of precipitation leverages the natural connotations of blue as wet and yellow as dry, but readers have to make a conscious effort to not interpret green as vegetation. In map design, additional color meanings are commonly employed to create intuitive map symbols, due
to the natural colors of common geographic features.[55] These correlations are commonly stylized and conventionalized, so that the color with the most intuitive meaning is often the nearest prototypical named color rather than that most similar to the real-world color (e.g., in very rare locations, water depth is symbolized using different shades of
the color blue). Common, but by no means authoritative or exhaustive, examples include: Green: vegetation Blue: water (water bodies, precipitation), cold Gray/Black: human structures (roads, buildings) Brown: soil Yellow: dryness Red: heat, wildfire Purple: unnatural (contrasting with natural connotations of green, yellow, blue) Other colors may
have intuitive meaning due to their role in Gestalt psychology and other cognitive aspects of the map-reading process. For example, shades that contrast most with the background (i.e., dark on a white page, light on a dark screen) are naturally perceived as "more" (higher values of quantitative properties, more important in the Visual hierarchy) than
shades with less contrast. Target logo Although some companies use a single color to represent their brand, many other companies use a combination of colors in their logo, and the combination may be perceived in different ways than those colors independently. When asked to rate color pair preference of preselected pairs, people generally prefer
color pairs with similar hues when the two colors are both in the foreground; however, greater contrast between the figure and the background is preferred.[56] In contrast to a strong preference for similar color combinations, some study subjects demonstrate a preference for accenting with a highly contrasting color.[57] In a study on color
preference for Nike, Inc. sneakers, subjects generally combined colors near each other on the color wheel, such as blue and dark blue. However, a smaller segment preferred to have the Nike swoosh accentuated in a different, and contrasting, color. Most of the study subjects used a relatively small number of colors when designing their ideal athletic
shoe. This finding has relevance for companies that produce multicolored merchandise, suggesting that to appeal to consumer preferences, companies should consider minimizing the number of colors visible and using similar hues in any one product.[58] Although different colors may be perceived in different ways, the names of those colors matters
as well.[58][59] These names are often called visual color descriptors. Many products and companies focus on producing a wide range of product colors to attract the largest population of consumers. For example, cosmetics brands produce a rainbow of colors for eye shadow and nail polish, to appeal to every type of client. Even companies such as
Apple Inc. and Dell who make iPods and laptops do so with a certain amount of color personalization available to attract buyers. Moreover, the name given to a color by the marketer may attract or repel buyers as well. When asked to rate color swatches and products with either generic color names (such as brown) or "fancy" color names (such as
mocha), participants rated items with fancy names as significantly more likable than items with generic names.[58] In fact, the same paint color swatch with two different names produced different rating levels, and the same effect was found when participants rated the pleasantness of towels given fancy or generic color names,[58] showing an overall
pattern of preference for fancy color names more frequently than generic ones when describing exactly the same color. In addition to fancy names being preferred for their aural appeal, they may contribute to the product they represent being liked more, and, therefore affecting sales.[60] A yellow jelly bean with an atypical color name such as
goldenrod is more likely to be selected than one with a more typical name such as lemon yellow. This could be due to greater interest in atypical names, as well as curiosity and willingness to "figure out" why that name was chosen. Purchasing intent patterns regarding custom sweatshirts from an online vendor also revealed a preference for atypical
names. Participants were asked to imagine buying sweatshirts and were provided with a variety of color name options, some typical, some atypical. Color names that were atypical were selected more often than typical color names, again confirming a preference for atypical color names and for item descriptions using those names.[60] Moreover,
those who chose sweatshirts bearing atypical color names were described as more content with their purchase than those who selected similar items bearing typical color names. A store sign painted mainly red on a street in Bangkok to attract attention from passers-by Color is used as a means to attract consumer attention to a product that then
influences buying behavior.[61] Consumers use color to identify for known brands or search for new alternatives. Variety seekers look for non-typical colors when selecting new brands. Attractive color packaging receives more consumer attention than unattractive color packaging, which can then influence buying behavior. A study that looked at
visual color cues focused on predicted purchasing behavior for known and unknown brands.[61] Participants were shown the same product in four different colors and brands. The results showed that study subjects picked packages based on colors that attracted their voluntary and involuntary attention. Associations made with that color such as
'green fits menthol’, also affected their decision. Based on these findings implications can be made on the best color choices for packages. New companies or new products could consider using dissimilar colors to attract attention to the brand, but off-brand companies could consider using similar colors to the leading brand to emphasize product
similarity. If a company is changing the look of a product, but keeping the product the same, they consider keeping the same color scheme since customers use color to identify and search for brands.[61] This can be seen in Crayola crayons, where the logo has changed many times since 1934, but the basic package colors, gold and green, have been
kept throughout. Attention is captured subconsciously before study subjects consciously attend to something.[62] Research looking at electroencephalography (EEGs) while subjects made decisions on color preference, found brain activation when a favorite color is present, before the participants consciously focused on it. When looking at various
colors on a screen the subjects focused on their favorite color, or the color that stood out more, before they purposefully turned their attention to it. This implies that products can capture customer attention based on color, before they examine the product closely.[62] In interactive design and behavioral design, color is used to develop visual
hierarchies where colors are placed into saliency hierarchies that match other hierarchies. Examples include matching a color hierarchy to a navigational structure hierarchy, or matching a behavioral science hierarchy to the most salient colors in a visual hierarchy, to increase the odds that important behavior change principles are noticed by a
target audience and processed by them.[63] Warm colored window display Color is not only used in products to attract attention, but also in window displays and stores.[64] When study subjects are exposed to different colored walls and images of window displays and store interiors they tend to be drawn to some colors and not to others. Findings
showed that subjects were physically drawn to warm colored displays; however, they rated cool colored displays as more favorable. This implies that warm colored store displays are more appropriate for spontaneous and unplanned purchases, whereas cool colored displays and store entrances may be a better fit for purchases where a lot of planning
and customer deliberation occurs. This is especially relevant in shopping malls where patrons could easily walk into a store that attracts their attention without previous planning.[64] Other research has provided evidence that store color, not just the product, influences buying behaviors.[59] When study subjects are exposed to different store color
scenarios and then surveyed on intended buying behavior, among various other factors, store color is important for purchasing intentions. Blue, a cool color, was rated as more favorable and produced higher purchasing intentions than orange, a warm color. However, all negative effects to orange were neutralized when orange store color was paired
with soft lighting. This shows that store color and lighting interact significantly.[59] In this research, participants were not exposed to different colors of stores, but instead, color and lights were manipulated through the written description of the store. Art therapist Felicity Kodjo observes a patient during an art therapy workshop. Main article: Art
therapy Art therapy is a separate but related field of applied psychology. It comes from psychoanalytic theories in the 1970s that argued that some of our emotions and experiences cannot be expressed in words alone, but in images and colors.[65] One intersection where color psychology could be of use to art therapists is in evaluating what certain
colors mean to clients when they use them to create art pieces. Even the lack of color use may be an important detail in art therapy, as people struggling with depression were shown to tend to use less color when they are painting.[65] Research suggests that by focusing on color use rather than the resulting image made by a client, in order to start a
dialogue about their feelings one may avoid client anxiety about producing a "good" product and focus more on what meaning the client assigns to the colors used.[65] Main article: Chromotherapy Chromotherapy is a treatment method adapted from ancient color-based practices that uses wavelengths in the visual spectrum (colors we can see) to
treat different conditions.[66] This therapy has been researched to treat multiple physiological and psychiatric conditions, such as seasonal affective disorder (SAD), age-related cognitive decline, depression, and hypertension among others.[67][68][69] Many in the healthcare field believe that chromotherapy does not have a robust research backing
and have described it as a pseudoscience.[70] Other sources claim that while certain colors have been shown as beneficial to wellbeing, the clear definition of what wavelengths are beneficial and exactly how these benefits occur is not clear enough to put them to use in a medical setting.[71] Further information: Gendered associations of pink and
blue Pink girls section of toy store Children's toys are often categorized as either boys or girls toys solely based on color. In a study on color effects on perception, adult participants were shown blurred images of children's toys where the only decipherable feature visible was the toy's color.[72] In general participants categorized the toys into girl and
boy toys based on the visible color of the image. This can be seen in companies interested in marketing masculine toys, such as building sets, to boys. For example, Lego uses pink to specifically advertise some sets to girls rather than boys. The classification of 'girl' and 'boy' toys on the Disney Store website also uses color associations for each
gender.[73] An analysis of the colors used showed that bold colored toys, such as red and black, were generally classified as 'boy only' toys and pastel colored toys, such as pink and purple, were classified as 'girl only' toys. Toys that were classified as both boy and girl toys took on 'boy only' toy colors. This again emphasizes the distinction in color use
for children's toys.[73] Gender differences in color associations can also be seen amongst adults.[74] Differences were noted for male and female participants, where the two genders did not agree on which color pairs they enjoyed the most when presented with a variety of colors.[72][75] Men and women also did not agree on which colors should be
classified as masculine and feminine. This could imply that men and women generally prefer different colors when purchasing items. Men and women also misperceive what colors the opposite gender views as fitting for them. Gender has also shown to influence how colors are received, with some research suggesting women and men respectively
prefer "warm" and "cool" colors.[12] Black, white, and gray, as tones or shades, were shown to be received more positively by males than females.[29] Children's toys for younger age groups are often marketed based on color, but as the age group increases, color becomes less gender-stereotyped.[72] In general many toys become gender neutral and
hence adopt gender-neutral colors. In the United States it is common to associate baby girls with pink and baby boys with blue. This difference in young children is a learned difference rather than an inborn one.[76] Research has looked at the preference of young children, ages 7 months to 5 years, for small objects in different colors. The results
showed that by the age of 2-2.5 years socially constructed gendered colors affects children's color preference, where girls prefer pink and boys avoid pink, but show no preference for other colors.[76] Contrary to the adult fondness for blue, in children yellow is the most favored color, perhaps owing to its associations with happiness.[49] However,
children like colors they find to be pleasant and comforting and their preferences don't change much, while adult color preference is usually easily influenced.[12] Slightly older children who have developed a sense of favorite color often tend to pick items that are in that color.[77] Children's perceptions for color may be seen in a preference for a



certain color of a food. The taste perceptions of all colors are not all the same with children and adults. "Each primary color has its own specific taste and the taste of secondary colors is a common taste of their constituent primary colors." Primary colors such as red and yellow, would indicate a similar taste when comparing pink and orange in a
red/pink and yellow/orange pairing. [78] It is perceived that infants prefer the pastel pinks and blues that are considered traditionally pleasant for a babies room. Busy patterns and strong colors in an infant's room is thought to contribute to hyperactivity, lack of sleep, and restlessness.[79] Color priming and infants could be an example of acquired
distinctiveness,[80] which is one form of learning that suggests one source of information can predict the outcome, and any future associations with a color could be altered by the nature of this relation.[81] Still, in other research, using pastels or neutral colors can affect the infant's perception to recognize color and give a better insight into their
world of color psychology. Ecological valence theory has been cited as a possible reason for differences in color preferences between adults and infants.[82] Because adults have more associations between colors and objects or places from life experiences, their preferences change as they get older. See also: Linguistic relativity Many cultural
differences exist on perceived color personality, meaning, and preference. When deciding on brand and product logos, companies should take into account their target consumer, since cultural differences exist. A study looked at color preference in British and Chinese participants.[74] Each participant was presented with a total of 20 color swatches
one at a time and had to rate the color on 10 different emotions. Results showed that British participants and Chinese participants differed on the like-dislike scale the most. Chinese participants tended to like colors that they self rated as clean, fresh, and modern, whereas British participants showed no such pattern. When evaluating purchasing
intent, color preference affects buying behavior, where liked colors are more likely to be bought than disliked colors.[61] This implies that companies should consider choosing their target consumer first and then make product colors based on the target's color preferences. Wollard, (2000)[83] seems to think that color can affect one's mood, but the
effect also can depend on one's culture and what one's personal reflection may be. For example, someone from Japan may not associate red with anger, as people from the U.S. tend to do. Also, a person who likes the color brown may associate brown with happiness. However, Wollard does think that colors can make everyone feel the same, or close to
the same, mood. Studies have shown people from the same region, regardless of ethnicity, will have the same color preferences. Common associations connecting colors to a particular emotion may also differ cross-culturally.[12] For instance, one study examined color relationships with emotion with participants in Germany, Mexico, Poland, Russia,
and the United States; finding that red was associated with anger and viewed as strong and active.[84] However, only Poles related purple with both anger and jealousy while Germans linked jealousy with yellow. This highlights how the influence of different cultures can potentially change perceptions of color and its relationship to emotion.[23] Ed
Banach wrestles Akira Ohta during the 1984 Summer Olympics. The color red has been found to influence sports performance. During the 2004 Summer Olympics the competitors in boxing, taekwondo, freestyle wrestling, and Greco-Roman wrestling were randomly given blue or red uniforms. A later study found that those wearing red won 55% of all
their matches which was a statistically significant increase greater than the expected 50%.[85] The colors affected bouts where the competitors were closely matched in ability, where those wearing red won 60% of the matches, but not matches between more unevenly matched competitors. In post-war England, football teams wearing red uniforms
have averaged higher league positions and have had proportionally more championship winners than teams using other colors.[86] In cities with more than one team, the teams wearing red outperformed the teams wearing other colors. A study of the UEFA Euro 2004 found similar results. Another study found that those taking penalty kicks
performed worst when the goalkeeper had a red uniform. More anecdotal is the historical dominance of the domestic honors by red-wearing teams such AFC Ajax, FC Bayern Munich, Liverpool F.C., and Manchester United F.C. Videos of taekwondo matches were manipulated in one study so that the red and blue colors of the protective gears were
reversed. Both the original and the manipulated videos were shown to referees. The competitors wearing red were given higher scores despite the videos otherwise being identical. Not only can color influence the players themselves in sports, but it can also influence other people's perceptions of the players. For example, one study demonstrates the
effects of wearing various colored boxer trunks on the referees perception of the boxers. The results of the study indicated that competitors who wore red and black-colored trunks appeared stronger, more aggressive, and more dominant to the referee observing the match.[87] At the turn of the 20th century, white was widely used in hospitals. In
1914, a surgeon in a San Francisco hospital, Harry Sherman, adopted green, "the complementary colour to hemoglobin" to avoid dazzle. This was adopted by a number of other American hospitals in the following decades. In 1916 Howard Kemp Prossor, a British art connoisseur, advanced a "colour cure" for shell shock. At around the same time,
architect William Ludlow began to advocate pale pastel blues and greens in hospitals for therapeutic purposes and advising that "white is negative". In 1930, Dr. Charles Ireland of Guy's Hospital in London wrote Colour and Cancer, a book advocating the use of concentrated doses of colored light for treating cancer. The practice of using color in
hospitals became widespread in the 1930s, particularly promoted by Faber Birren, who established himself as an "industrial color consultant" in 1934 and advised that an environment of soft colors, especially green, would be soothing for patients.[88] Red is perceived as a strong and active color which may influence both the person wearing it and
others perceiving it. An evolutionary psychology explanation is that red may signal health as opposed to anemic paleness, or indicate anger due to flushing instead of paleness due to fear. It has been argued that detecting flushing may have influenced the development of primate trichromate vision. Primate studies have found that some species
evaluate rivals and possible mates depending on red color characteristics. Facial redness is associated with testosterone levels in humans, and male skin tends to be redder than female skin.[84] Since color is such an important element in how people interpret their environment, color psychology can enhance the feeling of immersion in people that
play video games. By using color psychology to cause immersion in players, players can have fewer errors playing video games in comparison to a game that does not utilize color psychology immersion.[1] "The Impact of Avatar Color on Game Experience in Educational Games" color selector Color psychology can even affect someone through the
avatars they choose to use. A recent study from 2016[89] assessed the impact of avatar color on the gaming experience for educational games. The research compared two different color avatars; blue and red. They then measured the players using the avatars in terms of competence, immersion and flow. The study found that the players with the red
avatar performed poorly compared to those with blue avatars. Another study on experienced players of first-person shooter games found that those assigned to wear red uniforms instead of blue won 55% of the matches.[84] Research also indicates that color in video games can elicit various emotions in the player. Feelings of joy and sadness were
strongly associated with the brightness, value, saturation, chroma and lightness of the game being played. The greater the color saturation was in the video game, the more strongly felt these emotions were among the players. Less color saturation in the video game predicted higher feelings of fear.[90] Color symbolism Color vision Kruithof curve
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feel energized when you see red? Does the color blue make you feel calm and relaxed? Artists and interior designers have long believed that color can dramatically affect moods, feelings, and emotions. "Colors, like features, follow the changes of the emotions," the artist Pablo Picasso once remarked. Color is a powerful communication tool and can be
used to signal action, influence mood, and even influence physiological reactions. Certain colors have been associated with physiological changes, including increased blood pressure, increased metabolism, and eyestrain. "It's amazing how colors can truly impact our mood and influence our behavior," says Rachel Goldman PhD. "Take a moment to
think about a familiar space to you, is there a color that stands out about that space? Think about your clothes and how different colored clothing makes you feel when you wear them. Perhaps the next time you are feeling kind of blah, think about this and see if your mood shifts by wearing a different color. Many times, it's the small things that can
have the largest impact." Hosted by therapist Amy Morin, LCSW, this episode of The Verywell Mind Podcast shares how colors influence the mind and body. Click below to listen now. Follow Now: Apple Podcasts / Spotify / Google Podcasts / Amazon Music Color can play an important role in conveying information, creating certain moods, and even
influencing the decisions people make. Color preferences also exert an influence on the objects people choose to purchase, the clothes they wear, and the way they adorn their environments.People often select objects in colors that evoke certain moods or feelings, such as selecting a car color that seems sporty, futuristic, sleek, or trustworthy. Room
colors can also be used to evoke specific moods, such as painting a bedroom a soft green to create a peaceful mood. Color psychology is the study of how different colors affect human mood and behavior. It explores how colors can influence emotional responses, as well as how responses to color are affected by factors such as age and cultural
background. Different topics that are of interest in this area include: The meanings of colorsHow colors impact physiological responsesEmotional reactions to colorFactors that impact color preferencesCultural differences in the meanings and associations of different colorsWhether colors can impact mental healthHow colors can influence
behaviorsWays that colors can be utilized to promote well-beingHow colors can be used to improve safety and design more optimal home and work environments Much of the evidence in this emerging area is anecdotal at best, but researchers and experts have made a few important discoveries and observations about the psychology of color and its
effect on moods, feelings, and behaviors. The scientific exploration of color psychology is relatively new, but people have long been interested in the nature and impact of color. In ancient cultures, colors were often used to treat different conditions and influence emotions. They also played a role in different spiritual practices. Why is color such a
powerful force in our lives? What effects can it have on our bodies and minds? While perceptions of color are somewhat subjective, some color effects have universal meanings. Colors in the red area of the color spectrum are known as warm colors and include red, orange, and yellow. These warm colors evoke emotions ranging from feelings of
warmth and comfort to feelings of anger and hostility. Colors on the blue side of the spectrum are known as cool colors and include blue, purple, and green. These colors are often described as calm, but can also call to mind feelings of sadness or indifference. Symbolic meanings that are often associated with different colors:Red: Passion, excitement,
lovePink: Soft, reserved, earthyPurple: Mysterious, noble, glamorousBlue: Wisdom, hope, reason, peaceGreen: Nature, growth, freshnessYellow: Hope, joy, dangerOrange: Warmth, kindness, joyWhite: Truth, indifferenceBlack: Noble, mysterious, cold One 2020 study that surveyed the emotional associations of 4,598 people from 30 different countries
found that people commonly associate certain colors with specific emotions. According to the study results: Black: 51% of respondents associated black with sadness White: 43% of people associated white with relief Red: 68% associated red with love Blue: 35% linked blue to feelings of relief Green: 39% linked green to contentment Yellow: 52% felt
that yellow means joy Purple: 25% reported they associated purple with pleasure Brown: 36% linked brown to disgust Orange: 44% associated orange with joy Pink: 50% linked pink with love The study's researchers suggested that such results indicated that color-emotion associations appear to have universal qualities. These shared meanings may
play an essential role in aiding communication. Our feelings about color are often deeply personal and rooted in our own experience or culture. For example, while the color white is used in many Western countries to represent purity and innocence, it is seen as a symbol of mourning in many Eastern countries. "Given the prevalence of color, one
would expect color psychology to be a well-developed area," researchers Andrew Elliot and Markus Maier noted in a review of the existing research on the psychology of color. "Surprisingly, little theoretical or empirical work has been conducted to date on color's influence on psychological functioning, and the work that has been done has been
driven mostly by practical concerns, not scientific rigor." Several ancient cultures, including the Egyptians and Chinese, practiced chromotherapy, or the use of colors to heal. Chromotherapy is sometimes referred to as light therapy or colorology. Colorology is still used today as a holistic or alternative treatment. In this treatment: Red is used to
stimulate the body and mind and to increase circulation.Yellow is thought to stimulate the nerves and purify the body.Orange is used to heal the lungs and to increase energy levels.Blue is believed to soothe illnesses and treat pain.Indigo shades are thought to alleviate skin problems. While more research is needed, a 2020 study suggested that
chromotherapy may be an effective way to help combat feelings of compassion fatigue and post-traumatic stress in intensive care unit nurses. Most psychologists view color therapy with skepticism and point out that the supposed effects of color are often grossly exaggerated. Colors also have different meanings in different cultures. However, the
mood-altering effects of color may only be temporary. A blue room may initially cause feelings of calm, but the effect dissipates after a short period of time. However, existing research has found that color can impact people in a variety of surprising ways: While-colored pills are associated with greater pain relief., while red pills are associated with
having greater stimulant properties. Red causes people to react with greater speed and force, something that might be helpful during athletic activities according to researchers.Black-uniformed players are more likely to receive penalties in competitive sporting events. Interest in the subject of color psychology is growing, but there remain several
unanswered questions. How do color associations develop? How powerful is the influence of these associations on real-world behavior? Can color be used to increase worker productivity or workplace safety? What colors have an impact on consumer behavior? Do certain personality types prefer specific colors? As researchers continue to explore such
questions, we may soon learn more about color's impact on human psychology. Zena O'Connor, a faculty member in the Department of Architecture, Design, and Planning at the University of Sydney, suggests that people should be wary of many of the claims they see about the psychology of color. "Many of these claims lack substantiation in terms of
empirical support, exhibit fundamental flaws (such as causal oversimplification and subjective validation), and may include factoids presented as facts," O'Connor explains. "In addition, such claims often refer to outdated research without referring to current research findings." More research is needed to understand the mental and physical effects of
color. Universal associations may exist, but many other factors, including personal preferences and individual experiences, also play an important role in your unique emotional and behavioral response. Studies have also shown that certain colors can have an impact on performance. No one likes to see a graded test covered in red ink, but one study
found that seeing the color red before taking an exam actually hurt test performance. While the color red is often described as threatening, arousing or exciting, many previous studies on the impact of the color red have been largely inconclusive. The study found, however, that exposing students to the color red prior to an exam has been shown to
have a negative impact on test performance. In the first of the six experiments described in the study, 71 U.S. colleges students were presented with a participant number colored either red, green or black prior to taking a five-minute test. The results revealed that students who were presented with the red number before taking the test scored more
than 20% lower than those presented with the green and black numbers. Color psychology suggests that various shades can have various effects, from boosting our moods to causing anxiety. But could the color of the products you purchase ever say something about your personality? For example, could the color of the car you buy somehow relate to
some underlying personality traits or quirks? When buying items, your color preferences might say something about the image you are trying to project. Color preferences, from the clothes you wear to the car you drive, can sometimes make a statement about how we want other people to perceive us. Other factors, such as age and gender, can also
influence our color choices. White: As many of our readers have suggested, the color white can feel fresh and clean. The color is often used to evoke a sense of youth and modernity. Black: Our readers often describe black as a "powerful" color, which might be the reason why black is the most popular color for luxury vehicles. People often describe
the color as sexy, powerful, and mysterious. Silver: It's the third most popular vehicle color and is linked to a sense of innovation and modernity. High-tech products are often silver, so the color is often seen as new, modern, and cutting-edge. Red: Red is a bold, attention-getting color, so preferring this type of car might mean you want to project an
image of power, action, and confidence. Blue: People often describe blue as the color of stability and safety. Driving a blue car or SUV might indicate that you are dependable and trustworthy. Yellow: According to the experts, driving a yellow vehicle might mean you are a happy person in general and perhaps a bit more willing than the average
person to take risks. Gray: The experts suggest that people who drive gray cars don't want to stand out and instead prefer something more subtle. Of course, our color selections are often influenced by price, selection, and other practical concerns. Not only that, but color preferences can also change over time. A person might prefer brighter, more
attention-getting colors when they are younger, but find themselves drawn to more traditional colors as they grow older. The personality of the buyer can play an important role in color selection, but buyers are often heavily influenced by factors such as price as well as availability. For example, purchasing a white vehicle might be less about wanting
people to think that you are young and modern and more about the climate you live in; people who live in hot climates typically prefer light-colored vehicles over dark ones. So what's the bottom line? Experts have found that while color can have an influence on how we feel and act, these effects are subject to personal, cultural, and situational factors.
More scientific research is needed to gain a better understanding of color psychology. Green is a secondary color. It is made by mixing equal parts of blue and yellow. It sits between yellow and blue on the visible spectrum. The hex code for the color green is #00FF00. Green HEX: #00FF00 RGB: (0, 255, 0) The History of the Color Green Before the
16th century, green dyes were made out of fern, plantain, and buckthorn berries, but the color would rapidly fade. Synthetic green pigments and dyes were invented in the 18th century and they quickly replaced earlier mineral and vegetable ones. The color green was finally used in art to create specific emotions and not just to imitate nature. In the
20th century, the color green became a political symbol in many European countries. Today it mostly stands for environmental movements around the world. The Psychology of Color Green Green is a dominant color in nature, symbolizing the lushness of forests and the richness of natural environments. It is regarded as the most soothing and restful
color for the human eye on the color wheel. Green embodies harmony, tranquility, and peace, enhancing stability and endurance. It is commonly associated with growth and renewal, promoting optimism, hopefulness, and balance. Therapeutic Effects: Green is known to have therapeutic and positive effects, such as aiding recovery from surgery and
reducing mood disturbances and perceived exertion. It’s calming presence can alleviate stress and promote a sense of well-being. Sense of Security: Associated with environments that satisfy basic needs like food, water, and shelter, green evokes a sense of security and abundance. It is often linked to the idea of a safe haven where one can find
sustenance and protection. Calming Influence: Green’s calming effects are utilized in areas where people wait before appearing on television shows, helping them relax, focus, and reduce anxiety. This practice is based on the belief that green surroundings can create a serene and focused atmosphere. Cognitive Benefits: Green enhances positive
cognitive outcomes, such as improved memory, problem-solving, and positive thinking. For example, studies have shown that people are more likely to remember positive words written in green, and words associated with success are often linked to this color. This suggests that green can stimulate mental clarity and creativity. The Green Personality
Type The Green personality type is characterized by a unique set of traits that distinguish them from other personality types. They are analytical, calm, and strategic, with a strong inclination toward leadership and a deep thirst for knowledge. Let’s delve deeper into the key traits, social dynamics, personal qualities, and emotional expression of the
Green personality type. Key Traits: Greens are thinkers who like to analyze situations and come up with logical solutions. They stay calm under pressure and are good at making plans for the future. Their desire to lead often puts them in charge, and they prefer to follow their own rules. They love learning and always look for facts to support their
decisions. Analytical & Logical: Greens are known for their analytical minds and logical approach to problems. Calm & Strategic: They maintain a calm demeanor and are often strategic thinkers and visionaries. Leadership: Naturally inclined to lead, they prefer to be in charge and live life on their own terms. Knowledge-Seekers: They have a strong
thirst for knowledge and base decisions on facts, often favoring science. Social Dynamics: Greens are often seen as strong-minded, which can make them seem stubborn or distant. However, they value peace and try to make decisions that avoid conflict. Their independence means they’'re comfortable on their own and can easily adjust to new ideas or
environments. Perception: Their strong-willed nature can sometimes be perceived as stubborn or antisocial. Peacemakers: Despite their firm beliefs, Greens prioritize peacemaking in their decisions. Independence: They are highly independent, adapting quickly to new situations and abstract concepts. Personal Qualities: Greens have a deep
connection with nature and often enjoy spending time outdoors. They value their families and close relationships, often putting them first. Their modest and generous nature makes them well-liked and respected by others. Nature Lovers: A deep appreciation for nature is a common trait among Greens. Family-Oriented: They tend to be family-oriented,
valuing close relationships. Modesty & Generosity: Greens are known for their modesty, down-to-earth attitude, and generosity. Emotional Expression: Greens are open about their feelings and don’t shy away from sharing their thoughts, even if they’'re negative. They value close relationships and make loyal friends and partners. Their relationships
are built on mutual respect and loyalty. Openness: They do not hide their emotions or negative thoughts. Relationships: Their need for closeness makes them good friends and romantic partners, with relationships built on respect and loyalty. Negative Characteristics of the Color Green Darker hues of green carry more negative connotations, while
lighter shades mostly represent positive ones. Too much green or wrong shades of green can evoke a sense of stagnation and isolation. Green is sometimes associated with sickness, which is captured by the expression 'green around the gills’. Green is linked to envious and selfish persons. Green personality types are sometimes viewed as immature
and inexperienced. Green’s negative characteristics also include possessiveness, envy, and greed. People who favor green can also be impatient and are often associated with boredom. They lack passion in romantic partnerships. Others can be frustrated by their lack of social interaction and interest, their tendency to overreact, and their high
independence. Color Green in Business In a business context, green is a powerful color that represents financial growth, transparency, and prosperity. Using green as a key color in branding can help a business appear more trustworthy and secure, which can contribute to its growth and profitability. Symbol of Wealth: Green is often associated with
money, suggesting financial success and stability. For example, the logo of TD Bank features a prominent green color to emphasize its financial reliability. Trust and Security: It is a trusted color that can make people feel more secure, making it an excellent choice for businesses that want to build trust with their customers. Companies like Whole
Foods Market use green to signify their commitment to natural and organic products. Environmental Concern: Using green in branding can indicate a company’s commitment to environmental issues, appealing to eco-conscious consumers. Patagonia, an outdoor clothing brand, uses green in its branding to highlight its environmental initiatives.
Healthcare Industry: In the healthcare sector, green is used to convey a sense of healing, well-being, and cleanliness. Hospitals and pharmacies often use green in their logos and interiors to create a calming environment. Food Industry: For food-related businesses, green can represent freshness, organic quality, and natural ingredients. Subway, the
sandwich chain, uses green in its logo to emphasize the freshness of its ingredients. Innovation: Companies that focus on innovation and fresh ideas often use green to symbolize growth and new beginnings. The tech company Nvidia uses green in its logo to represent innovation in graphics technology. Relaxation: Businesses that aim to create a
calming and relaxing atmosphere, such as spas or wellness centers, may incorporate green into their branding to promote a sense of tranquility. Global Appeal: Green is a universally positive color, making it a safe choice for businesses aiming for international appeal. Starbucks, with its globally recognized green logo, is a prime example of a brand
that has successfully used green to convey a sense of comfort and familiarity worldwide. Color Green in Branding and Marketing The color green is one of the cool colors, which are considered restful. According to color psychology, cool colors make people calmer and less anxious. Therefore, top-name brands, that are known for incorporating the
color green into their color schemes, are usually associated with relaxation, reliability, and high-quality products. Their green color is intended to promote calmness and comfort. They communicate the idea of peacefulness through different shades of green. Whether it is a lighter or darker hue, their green identities are a big reason why their
customers keep coming back. The Green brand has a cozy, welcoming feel to it. In an RGB color space (made from three colored lights red, green, and blue), hex #00FF00 is made of 0% red, 100% green, and 0% blue. In a CMYK color space (also known as process color, or four colors, and used in color printing), hex #00FF00 is made of 100% cyan,
0% magenta, 100% yellow, and 0% black. Green has a hue angle of 120 degrees, a saturation of 100% and a lightness of 50%. Color Conversion The hexadecimal color #00FF00 has RGB values of R: 0, G: 100, B: 0, and CMYK values of C: 1, M: 0, Y: 1, K:0. VALUE CSS HEX 00ff00 #00ff0O0 RGB DECIMAL 0, 255, 0 rgb(0, 255, 0) RGB PERCENTAGE 0,
100, 0 rgb(0%, 100%, 0%) CMYK 100, 0, 100, 0 HSL 120°, 100, 50 hsl(120°, 100%, 50%) HSV (OR HSB) 120°, 100, 100 WEB SAFE 00ff00 #00ff00 CIE-LAB 87.735, -86.183, 83.179 XYZ 35.758, 71.515, 11.919 XYY 0.3, 0.6, 71.515 CIE-LCH 87.735, 119.776, 136.016 CIE-LUV 87.735, -83.078, 107.399 HUNTER-LAB 84.567, -69.08, 48.015 BINARY
00000000, 11111111, 00000000 At the intersection of innovation and identity, where legacy meets possibility, there are few names today as quietly formidable as Valmik Thapar: The Man Who Walked With Tigers It is not often that a single individual becomes synonymous with an The New American Gatekeeping: What Trump’s 2025 Travel Ban
Means for the World - And for Indians Abroad. From border Beyond the Beaten Path: Destinations to Experience India’s Tribal Heritage Introduction India’s cultural landscape is a mosaic of diverse traditions, A good rule of thumb for many Westerners is this: wear black to a funeral. Black, in this context, signifies solemnity; it’'s how we show that
we’re grieving and respecting that of those around us. Weddings, on the other hand, are known for white - but only for the bride! While the bride wears white to symbolize purity and uphold tradition, wearing white as a guest is often seen as an attempt at pulling attention away from the ceremony, which can be considered gravely insulting depending
on one’s company. Wardrobe, of course, is far from the only place in our lives where color comes into play. But the point still stands: color is vital to the human experience. Through color, we feel; we communicate; and we heal. Those in advertising use it to sell products; those in schools and offices use it to increase productivity. When it comes to
communication, color is unbeatable. Unconscious or otherwise, color can evoke emotions, inspire reactions, and change modes of thinking. It can excite or soothe your mood, raise or lower your blood pressure, and even whet your appetite! Whether it’s innate or learned, it’s undeniable that color has a vital impact on how we go about our lives. With
the basics of the color theory under your belt, you can approach the psychology of individual colors with a bit more nuance. As we’ve established, color is far from just a visual experience; it can affect your mood, your wants, your reactions, and so on. However, such a powerful tool is wasted if you don’t know how to use it effectively. As such, knowing
the personality and psychological effects of different colors - including various shades and tints popular with producers and consumers alike - is vital! Consider the following list a table of contents of sorts. This will be your point of reference from which to navigate the depths of color psychology. From the start of the rainbow to the ubiquitous
advertising for Valentine’s Day, red remains one of the most evocative colors on the visible spectrum. As a primary color, red is a color entirely its own - that is to say, no other colors can come together to form a perfect red. In RGB, red is comprised of 100% red, 0% green, and 0% blue. Associated with energy, war, danger, strength, power,
determination, as well as passion, desire, and love. It enhances human metabolism, increases respiration rate, and raises blood pressure. It attracts attention more than any other color, at times signifying danger. Popular shades of red: Magenta, Burgundy, Maroon. Read more about the color red >> Green is the primary color that hints at our
primitive relationship with the first creation of the world - nature. Considered the key color that represents purity, health, and freshness, green has been traditionally associated with brands that encourage growth, vitality, and productivity (think Starbucks and EverNote!). Gentle, invigorating, and relaxing, green also represents connection.
Connection to ourselves, to the quiet moments in our lives, to nature itself. It is not a mere coincidence that people evade the concrete jungle of big cities to disconnect from the mundane and connect to the wilderness of nature. Green means the return to the primal roots, to the pristine kingdom of inner peace and tranquillity. Color of nature. It
symbolizes growth, harmony, freshness, and fertility. Considered beneficial to the mind and body. Slows human metabolism and produces a calming effect. Strongly associated with tranquility and calmness. Used to symbolize piety and sincerity. Popular shades of green: Chartreuse Read more about the color green >> In contrast to its sister primary
color, red, blue is associated with a calm serenity over intensity or passion. When asked to visualize a tranquil scene, chances are people will immediately imagine a great deal of blue - usually in the form of a still body of water. Thoughtful and still, blue represents a sense of inner reflection. A great deal of research has indicated that this impact on
the body is indeed inverse to red’s, resulting in lower heart rates and even slower metabolisms. Unique and authentic Enthusiastic, sympathetic, and personal; they seek meaning and significance in life Warm, communicative, and compassionate; they care about what they do Idealistic, spiritual, and sincere; they value unity and integrity in their
relationships Peaceful, flexible, and imaginative; they are natural romantics and nurturers Popular shades of blue: Teal, Turquoise Read more about the color blue >> Moving on to a more serious and imposing color, we arrive at brown, which no longer sends us thinking of youthfulness and excitement. Traditionally associated with seriousness,
stability, and wisdom, brown is mostly worn by people who impose respect and appreciation through their status. When you think of this color, you might envision a paternal figure or a grandfather in the middle of the family. Because families are centered on the stability and resourcefulness of the main male figure, most people feel secure and stable
when thinking about brown. Paternal figures who passed a certain age also exude a sense of stability, but in the material sense - they have accumulated life experience which is manifested in possessions and financial gain. Most people feel safe around people wearing brown because they represent seriousness, reliability, and support. Associated with
the traits of dependability, reliability, and resilience. Brown-lovers are most often reserved and not looking to attract attention to themselves. While light brown represents honesty and stability, dark brown is considered mature, predictable, and dull Read more about the color brown >> Bright and persuasive, orange results from the combination of
yellow and red. As we have seen in the previous section, yellow denotes optimism and cheerfulness, while red can suggest intense feelings of love and even dominance. Orange sits in the middle of those extremities: it promotes rejuvenation, communication, and positivism. This color also enhances extraversion, allowing people to let go of their
inhibitions and express themselves more freely. Combines the energy of red and the happiness of yellow. Associated with joy, sunshine, and the tropics. Represents enthusiasm, fascination, happiness, creativity, determination, attraction, success, encouragement, and stimulation. Read more about the color orange >> “He is so bright” - Have you ever
wondered where the association of increased mental capacity and this particular visual adjective comes from? Yellow, the brightest color of the spectrum, is commonly used in images depicting fresh ideas, creative projects, or new business initiatives. You probably already know the prototypical image of someone brainstorming ideas that are linked
with a bright yellow bulb! This is not a random association: yellow has been scientifically proven by studies to enhance mental activity and heighten awareness and energy levels. The brightness of this color unclogs mental blocks and encourages people to seek new perspectives by abandoning the dull ways of looking at the world. You can think of
yellow as the main color of the morning time when you are the most alert, insightful, and analytical, and when you have the chance to create a brand new day in your life. And do not just take my word for it - studies have linked yellow with increased activity of the left side of the brain, which is considered the powerhouse of rational thinking!
Associated with joy, happiness, intellect, and energy. Produces a warming effect, arouses cheerfulness, stimulates mental activity, and generatesmuscle energy. Bright, pure yellow is an attention-getter, which is the reason taxicabs are painted this color. When overused, yellow may have a disturbing effect. It is known that babies cry more in yellow
rooms. Yellow indicates honor and loyalty. Later the meaning of yellow was connected with cowardice. Popular shades of yellow: Amber, Beige Read more about the color yellow >> One of the gentlest and yet most contradictory colors out there, pink is a color that varies greatly depending on its context. Making it, however, remains simple. Though it
has a great number of shades and undertones, pink is most commonly known to be a pale red mixed with white. This is a color that represents a gentle type of love Pink stands for tenderness, vulnerability, and youth It is a calming, non-threatening color. It is linked to innocence, hope, and optimism. The pink color also represents positive aspects of
traditional femininity like nurture and kindness. Pink can be linked to childhood sweetness and innocence, appearing sometimes as naive or silly Popular shades of Pink: Salmon Read more about the color pink >> And so we arrive at our first secondary color. A beautiful mixture of red and purple, purple sits exactly halfway between the two on the
color wheel, though varying each amount can result in new shades. True to its red parent color, purple is often associated with luxury and power. However, as opposed to red’s tendency to reflect the material facets of power and ambition, purple is towards royalty and nobility. The blue tones bring in a sense of relaxation and stability, which
alongside the energy of red synthesizes to create a feeling of wisdom and good sense. Combines the stability of blue and the energy of red. Associated with royalty. It symbolizes power, nobility, luxury, and ambition. Conveys wealth and extravagance. Associated with wisdom, dignity, independence, creativity, mystery, and magic. Popular shades of
purple: Indigo, Violet, Lavender, Mauve Read more about the color purple >> Making a radical shift right to the opposite end of the color spectrum, we finally arrive at white. In contrast to its darker precursors which exuded mystery, white is the universal symbolic color for purity, wholeness, and innocence. It makes us think of new beginnings and
perfection, but also of elegance and serenity. When you have a blank canvas free of any imperfections, you have the freedom to start something new, to let your ideas take contour, and to move in any direction you want. White is highly creative, and it invites reflection, openness, and awakening. It is a great color for those who want to declutter their
minds and spaces, hence why it is often associated with cleanliness and order. The bridal dress and the doctor’s uniforms are also white because they represent purity, order, and offer comfort and hope. Similarly, white is also largely found in doctor’s offices because it gives a sense of efficiency and perfect cleanliness, which helps patients build trust
in the services offered by doctors. Associated with light, goodness, innocence, purity, and virginity. Considered to be the color of perfection. Signifies safety, purity, and cleanliness. Usually has a positive connotation. Can represent a successful beginning. Depicts faith and purity. Read more about the color white >> Moving on to black, one of the
most complex meaning colors of the spectrum, we realize that there is no set-in-stone interpretation when it comes to this color. Black is highly versatile and, depending on which angle you approach it from, you can see it as elegant, mysterious, or downright depressing. For this reason, we will dedicate some time to exploring the abundance of
meanings that have been historically bestowed upon this color. Associated with power, elegance, formality, death, evil, and mystery. A mysterious color associated with fear and the unknown (black holes). Usually has a negative connotation (blacklist, black humor, ‘black death’). Denotes strength and authority; it is considered to be a very formal,
elegant, and prestigious color. The symbol of grief. Read more about the color black >> More About Color Psychology and Symbolism Color is, simply stated, broken down white light. This is a dissection of light at different wavelengths, and each wavelength is perceived as a separate color. Objects tend to absorb or reflect these wavelengths, so when
we see a yellow lemon, it is the yellow wavelength that is being reflected while all others are being absorbed. Now that we have understood what color means, let’s explore some of the ways it influences our mood. We feel color. How or what we feel about it varies from person to person. Some colors give us a sense of serenity and calm; these usually
lie within the blue side of the spectrum, which consists of purple and green too, known as the cool side. Others induce rage and make us uncomfortable, or signify passion; these lie within the red spectrum, which includes orange and yellow, known as the warm side. Color perception is subjective, and certain colors have a very universal significance.
This is coded into our reptilian brain, giving us that instinctive feeling of fire being dangerous and the beach being relaxing. Color psychology is a very important tool used by artists and interior decorators, and as a marketing mechanism in many industries. It is the palette used by Dali that makes his artwork bizarre and amplifies the hyperrealism he
intends to create. When we visit a museum to appreciate a work of art, we take it in through the colors we see because they invoke within us certain emotions, making the claim that everyone sees it differently a reality. Interior decorators survey the effect of colors when deciding what color (Or rather color associations) the walls of a certain area in a
building will be painted. The reason that many offices have a lot of grays, blues, and browns incorporated in their décor is that these colors tend to increase productivity. Yet, this is not a rule of thumb. This does hold true for a corporate environment, but if one were to work, for example, in the fashion industry, or the media, the use of brighter and
more “colorful” paints would help encourage creativity. Many car commercials show black as their model because this certain color is associated with affluence and seriousness. This leads the consumer to believe that the product is worth buying. Even the food and drink industry uses color to attract more people to certain brands. The purple and gold
packaging of a certain brand of candy bar is a technique to lure the consumer into believing that this is chocolate royalty, and why would one not want to buy the best of the best? Culturally speaking, colors have different values attached to them too. A bride in the Western world wears white, whereas it is what a widow wears in South Asia. Color
stimulates our brain, and from ancient times has proven to be a useful alternative psychotherapy. The Egyptians and Chinese used colors to heal, a process that is known as chromotherapy. Colors were used in order to help the body function better. However, there is a lot of doubt that prevails today as far as the effectiveness of color therapy is
concerned. Since every human being has different emotions attached to different colors, the universal significance of colors may or may not work in these cases. The bottom line is, that color psychology, and associations are an interesting part of the complex working system of our brain, yet with so many scientific questions about it still left
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unanswered, and differences in cultural attachments to colors, it can only be utilized through observation and experience of how color has influenced brains over the years. Frequently Asked Questions About The Psychology of Colors [sc_fs multi faq headline-0="p” question-0="What’s color psychology all about?” answer-0="Color psychology is the
study of how colors affect your behavior, mood, and impression on others. Research shows that colors can greatly affect our moods and the way other people respond to us. Amazingly, colors can even change our heart rate, blood pressure, and respiration” image-0="" headline-1="p” question-1="Can you give some examples about the psychology of
colors?” answer-1="Sure. For example, red enhances human metabolism, increases respiration rate, and raises blood pressure while green slows human metabolism and produces a calming effect. You can read many similar examples on our website.” image-1="" count="2" html="true” css_class=""] Additional Read: Fun Additional Read: Color
Knowledge Additional Read: Mixing Colors How to make purple How to make brown How to make cyan Extras: Recent posts Color of Justice: The Psychology of Black in Authority and PowerThe color psychology of black has long been a powerful symbol of authority, power, and sophistication in various human cultures, influencing perceptions across
different times and places. From the serious robes worn by judges to the elegant designs of high-end brands, black plays a significant role in shaping our views on status and influence. This strong link between black and... Read more: Color of Justice: The Psychology of Black in Authority and Power Color Trends 2025: What Shades Will Dominate the
Year?Color Trends 2025, is the year when the color industry goes through many transformation phases, which extend beyond mere aesthetics by reflecting changes in society and culture as a whole. The color trends are connected with the psychological changes in society, economic situations, and cultural shifts and are not just the mere embodiment
of aesthetic preference. The colors that will... Read more: Color Trends 2025: What Shades Will Dominate the Year? The Power Psychology of Purple: Luxury and Creativity in BrandingThe psychology of purple has been linked to royalty, luxury, and mysticism for centuries. From the garments of Roman emperors to the packaging of high-end
chocolates, this unique color continues to fascinate us and shape our views. But what is it about purple that gives it such a strong presence in branding, and why do numerous upscale brands choose to... Read more: The Power Psychology of Purple: Luxury and Creativity in Branding How Colors for Productivity Impact Home OfficesThe colors for
productivity that we choose to surround ourselves with significantly influence our mood, energy, and concentration. With more individuals shifting to remote work, it’s essential to create a productive workspace by selecting the right colors. By understanding effective color schemes and applying them thoughtfully, you can elevate your home office
from a simple workspace to a setting that... Read more: How Colors for Productivity Impact Home Offices Greenwashing or Genuine? How Green in Branding Influence Eco-Friendly BrandingIn today’s eco-aware marketplace, the color green in branding has evolved beyond a simple design choice - it serves as a significant asset in the realm of
sustainable branding. However, as consumers become more discerning about environmental claims, we need to consider: does the incorporation of green in eco-friendly marketing truly represent a company’s dedication to sustainability, or is it... Read more: Greenwashing or Genuine? How Green in Branding Influence Eco-Friendly Branding Blue, a
color that commands a unique position in the color spectrum, has permeated various aspects of our lives, imbuing them with profound meanings and emotions. As the color of the sky and sea, it has been a ceaseless source of inspiration and symbolism throughout history and across cultures. This article takes a deep dive into the world of the color blue
- exploring its historical significance, its psychological implications, its pervasive presence in fashion, business, nature, web design, marketing, and its fascinating facts. We will also delve into its cultural interpretations, and discover how to effectively complement and contrast it in design. Join us on this colorful journey as we unlock the mysteries and
marvels of blue. The History of Blue Blue, a hue cherished and celebrated throughout the annals of history, carries significant importance due to its rarity and the expense associated with its production. The ancient Egyptians and Romans revered this color, incorporating it into their clothing and artwork to reflect their social and cultural values. It’s
interesting to note that in the Middle Ages, the production of blue dyes, crafted from the precious stone Lapis Lazuli, was quite an expensive process. As a result, wearing blue clothing became a symbol of wealth, power, and prestige among the nobility. However, it was only in the 1850s, with the advent of synthesized indigo dye, that the color blue
became widely available and affordable to the general populace. This transition marked a shift in the socio-cultural dynamics, democratizing the color blue and making it a symbol of the ordinary and the everyday. Egyptian Blue By the name itself, it was invented in Ancient Egypt around 2,200 B.C., the same timeline they built the famous Great
Pyramid. The Egyptians were making complex combinations of certain limestones, sand, and minerals to produce beautiful opaque blue glass. Ultramarine (Lapiz Lazuli) The semi-precious stone Lapis Lazuli, a deep-blue metamorphic rock, was highly prized among the Egyptians. During the Renaissance, the bright blue mineral initially invented by
Egyptians was often combined with other ingredients, which led to the development of the pigment ultramarine — the most expensive of all pigments. The famous gemstone can only be found in the rare mountains of Afghanistan. Ultramarine is also known as ‘true blue’ and became a special detail in jewelry and headdresses back in the day. Indigo
Indigo is widely imported to several nations in the 17th and 18th centuries. It is used more to color fabrics and yarns rather than as art pigments, which is why it’s less expensive as compared to the other shades of blue. Prussian Blue This new shade, Prussian blue, was invented in Berlin, Germany, which originally gave its German name ‘Berliner
Blau’. It is believed that it was mixed and matched by dye-maker Johann Jacob Piesbach while working on some pigments and accidentally came into contact with animal blood. Famous painters like Jean-Antoine Watteau, Katsushika Hokusai, and Pablo Picasso used this color extensively in their world-class paintings. International Klein Blue In 1960, a
French artist named Yves Klein favored the color blue and exclusively used it throughout his artistic career. Klein created a matte and brighter version of the ultramarine pigment in Paris, which he called ‘International Klein Blue’ or IKB. It is used in spray painting objects and ancient sculptures, which are displayed and sold in art galleries.
Afterward, blue dyes were spread worldwide and are widely used for arts, fashion, and more. Synthetic blue pigments replaced organic dyes in the 19th century. Soon after, dark blue was used for military uniforms, and in the 20th century, it was one of the most popular colors for business suits. The color blue continues to evolve even up to this day,
with various stunning shades used in clothing, arts, business, and more. Blue Meaning and Psychology Calmness and peace are two words that come to mind when thinking about the color blue. It is a non-aggressive color that encourages serenity, orderliness, and tranquility. This could be because we associate oceans with blue, and it can be a
mentally soothing color for some people. Blue tends to be an appetite-suppressant color. Surveys show that blue is the least appetizing color, so some weight loss plans recommend eating food on a blue plate. It is also known to lower blood pressure, which slows the heart rate and causes the body to relax. Blue promotes trust and dependability. The
color blue can boost productivity due to its relaxing and mentally stimulating effects. It has been chosen as the color of choice for law enforcement officers worldwide because it is associated with trust and dependability. The idea behind blue uniforms is that blue should convey an authoritative yet calm and confident presence, just like the color itself.
The various shades of blue promote positive and negative psychological associations. It affects our mood, perceptions, and even physiological responses. Darker shades of blue are known to help improve how we solve problems and make decisions. Lighter shades aid in focusing on details while performing a given task. The color blue is often linked to
creativity, which helps generate ideas even under pressure. Music genres that are called ‘blue’ are often referred to as sad songs related to breakups, loss of someone, and other painful experiences. Blue drinks that are brighter in shade have been known to cause people to feel thirsty. Blue Personality Type Somehow, the life purpose of those who
like the color blue is linked with their ability to contribute to other people’s well-being. People who favor this color are known to be confident, loyal, and calm. However, they can also evoke feelings of sadness and depression. So if your favorite color is blue, what does it say about your personality? Positive Traits of Blue Confident You often display
composure and can focus on your strengths rather than your weaknesses. You believe in yourself, which can motivate others to do the same. Honest Those who like the color blue are known to be reliable and trustworthy on a given responsibility. You are true to yourself, reflecting your genuine intention with others. Introvert You spend a lot of time
analyzing your thoughts and emotions. Spending ‘me-time’ makes you feel more energized than hanging out with people. You don’t like attention and prefer to blend in with the crowd. Loyal You prefer strong and deep relationships compared to superficial ones. Aside from valuing commitment, you also appear to be determined about everything.
Good listener Being a good listener allows you to be great friends with others even though you risk becoming emotionally dependent. You also provide support and encouragement to people you care about. Great partner You avoid conflicts because, for you, one of the essential things in a relationship is the ability to communicate openly and honestly,



which is why you are a great choice for someone who likes romantic and nurturing partners. You are often affectionate, warm, and aware of other people’s feelings. Negative Traits of Color Blue Blue can sometimes appear icy, cold, and unfriendly. You may also identify yourself as having some of its opposing sides, especially if under pressure and
stress. Sensitive Sometimes, you have a hard time letting go of the past and being emotional. You can be easily affected by how people treat you. When your emotions take over, you become moody and overly sensitive. Stubborn Due to your determination, you often refuse to change your opinion on something. You visibly feel frustration and
impatience when others try to convince you of something you disagree with. Anxious The idea of coming out of your comfort zone makes you feel anxious. You are easily flustered over frequent changes and prefer to keep everything on its initial plan. You tend to get cautious and worry even about the little things. Lack of spontaneity Being comfortable
with your comfort zone, you lack a sense of adventure. When overwhelmed, you act out or become indifferent, which is why others find you cold-hearted. Your predictability makes you monotonous or even boring. Self-depreciation As you're too busy putting the needs of others first, you often forget you have to take care of yourself as well. Your
negativity at times can also lead to self-pity. Blue in Fashion One important step towards creating a good impression is your outfit. We dress according to every situation, and we have to choose what color to wear wisely. If your goal is to have people perceive you as a competent and sincere individual, wearing blue clothing is an excellent way to start.
As mentioned earlier, blue is also widely used in uniforms as it conveys an authoritative and confident image. We usually see different hues of blue in clothing for both men and women. It is one of the most comfortable colors to wear in interviews, work, or even casual days. On your first date, you can even wear a lovely blue dress or a nice blue tuxedo
on a wedding day. It’s a color that represents loyalty, peace, confidence, and success - traits that we want to show people when they first see us. Blue in Business Blue is the color of trust. It suggests loyalty and integrity, which is why it is a great choice for businesses that want to project dependability, security, and peacefulness, such as financial
companies. Different hues of blue in branding and advertising can help manifest all the positive aspects of the color. In addition, it helps in building customer loyalty, which appears to be beneficial for small business owners. Because blue is linked with reliability and trustworthiness, workplaces painted in this color can help improve business
partnerships. Blue also connotes peace, responsibility, and relaxation, so it can boost workplace motivation while also promoting a pleasant and comfortable environment. Blue is favored by both men and women, which is another good reason to use it for business. Blue in Nature Blue is known to be the rarest color found in nature. While we may all
agree that we often see the blue sky and ocean around us, have you ever seen other blue species of nature? Say for example a bluebird, blue insect, or blue plant? These unique organisms leave us in awe yet are hard to find. Scientifically speaking, we see colors based on the light it absorbs from the color spectrum. The existence of the color blue in
nature usually relies on chemistry, physics, or a combination of both sciences. Blue Flowers Did you know that blue flowers don’t really exist? The blue flowers we see are a combination of plant pigments and minerals combined with light. In fact, plenty of what we call ‘blue flowers’ are actually blue-toned purple, lavender, or even a cool-toned red.
Blue Animals Blue animals on the other hand rely on physics to create a blue appearance. Certain animals that have rich blue hues are blue butterflies, peacocks, and a few other animals. Some are even using their blue hue to warn the predators while some rare sea creatures are like blue lights that are switching from time to time. These are tricks
that nature does for us to see the beauty of the color blue. It doesn’t really matter how it exactly happens. What’s important is that we enjoy what we see, which is indeed a reward from nature. Blue in Web Design Blue is currently considered one of the most demanding colors for web designers. Because of its common use, it has become too ordinary
over time. Some of the most popular websites, such as Facebook, Twitter, and Foursquare, in the world have been using blue color schemes. However, they did it for a reason. Blue websites appear cool, transparent, clean, and modern. They give the appearance of power, but also safety. Combining blue with different shades of grey can make a
website look high-tech and sleek. Lighter shades of blue are mostly used for websites that are about health and wellness, travel, and relaxation. Patriotic organizations, legal firms, and sports teams usually use darker shades. Blue in Marketing Blue is frequently used for social media logos. One reason for that is that blue represents intelligence,
communication, and trust. In fact, out of all the colors on the color wheel, blue is by far the most trustworthy one. That is one of the main reasons why blue is a popular choice in marketing. Besides that, studies have shown that people are 15 percent more likely to go to stores that are painted in a hue such as blue, rather than a warm color. Blue is
non-invasive and suggests loyalty and reliability. It is also one of the rare colors that is favored by people of all ages. While it can suggest professionalism and authority in one moment, in the other, it inspires friendliness and security. Blue Random Facts ¢ The ancient Egyptians associated blue with the sky god Horus and wore blue lapis lazuli jewelry
as a symbol of heavenly power. The color was considered sacred and royal. « During the Middle Ages, blue dyes derived from lapis lazuli were extremely expensive, making blue clothing a status symbol. Only the nobility could afford to wear blue. ¢ Indigo dye, originally made from the indigo plant, was the main source of blue until the 19th century.
Its production was labor intensive, making blue clothing costly. * Synthetic indigo, invented in the 1850s, dramatically lowered the cost of blue dyes and made blue clothing widely available. This led to the phrase “born in a blue” to describe ordinary people. ¢« Baby boys are often dressed in blue to signify masculinity while pink was initially the
favored color for girls. These gender-color associations have reversed multiple times over the past 200+ years. ¢ Studies show people associate the color blue with concepts like openness, stability, order, coolness, and wisdom. Blue can produce physiological effects like reducing blood pressure and soothing nerves. ¢ Blue is the most common color
found in nature. The sky appears blue due to the way light scatters in the atmosphere. Many flowers, minerals, and animals also have blue patterns or pigments. ¢ Blue is an appealing color in marketing and branding due to its positive associations with dependability, trust, confidence, and competence. However, blue logos lack differentiation if
overused. * Studies show that the color blue can have calming effects on the brain and body. It causes the brain to release serotonin, which regulates mood, appetite, and sleep. * Blue light, in particular, suppresses the production of melatonin. This helps promote alertness during the day but can interfere with sleep if exposed to blue light at night.
Some research suggests that viewing or wearing the color blue reduces stress, heart rate, and blood pressure. These physiological effects may be due to blue’s association with calmness and tranquility. * Blue presents more positively in females than males. This is likely due to cultural connotations and gender stereotypes that favor blue for little girls
and pink for boys. ¢ Blue produces mixed responses in marketing and branding. While often viewed as dependable and trustworthy, blue logos can seem dull, uninspiring, and less distinctive over time. * Darker blue hues tend to convey more serious meanings while lighter blues project brightness, freshness, and simplicity. Mid-tone blues provide the
optimal balance. ¢ The color blue is frequently used in web design due to its positive connotations of trust, stability, and professionalism online. However, blue text can be hard to read depending on the background color. ¢ According to some thinkers, blue represents the unification of opposites: the masculine (sky) and feminine (sea). Blue becomes a
metaphor for balance, bridging heaven and earth. ¢ Blue is considered a “cold” color which is ironically fitting given its association with water and vast open spaces. In color theory, blue is placed opposite to orange on the color wheel. Blue in Different Cultures: * In Western cultures, blue is generally seen as a calm, tranquil, and trustworthy hue. It
symbolizes harmony, wisdom, and spirituality. Blue is often used to represent water, the sky, and infinity. ¢ In China, blue traditionally represented the east and spring. It was associated with immortality and wisdom. The ancient Chinese wore blue clothing to ward off evil spirits. ¢ In India, blue is the color of Krishna, one of the most beloved Hindu
deities. Blue is seen as a divine, spiritual color that signifies truth and eternity. It is often used in religious ceremonies. ¢ In Japan, blue traditionally symbolizes loyalty, honesty, and represents the season of autumn. The color was associated with water and wisdom. Darker blues represented masculinity. * In Egypt, blue was the color of the sky god
Horus and represented both masculinity and femininity. It symbolized creation, rebirth, protection, and harmony. Blue garments were worn by both kings and queens. ¢ In Islam, blue is the color of transcendence and represents both heaven and divine truth. Blue mosques and tiles are meant to remind worshippers of the divine and spiritual realm. ¢
In Judaism, blue represents the heavens and divine truth. Blue threads were woven into the fringes of prayer shawls as a reminder of God’s commandments. * In Africa, blue has more variable associations depending on the specific culture and region. However, blue is commonly used to represent water, which is central to life across the continent. So
in summary, while the specifics vary, many cultures associate the color blue with spirituality, wisdom, water, the heavens, and divine truth. Blue largely carries positive meanings across diverse cultures, though the nuances and symbolism differ in interesting ways. Colors that Compliment Blue Include: ¢« Orange: Blue and orange are opposites on the
color wheel, so they create a highly contrasting and visually pleasing combination. Used together, blue and orange convey a sense of balance and completeness. * Green: Warm greens like emerald and turquoise go well with cooler blue hues. Their similarity in brightness and saturation helps them harmonize. The pairing evokes natural, peaceful
vibes. ¢ Purple: Blues and purples sit next to each other on the color wheel, so their tones naturally complement each other. Together they convey nobility, luxury, and spirituality. ¢« Yellow: Lemon yellow provides a high-contrast partner to navy and cobalt blues. The complementary combination creates visual interest while still remaining visually
soothing. * Red: Pairing blue with red tones like burgundy and crimson produces a sophisticated, romantic color scheme. The vibrant contrast elevates the impact of both colors. * Gray: Pairing blue with different shades of grey from silver to charcoal produces a neutral but stylish combination. The achromatic tones help balance the saturation of
blue. « White: White provides the highest contrast to navy and dark blues while still remaining versatile. The combination produces a crisp, clean aesthetic with a nautical or winter vibe. Some key factors to keep in mind when pairing blue with complementary colors: « Match brightness and saturation levels for harmonious combinations ¢ Higher
color contrast creates visual interest but can be overpowering ¢ Analogous color schemes (next to blue on the wheel) blend smoothly * Complementary colors (opposite blue) produce aesthetic balance ¢ Neutrals help balance blue’s intensity while adding sophistication With these principles in mind, most colors can pair nicely with blue tones by
altering their relative hues, tones, and values. The right mix creates a balanced, aesthetically pleasing, and stylistically cohesive color palette. Colors that provide high contrast with blue include: * Orange: As complementary colors opposite each other on the color wheel, orange and blue create a vibrant pairing with a visual tension that is both
engaging and balancing. The classic combo signifies energy, creativity, and balance. * Yellow: Lemon yellow, mustard, and gold hues provide high contrast with both dark and light blues. The combination conveys warmth, happiness, and a summery vibe. Contrast can be modulated by adjusting relative tones. * Red: When paired with blues like navy
and cobalt, red produces a dramatic counterpoint that grabs attention while amplifying the impact of both hues. The balance signifies passion, excitement, and warmth. « Brown: Earthy tones like chocolate brown and caramel provide a striking though still natural contrast with blue tones. The relationship suggests stability, practicality, and
connection to the physical world. * Black: Black contrasts perfectly with every other color, including all shades of blue. When combined well, black and blue convey elegance, authority, and timelessness through their polarity. * White: White offers the highest level of contrast with blue while maintaining versatility. The crisp pairing produces an
atmospheric vibe that is both fresh and clean. Bright whites mimic a wintry color scheme. Key principles for contrasting colors with blue: * Complementary colors on the wheel provide the strongest contrast ¢ Relative tones should be adjusted to modulate the contrast level * Analogous complements balance blue through harmony more than contrast
» Contrast enhances the expressive power and visual impact of both colors ¢ Excessive contrast can be jarring; aim for dynamic balance instead * White and black contrasts emulate air and water, creating simplicity By combining blue with contrasting colors thoughtfully, designers can tap into the energizing effects of polarity while retaining balance.
The relative proportion of each hue determines whether the vibe is calming or stimulating. With wise use, high contrast enhances and elevates the inherent symbolism of blue. Blue Color Codes In an RGB color space (made from three colored lights red, green, and blue), hex #0000FF is made of 0% red, 0% green, and 100% blue. In a CMYK color
space (also known as process color, or four colors, and used in color printing), hex #0000FF is made of 100% cyan, 100% magenta, 0% yellow, and 0% black. Blue has a hue angle of 240 degrees, a saturation of 100%, and a lightness of 50%. Color Conversion The hexadecimal color #0000FF has RGB values of R: 0, G: 0, B: 100, and CMYK values of C:
1, M: 1,Y: 0, K:0. VALUE CSS HEX 0000ff #0000ff RGB DECIMAL 0, 0, 255 RGB(0, 0, 255) RGB PERCENTAGE 0, 0, 100 RGB(0%, 0%, 100%) CMYK 100, 100, 0, 0 HSL 240°, 100, 50 hsl(240°, 100%, 50%) HSV (OR HSB) 240°, 100, 100 WEB SAFE 0000ff #0000ff CIE-LAB 32.297, 79.188, -107.86 XYZ 18.044, 7.218, 95.03 XYY 0.15, 0.06, 7.218 CIE-
LCH 32.297, 133.808, 306.285 CIE-LUV 32.297, -9.405, -130.342 HUNTER-LAB 26.865, 75.488, -199.778 BINARY 00000000, 00000000, 11111111 The psychology of color as it relates to persuasion is one of the most interesting—and most controversial—aspects of marketing. The reason: Most of today’s conversations on colors and persuasion consist
of hunches, anecdotal evidence and advertisers blowing smoke about “colors and the mind.” To alleviate this trend and give proper treatment to a truly fascinating element of human behavior, today we’re going to cover a selection of the most reliable research on color theory and persuasion. Misconceptions around the psychology of color Why does
color psychology invoke so much conversation, but is backed with so little data? 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. So the idea that colors such as yellow or purple are able to evoke some sort of
hyper-specific emotion is about as accurate as your standard Tarot card reading. It’s time to take a look at some research-backed insights on how color plays a role in persuasion. The Importance of Colors 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. 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. In an appropriately titled study called Impact of Color in Marketing, researchers found that up to 90% of snap judgments made about products can be based on color alone (depending on the product). And in regards to the role that color plays in branding, results from studies such as The
Interactive Effects of Colors show that the relationship between brands and color hinges on the perceived appropriateness of the color being used for the particular brand (in other words, does the color "fit" what is being sold). The study Exciting Red and Competent Blue also confirms that purchasing intent is greatly affected by colors due to the
impact they have on how a brand is perceived. This means that colors influence how consumers view the "personality" of the brand in question (after all, who would want to buy a Harley Davidson motorcycle if they didn’t get the feeling that Harleys were rugged and cool?). Additional studies have revealed that our brains prefer recognizable brands,
which makes color incredibly important when creating a brand identity. It has even been suggested that it is of paramount importance for new brands to specifically target logo colors that ensure differentiation from entrenched competitors (if the competition all uses blue, you'll 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, you could assume that the pink and 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: (Brands can sometimes cross between two traits, but they are mostly dominated by one. High fashion clothing feels sophisticated, camping gear feels rugged.) Additional
research has shown 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 will tell you that it’s far more
important for your brand’s 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 missing; sometimes green is used to brand environmental issues such as Timberland’s G.R.E.E.N standard, but
other times it’s meant to brand financial spaces such as Mint.com. And while brown may be useful for a rugged appeal (think 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: I can’t offer you
an easy, clear-cut set of guidelines for choosing your brand’s colors, but I can assure you that the context you're working within is an absolutely essential consideration. It’s the feeling, mood, and image that your brand creates that play a role in persuasion. Be sure to recognize that colors only come into play when they can be used to match a brand’s
desired personality (i.e., the use of white to communicate Apple’s love of clean, simple design). 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." 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? One of the better studies on this topic is Joe Hallock’s Colour Assignments. Hallock’s data showcases some clear preferences in certain colors across
gender. It’s important to note that one’s environment—and especially cultural perceptions—plays a strong role in dictating color appropriateness for gender, which in turn can influence individual choices. Consider, for instance, this coverage by Smithsonian magazine detailing how blue became the color for boys and pink was eventually deemed the
color for girls (and how it used to be the reverse!). The most notable points included 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 color perception and color 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): 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 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 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. Consider, for instance, this often-cited example of a boost in conversions due to a change in button color. The button change to red boosted conversions by 21 percent, but that doesn’t mean that red holds some sort of magic power to get people to
take action. We find additional evidence of the isolation effect in a myriad of multivariate tests, including this one conducted by Paras Chopra and published in Smashing Magazine. Chopra was testing to see how he could get more downloads for his PDFProducer program. The image with the most contrast outperformed the others by a large margin.
While this is but one study of many, the isolation effect should be kept in mind when testing color palettes to create contrast in your web design and guide people to important action areas. Why We Love “Mocha” but Hate “Brown” Although different colors can be perceived in different ways, the names of those colors matters as well. According to one
study, 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 researchers showed subjects the same color! Additional research finds that 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 can increase the intent to purchase. For instance, jelly beans with names such as razzmatazz were more likely to be chosen than jelly beans
names such as lemon yellow. This effect was also found in non-food items such as sweatshirts. As strange as it may seem, choosing creative, descriptive and memorable names to describe certain colors (such as “sky blue” over “light blue”) can be an important part of making sure the color of the product achieves its biggest impact. *** Gregory Ciotti
writes at HelpScout.net, where he explores the intersection of consumer behavior and customer loyalty. Red is one of the fascinating colors that uncover various symbolisms, meanings, and associations. It is usually linked with our strong emotions, such as love, desire, and anger. From red hair to the red carpet in events, it is a color that’s regarded as
a head-turner due to its warm, bright hues. Red is a primary color. It represents passion, warmth, and sexuality, but it is also known as a color that stands for danger, violence, and aggression. Red sits between violet and orange on the color wheel. Colors that are similar to red are rose red and red-orange. The hex code for the color red is #FF0000.
The History of Red Red is the first color that humans mastered, fabricated, reproduced, and broke down into different shades. It is also one of the earliest colors used by artists during the prehistoric period. Throughout the Middle Ages, red had a religious significance. It was the color of the blood of Christ and the fires of hell. In the Renaissance
period, red colors were supposed to draw the viewer’s attention to the most influential figures in a painting. In the 19th century, red became the color of a new political and social movement such as socialism. So it was also when the color red was used to create specific emotions in art and not just for imitating nature. Red Meaning and Psychology
Red is known to have both physiological and psychological impacts on people, thus producing positive and negative effects on us. Studies show that its warm and vibrant hue gives us more energy to take action. Below are some concepts that are linked to the color red. Love We may all agree that red is the color of love, which involves passion,
sexuality, romance, and lust. Whether we are infatuated, in love, or even broken-hearted, we immediately think of the color red. It communicates strong feelings of attraction that can energize and increase a person’s heart rate. Since red is associated with romance, it is the chosen color for romantic gifts such as red roses, red balloons, and even
chocolates paired with red ribbons. Showering such gifts to the one you love is fluttering! Power Compared to the rest of the colors, red provokes the most potent emotions, both healthy and unhealthy. It makes people feel dominant and powerful by boosting their self-esteem. In addition, red is a bold color, which makes one stand out from the crowd
and influences the way others see them. For example, the fastest and most luxurious cars in the world are most often painted in red; famous people are usually given the red carpet treatment, and women who wear red are considered more attractive. Therefore, owning a red car, receiving a red carpet treatment, and wearing red clothing give so much
more power than everyone else who doesn’t favor this shade. Passion Red gives us the motivation to do our best in doing the things we love. It involves the expression of intense interest and enthusiasm about something. Red excites our emotions, which is why we exert effort to finish a task or achieve a particular goal, especially if it’'s something that
interests us. Confidence Red also conveys confidence, the state of believing in one’s abilities and qualities. Wearing a red dress, red coat, or red lipstick shows that a person is ready to take on the world and make a big difference. Red is an essential color to show people what you’'re capable of doing. Aggression While red heightens passion, it also
increases tendencies toward aggression and confrontational impulses. Red has a psychological relationship with anger and rage. Red can elicit unreasonable, heated reactions. Dominance Red has a psychological impact on perceptions of power, status, and dominance. Exposure to red makes people feel more influential and in control. Red signals
authority figures and commands respect. Attraction Red has psychological links to sexuality, lust, and attraction between genders. Seeing red unconsciously primes the brain for romance and desire. Red enhances perceived attractiveness levels. Persuasion Red’s psychological influence makes it effective for captivating audiences and persuasive
messaging. Red backgrounds on ads and calls-to-action boost response rates. Performance Cognitively, red improves performance on detail-oriented tasks. But creatively, red can undermine higher-level thinking due to added anxiety and mental strain. Responses vary based on context. Impulse Control The stimulating color red is psychologically
associated with impulsiveness and urgency. Red motivates rapid, reactive behavior rather than cautious consideration before acting. Energy Red psychologically energizes people and makes them feel more lively, active, and mobile. It counteracts feelings of passivity or sluggishness. Risk-Taking Red elicits sensations of thrill and adventure. It
promotes risky, daring behavior psychologically by signaling excitement and danger. Stress While initially energizing, prolonged exposure to bright reds can increase anxiety, overstimulation, and feelings of stress. Red carries psychological weight. Appetite Red overwhelmingly stimulates appetite and hunger psychologically. Fast food chains leverage
this psychological impact in their visual branding. Attention Red instinctually captures people’s attention and focuses on mental resources due to its arousing psychological properties. Red alerts and warns. Impulsiveness The hue red is psychologically tied to impulsive urges and stimulation-seeking. Red promotes immediacy and instant gratification
psychologically. Competitiveness Red triggers competitive attitudes and urgent desires to win or achieve success through its psychological links to power and dominance. Red has remarkable psychological influence and mind-body effects. Its innate ability to stimulate reactions, both positive and negative, points to red’s primal hold over the human
psyche. Red’s close ties to our deepest desires and drives show the color’s inextricable connection to the most fundamental aspects of human psychology. Whether it empowers or distresses, red’s psychological potency is unmatched in sheer intensity and drama. Understanding red’s psychological impact can help us wield its power responsibly. The
Red Personality Type People who favor the color red are generally observed to be extroverts, outgoing, and enjoy spending time with people and living life to the fullest. However, they can also be seen as competitive and unapologetic individuals. Is red your favorite color? Positive Traits Those with a red personality color have many wonderful
strengths rooted in their high energy, passion, and dynamism. Reds tend to be vivacious, confident, and driven in pursuit of their goals and interests. Their commanding presence and zeal for life make them natural leaders. The following are some of the many assets and talents possessed by the red personality type. Enthusiastic: You vibrate a high
level of energy, especially in doing the things you love, so you do your best to succeed in pursuing your interests. Confident: You are optimistic, firm, and not afraid to stand up for yourself. Because you believe in yourself, you are not easily scared of the negative things you hear, like criticisms and bashful comments. Passionate: Due to your passionate
nature, you take things personally and rarely back down. As a result, you have strong emotions about many things and know precisely how to defend your beliefs. Charismatic: Others quickly notice as you enter the room because of your charming and radiant characteristics. You leave a good first impression that leaves your audience in awe. Natural
Leader: You gain the respect of others by knowing how to recognize the essential things in both your personal and professional life, which makes you a natural leader. With this, you serve as an inspiration to everyone around you. Adventurous: You are eager to take on new challenges and experiences. Your sense of adventure energizes you and
others. Courageous: You are brave in the face of adversity and stand up for what you believe in. Your courage is inspiring. Motivating: Your zest for life is contagious. You motivate and energize others to be their best. Vivacious: Your lively, effervescent spirit lights up any room. Your vivaciousness is magnetic. Driven: You are ambitious and
determined. Once you set your sights on a goal, you relentlessly work to achieve it. Your drive is impressive. Negative Traits While the red personality type tends to exhibit many admirable qualities, there are some potential downsides when red traits are expressed more extreme. However, even the following traits stem from positive origins and
intentions. With self-awareness, these can be channeled constructively. Impulsive: Too much passion often leads to impulsivity. Sometimes, you overlook the possible consequences of your actions because of your intense urge to just do the things you like. Unapologetic: Because of your strong emotions, it is hard for you to apologize in a conflict and
admit that you're wrong. Aggressive: When you don’t get what you want, you can be aggressive and exhibit a violent temper. Although you may calm down pretty quickly, it’s not always easy to be around you. Overly competitive: Since you strongly believe in never giving up, you like to be in charge all the time, which often leads to disregarding other
people’s feelings just to get on top. Intense: Your vibrant passion could be interpreted as intensity. But this enthusiasm is a large part of your charm. Forceful: You are not afraid to take charge and be assertive. While some may see this as forcefulness, it demonstrates your bold spirit. Fiery: At times you are quick to anger when provoked. Yet there
are positives to your fiery spirit and high energy. Demanding: Your high standards and expectations of yourself and others may seem demanding. Still, this reflects your unwavering commitment to quality. Boastful: You have high self-confidence, which could come across as boastful. However, you have legitimate accomplishments to be proud of.
Confrontational You are comfortable with direct, assertive communication. While this can seem confrontational, you are willing to tackle issues head-on. While red is a vibrant color, it is also linked to revenge and anger. People often get red in the face when they are angry, which is why red is associated with rage across many cultures. In addition, red
color stands for violence and danger because it resembles the color of human blood. Red is also associated with warning signs. Due to its high visibility, it quickly attracts people’s attention to warning signs. For example, red flags indicate that something terrible may occur, and so they are used to warn people of impending danger. Too much red can
provoke aggression and irritation. It is found that red can cause an increased heart and respiration rate. For this reason, people can feel alert and stressed out when seeing red for a long time. Color Red in Business The color red evokes strong emotions and associations in people. In Western cultures, red is commonly associated with love, passion,
aggression, danger, and excitement. The meaning and impact of the color red in business contexts depends heavily on how it is used and the industry. Some Key Points on the Use of Red in Business: - Red draws attention and leaves a memorable impact, which can be beneficial if used deliberately in branding and marketing. However, too much red
or the wrong red tones can look abrasive or aggressive. Brighter reds like crimson are stimulating, while deeper reds like burgundy are associated with sophistication. - Red expresses excitement and youthful energy. It is often used in branding for children’s products, sports, food, entertainment, and technology. However, red is not always perceived
as trustworthy or stable, so financial institutions and corporations tend to avoid using it. - Research suggests red improves performance on detail-oriented tasks but also increases anxiety. Red elements on websites and applications can be used sparingly to promote engagement, but too much red may hinder focus. - Red promotes appetite and is
extensively used in fast food branding. However, it can also come across as cheap or low quality if poorly executed. More subdued reds work better for upscale dining establishments. - In advertising, red is used to grab attention through contrast. But again, restraint is needed as red backgrounds can overpower and red text can vibrate. Red is also
useful for highlighting critical information such as warnings and errors. - In interior design, red is energetic but intense. It is often used as an accent in workspaces, retail, and other environments. Too much red is fatiguing so other colors are needed to balance it out. The bottom line is red is powerful when used strategically and sparingly. But
restraint and context are key for red to have the desired positive impact. Overuse of red or poor pairings can undermine a brand image or violate user expectations. Testing different shades and balancing red with other colors is important. Color Red in Branding and Marketing The color red is a powerful and versatile choice in branding and marketing
when used strategically. Red’s heightened visibility and ability to evoke excitement make it well-suited for drawing attention and highlighting calls to action. Vibrant reds like crimson and scarlet immediately grab focus and convey confidence, youthful energy, and modernity. Bright reds work well in branding for the entertainment industry, sports,
extreme products, and tech companies aiming for innovative images. Coca-Cola and YouTube use red successfully as a core brand color. However, brighter reds can come across as abrasive or aggressive if overdone. Softer reds like cherry and rose moderate the intensity. Soft reds send warm, inviting messages and often appeal more to female
audiences. Companies like Sephora and Hallmark use these tones to cultivate a feminine, approachable brand personality. Deeper, darker reds like burgundy, maroon, and oxblood convey a sense of sophistication, luxury, and timelessness. These richer reds work for premium brands, high-end retail, fine dining, and classic yet contemporary styles.
Brands like Netflix, Louis Vuitton, and Red Hat exude elegance with their deep red palettes. No matter the shade, red contrasts strongly with white space and black text, making it perfect for powerful headlines, logos, and display typography. Red commands and retains attention on landing pages and banners. But surrounding reds with neutral,
muted colors prevents visual fatigue. When applying red, restraint and consistency are key. Too many competing shades can dilute brand recognition. Limit red to one or two hues. Using red sparingly as an accent color also prevents overwhelming customers. Test red palette choices to ensure the desired tones, meanings, and reactions are achieved.
Random Facts About Red - Red is an exciting color with deep meanings and broad characteristics. Although intimidating as it may seem, red has more interesting facts to offer! - Red is the first color a baby sees. - In the Russian language, red translates to ‘beautiful.” - Red doesn’t make the bulls angry because they can’t see the color red. - The
planet Mars is also called ‘The Red Planet.” - Red light is often used to help adapt to night vision, such as nighttime and other low-light situations. - Seeing the color red stimulates the human heart. - The color red is considered to have the longest wavelength of colors in the color spectrum. - Red candies taste the sweetest. - According to studies, men
in red are more attractive and sexually desirable than women in red. - Red is one of the most common colors used on national flags. Popular Shades of Red There are more than 50 shades of red out there that are widely used for many purposes. Let’s take a look at some of its popular variations. Maroon It is described as a dark variation of red.
Maroon came from the French word ‘Marron’ which translates to ‘brown’. The shade represents attention and many other things and is often the chosen color of most universities and colleges. Scarlet Scarlet red is a shade best described as a very bright red with a hint of orange. Its appearance is like the color of flames, and it embodies authority and
strength. Blood Red It is an intense hue of red similar to the actual color of blood. Blood red is associated with either positive or negative concepts. For example, it symbolizes life, but it is often associated with death, violence, rage, and the like because of its appearance. Imperial Red This kind of shade is a beautiful hue of red, like the inside of a
watermelon. It is often used for culinary advertisements and the choice of color for some graphic design projects. Imperial red is seen as a warm and bright red color. In an RGB color space (made from three colored lights red, green, and blue), hex #FF0000 is made of 100% red, 0% green, and 0% blue. In a CMYK color space (also known as process
color, or four colors, used in color printing), hex #FF0000 is made of 0% cyan, 100% magenta, 100% yellow, and 0% black. Red has a hue angle of 0 degrees, a saturation of 100%, and a lightness of 50%. Color Conversion The hexadecimal color #FF0000 has RGB values of R: 100, G: 0, B: 0, and CMYK values of C: 0, M: 1, Y: 1, K:0. VALUE CSS HEX
ff0000 #£ff0000 RGB DECIMAL 255, 0, 0 rgh(255, 0, 0) RGB PERCENTAGE 100, 0, 0 rgb(100%, 0%, 0%) CMYK 0, 100, 100, 0 HSL 0°, 100, 50 hsl(0°, 100%, 50%) HSV (OR HSB) 0°, 100, 100 WEB SAFE ff0000 #ff0000 CIE-LAB 53.241, 80.092, 67.203 XYZ 41.246, 21.267, 1.933 XYY 0.64, 0.33, 21.267 CIE-LCH 53.241, 104.552, 39.999 CIE-LUV
53.241, 175.015, 37.756 HUNTER-LAB 46.116, 82.7, 28.335 BINARY 11111111, 00000000, 00000000 Color quietly plays a major role in how you experience the world. Color can affect your mood, alter your sleep schedule, and even change the way your food tastes. Color psychology is the study of these and many other connections between you
and color. Color psychology connects colors with emotions and behavior. It reveals how color plays a role in your moods and can even be incorporated into your wellness routines. For businesses, color psychology informs decisions like product packaging and brand logos. Ancient origins of color psychology. People have long been fascinated with color
and understood its power over moods and well-being. Color was used in ancient Egypt, China, and Greece to evoke emotions, aid in spiritual practices, and treat a variety of conditions. While the nature of color was not yet understood, its powerful effects were evident.Modern understanding of colors. Color can now be understood in scientific terms.
Isaac Newton famously realized that white light is composed of many colors when he placed a prism in sunlight and saw a rainbow emerge on the other side. In his 1704 book Opticks, he presented the color wheel and described how each color is determined by a different wavelength of light. As scientific breakthroughs from Newton and others
unveiled some of the mystery behind color, its power as a therapeutic tool was still being explored. In 1810, Johann Wolfgang von Goethe published The Theory of Colors. This important work linked colors with emotions, opening the door for modern color psychology. In the 1940s, the connection between people and colors was taken even further. The
work of K. Goldstein and others promoted the idea that colors affected human physiology and actions. These connections were developed into the practices of art therapy and color therapy.Current uses of color psychology. Beyond color therapy, color psychology is used today in advertising and marketing. Branding and product design decisions are
made based on how people respond to certain colors. The principles of color psychology are also used in designing optimal work, school, and living spaces. A doctor might paint their waiting room light green to promote calm feelings in their anxious patients. If thinking about the color red makes you think about love, you're not alone. In a large cross-
cultural survey that included 30 nations and 22 languages, the association of love and other emotions with colors was universal.In the international study, people were asked to select one emotion to associate with each color. Here are the most commonly associated emotions in the survey:Red means love to 68% of people. Orange means joy to 44% of
people. Yellow means joy to 52% of people.Green means contentment to 39% of people.Blue means relief to 35% of people. Turquoise means pleasure to 35% of people.Purple means pleasure to 25% of people.Pink means love to 50% of people. Brown means disgust to 36% of people. Black means sadness to 51% of people. Gray means sadness to 48%
of people. White means relief to 43% of people. While the specific feelings can vary individually and by culture, the fact that people connect color with emotion is universal. Since emotions and colors are closely tied together, it isn’t surprising that viewing colors will evoke feelings.Hue, saturation, and brightness affect how you respond to the color in
your environment. Red hues cause the most emotional arousal, blue the least, and green is somewhere in between. A color that is very bright and highly saturated will trigger the strongest emotional response.Our understanding of color and psychology come together to create a field called color therapy. Color therapy, also known as chromotherapy,
is based on the idea that every color on the visible light spectrum has a unique wavelength and vibration. These wavelengths produce electrical impulses or fields of energy that affect the human body. Different colors produce different health benefits. A sampling of the health benefits claimed by color therapy include: Red: stimulating and increases
appetite Orange: improves mood and possible thyroid function Yellow: increases concentration and possibly treats arthritisGreen: a calming color and may promote healthy metabolism Blue: suppresses the appetite and treats migraine pain Indigo: purportedly promotes mental health. Violet: helps with meditation and potentially endocrine issues
Chromotherapy is practiced in alternative health clinics, sometimes using LED lights to create a therapeutic color. It treats anxiety, depression, high blood pressure, and sleep disorders. It's considered an alternative and complementary treatment, meaning it usually supplements other medical treatments you're receiving. While the claims of color
therapy might seem outlandish, the effects of different light wavelengths on people aren’t controversial. Take, for example, the well-known risk of blue light affecting sleep cycles. You’ve probably heard that you should avoid screens — phones, computers, televisions — right before going to bed. Screens can make it harder to sleep because electronic
devices emit so-called blue light.You might wonder if any light would keep you awake or if there's something special about blue light. Researchers at Harvard compared a group of people exposed to blue light to a group exposed to green light. The group exposed to blue light had significantly less melatonin and a more disrupted sleep cycle than those
exposed to green light. In other words, color matters. While not all claims of alternative color therapies are widely accepted, there is substantial evidence that color affects our minds and bodies in subtle ways. Color psychology research isn’t limited to color therapy, it's also used in marketing, advertising, and product design. One example is
pharmaceuticals. Drugmakers are interested in what color psychology research says about the therapeutic values of pill colors. Red pills are associated with stimulants and blue are associated with relaxation. The right color choice can create a placebo effect that enhances the effectiveness of the medicine. Selecting the right pill color is important
even in the clinical trial stage of drug development. Some pill colors are more likely to cause people to miss doses or even stop taking the medicine. Drugmakers know that if they choose the wrong pill color, it could potentially throw off data from clinical trials due to non-compliance.The use of colors to affect human emotions, health, and actions is an
ancient art that modern science is still exploring. If you are feeling down and have the urge to paint your walls yellow or to take a walk in a colorful garden, rest assured that surrounding yourself with the right colors can improve your mood and sense of well-being. Here at Centre Colours, we're an independent dispersion house that can manufacture
bespoke products in both large and small quantities. Catering to the needs of the ink, paint and coating industries, for products such as pigment dispersions, performance inks, graphene inks and more. If you're looking for a large scale mixing inks company that guarantees quality solutions, and fast turnaround times, your search ends here. Creating
High Quality Pigment Dispersions in Leeds We have established a reputation for creating pigment dispersions of the very highest quality at our manufacturing facility in Leeds and, consequently, we are the supplier of choice for many companies in the ink, paint and coatings industries. Whether you need a regular supply or a single batch, please do
not hesitate to get in touch with us to discuss your requirements. Our whole ethos is built around serving our customers with the highest quality products and service. Off the peg solutions or a custom solution from your formulation Many of our customers have proven formulations of their own and merely wish to take advantage of our manufacturing
service. Others need help with the development of completely new products or improvements to existing ones. Either way we can help. You may prefer to source the ingredients yourselves and send them to us for toll manufacture or leave the raw material purchasing to us. We also have our established standard products which are sold to our existing
customers. These can, of course, be customised if you have specific requirements in mind. We create pigment dispersion with excellent colour strength development, resulting in a high strength and, if necessary, outstanding transparency. We understand that effective and efficient pigment dispersion is essential for the coating industries, and thanks
to our first-class products they are made to last, you can achieve any shade you require from our selection of pigments while keeping the cost competitive. Look no further for a high quality pigment dispersion company. Whether you require the services of a pigment dispersion company on a one-off or ongoing basis, there's no better developer to call
than Centre Colours. Even though we primarily serve the ink, paint and coating industries, we can cater to the needs of many other businesses. Graphene inks, barrier inks and performance inks are just some of our specialities, but we continually develop our product range to ensure our bespoke concentrates match our excellent customer service
offering.Our High-Performance Pigment Dispersion Coatings TeamFor companies developing products with coatings that are designed not just to look good but to perform a specific function as well, such as conduct electricity, we offer a confidential service that is designed to ensure your new developments remain an in-house secret until such time as
you are ready to release them for sale. In our role as your pigment dispersion supplier, we can work with you to develop performance coatings and inks that incorporate the necessary materials to achieve the functionality you require, whilst maintaining complete confidentiality at all times.With our years of industry experience and our team of highly-
skilled pigment dispersion paint, coatings and ink specialists, we should be your first port of call when you are looking for high-performance pigment dispersion manufacturers who can help you to bring new products to market quickly, efficiently and discreetly. Whether you require the services of a pigment dispersion company on a one-off or ongoing
basis, there's no better developer to call than Centre Colours. Even though we primarily serve the ink, paint and coating industries, we can cater to the needs of many other businesses. Graphene inks, barrier inks and performance inks are just some of our specialities, but we continually develop our product range to ensure our bespoke concentrates
match our excellent customer service offering.Our High-Performance Pigment Dispersion Coatings TeamFor companies developing products with coatings that are designed not just to look good but to perform a specific function as well, such as conduct electricity, we offer a confidential service that is designed to ensure your new developments
remain an in-house secret until such time as you are ready to release them for sale. In our role as your pigment dispersion supplier, we can work with you to develop performance coatings and inks that incorporate the necessary materials to achieve the functionality you require, whilst maintaining complete confidentiality at all times.With our years of
industry experience and our team of highly-skilled pigment dispersion paint, coatings and ink specialists, we should be your first port of call when you are looking for high-performance pigment dispersion manufacturers who can help you to bring new products to market quickly, efficiently and discreetly. We manufacture for both large and small
batches at very high quality. We are an independent dispersion house which is not tied to another company. This enables us to provide bespoke solutions in complete confidence. Call today for further information and a competitive quotation.We service companies of all sizes and a typical order ranges from 50kg to 10 tonnes and upwards. Efficient
and effective pigment dispersion is crucial in any coloured product. Optimum pigment dispersion results in excellent gloss, high strength and, where required, excellent transparency. By using dispersions with good colour strength development, coatings companies can minimise the amount of pigment that is needed to achieve a desired shade and
thereby reduce costs. Products Centre Colours succeeds by building strong and lasting partnerships with customers and suppliers. Together we can produce cost effective products of the highest quality for today's demanding marketplace.We work closely with our customers to develop effective formulations and efficient manufacturing practices to
produce outstanding and consistent results. Our aim is to give our customers a technical advantage in a cost effective manner. Contact us Centre Colours is accredited with ISO9001:2008 for quality management systems, standards and guidelines quality and ISO14001:2004 for environmental management systems, standards and guidelines.Please get
in touch by phone or email to see how we might be of service. Or come to see us, visitors are always welcome. Facilities Centre Colours specialise in the manufacturing of high quality pigment dispersions, to find out more call 01977 685 458 Orange is a vibrant and energetic color that represents enthusiasm, creativity, and warmth. It’s a shade that
combines the passion of red with the joy of yellow, creating a hue that is often associated with fun, playfulness, and vitality. The hex code for Orange is #FFA500, and its RGB values are (255, 165, 0), symbolizing a hue that is both inviting and invigorating. Orange HEX: #FFA500 RGB: (255, 165, 0) History of Orange Historically, the color orange has
been associated with warmth, harvest, and autumn. It has been used in art and fashion to convey energy and vibrancy. In many cultures, orange is also a symbol of spirituality and creativity. The use of orange in ancient art and textiles can be traced back to the Egyptians and Persians, who valued the color for its vividness and association with the sun.
In the Renaissance, orange pigments were highly prized by artists for their ability to bring warmth and depth to their paintings. In more recent history, orange has played a significant role in political and social movements. For example, orange ribbons and banners have been used as symbols of protest and unity in various countries. The color’s
visibility and impact make it a powerful tool for communication and expression. Psychology and Meaning of Orange The color Orange is known for its ability to stimulate the senses, boost energy levels, and encourage socialization. It is often used in design to grab attention and create a sense of excitement. However, too much orange can be
overwhelming, so it’s important to use it in moderation or balance it with cooler tones. Psychologically, orange is associated with optimism, adventure, and confidence. It can evoke feelings of enthusiasm and inspire creativity, making it a popular choice in environments that promote collaboration and innovation. On the flip side, orange can also be
perceived as frivolous or immature if overused. In some cultures, orange is associated with caution, as seen in traffic cones and safety vests, highlighting its ability to command attention. How to Use Orange Orange can be used effectively in various design contexts. In interior design, orange accents can add warmth and vibrancy to a room. For
example, a burnt orange throw pillow or a tangerine accent wall can create a cozy and inviting atmosphere. In fashion, orange can make a bold statement when used in clothing or accessories. A bright orange scarf or a pair of coral shoes can add a pop of color to an otherwise neutral outfit. In marketing and branding, orange is often used to convey a
sense of fun and creativity. Brands like Fanta and Nickelodeon use orange in their logos to appeal to a youthful and energetic audience. In digital design, orange can be used for call-to-action buttons or highlights to draw attention to important elements on a webpage. What Colors Go with Orange Blue (Hex: #0000FF): Provides a striking contrast,
making orange pop. Grey (Hex: #808080): Offers a neutral background that allows orange to stand out. Green (Hex: #008000): Creates a fresh and natural contrast, highlighting orange’s warmth. White (Hex: #FFFFFF): Enhances the brightness of orange, making it more vibrant. Black (Hex: #000000): Provides a dramatic backdrop that intensifies
the impact of orange. Similar Colors to Orange Tangerine (Hex: #F28500): A lighter, more yellowish shade of orange, evoking a sense of freshness. Pumpkin (Hex: #FF7518): A deeper, more autumnal shade of orange, reminiscent of the fall season. Coral (Hex: #FF7F50): A softer, pinkish-orange shade that is often associated with the beauty of ocean
reefs. Burnt Orange (Hex: #CC5500): A darker, more intense shade of orange with a hint of brown. Mango (Hex: #FFC324): A bright, tropical shade of orange that evokes the sweetness of the fruit. Orange Color Palettes A vibrant and dynamic palette that combines the energy of Orange with the calmness of Blue and the neutrality of Gray, creating a
balanced and eye-catching look. A fresh and lively palette that pairs the warmth of Orange with the natural feel of Green and the brightness of White, creating an inviting and harmonious look. A bold and striking palette that combines the vibrancy of Orange with the depth of Black and the softness of Coral, creating a dramatic and impactful look. A
warm and inviting palette that showcases the various shades of orange from the bright Orange to the yellowish Tangerine and the deeper Pumpkin, creating a cohesive and energizing look. A vibrant and tropical palette that combines the classic Orange with the richness of Burnt Orange and the brightness of Mango, creating a lively and appealing
look perfect for summery designs. In conclusion, Orange is a versatile and vibrant color that can add energy and warmth to any design. Whether used as a dominant color or an accent, orange can create a sense of excitement and vitality. Its associations with creativity and enthusiasm make it a popular choice in various fields, from fashion to interior
design. Your browser does not support the audio element. Want to listen to this post? Click play! (will keep playing even if you lock your phone!) Humans are visual creatures, so visual, that colors can play a vital role in influencing our purchasing decisions. In fact, in a study done by performable, where they tested which color button between green
and red would have the highest conversion rate. They found that red buttons increased their conversion rate by 21%. In other words, they increased their conversion rate without changing anything about the page except for the color of the button. That’s the power of marketing color psychology. It’s true. The use of color affects human behavior. A
simple change in color can drastically change the process of our decision making causing us to take different actions. But why is this? What is it about certain colors and the impact of color that spark people to take more action? And how do you know the right colors to use, so you can improve your digital marketing strategy? To answer these
questions we have to first understand the basics of the psychology of color. Why? The truth is, your favorite colors may not be the best choice of colors to use when it comes to designing your logo and branding. That’s because the perceptions you have with your favorite color may not be the same as the ones your audience has. This is often
overlooked by many businesses trying to choose colors to represent their brand personality. It’s hard to ignore that we all have our personal preferences. We all have our favorite color. So oftentimes what happens is, we make color choices based on colors that we like or that we think to look good instead of trying to pick colors that most align with
our goals. That’s why the mission of this blog is to help people put aside their personal preferences and color preferences and look at marketing color psychology differently. Understanding the psychology of color will help you recognize the perceptions around specific colors and how different color combinations can do wonders for your marketing
overall. When you understand the impact of color your strategy will be even more effective. In this blog, we’ll ook at some primary colors, talk about their different meanings, and discuss how some brands are using them. We’ll also give you a simple plan to follow if you want to learn how you can take advantage of colors in your marketing and build
a powerful color scheme for your brand. Okay, let’s go ahead and dive in with the basics of color psychology. Takeaways Your favorite colors may not be the best choice of colors to use when it comes to designing your logo and branding. When color psychology is used in marketing, different colors can impact the way audiences perceive a brand in
ways that aren’t always apparent. Paring certain colors together can give a different connotation than the colors on their own. What Is Color Psychology In Marketing? Color psychology is an area of research that looks at how colors influence human behavior. And when used in marketing, for example, different colors can impact the way audiences
perceive a brand in ways that aren’t always apparent. That means just because it’s your favorite color, doesn’t mean that it fits your brand. Even if it’s a super popular color, it also doesn’t mean that it will produce better results. Because with every color there are going to be positives and negatives. Each color truly has its own color perception and
you need to be aware of both the positive and negative color associations that revolve around different colors. You should also know that colors are just a portion of your brand’s experience. There are a lot of other factors in play like your fonts, your design style, your products, and even your people. Each of these elements works together to
influence the effectiveness of your brand image. And we could talk all day about those factors but for now, we’re just going to focus on colors. Now let us go ahead and look at 10 different colors to understand color psychology and the effect they can have on people. Color Psychology: 10 Different Colors’ Psychological Meaning 1. Blue We love this
color because the color blue has some really strong effects on your mind. Some of the positive associations with blue are that it can have a very calming effect. Cool colors in general tend to have a more calming impact on people and are great for giving off a relaxed, serene, or “trusting” effect. Just think about staring out at a nice blue ocean and
seeing the calming waves and enjoying the serenity. Blue is also associated with wisdom, strength, and trust. The color blue is a primary color and can be seen in many variations for plenty of entities across the world. That’s why primary colors like red, yellow, and blue are used in nearly every country flag in the world. In addition, companies like
Facebook and Twitter use the color blue in their logos to signify unity and connections to others around the globe. Blue is used to convey that their platforms are trustworthy places to engage with your friends. Now we did say there were negatives to each color. The negatives of a dark tone such as blue, are that it can be associated with coldness and
a lack of emotion. Of course, oftentimes the credit companies like Paypal, American Express, and Visa who really want to win you over with trust, often use blue. Let’s move on to another great color and number two on the list, Red. 2. Red Now red is a powerful color which has some great positives. For one, it can spark strong emotions both
negative and positive. It is oftentimes seen as a powerful color that represents leadership. Since the color red is associated with power and passion, it can increase levels of urgency and excitement. This is why you often see red associated with fast cars and lingerie. It helps to draw attention because of how well it stands out. This helps prompt action
by how stimulating it is. Netflix is a company that uses the color red to display this level of excitement and passion that you can experience while enjoying their app. Coca-Cola and Target are also other companies that use red in their logos and branding. Using the color red helps portray a culture of excitement, leadership, and innovation in both
brands. On the other hand, very dark tones of red can give off negative levels of energy like anger or danger. However, warm colors like red are great for creating any type of boldness and excitement in your content. That brings us to another warm color. Number three on the list, yellow. 3. Yellow The color yellow is more commonly associated with
being bright, right? And when you think of bright colors you probably think of yellow first. But when you use the color yellow appropriately, it can have a profound effect. The color yellow can evoke feelings of optimism, intellect, and positivity for your brand. Other positives of yellow are that it is associated with sunshine, happiness, and fun. So if
you’'re brand experience incorporates some of these things, then a splash of yellow will definitely help. Usually, when you see anything in yellow it stands out the most. The color yellow really does draw attention and can be a very useful color choice for your branding if used properly. On the other hand, the negatives are that yellow is often
associated with cheapness. People typically expect to see good deals when they see the color yellow. For example, one of the most notably known brands that use yellow is McDonald’s. And of course, they associate their brand with cheapness, happiness, and fun. This is another great job of a brand harnessing the power of yellow. However, the
negatives of dark tones of yellow are they can portray emotions of fear or anxiety. So it’s best to recognize what shade of yellow you can use if you want to use the color yellow in your marketing. The next color on the list is orange. 4. Orange One of the big positives of the color orange is that it often is associated with the sun and the fall, which gives
off a feeling of warmth. The color orange is actually in the warm color category of the color wheel, so it’s no surprise that it can give off these vibes. In some cases, orange is sometimes seen as a “friendlier” version of the color red. Oftentimes, it helps create a sense of haste or movement, which is great for content where you want to encourage your
audience to take action. Additionally, orange is a color that most people consider to be cheap. Similar to yellow, but a little different. Do you know when you think about really HIGH-END EXPENSIVE ITEMS? Yeah, you normally don’t think of the color orange do you? On the flip side, a really dark tone of orange can be associated with frustration and
immaturity. Can you think of one of the biggest companies in the world that use the color orange in a positive connotation? If you said Amazon, then you're right! When you think of Amazon, you probably associate it with really good customer service (which is the warmth & friendliness positives of orange) And they are known for having the best
deals out there which they use to their advantage by associating their brand with being cheap. With orange, you can also portray spontaneity. Brands like Nickelodeon and Fanta use the color orange to help them portray a lively and youthful culture for their brand. With the color orange, you can have a good balance between red and yellow that isn’t
overpowering but also helps your branding remain energetic. Let’s move on to color number five on the list which is Green. 5. Green Now green is a relaxing color that is easy on the eyes. It can be used to represent serenity, quality, and peacefulness to your audience depending on what industry your business is in. Most times when you think of

the color green, you may think of nature. And some of the positive associations with green are it’s synonymous with health, freshness, and growth. For example, if you were a company that specialized in outdoor goods like gardening tools and appliances. Then, the color green could help to give off a serene effect that portrays your brand as
responsible and stable. However, other times you may think of the color green you may think of money. Like we said before, the way you perceive colors is based on your personal preferences. But the actual business industry has a lot to do with it as well. So if you’'re in the business of money like finances, accounting, or banking then green could be a
good choice as well. Now there are not a lot of negative connotations associated with green, especially dark tones. However, one negative factor that can be associated with the color green is boredom. But despite that, there are many brands that leverage the color green as a positive one. One of the most popular brands that leverage the positives of
green is Whole Foods. They focus on really healthy and natural foods which correlate really well with green. Whole Foods use the color green in their logos to help portray those certain characteristics about their brand. 6. Black Now black isn’t usually considered a color but more so a shade. Nonetheless, they do still evoke certain emotions when
used in branding. Black is a powerful color that has a positive association with luxury, sophistication, substance, elegance, and formality. Think of a black-tie event or a premium ride on Uber. Black has an exclusive feeling associated with it. Black can be a great color choice to use if you want your branding to evoke elegance and classic style. For
example, if your business is in luxury goods, then using the color black in your branding can help portray your brand as high quality to your audience. In addition, the color black can sometimes represent class and timelessness. That’s why it’s no surprise that some of the world’s largest companies have black logos. Nike, Adidas, Disney, and

even Apple have black logos and these companies have stood the test of time. Depending on your brand, those are all great characteristics to have, but there are some negative associations with the color black. For instance, black is such a commonly used color, it makes it very easy to use black as an accent color. Notice how we said “accent color.”



Black is one of the hardest colors to execute properly because you normally need other psychological influences as well. And when you fail at using it properly then the negatives are really bad. It can be associated with coldness, evil, oppression, and even death. That’s why using the color black in combination with other colors helps to change the
perception people may have of your brand. Ultimately, we strongly advise you to avoid any negative associations with the color black because of how extreme these negative connotations can be. The next color on the list, color number seven is White. 7. White The color white is pretty similar to the color black in the sense that it represents simplicity
and elegance but in a more subtle way. And just like the color black, white can be extremely powerful, yet difficult to execute. White is often associated with being modern, sleek, and clean. Companies like The North Face and Cotton use the color white in their logos to represent an easy, fresh, and clean quality about their brands. As do brands

like Apple and Tesla, who take advantage of white because of their ability to demonstrate these things with their entire brand experience. However, if poorly executed white can look very lazy, plain, and lack personality. The color white also has some of the same characteristics as cool colors like blue and green. This means, sometimes it can portray
a calm, relaxed, or neutral tone depending on the content. White is also a good choice to use for text because it stands out like the color yellow but in a more understated manner. It has the ability to generate brand recognition by attracting your audience, but it doesn’t portray that “cheap” color meaning that we talked about the color yellow having
earlier. 8. Purple The color purple can be seen as soothing but also regal, luxurious, and creative. If your brand is looking to portray an imaginative culture, then purple is a great color to use in your branding. This is because typically the color purple is seen to be mysterious and associated with new ideas. Companies such as Yahoo and SyFy use

the color purple because it portrays an imaginative, creative, mystical, and ambitious culture to their brand. Purple also is a mix of red and blue. This means it has qualities that help create stimulation, imagination, serenity, and trust because it’s a good balance of both colors. However, the color purple can be negatively associated with moodiness as
well. 9. Pink The color pink is a variant of red which makes it a warm color. Since pink is in the same family as red, it does give off some of the same traits as red. For instance, red can give off love as well as respect and so can the color pink. The color pink is, however, more commonly presented as a feminine color. It is used in many feminine logos
and branding and traditionally has been associated with femininity. Victoria’s Secret and Barbie are two major brands that use pink in their branding. This works well for them because their brands are geared towards girls and women. That being said, if your brand audience is more feminine or you want your brand to portray a feminine image,

the color pink would be a good color to use. However, the color pink can be perceived as weak. But based on your brand’s bottom line, the color pink could really make sense for you to use. 10. Brown You may think of chocolate when you think of brown (and we don’t blame you) or you may think of something else based on your experience. However,
in many instances, the color brown tends to represent a rugged, earthy, or outdoor image. The color brown can be seen as having similar characteristics to the color green because of the nature influence in representation it has. But the outdoors is just one perception the color brown has. It is also portrayed as dependable, reliable, and friendly. All
characteristics you might associate with one company that uses big brown trucks. That’s right, UPS. This is why UPS is so recognizable. Their big brown-colored trucks help their logistics company become recognizable and associated with dependability. In turn, this helps influence and strengthen their overall brand image. Brown can sometimes be
seen as conservative or dogmatic in some negative contexts. Importance Of A Color Palette So we’ve looked at the general perception of the most used colors and what they mean individually. But what if you want a whole color scheme instead of just one brand color? Frankly, having a color palette is one of the best options if you want your brand to
stand out and portray different elements. Because truthfully, most brands today have deeper stories behind them and the right color palette can help bring that story to life in all your content. When it comes to determining what colors you want to use to represent your brand, it goes back to the basics of what you want your brand image to be. The
colors you choose will help reflect that. Paring certain colors together can give a different connotation than the colors on their own. The bottom line is when deciding what colors to chose. You have to take into consideration your brand identity only then will you be able to recognize what color plays the most significant role in connecting your brand
personality with your audience. But determining branding colors is only part of effectively attracting your audience. The other part of it is using the right colors in your actual marketing campaigns. So, how do I know what colors to use in my marketing? Great question. Let’s talk a little bit about how to figure out which colors to use when trying to
improve your results. Do The Test Now the main process you want to go through when trying to figure out the best colors to use is called “A/B split testing.” This is how A/B split testing works. You'll take two versions of the exact same thing. Let’s say you create two of the same ads. With A/B split testing, you want to take one of those ads and
change an element. In this case, we’'re going to just change the color. Now, if we keep all other things constant, like the targeting, the landing pages, and the promotions, and the only variable is the color, then we can find out which color is producing the best response. Now you can do this with a lot of things whether you want to test the copy, or
promotions, or even the audience. The key is to not make too many changes at the same time. But also make sure the change is strong enough for people to notice. A/B split test can work wonders for your conversions due to more optimized CTAs (call-to-action) buttons. But doing split testing can work even better for your CTR. If you're not familiar
with CTR, then check out our blog about what is CTR and how you can use A/B split testing as well. The best thing to remember is to not just think about your brand, but also think about your customer’s journey. So if you have a modern brand like Tesla, then you still want to use colors like red to convey action or green to convey healthy
environmental changes. Testing color schemes is very important because it can help you uncover how your audience will perceive your content. Running different brand designs is normal and ultimately will help you find the best designs that work for your audience. Sometimes certain colors will be perceived differently depending on the industry,
past experiences, and cultural differences. Global companies use this testing technique often because it allows them to recognize what branding works for different demographics around the world. Before you do a big roll-out of content, you’ll want to make sure your branding and content will be well received by your audience because. At the end of
the day, those will be the ones working with your business. Even if you are a small business, designing a study to test your branding will provide you with a lot of quality information. Color Psychology: Wrapping Up We want to make sure you understand these powerful and slight marketing color psychology effects. We also want to stress how
important it is to test, test, and test as much as you can. The more information you have about content optimization for your audience, the better it will be received by them. And even though the color is only one factor of your content, it’s still a factor nonetheless. For that reason, it is incredibly important before starting any visual project to have an
understanding of color psychology and the different meanings colors have to us. We want to put every business in a position where they can leverage colors to help make a stronger emotional connection with their target customers. That’s why we’re here to teach you more about marketing color psychology. Or maybe you need help deciding the right
colors to choose for your brand. Or perhaps you just want to discuss more branding, website design, or ad design for your business. Whatever you need, contact us today to see how our social media management firm can help you formulate a winning marketing strategy! Other Visual Branding Resources Skip to content Yellow is a primary color. It
sits between orange and green on the color wheel. Being associated with the sun, it stands for optimism, joy, enlightenment, but also for duplicity, cowardice, betrayal. Colors that relate to yellow are yellow-green and orange. The hex code for yellow is #FFFF00. Hex #FFFF00 RGB 255, 255, 0 CMYK 0, 0, 100, 0 The History of Color Yellow Yellow
was one of the first colors used in art due to the wide availability of yellow ochre pigment. Ancient Egyptians painted their gods in yellow so that it would resemble gold. From the 14th century onward, yellow has become the color of envy, jealousy, treason, the color that cannot be trusted. Once the color of the sun and gold, yellow became one of the
least popular shades. Its dubious reputation has endured until today; compared to other colors, yellow often stands as a symbol of negative personality traits. The Psychology of Color Yellow The vibrant hue of yellow has remarkable effects on the human psyche, eliciting a broad spectrum of emotions and behaviors. Yellow is mentally activating,
psychologically stimulating higher cognition, creativity, and feelings of optimism. However, in excess, it can also overstimulate, resulting in anxiety, impulsiveness, and emotional fragility. Yellow sharpens analytic thinking and decision-making by muting subjective emotions, but this lack of empathy can become extreme logic at the expense of
compassion. Cheerful yellow tones uplift moods and self-esteem, but the brightness can be abrasive or convey dishonesty in certain contexts. People tend to extravert more around yellow. Thus, yellow has widespread influence over psychological states, subtlety shifting attitudes, performance, perceptions of self and others, cognition processes,
arousal levels, and social tendencies in mostly positive yet occasionally concerning ways. Understanding yellow’s variable psychological powers allows us to harness them effectively. Intellect Yellow is mentally stimulating and improves functions like memory, analysis, and problem-solving. It promotes higher cognitive performance and activates an
inquisitive, knowledge-seeking state of mind. Yellow sparks intellectual engagement psychologically. Optimism Yellow elicits feelings of hope, positivity, enthusiasm, and self-assurance. It has a psychological relationship with cheerful outlooks and confidence in achieving success. Yellow evokes uplifting emotions and optimistic perspectives
psychologically. Creativity Yellow enhances free-flowing creative thinking and imaginative abilities. It allows the mind to make abstract connections and conceive innovative ideas. Yellow unlocks psychological inventiveness. Clarity During moments of mental overload or stress, yellow provides psychological clarity. It slices through cluttered thoughts
to bring heightened focus and rational order. Yellow clears away confusion psychologically. Decision-Making By activating the intellect and muting emotions, yellow aids quick, decisive choices between options. It empowers objective analysis to weigh alternatives and make rational decisions without second-guessing. Energy Bright yellow tones
stimulate and energize the mind and body in a psychological way. Yellow counteracts sluggishness and passivity, inducing a psychologically activated, alert state. Anxiety While initially uplifting, too much yellow can psychologically overstimulate the mind, leading to nervous agitation, tension, and emotional fragility over time. It sparks psychological
anxiety. Deception Bright yellows take on negative psychological associations with deceit, dishonesty, and cowardice. Yellow conveys duplicity and breach of trust psychologically. Logic Over Emotion Yellow promotes objective, unemotional logic while dismissing subjective feelings or biases psychologically. Yellow thought processes strictly adhere to
facts and rationality. In summary, yellow has diverse psychological impacts spanning the intellectual, emotional, and social realms. By activating the mind, boosting positivity and self-assurance, and encouraging interaction, yellow can enrich well-being and performance. However, yellow also has a dual edge, with the potential to become overbearing.
With thoughtful application, yellow’s psychological influence can elevate mental and interpersonal life. But restraint is needed to prevent overstimulation. Overall, vibrant yellow is anything but psychologically neutral, making it both attractive and demanding. The Yellow Personality Type People who are drawn to the vibrant color yellow tend to have
upbeat, cheery personalities coupled with perfectionist standards. Confidence and optimism are hallmarks of the yellow personality type. Yellows are skilled communicators who excel at building strong social connections. They make friends easily due to their affable charm and witty humor. However, yellows prefer having a small inner circle rather
than large gatherings, carefully choosing who to let into their world. As perfectionists, yellows set high expectations for themselves and others, which sometimes aren’t realistic. When standards aren’t met, yellows can become self-critical and harshly judgmental. Their drive for flawlessness is a double-edged sword. Yellows have a short fuse and may
come across as temperamental or impatient when frustrated. Their impulsiveness extends to money management, making fast financial gains but squandering it just as quickly on indulgences without concern for practicality. However, yellows radiate fun with their sense of humor and spontaneity. Their adventurous spirit draws people in. Underneath
their cheerful exterior though, yellows harbor anxieties and sensitivities they nurse in private due to their independent streak. Yellows shy away from relying on others emotionally, taking on too much solo. They can be private when overwhelmed, not asking for support even if struggling. Yellows enjoy their own company and occasionally prefer being
single rather than paired up, carefully selecting romantic partners. In summary, the yellow personality is multifaceted but punctuated by positivity, perfectionism, and charm, making them socially magnetic yet privately complex. Their golden glow both uplifts others and conceals inner tensions. 10 Positive Traits of Color Yellow The vibrant yellow
personality shines through in many admirable qualities and strengths. Their boundless optimism, self-assurance, and mental acuity provide a solid foundation. Yellows have magnetic personalities that draw people in with their wit, charisma, and energy. Their independence grants inner resilience while their adventuresome spirit embraces new
experiences. The following positive traits fully capture the essence of the dynamic yellow personality. Optimistic - Have a bright, cheery outlook that expects the best in every situation. See the good in people and focus on the positives. Confident - Believe fully in themselves and their abilities to succeed. Feel assured and self-assured, without ego or
arrogance. Intelligent - Mentally sharp, curious, and analytical. Constantly seek to gain knowledge and think logically. Charismatic - Have magnetic, likable personalities that easily draw others in. Excellent communicators able to connect with all. Adventurous - Eagerly take risks and dive into new experiences and the unknown without fear. Live life
passionately. Energetic - Filled with motivation and vigor. Lively go-getters who channel their productivity dynamically. Independent - Highly self-reliant in being able to function and thrive solo. Don’t heavily depend on others emotionally. Witty - Able to make people laugh frequently with their clever, well-timed humor and jokes. Mental agility.
Resilient - Quickly bounce back from any setbacks or failures. Adapt well to change rather than crumbling. Creative - See fresh connections and possibilities everywhere. Generate unique solutions and think outside the box. In summary, the yellow personality is marked by a diversity of strengths like mental agility, self-belief, charisma, creativity, and
resilience. Their powers of attraction, analysis, and reinvention drive their success. When channeled constructively, the yellow personality is a force to be reckoned with. 10 Negative Traits of Color Yellow While vibrant yellows have many admirable qualities, their perfectionist drive and impatience can manifest in some less desirable traits when
taken to the extreme. Yellows can become overly critical, harshly judging themselves and others when unrealistic expectations aren’t met. Their need for stimulation leads to impulsive decisions, anxiety, and superficiality. Yellows may also struggle with defensiveness, messiness, and obsessive thinking when stressed. However, being aware of these
potential downsides can help yellows keep them in check and channel their dynamism more constructively. Critical - Have perfectionist tendencies that make them overly judgemental when standards aren’t met. Harsh critics of themselves and others. Impatient - Easily frustrated when things fail to move at their swift, urgent pace. Intolerant of
delays, incompetence, or sluggishness in others. Superficial - Tend to focus more on looks, status, and fleeting pleasure rather than substantive depth and meaning. Impulsive - Make hasty decisions on a whim without thinking them through rationally. Give in frequently to reckless urges. Anxious - Prone to excessive worry, nervousness, and even
panic due to self-imposed pressures. Easily unsettled. Abrasive - Their blunt, candid communication style can unintentionally hurt feelings or seem abrasive to sensitive types. Attention-seeking - At times may crave being the center of attention and dislike being ignored or overlooked in favor of others. Defensive - Quick to take offense at even gentle
feedback and react defensively. Fragile egos cover up self-doubt. Disorderly - Tend to be unorganized and scattered, which stems from their hastiness. Their homes often mirror their cluttered minds. Obsessive - Have a tendency to obsess over imperfections, minor errors, and minutiae. Easily lost in the details. In summary, the potential pitfalls of the
yellow personality include judgmental criticism, impatience, impulsiveness, anxiety, defensiveness, and obsessiveness. By managing expectations, slowing down, and focusing less on flaws, yellows can minimize these negatives and unlock more of their natural talents and cheer. Color Yellow in Business The vibrant hue of yellow has notable impacts in
business settings. On the positive side, yellow stimulates mental activity and can aid memory and alertness. Studies show improved retention of information presented on yellow backgrounds versus plain white. Yellow conveys an optimistic, warm atmosphere. However, excessive yellow is highly stimulating and can be stressful on the eyes over time
due to the high light reflection. Brighter yellows may distract rather than focus attention. Overuse of yellow risks sensory irritation and frustration. Moderation is key for yellow to provide benefits versus drawbacks in professional environments. A balanced touch of yellow infuses energy and uplifted moods. It projects success and youthful innovation.
But too much yellow loses its brightness, becoming abrasive and tiring. Certain shades work best for certain sectors. Cheery, sunflower yellows appeal to creative fields and children’s brands, while mustard tones match construction. Low-saturation yellows suit corporate settings. Legal and finance avoid yellow as it can imply instability. Successful
yellow branding uses the color sparingly but effectively. Post-it’s yellow evokes intellect while Snapchat’s faded hue is friendlier. Yellow accent colors will stand out against neutrals. With thoughtful application, yellow for business can grab attention, engage minds, and inspire prosperity. Color Yellow in Branding and Marketing The vibrant intensity
of yellow makes it a standout color for branding and marketing. Yellow’s high visibility grabs consumer attention instantly, while its warmth and cheerfulness evoke positive emotions. This makes yellow ideal for brands selling pleasurable, accessible products and services. Bright, sunshine yellows feel friendly and youthful. Brands like DHL, Best Buy,
and McDonald’s leverage these tones to cultivate a fun, casual image. Softer yellows like daffodil and lemon convey optimism and creativity. IKEA and BIC use mellow yellows to inspire imagination. Vibrant yellows pair well with cool blues and blacks to create contrast. Black text on yellow maximizes legibility. Yellow accents and logos pop against
white. Yet too much yellow risks sensory overload. Successful yellow branding uses strategic pops of color against neutral backdrops. While attention-grabbing, excessive yellow may communicate discount status, hazard warnings, or lack of sophistication. Muted golds and ochres limit these negative connotations for more upscale branding. Context
also matters - bright yellows suit children’s goods but may undermine luxury items. In summary, yellow’s cheer and visibility provide advantages in branding and marketing when applied correctly. The right yellow shades and balances make consumers take notice while conveying the desired image. From joyful to elegant, yellow’s diverse palette
offers business identity solutions. In a RGB color space (made from three colored lights for red, green, and blue), hex #FFFF00 is made of 100% red, 100% green and 0% blue. In a CMYK color space (also known as process color, or four color, and used in color printing), hex #FFFFO00 is made of 0% cyan, 0% magenta, 100% yellow and 0% black.
Yellow has a hue angle of 60 degrees, a saturation of 100% and a lightness of 50%. Color Codes of Yellow The hexadecimal color #FFFF00 has RGB values of R: 100, G: 100, B: 0 and CMYK values of C: 0, M: 0, Y: 1, K:0. VALUE CSS HEX ffff00 #ffff00 RGB DECIMAL 255, 255, 0 rgb(255, 255, 0) RGB PERCENTAGE 100, 100, 0 rgb(100%, 100%, 0%)
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there has been increased interest in research on color and psychological functioning. Important advances have been made in theoretical work and empirical work, but there are also important weaknesses in both areas that must be addressed for the literature to continue to develop apace. In this article, I provide brief theoretical and empirical
reviews of research in this area, in each instance beginning with a historical background and recent advancements, and proceeding to an evaluation focused on weaknesses that provide guidelines for future research. I conclude by reiterating that the literature on color and psychological functioning is at a nascent stage of development, and by
recommending patience and prudence regarding conclusions about theory, findings, and real-world application. Keywords: color, psychological functioning, hue, lightness, chroma The past decade has seen enhanced interest in research in the area of color and psychological functioning. Progress has been made on both theoretical and empirical
fronts, but there are also weaknesses on both of these fronts that must be attended to for this research area to continue to make progress. In the following, I briefly review both advances and weaknesses in the literature on color and psychological functioning. Color has fascinated scholars for millennia (Sloane, 1991; Gage, 1993). Theorizing on color
and psychological functioning has been present since Goethe (1810) penned his Theory of Colors, in which he linked color categories (e.g., the “plus” colors of yellow, red-yellow, yellow-red) to emotional responding (e.g., warmth, excitement). Goldstein (1942) expanded on Goethe’s intuitions, positing that certain colors (e.g., red, yellow) produce
systematic physiological reactions manifest in emotional experience (e.g., negative arousal), cognitive orientation (e.g., outward focus), and overt action (e.g., forceful behavior). Subsequent theorizing derived from Goldstein’s ideas has focused on wavelength, positing that longer wavelength colors feel arousing or warm, whereas shorter wavelength
colors feel relaxing or cool (Nakashian, 1964; Crowley, 1993). Other conceptual statements about color and psychological functioning have focused on general associations that people have to colors and their corresponding influence on downstream affect, cognition, and behavior (e.g., black is associated with aggression and elicits aggressive
behavior; Frank and Gilovich, 1988; Soldat et al., 1997). Finally, much writing on color and psychological functioning has been completely atheoretical, focused exclusively on finding answers to applied questions (e.g., “What wall color facilitates worker alertness and productivity?”). The aforementioned theories and conceptual statements continue to
motivate research on color and psychological functioning. However, several other promising theoretical frameworks have also emerged in the past decade, and I review these frameworks in the following. Hill and Barton (2005) noted that in many non-human animals, including primate species, dominance in aggressive encounters (i.e., superior
physical condition) is signaled by the bright red of oxygenated blood visible on highly vascularized bare skin. Artificial red (e.g., on leg bands) has likewise been shown to signal dominance in non-human animals, mimicking the natural physiological process (Cuthill et al., 1997). In humans in aggressive encounters, a testosterone surge produces visible
reddening on the face and fear leads to pallor (Drummond and Quay, 2001; Levenson, 2003). Hill and Barton (2005) posited that the parallel between humans and non-humans present at the physiological level may extend to artificial stimuli, such that wearing red in sport contests may convey dominance and lead to a competitive advantage. Other
theorists have also utilized a comparative approach in positing links between skin coloration and the evaluation of conspecifics. Changizi et al. (2006) and Changizi (2009) contend that trichromatic vision evolved to enable primates, including humans, to detect subtle changes in blood flow beneath the skin that carry important information about the
emotional state of the conspecific. Increased red can convey anger, embarrassment, or sexual arousal, whereas increased bluish or greenish tint can convey illness or poor physiological condition. Thus, visual sensitivity to these color modulations facilitates various forms of social interaction. In similar fashion, Stephen et al. (2009) and Stephen and
McKeegan (2010) propose that perceivers use information about skin coloration (perhaps particularly from the face, Tan and Stephen, 2012) to make inferences about the attractiveness, health, and dominance of conspecifics. Redness (from blood oxygenization) and yellowness (from carotenoids) are both seen as facilitating positive judgments. Fink
et al. (2006) and Fink and Matts (2007) posit that the homogeneity of skin coloration is an important factor in evaluating the age, attractiveness, and health of faces. Elliot and Maier (2012) have proposed color-in-context theory, which draws on social learning, as well as biology. Some responses to color stimuli are presumed to be solely due to the
repeated pairing of color and particular concepts, messages, and experiences. Others, however, are presumed to represent a biologically engrained predisposition that is reinforced and shaped by social learning. Through this social learning, color associations can be extended beyond natural bodily processes (e.g., blood flow modulations) to objects in
close proximity to the body (e.g., clothes, accessories). Thus, for example, red may not only increase attractiveness evaluations when viewed on the face, but also when viewed on a shirt or dress. As implied by the name of the theory, the physical and psychological context in which color is perceived is thought to influence its meaning and, accordingly,
responses to it. Thus, blue on a ribbon is positive (indicating first place), but blue on a piece of meat is negative (indicating rotten), and a red shirt may enhance the attractiveness of a potential mate (red = sex/romance), but not of a person evaluating one’s competence (red = failure/danger). Meier and Robinson (2005) and Meier (in press) have
posited a conceptual metaphor theory of color. From this perspective, people talk and think about abstract concepts in concrete terms grounded in perceptual experience (i.e., they use metaphors) to help them understand and navigate their social world (Lakoff and Johnson, 1999). Thus, anger entails reddening of the face, so anger is metaphorically
described as “seeing red,” and positive emotions and experiences are often depicted in terms of lightness (rather than darkness), so lightness is metaphorically linked to good (“seeing the light”) rather than bad (“in the dark”). These metaphoric associations are presumed to have implications for important outcomes such as morality judgments (e.g.,
white things are viewed as pure) and stereotyping (e.g., dark faces are viewed more negatively). For many years it has been known that light directly influences physiology and increases arousal (see Cajochen, 2007, for a review), but recently theorists have posited that such effects are wavelength dependent. Blue light, in particular, is posited to
activate the melanopsin photoreceptor system which, in turn, activates the brain structures involved in sub-cortical arousal and higher-order attentional processing (Cajochen et al., 2005; Lockley et al., 2006). As such, exposure to blue light is expected to facilitate alertness and enhance performance on tasks requiring sustained attention. Drawing on
recent theorizing in evolutionary psychology, emotion science, retinal physiology, person perception, and social cognition, the aforementioned conceptualizations represent important advances to the literature on color and psychological functioning. Nevertheless, theory in this area remains at a nascent level of development, and the following
weaknesses may be identified. First, the focus of theoretical work in this area is either extremely specific or extremely general. A precise conceptual proposition such as red signals dominance and leads to competitive advantage in sports (Hill and Barton, 2005) is valuable in that it can be directly translated into a clear, testable hypothesis; however, it
is not clear how this specific hypothesis connects to a broader understanding of color-performance relations in achievement settings more generally. On the other end of the spectrum, a general conceptualization such as color-in-context theory (Elliot and Maier, 2012) is valuable in that it offers several widely applicable premises; however, these
premises are only vaguely suggestive of precise hypotheses in specific contexts. What is needed are mid-level theoretical frameworks that comprehensively, yet precisely explain and predict links between color and psychological functioning in specific contexts (for emerging developments, see Pazda and Greitemeyer, in press; Spence, in press;
Stephen and Perrett, in press). Second, the extant theoretical work is limited in scope in terms of range of hues, range of color properties, and direction of influence. Most theorizing has focused on one hue, red, which is understandable given its prominence in nature, on the body, and in society (Changizi, 2009; Elliot and Maier, 2014); however, other
hues also carry important associations that undoubtedly have downstream effects (e.g., blue: Labrecque and Milne, 2012; green: Akers et al., 2012). Color has three basic properties: hue, lightness, and chroma (Fairchild, 2013). Variation in any or all of these properties could influence downstream affect, cognition, or behavior, yet only hue is
considered in most theorizing (most likely because experientially, it is the most salient color property). Lightness and chroma also undoubtedly have implications for psychological functioning (e.g., lightness: Kareklas et al., 2014; chroma: Lee et al., 2013); lightness has received some attention within conceptual metaphor theory (Meier, in press; see
also Prado-Leon and Rosales-Cinco, 2011), but chroma has been almost entirely overlooked, as has the issue of combinations of hue, lightness, and chroma. Finally, most theorizing has focused on color as an independent variable rather than a dependent variable; however, it is also likely that many situational and intrapersonal factors influence color
perception (e.g., situational: Bubl et al., 2009; intrapersonal: Fetterman et al., 2015). Third, theorizing to date has focused primarily on main effects, with only a modicum of attention allocated to the important issue of moderation. As research literatures develop and mature, they progress from a sole focus on “is” questions (“Does X influence Y?”) to
additionally considering “when” questions (“Under what conditions does X influence Y and under what conditions does X not influence Y?”). These “second generation” questions (Zanna and Fazio, 1982, p. 283) can seem less exciting and even deflating in that they posit boundary conditions that constrain the generalizability of an effect. Nevertheless,
this step is invaluable in that it adds conceptual precision and clarity, and begins to address the issue of real-world applicability. All color effects undoubtedly depend on certain conditions - culture, gender, age, type of task, variant of color, etc. - and acquiring an understanding of these conditions will represent an important marker of maturity for
this literature (for movement in this direction, see Schwarz and Singer, 2013; Tracy and Beall, 2014; Bertrams et al., 2015; Buechner et al., in press; Young, in press). Another, more succinct, way to state this third weakness is that theorizing in this area needs to take context, in all its forms, more seriously. Empirical work on color and psychological
functioning dates back to the late 19th century (Féré, 1887; see Pressey, 1921, for a review). A consistent feature of this work, from its inception to the past decade, is that it has been fraught with major methodological problems that have precluded rigorous testing and clear interpretation (O’Connor, 2011). One problem has been a failure to attend
to rudimentary scientific procedures such as experimenter blindness to condition, identifying, and excluding color deficient participants, and standardizing the duration of color presentation or exposure. Another problem has been a failure to specify and control for color at the spectral level in manipulations. Without such specification, it is impossible
to know what precise combination of color properties was investigated, and without such control, the confounding of focal and non-focal color properties is inevitable (Whitfield and Wiltshire, 1990; Valdez and Mehrabian, 1994). Yet another problem has been the use of underpowered samples. This problem, shared across scientific disciplines
(Maxwell, 2004), can lead to Type I errors, Type II errors, and inflated effect sizes (Fraley and Vazire, 2014; Murayama et al., 2014). Together, these methodological problems have greatly hampered progress in this area. Although some of the aforementioned problems remain (see “Evaluation and Recommendations” below), others have been rectified
in recent work. This, coupled with advances in theory development, has led to a surge in empirical activity. In the following, I review the diverse areas in which color work has been conducted in the past decade, and the findings that have emerged. Space considerations require me to constrain this review to a brief mention of central findings within
each area. I focus on findings with humans (for reviews of research with non-human animals, see Higham and Winters, in press; Setchell, in press) that have been obtained in multiple (at least five) independent labs. Table 1 provides a summary, as well as representative examples and specific references. Research on color and psychological
functioning. Area of research Central finding Example References Color and Selective Attention Red stimuli have been shown to receive an attentional advantage Participants’ visual search times were faster for desaturated red (relative to several other colored) targets Lindsay et al., 2010; Tchernikov and Fallah, 2010; Buechner et al., 2014;
Pomerleau et al., 2014; Sokolik et al., 2014 (cf. Becker et al., 2014; Folk, in press) Color and Alertness Blue light has been shown to increase subjective alertness and performance on attention-based tasks Participants exposed to blue (relative to yellow) illumination reported greater mental alertness Lockley et al., 2006; Lehrl et al., 2007; Viola et al.,
2008; Cajochen et al., 2011; Taillard et al., 2012 (cf. Vandewalle et al., 2007; Sahin and Figuerio, 2013) Color and Athletic Performance Wearing red has been shown to enhance performance and perceived performance in sport competitions and tasks Tae kwon do competitors wearing red outperformed those wearing blue Hill and Barton, 2005;
Hagemann et al., 2008; Ilie et al., 2008; Greenlees et al., 2013; Sorokowski et al., 2014 (cf. Caldwell and Burger, 2011; Garcia-Rubio et al., 2011) Color and Intellectual Performance Viewing red prior to a challenging cognitive task has been shown to undermine performance Participants who viewed red (relative to green or gray) on an intelligence
test cover performed worse on the test Elliot et al., 2007; Gnambs et al., 2010; Zhang and Han, 2014; Shi et al., 2015; Thorstenson, in press (cf. Yamazaki, 2010; Smajic et al., 2014) Color and Aggressiveness/Dominance Evaluation Viewing red on self or other has been shown to increase appraisals of aggressiveness/dominance Participants rated
males wearing red (relative to other chromatic colors) as more dominant Greenlees et al., 2008; Little and Hill, 2007; Feltman and Elliot, 2011; Stephen et al., 2012a; Aiken and Pascal, 2013 (cf. Sorokowski and Szmajke, 2007; Furley et al., 2012) Color and Avoidance Motivation Viewing red in achievement contexts has been shown to increase caution
and avoidance Participants who viewed red (relative to green or gray) prior to an ostensible intelligence test evidenced greater right (versus left) frontal cortical activation Elliot et al., 2007; Mehta and Zhu, 2009; Rutchick et al., 2010; Tanaka and Tokuno, 2011; Ten Velden et al., 2012 (cf. Elwood and Bode, 2014; Steele, 2014) Color and Attraction
Viewing red on or near a female has been shown to increase attraction in heterosexual males Heterosexual males rated females wearing red (relative to other chromatic colors) as more attractive Elliot and Niesta, 2008; Roberts et al., 2010; Stephen and McKeegan, 2010; Guéguen and Jacob, 2014; Lin, 2014 (cf. Lynn et al., in press; Stephen et al.,
2012b) Color and Store/Company Evaluation Blue stores/logos have been shown to increase quality and trustworthiness appraisals Participants rated websites featuring blue (relative to green) as more trustworthy Yuksel, 2009; Lee and Rao, 2010; Alberts and van der Geest, 2011; Labrecque and Milne, 2012; Ridgway and Myers, 2014 (cf. Barli et al.,
2006; Chebat and Morrin, 2007) Color and Eating/Drinking Red has been shown to influence food and beverage perception and consumption Participants ate less chocolate chips from a red (relative to blue or white) plate Ross et al., 2008; Genschow et al., 2012; Guéguen, 2012; Bruno et al., 2013; Spence et al., 2014 (cf. Piqueras-Fiszman et al., 2012;
Van Ittersum and Wansink, 2012) In research on color and selective attention, red stimuli have been shown to receive an attentional advantage (see Folk, in press, for a review). Research on color and alertness has shown that blue light increases subjective alertness and performance on attention-based tasks (see Chellappa et al., 2011, for a review).
Studies on color and athletic performance have linked wearing red to better performance and perceived performance in sport competitions and tasks (see Maier et al., in press, for a review). In research on color and intellectual performance, viewing red prior to a challenging cognitive task has been shown to undermine performance (see Shi et al.,
2015, for a review). Research focused on color and aggressiveness/dominance evaluation has shown that viewing red on self or other increases appraisals of aggressiveness and dominance (see Krenn, 2014, for a review). Empirical work on color and avoidance motivation has linked viewing red in achievement contexts to increased caution and
avoidance (see Elliot and Maier, 2014, for a review). In research on color and attraction, viewing red on or near a female has been shown to enhance attraction in heterosexual males (see Pazda and Greitemeyer, in press, for a review). Research on color and store/company evaluation has shown that blue on stores/logos increases quality and
trustworthiness appraisals (see Labrecque and Milne, 2012, for a review). Finally, empirical work on color and eating/drinking has shown that red influences food and beverage perception and consumption (see Spence, in press, for a review). The aforementioned findings represent important contributions to the literature on color and psychological
functioning, and highlight the multidisciplinary nature of research in this area. Nevertheless, much like the extant theoretical work, the extant empirical work remains at a nascent level of development, due, in part, to the following weaknesses. First, although in some research in this area color properties are controlled for at the spectral level, in most
research it (still) is not. Color control is typically done improperly at the device (rather than the spectral) level, is impossible to implement (e.g., in web-based platform studies), or is ignored altogether. Color control is admittedly difficult, as it requires technical equipment for color assessment and presentation, as well as the expertise to use it.
Nevertheless, careful color control is essential if systematic scientific work is to be conducted in this area. Findings from uncontrolled research can be informative in initial explorations of color hypotheses, but such work is inherently fraught with interpretational ambiguity (Whitfield and Wiltshire, 1990; Elliot and Maier, 2014) that must be
subsequently addressed. Second, color perception is not only a function of lightness, chroma, and hue, but also of factors such as viewing distance and angle, amount and type of ambient light, and presence of other colors in the immediate background and general environmental surround (Hunt and Pointer, 2011; Brainard and Radonji¢, 2014;
Fairchild, 2015). In basic color science research (e.g., on color physics, color physiology, color appearance modeling, etcetera; see Gegenfurtner and Ennis, in press; Johnson, in press; Stockman and Brainard, in press), these factors are carefully specified and controlled for in order to establish standardized participant viewing conditions. These
factors have been largely ignored and allowed to vary in research on color and psychological functioning, with unknown consequences. An important next step for research in this area is to move to incorporate these more rigorous standardization procedures widely utilized by basic color scientists. With regard to both this and the aforementioned
weakness, it should be acknowledged that exact and complete control is not actually possible in color research, given the multitude of factors that influence color perception (Committee on Colorimetry of the Optical Society of America, 1953) and our current level of knowledge about and ability to control them (Fairchild, 2015). As such, the standard
that must be embraced and used as a guideline in this work is to control color properties and viewing conditions to the extent possible given current technology, and to keep up with advances in the field that will increasingly afford more precise and efficient color management. Third, although in some research in this area, large, fully powered
samples are used, much of the research remains underpowered. This is a problem in general, but it is particularly a problem when the initial demonstration of an effect is underpowered (e.g., Elliot and Niesta, 2008), because initial work is often used as a guide for determining sample size in subsequent work (both heuristically and via power
analysis). Underpowered samples commonly produce overestimated effect size estimates (Ioannidis, 2008), and basing subsequent sample sizes on such estimates simply perpetuates the problem. Small sample sizes can also lead researchers to prematurely conclude that a hypothesis is disconfirmed, overlooking a potentially important advance
(Murayama et al., 2014). Findings from small sampled studies should be considered preliminary; running large sampled studies with carefully controlled color stimuli is essential if a robust scientific literature is to be developed. Furthermore, as the “evidentiary value movement” (Finkel et al., 2015) makes inroads in the empirical sciences, color
scientists would do well to be at the leading edge of implementing such rigorous practices as publically archiving research materials and data, designating exploratory from confirmatory analyses, supplementing or even replacing significant testing with “new statistics” (Cumming, 2014), and even preregistering research protocols and analyses (see
Finkel et al., 2015, for an overview). In both reviewing advances in and identifying weaknesses of the literature on color and psychological functioning, it is important to bear in mind that the existing theoretical and empirical work is at an early stage of development. It is premature to offer any bold theoretical statements, definitive empirical
pronouncements, or impassioned calls for application; rather, it is best to be patient and to humbly acknowledge that color psychology is a uniquely complex area of inquiry (Kuehni, 2012; Fairchild, 2013) that is only beginning to come into its own. Findings from color research can be provocative and media friendly, and the public (and the field as
well) can be tempted to reach conclusions before the science is fully in place. There is considerable promise in research on color and psychological functioning, but considerably more theoretical and empirical work needs to be done before the full extent of this promise can be discerned and, hopefully, fulfilled. The author declares that the research
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courtesy of Frontiers Media SA If you walk into a room or open a webpage, your brain will process the colors before any words or shapes. We are walking through a world of color, receiving a constant subconscious stream of emotional signals and information. In this post, you'll learn how to decode how different colors impact you and learn to
strategically use colors in your wardrobe, home, and business to your advantage. Color psychology is the study of how different colors impact your emotions and behavior. It’s a field that affects us daily. For example, the color of your shirt can affect both your mood and how others might perceive you. What color should you wear on a date versus a job
interview? What colors should you put in your marketing campaign? How is the color of your home affecting you? Read on to answer all these questions and learn how to optimize your usage of colors in your own life. And watch our video below to learn how color choices affect our behavior! We have learned since Goethe’s days that each color
impacts you based on a combination of three things: The innate psychology of that color shared across cultures (likely derived from how the color appears in nature). The cultural associations of that color. For example, In America, green often means luck, and in China, wearing a “green hat” implies infidelity. Your personal connection to colors. For
example, if you love your grandparents and the inside of their house was painted orange throughout your childhood, you may have a pleasant personal association with the color. So there is no exact science for each color, but we can make some guesses based on human universals. Below are some of the psychological and cultural qualities of each
color. Knowing the essential quality of each color is a great start. But now, let’s dive deeper to learn how to apply what you know about the colors. The colors you choose for your outfit each day will affect your mood, behavior, and how others perceive you. Below is a cheat sheet of when to wear each color. This is the color of truth and wisdom. It also
has a calming effect linked to lowered blood pressure and heart rate. It’s also the most stable color. Blue is the reliable sky and the calming sea. Blue is a great color to counteract the tension if you want to center yourself or provide a balancing presence for any social drama. Blue is also a crowd-pleaser since it is most frequently voted as people’s
favorite color. Watch our video below to learn more about the power of the color blue! This is the color of aggression and passion—great for a first date but not for the office. Seeing red also increases your strength, metabolism, and blood pressure, which is why it’s used for stop signs and fire engines. People across cultures associate red with love.
And sex! People perceive females as more sexually attractive when they wear red blush and lipstick. These makeup styles emulate the body’s reaction to sexual arousal, cardiac health, and high estrogen levels. The color of the sun is the happiest of all colors and stimulates joy and optimism. Yellow also grabs attention, which makes it great for traffic
signs. Yellow clothes are an excellent option for casual summerwear; however, yellow is considered an unstable color, so it can be over-energizing for the office and make the wearer look weak. This color denotes freshness, safety, and harmony. Green is restful on the eyes and produces the least amount of eyestrain, reminding people of leaves and
trees. Green is always a solid clothing choice if you’'d like to create a grounding and restorative vibe. It’s also associated with money, luck, and the “go” signal for a traffic light—all great characteristics in the workplace. Like the trunk of a tree, brown conjures up feelings of strength and stability. But at the same time, brown can seem boring and
safe. It’s a great color to wear if you want to feel sturdy and play it safe, but it can be hard to stand out in brown. Brown is also seen as masculine. Wearing a chocolate brown suit can give you credibility if you’re a woman in a predominantly male workplace. Orange evokes stimulation, vibrancy, and enthusiasm. Orange is the color of fire, citrus fruit,
and safety vests. Orange is also the color of autumn—pumpkins, squash, and fall leaves, and can be associated with melancholy. Though more peachy shades of orange conjure up the warmth. It’s not as aggressive as red but can catch attention, so while a good color for sporty garb, it’s best to wear it in moderation. Orange is also not a crowd favorite
and is most commonly marked as people’s least favorite color. Purple reminds people of royalty and luxury. Because it’s a color not often found in nature, only royalty used to be able to afford purple dye. Statistically, males tend to avoid wearing purple, so it has stronger gendered connotations than most colors. It’s also the color of magic. The
unnaturalness can make purple seem either mysterious or artificial. A purple scarf, tie, or purse can be a nice, subtle addition to any outfit, giving some extra pzazz and mystique. We associate pink with youth, innocence, and childhood sweetness. It can also represent femininity, nurturance, and softness. In nature, we find pink color in flowers. Pink
is Barbie and Victoria’s Secret, creating an unlikely pair out of youthful innocence and romance. A pink feminine garment can help you feel either sweet or seductive. Hot pink has different associations and can feel bold, exciting, and powerful. A hot pink accessory makes a great statement piece to add flare to your outfit. This color is associated with
cleanliness, perfection, freshness, and simplicity. White is always a safe choice for a shirt or scarf. Wearing all white is a statement of purity, which can have a hopeful feeling but is not best for the workplace. This power color can convey feelings of mystery and seriousness. It is also considered elegant and has a thinning effect. (And who doesn’t love
that?) Black can mean authority and prestige, so if you want to be treated seriously, the typical black suit with a splash of green or blue works wonders. Black is also associated with sadness and solemnity. The color of death, funerals, and ravens. It’s the color worn in the thick of a depressed, cloudy winter when life feels devoid of color. It’s the color
championed by goths, punk rockers, and metalheads, and it carries a hint of angst, pain, and cynicism. When you feel in touch with your darker corners, black can be a solid option to express yourself. Sports teams that wear black receive the most penalties due to how the referees perceive them and how they perceive themselves. Black makes an
excellent color for a villain. And if you want to channel your inner badass, donning a black leather jacket is a good start. Gray is neutral and balanced. It’s the color of concrete and can give an urban aesthetic. But gray is also lifeless, depressed, and blah. It can imply that people are passive, uninvolved, and lack energy. If you like wearing gray,
pairing it with a brighter color, such as blue, can help offset the negative connotations. Can you guess why 77% of chain restaurants have the color red in their logo? As a hint, it’s not to make you feel calm and satiated. Actually, the color red can quicken breathing, increase heart rate, and make you hungrier. Colors impact our moods and our
physiological responses. The color of a room dictates the ambiance it casts. When we think about interior design and what color to make each room, the choices matter. To optimize your sleep, go for a blue bedroom. A study of 2,000 homes found that people who sleep in blue rooms get more sleep than in other colored rooms. Here’s how several
color bedrooms fared in average hours of sleep per night: Blue—7 hours 52 minutes Yellow—7 hours 40 minutes Green—7 hours 36 minutes Silver—7 hours 33 minutes Orange—7 hours 28 minutes Gray-6 hours 12 minutes Brown—6 hours 5 minutes Purple—5 hours 56 minutes Green is an excellent pick to support your child’s learning and focus. This
study showed that when reading through a green filter, dyslexic kids were able to read faster. Green is the color of nature and is inherently soothing and restorative. This research study showed that when given a task that required a steady attention span, participants performed notably better when taking short breaks to look at green roofs versus
concrete roofs. There are many ways to design a living room, but one good pick is soft yellow. Color expert Amy Wax explains in this interview, “Sweet yellows can improve one’s mood...Using a softer yellow creates a feeling in the space that is sunny, warm, and spirited.” Wax also recommends gray or beige if you want a “quieter color palette” that
you can spruce up with accent colors. If you want a spark of passion, you can use a red pillow, or for a wave of cool you add a blue painting. Because orange is known to be stimulating, revitalizing, and enthusiastic, it’s an excellent pick for a workout room. As a bonus, some cultures believe the color orange promotes lung health. For an office, opt for
blue and green. In 1999, researchers at Creighton University found that colors significantly influence employees’ emotions and efficiency. Workers in blue offices felt the most centered, calm, and hopeful toward their work. Since blue can lower heart rates and green reduces anxiety and is associated with money, combining blue and green is the best
combo for your productive zone. If you’d like more inspiration, here’s an article exploring more office decor ideas. For folks interested in personal development, there is a branch of healing called chromotherapy, also known as color therapy. Here’s how WebMD describes it: “Every color on the visible light spectrum has a unique wavelength and
vibration. These wavelengths produce electrical impulses or fields of energy that affect the human body.” In other words, being in the presence of particular colors can improve our mental and physiological health. One interesting note is that color therapy can work even if your eyes are shut, as the colored light wavelengths can impact you through
your skin. One such example of this phenomenon is the use of blue-green lights on the skin of babies with pre-natal jaundice, which helps purify the baby’s blood and heal their jaundice. Color therapy has also proven effective in helping with insomnia, diabetes, hyperacidity, psychiatric illnesses, dengue fever, hypertension, seasonal affective disorder
(SAD), immunity, cutaneous wound healing, chronic joint disorders, and inflammation. Here are a few specific ways you can harness the power of color for your own well-being. Studies have shown that when blue-enriched light replaced white lights in an office setting for four weeks, participants saw an increase in alertness, performance, mood, and
concentration. If you want to improve your focus, look to blue. Blue walls, blue light, blue furniture. Dr. Padma Gulur of Duke University gave different colored eyeglasses to patients undergoing extreme pain—the glasses were clear, blue, and green. The clear and blue glasses did not affect the patient’s recovery. And while the green glasses didn’t
reduce the patient’s pain, they were four times more likely to reduce anxiety in the patients. Most patients who wore the green eyeglasses for the experiment asked to keep them! If you struggle with anxiety, especially as it relates to physical pain, consider incorporating green into your life. This study showed pink to decrease muscle strength and
aggression. A test subject would hold their arms out straight, while a lab-assistant of equal strength would push the subject’s arms down. The subject lost strength when there was a bright pink piece of paper in front of the subject’s eyes. This remained true compared to subjects with no paper to look at as well as subjects with blue paper to look at.
These results were consistent for 151/153 test subjects. Further, another research team painted a prison holding-cell pink. Data showed that inmate violence decreased when they were in the pink room for 15 minutes, and the calming effects lasted for 30 minutes after they left the room. If you’d like to induce calm and lessen aggression, then think
about pink. Different color lights, especially blue lights, can impact your melatonin release and circadian rhythms, which can screw up your sleep. But this study suggests that if you want to use light at night, then the best color is red. If you struggle to fall or stay asleep, consider purchasing a color-changing lightbulb and switching it to red at night or
even using a red headlamp. Researchers tested how effective different types of pills were, depending on the color of the pill. By now, you should not be surprised that the color did make a difference! Here’s what they found: When the pill was a stimulant, its effects were more pronounced when the pill was red. White pills were the most effective pain
relievers. For anti-anxiety pills, blue and white had the most significant effect. And for hallucinogens, red and yellow pills caused the most potent experience. In this case, it’s likely that the placebo effect is at play and that people’s perceptions of what colors of drugs should be impacted the efficacy of those drugs. The next time you invest in vitamins
or anti-inflammatories, consider that the color of the pill makes a difference. When people make snap decisions about purchasing a product, up to 90% of their product assessment is based on color. Color also increases brand recognition by 80%. Further, research shows that seeing specific colors can “increase or decrease appetite, enhance mood,
calm down customers, and reduce [the] perception of waiting time.” So if you are creating a brand, e-commerce marketing campaign, or product, your chosen color scheme is significant. There are a few key considerations when considering colors for your brand, product, or marketing. And if you’d like additional resources on building your business
and setting the right goals, you can check out this course. How To Set Better Goals Using Science Do you set the same goals over and over again? If you're not achieving your goals - it’s not your fault!Let me show you the science-based goal-setting framework to help you achieve your biggest goals. If you are running a sale, use red for pricing. As
marketing expert Sarah Levinger writes: “Thanks to McDonald’s, Amazon, & the human brain, consumers have been trained to understand that red = discount. Defaulting red will draw your customer’s eye & help them make decisions faster.” Research shows that one of the most critical aspects of a logo or brand image color is how appropriate the
colors seem, given the product/service and its market. If you sell water bottles, and your brand coloring is yellow (with no blue), this may appear off to consumers, given the branding zeitgeist of the water bottle market. Your brain is likelier to notice and remember stimuli that stand out in isolation. This is called the Von Restorff Effect. Practically
speaking, it means that the red tomato below stands out from the green bunch. And you’re also more likely to remember the products or brands whose colors stand out in isolation. As another example, which Heavy Metal band do you notice first in the following lineup? The balancing act for brands then becomes how to seem congruous with their
customers’ expectations while standing out from the crowd. Smart brands pick their colors based on color psychology and pre-existing cultural associations. But once a brand builds an audience, its logo’s color scheme begins to inform the public’s perception of those colors. For example, when McDonald’s launched its logo years ago, they understood
that the color evoked joy and optimism. But now, if you brand your logo yellow, you are still accessing the joy and optimism psychologically linked to the color. Still, you are also invoking all of the associations that McDonald’s has bled into the color yellow. So when thinking about how to color your brand, it’'s worth considering which major brands use
which colors because those brands lay dormant in the associative recesses of the client’s subconscious. Check out the chart below to see some of the major brand associations of each color. Years ago, Google tested over 40 shades of blue to determine the best text font color to use on the results page. This decision alone increased their yearly ad
revenue by $200 million! Color matters. If you can, determine what color scheme is appropriate for your brand by either A/B testing or getting user feedback. This way, you can strike the right balance between congruity and standing out. Your best bet would be to get customer feedback on what colors seem appropriate for your brand and market.
History of Color Psychology While using colors for marketing and therapeutic reasons is a new and burgeoning field, humans have intuitively understood that different colors affect us differently since the beginning of visual art. Egyptians were harnessing colors from their natural environment to make art 7,000 years ago. And the meanings they
derived from each color had very much to do with how that color appeared in both nature and their society. For example, the Egyptians colored their deities gold—a rare and precious metal. And blue, made from copper and iron oxides, symbolized life in Egyptian art. This is no surprise, given the color of their great life source, the Nile River. The Eye
of Horus comes from a myth where the Falcon God Horus loses their eye; then the Goddess Hathor miraculously restores it. Hence the symbol has come to mean healing and restoration. Fast forward a few millennia to the 1660s when Sir Isaac Newton passed light through a prism for the first time and identified the colors that make up the visible
light spectrum: ROYGBIV (red, orange, yellow, green, blue, indigo, violet). Then in 1810, poet, scientist, and novelist Johann von Wolfgang Goethe wrote The Theory of Colors. He ventured his personal theories on each color’s psychological and emotional meaning. And here, he planted the seeds for color psychology to sprout in centuries to come.
What colors trigger what emotions? Each color can trigger a range of emotional responses. But some common triggers for each color are blue and stability, red and passion, yellow and optimism, green and healing, orange and energy, purple and luxury, and pink and softness. What is the most powerful color in psychology? The color black is most
strongly associated with power. It is also associated with mystery, elegance, sadness, death, and evil. What is the most aggressive color? Red is the most aggressive color. Seeing red increases metabolism and raises blood pressure. Red is also linked to anger and passion. What is the most stimulating color? Orange is the most stimulating color. It is
known to evoke stimulation, enthusiasm, optimism, and liveliness. Think about the stimulating smell of a freshly peeled orange. What colors set what moods? Each color can set a variety of moods, but here are some common moods for each color: blue/tranquility, red/passion, yellow/happiness, green/hope, black/mystery, purple/luxury,
brown/reliability, orange/fun, white/purity, and gray/practicality. Can color affect mood? Color can affect mood! Color influences human behavior, emotions, attention span, and concentration. The vividness/paleness of a color also changes the impact of that color. How do we perceive color psychology? Color psychology means we perceive colors in a
way that impacts us mentally, emotionally, and physiologically. Each color’s impact depends on personal preferences and associations, cultural associations, and universal effects. Can color cause physiological reactions? Color can cause physiological reactions. Color therapy has also proven effective in helping with insomnia, diabetes, hyperacidity,
psychiatric illnesses, dengue fever, hypertension, seasonal affective disorder (SAD), immunity, cutaneous wound healing, chronic joint disorders, and inflammation. How important is color psychology? The psychology of colors is more important than most people give it credit for. Our brains perceive colors before words or shapes. Regardless of your
color preferences, the colors around you impact what you buy, what brands you like, and how you feel in your clothes and homes. When was color psychology discovered? The origin of color psychology was in 1810 when poet, scientist, and novelist Johann von Wolfgang Goethe wrote a book called The Theory of Colors, where he ventured his personal
theories on the emotional and psychological effects of color. And here, he planted the seeds for color psychology to sprout in centuries to come. What color is best for anger? If you want to unleash your anger, red is your best bet. If your goal is to calm your anger, then pink is proven to have the most soothing effects on aggression. What is the most
serious color? Black is the most serious color. It is often used for formal wear and funerals because of its solemnity and seriousness. Colors are everywhere and are affecting you in ways seen and unseen. Remember some of the following tips to harness the power of color psychology. If you've got a hot date, opt for red Wearing black asks others to
take you seriously, but it may also be intimidating Gray can feel uninspired and bland, so it’s good to spruce a gray outfit up with a splash of another color For your best night of sleep, paint your room the color blue Orange is a great exercise color because it’s stimulating Green can help with anxiety Red lights at night will help with your sleep Pink
soothes aggression If you're building a brand, balance out congruity with standing out Best of luck with your color journey! And if you’d like to learn more about the psychology of clothes beyond just color, then this article is for you. , the free encyclopedia that anyone can edit. 110,331 active editors 7,014,512 articles in English Igor Judge, Baron
Judge, a British judge Nominative determinism is the hypothesis that people are drawn to professions that fit their name. The term was first used in the magazine New Scientist in 1994, after its humorous Feedback column mentioned a book on polar explorations by Daniel Snowman and an article on urology by researchers named Splatt and Weedon.
The hypothesis had been suggested by psychologist Carl Jung, citing as an example Sigmund Freud (German for 'joy'), who studied pleasure. A few recent empirical studies have indicated that certain professions are disproportionately represented by people with appropriate surnames, though the methods of these studies have been challenged. One
explanation for nominative determinism is the theory of implicit egotism, which states that humans have an unconscious preference for things they associate with themselves. An alternative explanation is genetic: an ancestor might have been named Smith or Taylor according to their occupation, and the genes they passed down might correlate to
aptitudes for those professions. (Full article...) Recently featured: Donkey Kong Land History of education in Wales (1701-1870) White dwarf Archive By email More featured articles About Congregation Shaar Hashomayim ... that the Congregation Shaar Hashomayim (pictured) in Windsor, Ontario, was modelled after a synagogue in Montreal? ... that
NASA promoted the "faster, better, cheaper" approach to spacecraft missions in the 1990s? ... that Black model Debra Shaw walked the runway in Bellmer La Poupée wearing a metal frame that generated controversy over a perceived reference to slavery? ... that a spokesman for the Kaw Nation credited Robert L. Rankin with single-handedly
preserving their language? ... that multiple members of various royal families have competed in the Olympics? ... that The Westerlies folded a piece of tin foil over the bell of a trombone to make it hiss? ... that after runner Frej Liewendahl had broken Paavo Nurmi's five-year winning streak, he went to his hotel room with flowers to apologise? ... that
the crew of the US Coast Guard Cutter Dione repeatedly attacked the shipwrecks of oil tankers, believing them to be German U-boats? ... that one issue facing tsunami sirens in New Zealand has been a youth subculture that steals sirens to compete for the loudest and clearest sound? Archive Start a new article Nominate an article Trifid and Lagoon
nebulae The Vera C. Rubin Observatory in Chile releases the first light images (example shown) from its new 8.4-metre (28 ft) telescope. In basketball, the Oklahoma City Thunder defeat the Indiana Pacers to win the NBA Finals. An attack on a Greek Orthodox church in Damascus, Syria, kills at least 25 people. The United States conducts military
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The ICC Men's T20 World Cup, formerly the ICC World Twenty20, is a biennial world cup for cricket in the Twenty20 International (T20I) format, organised by the International Cricket Council (ICC). It was held in every odd year from 2007 to 2009, and since 2010 has been held in every even year with the exception of 2018 and 2020. In 2018, the
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Retrieved from " 2 This article is about the year 678. For the film, see 678 (film). For the Argentine TV program, see 6, 7, 8. Calendar year Years Millennium 1st millennium Centuries 6th century 7th century 8th century Decades 650s 660s 670s 680s 690s Years 675 676 677 678 679 680 681 vte 678 by topic Leaders Political entities State leaders
Religious leaders Categories Births Deaths Establishments vte 678 in various calendarsGregorian calendar678DCLXXVIIIAb urbe condital431Armenian calendarl127(3Jd XhEAssyrian calendar5428Balinese saka calendar599-600Bengali calendar84-85Berber calendar1628Buddhist calendar1222Burmese calendar40Byzantine calendar6186-
6187Chinese calendar]T HE (Fire Ox)3375 or 3168 — to —/X&E (Earth Tiger)3376 or 3169Coptic calendar394-395Discordian calendarl844Ethiopian calendar670-671Hebrew calendar4438-4439Hindu calendars - Vikram Samvat734-735 - Shaka Samvat599-600 - Kali Yuga3778-3779Holocene calendar10678Iranian calendar56-57Islamic
calendar58-59]Japanese calendarHakuchi 29(B%# 2 9 &)Javanese calendar570-571]Julian calendar678DCLXXVIIIKorean calendar3011Minguo calendar1234 before ROCEK#i11234%F Nanakshahi calendar—790Seleucid era989/990 AGThai solar calendar1220-1221Tibetan calendarpfA:X 4 (female Fire-Ox)804 or 423 or —349 — to —BAXE S (male Earth-
Tiger)805 or 424 or —348 Pope Agatho I (678-681) Year 678 (DCLXXVIII) was a common year starting on Friday of the Julian calendar. The denomination 678 for this year has been used since the early medieval period, when the Anno Domini calendar era became the prevalent method in Europe for naming years. July 27 - The Siege of Thessalonica
(676-678) ends, when the Sclaveni withdraw. Autumn - Siege of Constantinople: Emperor Constantine IV confronts the Arab besiegers in a head-on engagement. The Byzantine fleet, equipped with Greek fire, destroys the Muslim fleet at Sillyon,[1][2][3][4] ending the Arab threat to Europe, and forcing Yazid (a son of caliph Muawiyah I) to lift the
siege on land and sea. The victory also frees up forces that are sent to raise the two-year siege of Thessalonica by the local Slavic tribes. King ZFthelred of Mercia defeats the Northumbrian forces under King Ecgfrith, in a battle near the River Trent. Archbishop Theodore helps to resolve differences between the two, ZEthelred agreeing to pay a
weregild to avoid any resumption of hostilities (approximate date). April 27 - Emperor Tenmu holds divination for the purpose of proceeding to the Abstinence Palace. May 3 - Princess Tochi suddenly takes ill and dies within the palace. Tenmu, her father, is unable to sacrifice to the Gods of Heaven and Earth. May 10 - Tochi is buried at a place which
could be Ako (Hyogo Prefecture). Tenmu is graciously pleased to raise lament for her. Wilfrid, bishop of York, is at the height of his power and owns vast estates throughout Northumbria. After his refusal to agree to a division of his see, Ecgfrith and Theodore, archbishop of Canterbury, have him banished from Northumbria. April 11 - Pope Donus dies
at Rome, after a reign of 1 year and 160 days. He is succeeded by Agatho I, who becomes the 79th pope. He is the first pope to stop paying tribute to Emperor Constantine IV upon election. In Japan, the national worshiping to the Gods of Heaven and Earth is planned. Tenmu tries to select his daughter Tochi as a Saio to make her serve the Gods.
However, Tochi suddenly takes ill and dies. The Beomeosa temple complex in Geumjeong-gu (modern South Korea) is constructed, during the reign of King Munmu of Silla. Childebert III, Merovingian Frankish king and son of Theuderic III Childebrand I, duke of Burgundy (d. 751) K’inich Ahkal Mo’ Nahb III, Maya ruler of Palenque April 11 - Pope
Donus May 3 - Tochi, Japanese princess Abdullah ibn Aamir, Arab general (b. 626) Elfwine, king of Deira (approximate date) Aisha, wife of Muhammad Arbogast, bishop of Strasbourg Nathalan, Scottish bishop Wechtar, Lombard duke of Friuli Zhang Wenguan, chancellor of the Tang dynasty (b. 606) ~ Haldon 1990, p. 64. ~ Lilie 1976, pp. 78-79. ©
Treadgold 1997, pp. 326-327. ™~ Mango & Scott 1997, p. 494. Haldon, John F. (1990). Byzantium in the Seventh Century: The Transformation of a Culture (revised ed.). Cambridge University Press. ISBN 978-0-521-31917-1. Lilie, Ralph-Johannes (1976). Die byzantinische Reaktion auf die Ausbreitung der Araber. Studien zur Strukturwandlung des
byzantinischen Staates im 7. und 8. Jhd [Byzantine Reaction to the Expansion of the Arabs. Studies on the Structural Change of the Byzantine State in the 7th and 8th Cent.] (in German). Munich: Institut fiir Byzantinistik und Neugriechische Philologie der Universitat Minchen. OCLC 797598069. Mango, Cyril; Scott, Roger (1997). The Chronicle of
Theophanes Confessor. Byzantine and Near Eastern History, AD 284-813. Oxford University Press. ISBN 0-19-822568-7. Treadgold, Warren (1997). A History of the Byzantine State and Society. Stanford, California: Stanford University Press. ISBN 0-8047-2630-2. Retrieved from " 32009 Argentine TV series or program 6, 7, 8First logoAlso known
asThe Critique to Real PowerGenreArchive television programPresented by Orlando Barone Carlos Barragan Jorge Dorio Cynthia Garcia Eduardo Massa Alcantara Mariana Moyano Dante Palma Sandra Russo Nora Veiras Country of originArgentinaOriginal languageSpanishNo. of seasons7ProductionExecutive producerDiego GvirtzProducerPensado
Para TelevisionOriginal releaseNetworkTelevisién Publica ArgentinaReleaseMarch 9, 2009 (2009-03-09) -23 December 2015 (2015-12-23) Six in the Seven at Eight, usually called 6, 7, 8, was an Argentine political commentary TV program broadcast by the government-run Channel 7 since 2009. Its name comes from the fact that, when it first started
airing, there were five members on the show's panel, and its motto was you are the sixth one (the viewer). Since it was broadcast by Channel 7 at 8 p.m., the name was shortened to "6, 7, 8". In late 2009, the program was moved to 9 p.m., a new segment was added to be aired on Sundays at night, and new guest panelists were invited, making it more
than six members.[1] Nevertheless, the show's name remained unchanged. It was first hosted by Maria Julia Olivan and a panel which included Orlando Barone, Carla Czudnowsky, Eduardo Cabito Massa Alcantara, Luciano Galende and Sandra Russo, along with a guest analyst who would give their opinions throughout the program. Maria Julia Olivan
announced in an interview for web site Television.com.ar that, on January 28, 2010, should make her last appearance on the program.[2] Her place was occupied by Luciano Galende, and from 2013 onward the host has been Carlos Barragan. The program was nominated to the 2010 Martin Fierro Awards in the category Best Journalistic Program. The
program's panel discussed national and world events and analyzed their social and political repercussions on Argentina. The program has come under criticism due to its perceived advocacy of Kirchnerism, which is controversial since it is aired by a state-owned TV channel during the time when Cristina Kirchner was president. The program ceased to
be aired shortly after the end of the presidency of Cristina Kirchner. 6, 7, 8 was first aired on March 9, 2009. The initial name was "6 in the 7 at 8", making reference to the 6 people in the program, the channel Television Publica Argentina that airs in channel 7, and that the program was broadcast at 8:00 pm. Although the number of people and the
timeslot changed over time, the name "678" was kept. It is an Archive television program focused on politics and journalism. It was created during the campaign for the 2009 midterm elections, in order to broadcast the Kirchnerite propaganda known as Relato K, and to attack the opposing candidates. It received a privileged timeslot on Sundays,
right after the broadcasting of the Futbol para todos weekly matches. Once the elections were over, it continued to voice the Kirchnerite view in the conflict between Kirchnerism and the media.[3] Mauricio Macri, president of Argentina since December 10, 2015, appointed Herndn Lombardi as the new manager for Channel 7. Soon thereafter it was
announced that the channel would not air 6, 7, 8 because the production company decided not to renew the contract with the TV Publica.[4][5] According to Clarin newspaper the program uses archive footage to criticize Mass Media outlets, judges and political opponents to the national government.[6] On October 13, 2009 the program aired a video
that had circulated in blogs. The anonymous video was recorded through a hidden camera, and it shows the journalist and columnist of newspaper La Nacion, Carlos Pagni, in an alleged operation to publish false information for the purpose of damaging the oil company Repsol YPF. The broadcast of the video was criticized by the Partido Solidario
deputy Carlos Heller who was a guest on the program that day, expressing his objection to the publication of anonymous films. The contents of the video were criticized by the panelists after it was shown. According to an article in La Nacién that was published the next day about the segment, "the presentation of the hidden camera, and the images of
the hidden camera (cut, but carefully and professionally edited) do not, at any moment, show the columnist in situations that could corroborate the serious and injurious charges about corruption that are made in the video through printed boards and a voice-over".[7] In the video, there are appearances by other people who may represent Pagni,
receiving money in return for newspaper articles. However, after the airing on October 13, Pagni received the support of the Argentine Journalism Forum (Foro del Periodismo Argentino) and other journalists.[8] YPF issued a complaint to investigate who recorded the video, and the veracity of the facts that are seen on it. They assured that "it is true
that the video is anonymous and made in a more obscure way. However, it warns that it was a journalistic operation against us".[9] 2013 Martin Fierro Awards Best journalism program[10] ©~ Asteriscos.tv Seis, siete, ocho ¢y ahora a las nueve? (in Spanish) ~ "6, 7, 8 en TVPublica.com.ar". Archived from the original on 2013-08-04. Retrieved 2010-04-
16. ~ Olivan, pp. 9-12 ~ "Chau 6, 7, 8". Archived from the original on 2015-11-25. Retrieved 2015-11-24. ~ "Adiés 678". ~ Clarin.com, «El programa que ataca a los medios criticos cuesta caro» Archived 2010-01-13 at the Wayback Machine (in Spanish) ©~ La Nacién.com, «Agravia Canal 7 a un columnista con un video anénimo» Archived 2011-06-05
at the Wayback Machine (in Spanish) ~ Cable en Minutouno Archived 2011-07-06 at the Wayback Machine (in Spanish) ©~ “Igual hubo una operacién”, por Raul Kollmann (in Spanish) ~ "Todos los nominados a los Martin Fierro 2014" [All the nominations for the 2014 Martin Fierro]. La Nacién (in Spanish). April 15, 2014. Retrieved April 15, 2014.
Olivan, Maria Julia (2010). 678: La creacion de otra realidad. Argentina: Paidos. ISBN 978-950-12-0700-2. Website for the company Pensado para Television Official website of Canal Siete Retrieved from " 4 The following pages link to 6, 7, 8 External tools (link count transclusion count sorted list) - See help page for transcluding these entries Showing
22 items. View (previous 50 | next 50) (20 | 50 | 100 | 250 | 500)678 (links | edit) Index of Argentina-related articles (links | edit) Orlando Barone (links | edit) 678 show (redirect page) (links | edit) Six in the Seven at Eight (redirect page) (links | edit) 44th Martin Fierro Awards (links | edit) 43rd Martin Fierro Awards (links | edit) 45th Martin Fierro
Awards (links | edit) Relato K (links | edit) 6-7-8 (redirect page) (links | edit) Talk:6-7-8 (links | edit) User:EranBot/Copyright/rc/62 (links | edit) Archive television program (links | edit) Talk:6, 7, 8 (transclusion) (links | edit) User:AlexNewArtBot/TelevisionSearchResult/archive2 (links | edit) User:AlexNewArtBot/FilmsSearchResult/archivel9 (links |
edit) User:AlexNewArtBot/LawFeedSearchResult/archive76 (links | edit) User:AlexNewArtBot/TestFeedSearchResult/archivel15 (links | edit) User:AlexNewArtBot/ArgentinaSearchResult/archive3 (links | edit) User:CleanupWorklistBot/lists/Argentina (links | edit) User:Uanfala/dab/missing entries exceptions (links | edit) Wikipedia:WikiProject
Argentina/Politics watchlist (links | edit) Wikipedia:WikiProject Latin America/The 10,000 Challenge (links | edit) Wikipedia:WikiProject Latin America/The 10,000 Challenge/1-1000 (links | edit) View (previous 50 | next 50) (20 | 50 | 100 | 250 | 500) Retrieved from " WhatLinksHere/6, 7, 8" INFLUENCE, INTERPRETATION, AND IMPORTANCE OF
COLOR PSYCHOLOGYInfluence of Color PsychologyIn this modern world, there is a creative use of Color psychology. However, remember that stereotypical hypotheses based on color psychology might pound borders of culture, generation, or gender.Special effects of colors appear across several cultures. Warm colors like red, yellow, and orange
evoke higher arousal emotions, such as love, passion, and anger. Cool colors, like blue, green, and purple, are linked to calmness, sadness, and indifference. Colors can trigger these arousal states and emotions.Cross-cultural language of ColorFor instance, YELLOW illustrates imperial power in Asian cultures and is associated with death and
mourning in Latin America. Similarly, heterosexual men might find RED attractive, and women might thus think red is a beauty booster. Again, however, this significance of red might be invalid in all circumstances or for homosexual people. For example, while brides walk down the aisle in a WHITE dress at Christian weddings, in Hinduism (India),
the Color white is reserved primarily for funerals and widows.Interpretation of Color Psychologylt is an indisputable fact that color psychology influences human behavior and judgments. For example, Color even evokes or repels taste buds, thus affecting the taste of food. It analyses which colors evoke feelings and why we prefer one Color over
another. With universal meaning, the perceptions of color change depending on personal experience, culture, and era. With the rise of digital marketing, color psychology has become a powerful non-verbal communication tool and an essential mechanism for the advertising industry.Importance of Color BrandingColors are the most vital means used in
marketing and branding. They create the personality of a product and impact how consumers perceive it. Consequently, colors affect the sales of any product or service. For branding, colors are one of the most integral elements of the business identity. The research titled Impact of Color on Marketing reveals that colors increase or decrease appetite,
enhance mood, calm customers, and reduce the perception of waiting time, among others. The study also found that Color influences nearly 90 percent of snap judgments about products.ChromotherapyWhen colors strongly impact our perception, here is how to evoke our senses with Chromotherapy (or color therapy) in our immediate environment
and healthier habitation.Apply Chromotherapy to our immediate surroundings to help retain tranquillity and focus on healthy habitation. At the same time, developing and defining the color scheme in our living space can bolster our aura. No wreckage is necessary!Chromotherapy is a complementary remedy that utilizes Color and light to treat
physical or mental health concerns by balancing the body’s energy centers (AKA: chakras). Ancient Egyptians used sun-activated solarium rooms constructed with colored glass for therapeutic pursuits. The ancient Egyptians, Romans, Greeks, and other primary cultures made significant medical usefulness of light. The Egyptians are said to have built
temples where color healing took place. Sunlight shone through colored gems, such as rubies and sapphires, on people seeking recovery.Use Chromotherapy in a fusion concept in day-to-day living space and add coherence to life.Code of ColorsIn physics, the three primary colors are red, green, and blue. The secondary colors are color combinations
created by an equal mixture of two primary colors. So, red and yellow make orange, red and blue make purple, and blue and yellow make green. The Tertiary colors are a mix of primary and secondary colors. Six Tertiary Colors are Red-Orange, Yellow-Orange, Yellow-Green, Blue-Green, Blue-Violet, and Red-Violet, which are formed by mixing a
primary with a secondary.Besides numeric HTML color codes, Color Harmony 2 is an invaluable book for anyone working with Color. It is a guide to creative color combinations by Bride M. Whelan. In expansion, books on the psychology of Color show how artists employ it to portray desired emotions in specific spaces.Experts in color research and
fashion merchandising, advertising, and marketing, graphic and interior design, and industrial design make selections and reach a consensus on which colors will be flourishing and fashionable in the upcoming years.RED symbolizes passion, danger, or power, and PINK signifies innocence, femininity, and beauty. We often see BLUE in hospitals as it
evokes calmness, peace, relaxation, self-expression, intuition, honesty, truth, and creativity. Yet, at the same time, WHITE represents light, goodness, innocence, purity, peace, safety, and cleanliness. Experts recommend these colors in cases of insomnia, stress, anxiety, over-excitement, or anger.One of my favorite colors is YELLOW, which elevates
uplifting and cleansing energy. The Color of the Sun also signifies self-confidence, self-control, self-respect, the ability to rationalize and reason, and contentment. It is mentally stimulating and recommended for depression, despair, and fatigue. It decreases negativity too. According to color healing therapy, ORANGE is one of the best colors for
hospitals, particularly for children’s rooms.The color PURPLE symbolizes spirituality and creativity and inspires us to reveal our innermost thoughts, enlightening us with the wisdom of who we are and encouraging spiritual development. It is usually associated with royalty and luxury, and its mystery and magic spark imaginative fantasies. BROWN
spurs earthy, sturdy, rustic feelings, and GREEN gives a natural, stable, prosperous feeling. BLACK symbolically or figuratively illustrates the dark. It is the absence or complete absorption of visible light, an achromatic color without hue, like white and grey. Usually, Black & White describes opposites, such as negative and positive, night and day, and
the Dark Ages versus the Enlightenment. Judges and magistrates wear Black because it symbolizes solemnity and authority. In addition, wearing black at a funeral indicates that you are mourning the loss of someone and is considered a sign of respect for the deceased.GOLD is the Color of success and affluence and is commonly associated with
Champions. This Color harnesses masculine energy and the Sun’s power with its strong, warm undertones.SILVER is a gentler color than gold, representing feminine energy and the sensitivity of the moon. It is the Color of grace and elegance. The cooler undertones of silver blend well with lighter shades and serve as a highlight that adds a touch of
sophistication. It also works well with darker colors and gives products a modern, hi-tech look. BRONZE is a mixture of copper and tin. It belongs to the family of browns, and it is a color associated with experience and earthiness. Like the psychology of brown, the Color exudes the aura of nature and ideas of maturation, strength, and security. It
symbolizes earthly riches and comfort that musters a personal response in the consumer.The Color WheelA color circle or a wheel is an organization of color hues around a process, showing the relationships between primary, secondary, tertiary, and other color combinations. Intuitively, you can go for colors that look good together. But for those who
do not want to go beyond instinct, several predefined color scheme standards can help us choose appealing color combinations. These combinations fall into two categories: harmonious (analogous) schemes based on adjacent colors and contrasting (complimentary), derived from opposite wheel segments. Armed with the knowledge of making
emotional interpretations with Color, we define the color palettes for our home or workspace. Unfortunately, Color palettes might be one of the most underutilized sections of our lives. It can be the distinction between immersing our guests in a magical world of visual communications or feeling like missing a layer of emotion. Designating a color
palette is the magic work of an art director - to identify a design style for the required mood in any given room.Another crucial expertise is understanding lighting, which creates various hues and highlights in every element around us. Light affects our spirits by soft-soaping our hormones. For instance, sunlight exposure can boost serotonin levels, a
hormone that aids in regulating our mood. Light also affects our circadian rhythms, which are the internal clocks that tell us when to sleep and wake up.Revitalize your personal space with a splash of color psychology, and senses!These techniques can quickly recharge our living space. Below are essential design secrets that suggest positive changes.
This exercise will keep you active and create harmony in your personal space.ldentify an area in your home where you spend most of your time. Incorporate soothing shades using fabrics to play with colors and add texture. Introduce scent to involve our sense of smell by lighting perfumed candles or simply having potpourri in a bowl that evokes
happy memories. Caring for plants is an act of compassion; the more empathy we have, the better off we are. So, think beyond the windowsill and sneak in some greenery wherever you can. With exposure to sunlight, our body produces vitamin D naturally. So, a splash of the Sun is a great idea, wherever possible. Place photos that inspire you,
whether family, friends, or simply images of nature. But be mindful of clutter. Less is always more! Work with layers of lights to create a mood that makes you feel like being on vacation. Creating a good rhythm with our furniture is equally important as it defines our guests’ proximity and energies. Placing a bowl/basket of fruit or a jar of your favorite
cookies can add joy to our senses of taste. Lastly, ambient music helps to soothe our bodies and relax.Apply all five senses to your personal space: touch, sight, hearing, smell, and taste. The sensing organs associated with each sense send information to the brain to help us understand and perceive the world around us. It is about engaging our five
senses to feel loved and love others.Practicing some Chromotherapy (color therapy) combined with the five senses will help you stay healthfuller at home.References:color wheel source: Pinterest colormatters.com colorpsychology.org en.wikipedia.org/wiki/Chromotherapy neurofied.com/effects-of-color-on-behavior signetbranding.com
speakingtree.in/blog/why-do-Hindu-widows-wear-white superside.com/blog/color-branding Purple, a deep and intriguing blend of blue and red, strikes a balance between the calming essence of blue and the fiery passion of red. This rich hue embodies a sense of luxury, mystery, and sophistication. With its hex code of #800080 and RGB values of (128,
0, 128), purple stands out as a symbol of creativity, dignity, and royal majesty. It’s a color that captivates the eye, inviting onlookers into a world of depth and contemplation. Purple HEX: #800080 RGB: (128, 0, 128) In modern design, purple adds dramatic flair to any palette or serves as a subdued background that enhances other colors. Its
adaptability makes it a popular choice for those seeking to convey luxury, wisdom, or an avant-garde edge in their creative projects. History of Purple The allure of purple stretches back to ancient civilizations, where it was a marker of wealth and status due to the rarity and expense of the dye needed to produce it. The dye, originally made from the
murex sea snail, was so costly that only the wealthiest could afford it, often royalty and the upper echelons of society. This historical context has cemented purple’s association with luxury and exclusivity. Over the centuries, the advent of synthetic dyes has made purple more accessible, yet it retains its royal connotations and continues to evoke a
sense of opulence and prestige. Beyond its historical and cultural significance, purple has played a prominent role in various movements and ideologies over time. It has been adopted by the suffragette movement, symbolizing the fight for women'’s rights, and is often used to denote honor and bravery in military ribbons and medals. The depth of
purple’s impact on society and culture is profound, illustrating its enduring influence beyond mere aesthetics. Psychology and Meaning of Purple Purple is often seen as a color of complexity, embodying the depth and mystery that lies at the intersection of passionate red and tranquil blue. It invites contemplation and introspection, suggesting an air of
mystery and intrigue. This color is associated with creativity and imagination, making spaces feel more inspired and vibrant. Its presence can stimulate artistic thoughts and innovation, making it a favorite for creative spaces. The connection of purple to royalty and nobility imbues it with a sense of luxury and exclusivity. It can elevate a design,
adding a layer of sophistication and elegance that few other colors can match. In a spiritual context, purple is often associated with higher consciousness and enlightenment. It is believed to support meditation and mindfulness practices, helping individuals connect with their deeper spiritual layers. Purple also symbolizes bravery and courage. It has
been used historically to honor sacrifice and valor, reflecting its deep and resonant impact on the human spirit. On a psychological level, purple can have a calming effect on the mind and nerves. It can help alleviate anxiety, bringing a sense of peace to those who engage with it. Despite its serene qualities, purple is also capable of energizing and
invigorating the spirit. It encourages a balance between physical and mental relaxation and stimulation, creating a unique ambiance that can enhance well-being. Lastly, purple’s association with wisdom and dignity makes it a powerful tool in communication. It conveys a message of deep understanding and respect, making it ideal for conveying
important messages with gravity and depth. How to Use Purple Purple’s deep and vibrant character makes it a captivating choice in various design fields. From fashion to interior design, and even branding, purple adds a touch of sophistication and depth that’s unmatched. In interior design, purple can transform a room into a luxurious retreat or a
stimulating creative space. Used on walls, it can make a bold statement or, when applied as an accent, can add layers of richness and complexity to the decor. For fashion, purple is both bold and elegant. It can create stunning evening wear or add a pop of color to everyday outfits. Accessories in purple, like scarves or handbags, introduce a royal
touch to any look. In branding and marketing, purple stands out. It conveys luxury, creativity, and innovation. Brands use it to differentiate themselves and to communicate a sense of exclusivity and quality. Web and graphic design see purple as a way to attract attention without overwhelming it. It works well for call-to-action buttons, backgrounds, or
to highlight key information, balancing visual appeal with functionality. Purple’s versatility extends to art and cultural expressions. It’s used to evoke emotion, signify importance, or simply captivate viewers with its depth and beauty. When used in landscapes or public spaces, purple adds a layer of intrigue and charm. It can make places feel more
welcoming or imbued with a sense of mystery and enchantment. In lighting design, purple creates ambiances that range from soothing to energizing. It can transform the mood of a space, influencing the feelings and behaviors of those within it. Finally, purple is celebrated in festivals and events for its visually striking presence. It adds a dimension of
joy and festivity, making moments and memories even more vibrant. What Colors Go with Purple Pairing purple with complementary colors can create visually appealing designs. Here are some great combinations: Soft yellow: Adds warmth and brightness, creating a vibrant contrast. Emerald green: Offers a lush, lively look that’s full of energy. Light
pink: Provides a gentle, romantic touch that softens the intensity of purple. Deep blue: Creates a rich, dynamic palette reminiscent of the night sky. Neutral tones: Beige, gray, and cream can ground purple’s richness, making it more versatile. Similar Colors to Purple If you’'re looking for colors similar to Purple, consider these alternatives: Lavender
(Hex: #EGEGFA): A lighter, more ethereal shade of purple, offering a softer, calming effect. Plum (Hex: #DDA0DD): A deeper, more subdued shade that leans towards the red end of the purple spectrum. Violet (Hex: #8F00FF): A brighter, more vivid shade of purple, with a bluish hue. Orchid (Hex: #DA70D6): A slightly pinkish-purple, combining the
vibrancy of purple with the softness of pink. Amethyst (Hex: #9966CC): A gemstone-inspired shade that strikes a balance between light and dark purple tones. Hex and RGB for Purple Here are the specific color codes for Purple: Hex: #800080 RGB: (128, 0, 128) Purple Color Palettes Purple’s rich hue allows for the creation of diverse and impactful
color schemes. Here are five palettes to inspire: This luxurious palette combines the regality of Purple with the opulence of gold and the purity of white, perfect for sophisticated and elegant designs. A bold and energetic palette that pairs Purple with lime green for a vibrant contrast, anchored by the depth of black for a modern, dynamic look. This
warm and inviting palette combines Purple with the softness of light salmon and the subtle brightness of pale goldenrod, creating a cozy and welcoming atmosphere. A sophisticated and serene palette that pairs Purple with the calmness of steel blue and the neutrality of light gray, offering a balanced and harmonious look. This playful and gentle
palette pairs Purple with the sweetness of pink and the brightness of light yellow, creating a space that’s inviting and cheerful. Tints of #800080 (Purple) Tints are created by adding white to Purple, resulting in lighter and softer versions of the original color. Shades of #800080 (Purple) Shades are achieved by adding black to Purple, making the
color darker and more intense. Tones of #800080 (Purple) Tones are produced by adding gray to Purple, reducing the color’s saturation and making it less vibrant. Composition of #800080 (Purple) #800080 (Purple) is a deep blend of red and blue in equal parts, giving it a rich, vibrant hue. Share — copy and redistribute the material in any medium
or format for any purpose, even commercially. Adapt — remix, transform, and build upon the material for any purpose, even commercially. The licensor cannot revoke these freedoms as long as you follow the license terms. Attribution — You must give appropriate credit , provide a link to the license, and indicate if changes were made . You may do so
in any reasonable manner, but not in any way that suggests the licensor endorses you or your use. ShareAlike — If you remix, transform, or build upon the material, you must distribute your contributions under the same license as the original. No additional restrictions — You may not apply legal terms or technological measures that legally restrict
others from doing anything the license permits. You do not have to comply with the license for elements of the material in the public domain or where your use is permitted by an applicable exception or limitation . No warranties are given. The license may not give you all of the permissions necessary for your intended use. For example, other rights
such as publicity, privacy, or moral rights may limit how you use the material. When you are getting apparel as well as house goods, you choose shades that will catch the attention of people. This means that color can be part of life and also impact how we all sense and react. The meaning of color may differ based on lifestyle as well as situation.
Colorings influence design habits and the reaction to shades is called color psychology. Reactions involving each person to be able to show various shades can be frequent, and also these types of tendencies change from region to region. What Does the Color Grey Symbolize: Gray is the color of conformism- not having any personality of its own, it’s
going to appear both darkish or maybe mild depending on the color it’s mixed with. Humans too show this quality as they adapt to the situation they are in. Gray is usually an unresponsive color. It truly is unattached, neutral, impartial, and also indecisive. Coming from a color mindset perspective, gray is the color regarding settlement - being neither
dark nor white-colored, it does not take changeover between those two colors. As gray reaches dark, it becomes extraordinary and also mysterious. In the novels of Agatha Christie where detective Hercule Poirot refers to some of his brain cells as “little gray” which helped him solve some mysteries. On the other hand, the deeper the gray reaches to
silver the precious metal and white color; the greater it becomes highlighting and dynamic. Being both still and emotionless, gray is strong and steady, making a feeling of cool and self-restraint, and alleviating you from a riotous world. It doesn’t invigorate, empower, revive, or energize. From a color psychology point of view, gray looks moderate,
exhausting, dull, and discouraging. But at the same time, it looks exquisite and formal, yet never captivating. Gray is the color that is connected with maturation and obligation and is also linked to the gray curly hair that humans get with old age. Moreover, because of its neutral appearance, is the reason fashioners frequently utilize it as a foundation
shade. Based on color psychology, gray can also be monotonous, conventional, and depleting to the physical human body. If you like the gray color, it shows your intellect, futurism, modesty, and sadness. It shows you are a hard worker but also not a dull one. When it comes to color psychology, the ones who love gray color are the ones who try to
protect themselves from the world around them. It shows that those peoples prefer a safe and balanced existence. It shows that those people don’t want to hurt their emotions. They control their emotions to avoid emotional pain. Color psychology is the study of the effects that colors have on human behaviors and emotions. There have been many
experiments with color since its discovery in 1666 by Sir Issac Newton. How does color affect your mood? Let’s take a deeper dive into color psychology. Color plays more of an influential role in our lives than we realize. It can affect our minds, bodies, and overall mood. How color is perceived is subjective for some, but we have colors that are widely
recognized for certain things worldwide. Colors close to the red spectrum are warmer colors, including red, orange, and yellow. These warm colors evoke emotions ranging from feelings of warmth and comfort to feelings of anger and hostility. Whereas blue colors like purple and green are known for evoking feelings of calm, sadness, or indifference.
To learn about other colors and how they can affect you, click here. Colors Psychology can also be used as a therapy. In fact, ancient cultures practiced something called Chromotherapy, or light medicine, which uses colors to heal. However, even though some psychologists look at color therapy skeptically, it is still used today in some holistic
practices. Research has shown that the “mood-altering effect” of color may only be temporary in many cases. A blue room may initially cause feelings of calm, but the effect dissipates after a short period. Studies have also shown that color can influence your performance. A study was done in six experiments using 71 college students who were
presented with a number. Each number was colored red, green, or black before taking a five-minute test. Of those exposed to the color red before taking an exam, it was shown to harm their test performance. We also see color psychology in advertising, suggesting that some colors or shades can have a wide range of effects, boosting our moods or
causing anxiety. However, the color of the products we purchase may have something to do with our personality and why we chose that specific product. From the clothes we wear, to the car we drive - the color can make a statement about how people perceive us. For example, some perceived the color black as powerful. When we think of luxury
cars, most of them are black. Some have described the color as ominous, mysterious, and even sexy. Color has played an important part in conveying information and even influencing our decisions. Interest in color psychology is growing, and there is still a lot to learn how it can affect our moods, purchases, and performance. How powerful can colors
be in our everyday lives? If you are looking for someone to talk to at Mountain Vista Psychology, we are here for you. Feel free to reach out via email at info@mountainvistapsychology.com or call us at 720-583-9332 Color is a universal language that speaks to us in ways we might not always consciously recognize. From the calming blues of the ocean
to the fiery reds of a sunset, the shades around us have a profound impact on our emotions, thoughts, and behaviors. But why is this so? And how can understanding the psychology of color enhance our lives? At Insights Psychology, we delve deep into the fascinating world of color psychology to uncover its mysteries and applications. Color
psychology is the study of how different hues affect human behavior and emotions. This field bridges art, science, and psychology, offering insights into why certain colors evoke specific feelings. While cultural differences and personal experiences play a role, there are universal patterns in how we perceive and react to colors. For example, red often
symbolizes passion and energy, while blue is associated with calm and trust. These associations are not arbitrary but stem from a combination of biological, psychological, and cultural factors. Understanding these nuances can help us make more informed decisions in areas like design, marketing, and even mental health. Colors are perceived through
the interaction of light with our eyes and brain. When light hits an object, some wavelengths are absorbed while others are reflected. The reflected light enters our eyes, stimulating photoreceptor cells called cones. These cones interpret the light’s wavelength, which the brain then translates into the colors we see. Our perception of color is also
influenced by context, lighting, and individual differences. For instance, someone with color blindness might perceive colors differently than someone with normal vision. Additionally, psychological associations with colors are shaped by both innate responses and learned experiences. Red is a powerful and dynamic color that commands attention. It’'s
often linked with: Energy and excitement: Think of red sports cars or the bold red of Coca-Cola’s logo. Passion and love: Red roses and Valentine’s hearts evoke romantic emotions. Danger and urgency: Warning signs and stoplights use red to signal caution. Red can increase heart rate and adrenaline levels, making it both stimulating and
overwhelming when overused. 2. Blue Blue is universally associated with calmness and trust. Its psychological effects include: Relaxation: Blue skies and oceans inspire serenity. Trustworthiness: Many financial institutions use blue to convey stability. Sadness: The term “feeling blue” underscores its connection to melancholy. Blue is ideal for creating
a peaceful environment but can feel cold or distant if not balanced with warmer tones. 3. Yellow Yellow is the color of sunshine and optimism. Its effects are: Happiness and warmth: Bright yellows evoke cheerfulness. Attention-grabbing: Used in caution signs and taxis. Overstimulation: Excessive yellow can lead to anxiety or agitation. Yellow is most
effective in small doses to add brightness and energy to a space or design. 4. Green Green symbolizes nature, balance, and growth. Its psychological effects include: Harmony and peace: Green spaces promote relaxation and reduce stress. Health and renewal: Frequently used in wellness branding. Jealousy and greed: The phrase “green with envy”
reflects its darker associations. Green is a versatile color that works well in various settings, from homes to workplaces. 5. Purple Purple blends the stability of blue and the energy of red, creating a sense of: Luxury and creativity: Historically linked with royalty and wealth. Spirituality: Often used in meditation spaces. Mystery: Its rarity in nature
makes it intriguing. Purple is a great choice for adding sophistication and depth to a design. 6. Black Black is a color of contrasts—elegant yet intimidating. It’s often associated with: Sophistication: Black tie events and luxury brands. Power and authority: Common in formal attire and high-end products. Mystery: Adds an element of the unknown.
While black is versatile, too much can feel oppressive or somber. 7. White White symbolizes purity and simplicity. Its effects include: Cleanliness: Common in medical and minimalist spaces. Openness: Makes spaces feel larger and brighter. Sterility: Overuse can feel cold or impersonal. White is ideal for creating a fresh, uncluttered atmosphere. Color
associations can vary significantly across cultures. For example: Red: In China, red symbolizes good luck, while in Western cultures, it’s often linked to love or danger. White: Associated with weddings in the West but mourning in many Eastern cultures. Yellow: Represents happiness in Western societies but can symbolize jealousy in Germany or
mourning in Egypt. Understanding these cultural nuances is crucial, especially in global contexts like marketing or international design. Color impacts more than just emotions; it also influences behavior. Businesses, for instance, use color strategically to shape consumer decisions: Red and yellow are common in fast-food branding because they
stimulate appetite and energy. Blue and green are prevalent in healthcare and financial services to evoke trust and stability. Black and white are staples in luxury branding for their sophistication and timeless appeal. In everyday life, colors can affect productivity, focus, and even sleep patterns. For example, blue light from screens can disrupt sleep



by interfering with melatonin production. Choosing the right colors for your home or workplace can significantly impact mood and productivity: Bedrooms: Soft blues and greens for relaxation. Offices: Yellows and greens to boost creativity and focus. Living spaces: Neutral tones with pops of color to balance energy. 2. Marketing and Branding
Businesses leverage color psychology to communicate their brand identity and influence customer behavior: Logos: Colors are chosen to align with brand values (e.g., green for eco-friendly brands). Packaging: Bright colors attract attention on shelves, while subtle tones evoke sophistication. Web Design: Button colors like red or orange often signal
urgency or action. 3. Mental Health and Therapy Colors play a role in therapeutic settings to promote healing and well-being: Chromotherapy: Uses colored lights to address emotional and physical imbalances. Mood enhancement: Bright, warm colors can uplift mood, while cool tones can soothe anxiety. Know Your Goals: Identify the emotions or
behaviors you want to evoke. Consider Context: Account for lighting, space, and cultural associations. Balance Is Key: Use colors in harmony to avoid overstimulation or monotony. Test and Adjust: Experiment with different shades to find what works best for you. Color is more than a visual experience; it’s a psychological phenomenon that influences
how we feel, think, and act. By understanding the psychology of color, we can make more informed choices in our personal and professional lives, from creating a calming home environment to crafting compelling marketing campaigns. At Insights Psychology, we’'re passionate about exploring how the world around us shapes our inner experiences.
Embrace the power of color and let it transform your life one shade at a time. Just as colors shape mood, positivity isn’t always helpful. See how toxic optimism can impact mental well-being in The Dark Side of Positivity. The four primary psychological colors—red, blue, yellow, and green—affect emotions and behavior. Red increases energy, blue
promotes calmness, yellow boosts positivity, and green represents balance. Understanding color psychology can be beneficial in therapy. If you’'re looking for in-person counselors near MN, visit Insights Psychology. Colors influence emotions, cognition, and physiological responses. Warm colors like red and yellow can increase alertness, while cool
tones like blue and green promote relaxation. This is relevant in mental health therapy. If you need good therapists for anxiety near MN, explore Insights Psychology’s online counseling services. Blue is the most effective color for promoting sleep, as it helps lower heart rate and reduce stress. Soft, muted tones like lavender and pastel green can also
encourage relaxation. If sleep disturbances are linked to anxiety or trauma, consider working with trauma therapists in Minneapolis at Insights Psychology. Blue is often considered the best color for psychology because of its calming effects on the mind. It enhances focus, reduces stress, and supports mental well-being. If you're struggling with
anxiety or depression, depression therapists near MN at Insights Psychology can help. Colors impact mood, perception, and behavior. Warm tones evoke energy and excitement, while cool shades promote calmness. Green is linked to balance, and red can trigger urgency. Understanding these effects is valuable in therapy. For expert support, explore
online counseling services at Insights Psychology. Whether natural or artificial, colour is everywhere. Most people have a ‘favourite’ colour but may not have considered the wider impact colours have on our mood and day to day life choices; whether that’s the food we eat, what we wear or how productive we are at work. Everyone is individual, and
aspects such as culture, experiences, context and personal preference all influence how colour affects us. Even so, there are widely held beliefs and research which show that certain colours produce different emotional and physical responses amongst the majority of people. Here we will discuss the psychology of colour; the history behind it, the
science behind why certain colours have the effect they do, how colour psychology is harnessed for business and marketing purposes, and the meanings and effects of colours themselves. The History The way the colour spectrum is organised was discovered by Sir Isaac Newton in the late 1660’s when he used a prism to refract white light into its
composite colours; red, orange, yellow, green, blue, indigo and violet. However, colour psychology actually dates back thousands of years to the Ancient Egyptians, who studied the effects of different colours on people's mood and then used their findings for health and holistic benefits. The Egyptian word ‘iwn’ meaning colour, also translates as
‘disposition’, ‘character’, ‘complexion’ and ‘nature’, showing that they viewed colour as intrinsically linked to personality. Theories of colour and its effect on mood have been adopted by the Romans, Greeks and masters in Ancient China to name just a few. One of the earliest essays on colour theory was published in 1810 by German artist and
politician Johann Wolfgang von Goethe. The Theory of Colour outlined the nature, function and psychology of colours, and although dismissed by many in the scientific community at the time, remains one of the leading explorations of the effects colours have on mood and emotion. The advance of modern psychology developed the theory further, with
Swiss psychiatrist Carl Jung becoming a prominent leader in the field. He stated that “colours are the mother tongue of the subconscious” and his findings led him to develop art therapies to help people overcome trauma. Nowadays, colour psychology is used extensively in business, advertising and marketing campaigns, something that will be
discussed in more detail further on. The Science Behind Colour Psychology Although we are exploring the impact colour has on our psychology and emotions, there are scientific processes that help explain why certain colours have the impact they do. We are able to see colour due to light falling on the retina, these wavelengths are then converted
into electrical impulses and sent to the hypothalamus; the part of the brain which controls our hormones and endocrine system. Colour signals can trigger the hypothalamus and make us feel happy, sad, angry or even hungry. There is evidence to suggest that our brains are hardwired to like or dislike certain colours, due to a mix of evolutionary bias
and personal positive or negative associations we may have with that colour. For example, from an evolutionary perspective humans tend to favour colours like blue, green and red which signify clear water, healthy crops or food. What do different colours represent/how do they make us feel There are certain colour associations that you may have
absorbed without thinking and,as mentioned, culturally learned meanings play a part when it comes to colour associations and the emotional response they may invoke. For example, red in China denotes luck, but in Western countries may signify ‘stop’ or danger. And, while not strictly a colour, white, rather than black is the colour of mourning in
many Eastern countries. The most commonly associated traits for each colour are as follows. Red Often used to represent danger or warning, red is also the colour of passion or bravery. Some studies have shown that red stimulates appetite which may explain why it features predominantly in many food and drink brands. Orange Warm and
stimulating, orange is considered an energetic colour. It is also attention grabbing and used for important content like traffic signs. Yellow The ‘happy’ colour, yellow is associated with optimism, sun and warmth. Paradoxically yellow has been shown to irritate the eyes which could explain why it makes some people feel uneasy. Green Associated with
the environment and nature, as well as money and good luck, green has a similar calming effect to blue hues. Blue Said to have a calming effect, blue is often used in offices as it can increase productivity and creativity. Some studies have found it can even lower body temperature and pulse rate. Indigo It’s said that Isaac Newton only added indigo to
the colour spectrum because he believed there must be seven colours for ‘occult reasons’. Indigo today is still associated with spirituality and intuition. Violet Associated with wisdom, creativity and magic, violet also denotes royalty and luxury and is used by many brands who wish to make their products seem exclusive. How is it used in business and
marketing? Marketing and advertising businesses often utilize colour psychology to engage more customers and ultimately, drive more business. As discussed, personal preferences, upbringing and culture all have an effect on an individual’s perception of colour, so it is impossible to have a ‘one size fits all model’. However, broader patterns can be
found in colour perceptions, and brands use colour to target audiences depending on what they want to achieve. The study Impact of Colour on Marketing by Satyendra Singh found that up to 90% of snap judgements made when buying products are based on colour alone, and success depends partly on the traits associated with each colour, as
discussed above, as well as the perceived appropriateness for each brand. A study from the University of Missouri-Columbia, found that “the specific colors used in a company’s logo have a significant impact on how that logo, and the brand as a whole, is viewed by consumers.” The study found that blue logos suggested confidence and reliability, red
signified expertise and yellow fun and playfulness, to name just a few. Additional studies have shown that our brains prefer easily recognizable brands, so the colours that companies choose for their product could produce an effect dependent on which other brands use those colours. For example, many high profile food and drink companies use red in
their slogans and brand identity, so over time we have learnt to associate red with hunger when used in an advertising context, rather than the traditionally associated meanings of danger, stop or passion. Applying Colour Psychology to Everyday Life If you want to feel more relaxed at home, more confident at work or increase energy levels, then the
colours you surround yourself with might have more of an effect than you think. Pale blues, greens and creams are all popular colours for interiors as they promote relaxation and a light, open feel. Pale blue and green are also some of the most popular colours for offices as they can increase creativity, as mentioned above. Orange is said to be the best
colour for a workout for its energising effects, and it may be a little cliche, but red is consistently voted the most popular colour for women to wear on a date. Trouble remembering something important? Research has shown yellow improves memory, which could explain the iconic colour of post-its. As it stands, there is still not enough research to
uphold colour psychology as a scientific discipline, but there is plenty of evidence to suggest that colours do influence our moods and decision making, on both a conscious and subconscious level. The use of colour psychology in advertising clearly shows that many respected and well known brands trust the findings enough to let it influence their
marketing, so perhaps in the future we will see even more research behind this fascinating theory. At Centre Colours we are passionate about colour and pigment in all its forms. As an independent dispersion house that can manufacture bespoke products in large or small quantities, we are committed to fulfilling the needs of the ink, paint and
coating industries. Visit our website today to learn more about our services and find out how our high quality pigments and inks could benefit your business. Color psychology studies how colors can affect human emotions, behavior, and perceptions, ultimately influencing mood and mental health functioning. It explores the psychological and
physiological responses that individuals have toward different colors. Color psychology is a field Whitfield, T. W., & Wiltshire, T. J. (1990). Color psychology: a critical review. Genetic, social, and general psychology monographs, 116(4), 385-411. that explores the psychological effects of color on human behavior, thoughts, and feelings, as well as how
people respond to different color stimuli in the environment. It is based on the idea that colors can have a significant impact on our perception of the world and the way we interact with it. For example, red is often associated with passion, excitement, and energy, while blue is often associated with calmness, serenity, and trustworthiness. Color
psychology plays a significant role in various fields such as marketing, design, branding, and therapy. It is estimated that 62% to 90% Color Psychology in Marketing. (n.d.). ResearchGate. Available from: of initial impressions are based on colors, and women tend Davis, J. T. M., Robertson, E., Lew-Levy, S., Neldner, K., Kapitany, R., Nielsen, M., &
Hines, M. (2021). Cultural Components of Sex Differences in Color Preference. Child development, 92(4), 1574-1589. to have a higher sensitivity to subtle color gradations compared to men. In marketing, colors are strategically employed to evoke emotional responses and convey brand messages, while color therapy can aid in emotional regulation
and enhance mental well-being. What Are The 4 Primary Colors In Psychology Read More About Positive Psychology Here The psychological effects of color on mental health Elliot A. J. (2015). Color and psychological functioning: a review of theoretical and empirical work. Frontiers in psychology, 6, 368. and overall well-being include: When
surrounded by red color Dzulkifli, M. A., & Mustafar, M. F. (2013). The influence of colour on memory performance: a review. The Malaysian journal of medical sciences : MJMS, 20(2), 3-9., individuals are more likely to recall negative words. Conversely, green tends to enhance the retention of positive comments. This phenomenon can contribute to
cultivating a happier perspective on life and fostering a healthier state of mind. Read More About Memory Here Selecting wall colors Jue, J., & Ha, J. H. (2022). Exploring the relationships between personality and color preferences. Frontiers in psychology, 13, 1065372. such as pink, green, or white in the home can assist in attuning to positive
emotions. These colors have the potential to enhance our perception of joyful facial expressions, making it easier to pick up on others’ happiness. Read More About Relationships Here The researchers have found that intense blue light Wahl, S., Engelhardt, M., Schaupp, P., Lappe, C., & Ivanov, 1. V. (2019). The inner clock-Blue light sets the human
rhythm. Journal of biophotonics, 12(12), e201900102. has the capacity to restore an individual’s circadian rhythm or sleep-wake cycle when it becomes disrupted. Individuals often experience increased happiness and reduced fatigue following physical exercise Azeemi, S. T., & Raza, S. M. (2005). A critical analysis of chromotherapy and its scientific
evolution. Evidence-based complementary and alternative medicine : eCAM, 2(4), 481-488. in environments surrounded by the color green. Consequently, it is logical that individuals who engage in outdoor exercise, where greenery is abundant, report feeling better. Individuals who experience migraines Martin, L. F., Patwardhan, A. M., Jain, S. V.,
Salloum, M. M., Freeman, J., Khanna, R., Gannala, P., Goel, V., Jones-MacFarland, F. N., Killgore, W. D., Porreca, F., & Ibrahim, M. M. (2021). Evaluation of green light exposure on headache frequency and quality of life in migraine patients: A preliminary one-way cross-over clinical trial. Cephalalgia : an international journal of headache, 41(2), 135-
147. often exhibit a preference for avoiding light. Various colors, such as blue, amber, and red, tend to exacerbate migraines. However, an exception to this pattern is the color green, which appears to have a beneficial effect and may provide relief for migraine sufferers. Here’s a general overview Jonauskaite, D., Parraga, C. A., Quiblier, M., & Mohr,
C. (2020). Feeling Blue or Seeing Red? Similar Patterns of Emotion Associations With Colour Patches and Colour Terms. i-Perception, 11(1), 2041669520902484. of the effects of color on human behavior: These colors are commonly linked to emotions of happiness and optimism, evoking a positive and uplifting atmosphere. When combined, multiple
colors can create a vibrant and lively environment. However, it’s important to note that excessive use of colors in conjunction can sometimes result in a feeling of chaos and overwhelm. These colors are typically characterized by their darkness, muteness, and neutrality. In Western cultures, black is commonly associated with mourning, while in some
East Asian countries, white is symbolic of grief and mourning. When seeking a relaxing atmosphere, these cool colors and cool-toned pastels are ideal choices. Additionally, neutral tones like white and gray contribute to a sense of tranquility. These colors are highly intense, which can energize emotions. Their bold and eye-catching nature makes them
stand out from their surroundings, creating a vibrant and energetic impact on people. How Does Different Color Affect Positively And Negatively Your Mental Health And Well Being Perception of color and mental health can be influenced by various factors Emery, K. J., & Webster, M. A. (2019). Individual differences and their implications for color
perception. Current opinion in behavioral sciences, 30, 28-33. , including: The lighting conditions, such as the color of light, and natural daylight plays a significant role in how an individual perceives colors. As people age, their eye muscles weaken, which can impact the ability to perceive color contrasts. The background against which an object is
viewed can affect the perception of its color. Each person may have individual color preferences based on their unique experiences, cultural background, and personal associations. Visual arts and design can impact mental health functioning through the use of colors. Color therapy is believed to offer the following potential benefits Azeemi, S. T. Y.,
Rafiq, H. M., Ismail, I., Kazmi, S. R., & Azeemi, A. (2019). The mechanistic basis of chromotherapy: Current knowledge and future perspectives. Complementary therapies in medicine, 46, 217-222. to mental health functioning: Strategically incorporating colors can help to stimulate and uplift mood, promoting feelings of energy, happiness, and
positivity. It can help reduce stress by engaging with soothing colors like blue or lavender are thought to have a calming effect on the nervous system. By exposing individuals to particular colors, therapists aim to address imbalances in emotional states and promote a sense of harmony and well-being. By exploring personal reactions and associations
with different colors, individuals can gain insights into their inner states. Color therapy often involves creative activities for self-expression, such as painting, drawing, or visualizing colors. From the clothes people wear to the cars they drive, color choices Kim, H., & Jang, J. M. (2022). Disadvantages of red: The color congruence effect in comparative
price advertising. Frontiers in psychology, 13, 1019163. can communicate messages about how they wish to be perceived by others, such as: Many people associate white with a sense of freshness and cleanliness, symbolizing youthfulness and modernity. Black often explains its popularity among luxury vehicles. It is often seen as alluring, powerful,
and mysterious. A preference for red may indicate a desire to project an image of power, action, and confidence. Blue is often seen as a color of stability and safety. Experts suggest that yellow may Takei, A., & Imaizumi, S. (2022). Effects of color-emotion association on facial expression judgments. Heliyon, 8(1), e08804. indicate an overall happy
disposition and a willingness to take more risks than the average person. Different ways to correlate the psychological effects of color and mental health Elliot, A. J., & Maier, M. A. (2014). Color psychology: effects of perceiving color on psychological functioning in humans. Annual review of psychology, 65, 95-120. functioning in everyday life, such
as: Use calming colors like blues or greens in bedrooms or relaxation areas, and energizing colors like yellows or oranges in workspaces or areas for socializing. Select clothing colors that reflect your desired mood, like wearing calming blues when seeking relaxation, or choose vibrant colors like reds or yellows to boost energy. Incorporate images or
artwork with specific colors that evoke desired emotions or states of mind. Incorporate a variety of colorful fruits and vegetables into your diet which represents a range of nutrients as well as can promote overall well-being. Engage in activities like hiking, gardening, or picnics, and try to incorporate the vibrant colors from the natural environment in
your daily life. Infuse color into your self-care routines, such as colored candles or bath products to enhance relaxation and promote positive emotions. Colors have the power to influence human emotions, perceptions, and behaviors. By strategically using color psychology in marketing, design, and various contexts, one can evoke specific
psychological responses and create desired effects on individuals. However, the impact of colors can vary among individuals and cultures, so it’s important to consider context and personal preferences when applying color psychology. Color psychology studies how colors can affect human emotions, behavior, and perceptions. Color psychology can
have a significant impact on memory, sleep, and relationships with others. Perception of colors can be influenced by various factors, including age, lightning condition, background, etc. Color therapy is believed to offer mental health functioning such as mood enhancement, stress reduction, etc. Colors can influence consumer perceptions, emotions,
and behaviors in marketing. Colors can be applied in everyday life, such as selecting rooms, workplaces, and clothing colors that reflect one’s desired mood. Color psychology plays a significant role in marketing and consumer behavior. By strategically using colors in branding, packaging, and advertising, businesses can influence consumer
perceptions, create desired emotional responses, and even influence purchasing decisions. Yes, color choices in work or study environments can influence productivity and performance. For instance, blue and green are believed to enhance focus and concentration, while red may stimulate attention to detail or boost physical performance. Colors can
hold different meanings and associations based on cultural traditions, religious beliefs, and historical contexts. For example, white is associated with purity and weddings in Western cultures, while it represents mourning in some Eastern cultures. Loading more Tests... No more Tests found. Pink is a delicate color that represents sweetness, romance,
and femininity. It’s a shade that evokes feelings of love, tenderness, and compassion. The hex code for Pink is #FFCOCB, and its RGB values are (255, 192, 203), symbolizing a hue that is often associated with gentleness, kindness, and nurturing. Pink HEX: #FFCOCB RGB: (255, 192, 203) History of Pink Historically, pink was considered a color for
both genders, but over time, it became more associated with femininity. In the 18th century, pink was a fashionable color among the European aristocracy. Today, pink continues to be a popular color in fashion, design, and branding, often used to convey a sense of playfulness, charm, and softness. Psychology and Meaning of Pink The color pink is
often associated with nurturing and love. It is believed to have a calming effect and is used in color therapy to help reduce feelings of aggression and resentment. Lighter shades of pink are often seen as soothing and comforting, while brighter pinks can be stimulating and energetic. However, too much pink can be overwhelming and may come across
as overly sweet or naive. It’s important to balance pink with other colors to create a harmonious and appealing palette. Femininity In the Western world, pink is primarily a female color. A lot of products geared toward women and girls use pink heavily to indicate the gender they are targeting. However, this strong division wasn’t always the case and
is not universal. In other cultures, like Japan, pink is associated with masculine traits. Love Like red, pink is related to love. However, while red represents passion, pink stands for tenderness. It is a love focused on being intimate with each other, careful and thoughtful. This is a color that represents a gentle type of love. It is associated with
nurturing, so it’s not only used for romantic love but also for familiar love. Calmness Pink is a color that has a calming effect on people. It is not aggressive like red but rather suggests safety and vulnerability. In small doses, pink calms people, but if it is overused it can lead to irritation and inspire feelings of weakness, especially in men. Innocence
Pink can be linked to childhood sweetness and innocence, appearing sometimes as naive or silly. Pink is a color that suggests vulnerability and youth. Optimism To say that someone is seeing the world through rose-tinted glasses means that they are seeing it with excessive optimism. Pink is a color that represents hope, but sometimes it can be
associated with not seeing the negative aspects of reality. Variations of Pink Stronger shades like fuchsia have been linked to confidence and energy, but also to shallowness and being “girly” more than feminine. Brighter shades are often used for girls’ toys and so have an association with being childish or immature. Calmer shades suggest
tenderness, care, calmness, and female strength. Positive and Negative Aspects of Pink Pink has many positive associations. It is a calming, non-threatening color. It is linked to innocence, hope, and optimism. It also represents positive aspects of traditional femininity like nurture and kindness. Its negative side is that it can seem weak, vulnerable,
and silly. It is also linked to shallowness and not seeing reality. How to Use Pink Pink can be used in various ways in design to create different effects. In interior design, soft pinks can create a cozy and welcoming atmosphere, while bold pinks can add a vibrant and playful touch. In fashion, pink can range from subtle pastel tones to eye-catching neon
shades, depending on the desired impact. In branding and marketing, pink is often used to target a female audience, but it can also be used to convey a sense of fun and creativity to a broader audience. What Colors Go with Pink Gray (Hex: #808080): Provides a neutral backdrop that allows pink to stand out. Mint Green (Hex: #98FF98): Offers a
fresh and harmonious complement to pink. White (Hex: #FFFFFF): Enhances the softness of pink and creates a clean, airy look. Gold (Hex: #FFD700): Adds a touch of luxury and glamour to pink, making it more sophisticated. Similar Colors to Pink Blush (Hex: #F5C7B8): A softer, more muted shade of pink with a hint of peach. Hot Pink (Hex:
#FF69B4): A bolder, more vibrant shade of pink that’s eye-catching and energetic. Salmon (Hex: #FA8072): A pinkish-orange color that’s warm and inviting. Rose (Hex: #FF007F): A deeper, more romantic shade of pink with a hint of red. Fuchsia (Hex: #FFO0FF): A vibrant mix of pink and purple, bold and striking. Pink Color Palettes A soft and
feminine palette that combines the sweetness of Pink with the neutrality of Gray and the purity of White, creating a balanced and soothing look. A chic and sophisticated palette that pairs the delicacy of Pink with the depth of Navy Blue and the richness of Gold, creating a modern and elegant look. A fresh and playful palette that combines the
sweetness of Pink with the coolness of Mint Green and the warmth of Salmon, creating a harmonious and inviting look. A vibrant and dynamic palette that showcases the range of pinks from the softness of Pink to the boldness of Hot Pink and the depth of Rose, creating a lively and energetic look. A playful and feminine palette that blends the softness
of Pink with the subtlety of Blush and the vibrancy of Fuchsia, creating a fun and trendy look perfect for fashion and design. In conclusion, Pink is a versatile and appealing color that can be used in a variety of ways to create different moods and styles. Whether you’re looking for a soft and soothing palette or a bold and vibrant one, pink offers a range
of shades that can suit any design need, its associations with love, kindness, and femininity make it a popular choice in many fields, from fashion to interior design. This is the last installment of our color therapy series: Psychological Effects of Color. You can read the previous installments: Color Therapy & Healing, Color Meanings & Symbolism, and
download our free Color Meaning & Symbolism Charts. For this last installment, we will be exploring the following topics: 1. What is Color Psychology? 2. Applying Color Psychology to Everday Life 3. Psychological Effects of Cool Colors 4. Psychological Effects of Warm Colors 5. Pyschology of Color for Marketing & Advertising 6. Common
Psychological Effects of Colors What is Color Psychology? The psychology of color is based on the mental and emotional effects colors have on sighted people in all facets of life. There are some very subjective pieces to color psychology as well as some more accepted and proven elements. Keep in mind, that there will also be variations in
interpretation, meaning, and perception between different cultures. Applying Color Psychology to Everday Life Did you know your surroundings may be influencing your emotions and state of mind? Do you ever notice that certain places especially irritate you? Or that certain places are especially relaxing and calming? Well, there’s a good chance that
the colors in those spaces are playing a part. In art therapy, color is often associated with a person’s emotions. Color may also influence a person’s mental or physical state. For example, studies have shown that some people looking at the color red resulted in an increased heart rate, which then led to additional adrenaline being pumped into the
blood stream. You can learn more about how color therapy works and how light and color might affect us. There are also commonly noted psychological effects of color as it relates to two main categories: warm and cool. Warm colors - such as red, yellow and orange - can spark a variety of emotions ranging from comfort and warmth to hostility and
anger. Cool colors - such as green, blue and purple - often spark feelings of calmness as well as sadness. The concepts of color psychology can also be applied in everyday life. For example, maybe you’'re planning on re-painting your walls or redecorating a house or room with a new color scheme. Well, you might want to consider some of these
suggestions about colors and how they might affect your emotions and mood: Psychological Effects of Cool Colors Need to be creative? Want help getting those brain synapses firing? Try utilizing the color purple. Purple utilizes both red and blue to provide a nice balance between stimulation and serenity that is supposed to encourage creativity. Light
purple is said to result in a peaceful surrounding, thus relieving tension. These could be great colors for a home or business office. Are you looking for a peaceful and calming environment? You might consider using green and/or blue. These cool colors are typically considered restful. There is actually a bit of scientific logic applied to this - because the
eye focuses the color green directly on the retina, it is said to be less strainful on your eye muscles. The color blue is suggested for high-traffic rooms or rooms that you or other people will spend significant amounts of time. Another cool color, blue is typically a calming and serene color, said to decrease respiration and lower blood pressure. The
bedroom is a great place to use these colors as they should help you relax. Psychological Effects of Warm Colors Want to create an environment of stimulation or whet people’s appetite? You might consider utilizing the colors yellow or orange. These colors are often associated with food and can cause your tummy to growl a little. Have you ever
wondered why so many restaurants use these colors? Now you know why even after people watched the movie SuperSize Me, they said they were hungry. You do want to be careful about using bright colors like orange and especially yellow. They reflect more light and excessively stimulate a person’s eyes which can lead to irritation. You also
probably don’t want to paint your dining room or kitchen these colors if you’'re a calorie-counter. Pyschology of Color for Marketing & Advertising Marketing and advertising are well-known for utilizing color psychology. The fact that some companies have heavily invested in this type of research and many others have followed through in its use shows
they have at enough belief in the concepts of color psychology to implement them in their advertising. Color is consistently used in an attempt to make people hungry, associate a positive or negative tone, encourage trust, feelings of calmness or energy, and countless other ways. Most marketing and advertising executives will likely agree that there
are benefits to understanding and utilizing the psychological effects of colors. Now let’s take a look at some of the more common traits of color psychology, by some common colors. Common Psychological Effects of Colors The following are some common psychological effects of colors in the Western Hemisphere. You can also review the following
pages for a more comprehensive list of color meanings and symbolism, including some charts we’ve created that you can download or embed on your site. Keep in mind that certain shades or tones may result in very different meanings. Also, the context around the color, and even surrounding colors, can have an effect. Think of this as more of a
beginning guide to color psychology. Color Psychology: The Color White purity innocence cleanliness sense of space neutrality mourning (in some cultures/societies) Color Psychology: The Color Black authority power strength evil intelligence thinning / slimming death or mourning Color Psychology: The Color Gray neutral timeless practical Color
Psychology: The Color Red love romance gentle warmth comfort energy excitement intensity life blood Color Psychology: The Color Orange happy energetic excitement enthusiasm warmth wealth prosperity sophistication change stimulation Color Psychology: The Color Yellow happiness laughter cheery warmth optimism hunger intensity frustration
anger attention-getting Color Psychology: The Color Green natural cool growth money health envy tranquility harmony calmness fertility Color Psychology: The Color Blue calmness serenity cold uncaring wisdom loyalty truth focused un-appetizing Color Psychology: The Color Purple royalty wealth sophistication wisdom exotic spiritual prosperity
respect mystery Color Psychology: The Color Brown reliability stability friendship sadness warmth comfort security natural organic mourning (in some cultures/societies) Color Psychology: The Color Pink romance love gentle calming agitation Brown is a mix of red and green colors, with a low saturation. It sits between red and yellow on the color
wheel. Colors that are similar to brown are orange, yellow, and green. The hex code for brown is #964B00. The History of the Color Brown The first recorded use of brown as the specific description for a color was in 1000. The term was added to languages after red, green, yellow, black, and white. It has been an important part of artworks since
prehistoric times. Monks of the Franciscan order used it as a symbol of their humility and poverty in the Middle Ages. The greatest use of the color brown in artworks happened during the 18th century. Later on, the color brown started representing simplicity, naturalness, and wellness. The Psychology of Color Brown The color brown is usually
associated with resilience, probably due to its earthy tones. It is viewed as a color that provides safety and security. It improves our lives by reminding us about the things that are most important, connections to earth, home, and family. Therefore, it inspires us to appreciate the small things in life. Brown is not about luxury and extravagant things but
values basic necessities in life. Brown is also described as a natural color, which inspires warmth and comfort. Dark shades of brown represent wood elements, while light browns stand for earth. Brown is not considered a color that stands out. It is mostly one of the shades that are looking to blend in with the crowd. However, even when it is out of
the spotlight, brown doesn’t lose its strength. Moreover, it always keeps both feet on the ground. The Brown Personality Type People with the brown personality type are down-to-earth and confident. To some people, they may seem arrogant, but that’s not who they truly are. They simply have high self-esteem and they never let anyone push them
around. They have too much respect for themselves. They believe they should treat others the same way, at least until proven otherwise. When someone hurts browns, they don’t hesitate to stand up for themselves. Brown personality types belong to a group of reliable and responsible people. They are usually never late, they never miss appointments,
and they expect the same from others. They like structure and predictability, so an adventurous lifestyle doesn’t really suit them. At the same time, they are quite friendly, open, and approachable. Browns enjoy physical comfort and simplicity. As friends, they are loyal and trustworthy. They make it easy for people around them to open up, and seek
encouragement and support. Even if sometimes they seem rigid, especially in a working environment, browns have a way of showing their warm and kind side. Negative Characteristics of Color Brown The color brown is considered dull by many, even though it is one of the most dominant colors on the planet. Brown cannot produce any surprising
effects. It lacks spirit, liveliness, and energy. Sometimes it is associated with passiveness. That is why the color brown can evoke feelings of sadness, numbness, and emptiness. Brown can be isolated and match badly with other colors. It prefers functioning on its own because it doesn’t like surprises. It also likes to have control over things, it doesn’t
provide spontaneity, and because of this, it is sometimes hard to like the color brown. Color Brown in Business Brown is not liked by many people, but it is one of the colors that guarantees loyalty, trust, maturity, and strength. Not many colors can guarantee the same. Having brown represent your business means that you are confident, reliable,
responsible, and sincere, and that there is no room for false promises in your business. Brown reassures people that their past disappointments will not be repeated again. In the end, what color are the chocolate, coffee, and dark beer? Color Brown in Branding and Marketing Being associated with reliability, trust, and loyalty, brown represents
brands such as Hershey’s, UPS, and J.P. Morgan. Brown is common in nature and it has meanings such as natural, wholesome, and protective, which is why it would be a good color for products or services that are related to food, natural products, environment, etc. It is supposed to provide comfort and trust. It is a better choice for brands that are
already popular because the brown color doesn’t guarantee sales. Even though positive connotations of the color brown, such as resilience, reliability, and loyalty, can improve consumer-seller relationships. Color Brown in Interior Design Brown is considered a rich and classic decorating color. It is one of the best colors for creating a cozy and warm
vibe. Brown is linked with maturity and strength, which is why men use it in interior design more often than women. In combination with other colors, it can provide a sophisticated, elegant look, but also create a welcoming and comfortable atmosphere. Colors that can help brown accomplish a neutral look are gray, silver, and beige. For a strong
neutral background, brown should be paired with some bright shades, such as orange, red, and yellow. In an RGB color space (made from three colored lights red, green, and blue), hex #964B00 is made of 58.8% red, 29.4% green, and 0% blue. In a CMYK color space (also known as process color, or four colors, and used in color printing), hex
#964B00 is made of 0% cyan, 50% magenta, 100% yellow, and 41% black. Brown has a hue angle of 30 degrees, a saturation of 100%, and a lightness of 29.4%. Color Conversion The hexadecimal color #964B00 has RGB values of R: 58.8, G: 29.4, B: 0, and CMYK values of C: 0, M: 0.5, Y: 1, K:0.41. VALUE CSS HEX 964b00 #964b00 RGB DECIMAL
150, 75, 0 rgb(150, 75, 0) RGB PERCENTAGE 58.8, 29.4, 0 rgbh(58.8%, 29.4%, 0%) CMYK 0, 50, 100, 41 HSL 30°, 100, 29.4 hsl(30°, 100%, 29.4%) HSV (OR HSB) 30°, 100, 58.8 WEB SAFE 993300 #993300 CIE-LAB 40.44, 27.498, 50.142 XYZ 15.095, 11.518, 1.428 XYY 0.538, 0.411, 11.518 CIE-LCH 40.44, 57.187, 61.259 CIE-LUV 40.44, 61.192,
37.404 HUNTER-LAB 33.938, 22.162, 20.161 BINARY 10010110, 01001011, 00000000



