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Unit 1: Introduction to Colour Psychology

Learning Outcomes:

1. Define colour psychology and it's impact on the behavior of human beings.
Sketch the history of color perception in cultures and early investigations.
Discuss the cultural meaning and significance of colours in various cultures.

Learn the fundamental emotional reactions elicited by different colours.

O Db

Transcend colour psychology principles to practical applications in design,
branding and communication.
6. Analyse examples to investigate the contested effects of colour on feelings and

culture.

Content

1.1 What is Colour Psychology?

1.2 Historical Overview of Colour Perception
1.3 Cultural Significance of Colour

1.4 Colour and Emotion: The Basics

1.5 Summary

1.6 Key Terms

1.7 Descriptive Questions

1.8 References

1.9 Case Study

1.0 Introductory Caselet

“When Colour Shapes Perception — Meera at Bloom

Meera, a recent hire at Bloom Interiors, a boutique firm with a reputation for designing
vibrant and functional spaces for urban Indians, in Bengaluru (Bangalore), India was
busy setting up design boards and sketching drafts when the Covid-19 lockdown
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began. One of her first projects was a wellness café in which the client asked for
people to feel relaxed, refreshed and connected to nature.

In her first concept Meera had placed most emphasis on arranging furniture and making
the best use of space, but her house lacked in terms of colour. But the design was
rejected by the client, who said it felt “too clinical” and didn’t elicit the desired
emotions.

Baffled, Meeratook to some research on the psychology of colour. She found that
green tones are often linked to relaxation and renewal, hues in the blue family with
calmness and warm colours like orange with appetite and gregariousness. Inspired, she
renovated the café to reflect a soft olive green on the wall, and light wood textures with
hints of warm orange in seating areas.

Upon the opening of the café, it was reported that customer feedback said that the
space was welcoming and calming, and the client approved of the creative design
themselves. Meera learned that how we perceived color was more than just skin deep,
and may have nothing to do with aesthetics at all— but rather emotional connections
and even business success.

Critical Thinking Question:

As Meera, how would you convince a client who does not believe that choice of colour
in design is anything more than personal preference that it can also affect emotion,
behaviour and customer satisfaction?

1.1 What is Colour Psychology?
1.1.1 Overview of Colour Psychology

What is colour psychology Colour psychology, the study of how different colours
impact human emotions, thoughts and behaviour. While shapes and textures tend to be
perceived second, if at all— colour is often the first thing people notice about an
object, a brand or a space. Its instant impact makes it a powerful means of
communication, influence, and emotional control.

The field is at the crossroads of psychology, neuroscience, art and cultural studies. Itis
not simply a blind registration of colour, but arich and dense stimulus representing
symbolic, psychological, and cultural meanings. Red, as one example, can biologically
quicken the heart rate and tell us to be alert, but culturally it can also represent love
(think valentines), danger or luck.
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In recent years the use of colour psychology has been implemented in industries such
as:

¢ Branding & Marketing Organizations choose color palettes for their logos and
advertisements to instantly elicit the intended emotions from customers also known as
target client.

¢ Interior Design: For healthcare environments, architects and designers deploy calming
colours —blue or green, for example — and stimulating ones like yellow in classrooms.

* Healthcare & Healing: Colour therapy (chromotherapy) uses colours as a form of
health treatment and emotional healing.

¢ Digital Technology: In Ul/UX design in digital technology, the choice of colours plays an
important role in enhancing readability, navigation and overall user satisfaction.

The introduction argues that colour psychology is a not a highbrow theory but an
applied science with potential relevance to our everyday lives, commerce and health.

1.1.2 Definitions, Importance and Extent of Subject
Definitions
¢ General Definition:

Psychology of colour Colour psychology is the study of hues as a determinant of
human behaviour.

* Marketing Definition:

Itis the practice of leveraging 12 colours that elicit certain purchaser emotions and
responses which ultimately lead to purchase.

¢ Clinical Definition:

In therapy rooms, the use of colour as a stimulus for causing a reaction within a patient
to ease their mental and physical discomforts is called colour psychology.

Significance

What makes colour psychology so interesting, is that itis a universal language. As
human beings, our sensory perception of colour is virtually universal, often working far
below the level of awareness and thus directly impacting thought and behaviour.

There is even evidence that the colours of products can affect as much as 90% of snap
judgments made about products (based on colour alone), just like first impressions
within marketing environments would do (Singh & Srivastava, 2011; Birren, 1950s).
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e Elicit emotional response — e.g., soothing blue color tones in meditation or wellness
apps.

¢ Influence behavioural options —e.g., green in eco-friendly branding nudges more
ecological consumer behaviour.

¢ Express symbology — such as white for the purity in a Western wedding, or mourning
in some Asian societies.

Beyond consumer behaviour, colour has a major effect on mental health, productivity
and overall well-being:

* Green is also shown to minimize eye strain and improve focus in learning
environments.

* Blue lights have shown to increase mood and help employees stay alert and
eliminate that tired feeling.

Scope

As we have seen in this examples, color psychology is an open-interdisciplinary topic
that can be applied to a lot of sectors:

Art and Design:

The symbolic use of colour Artists and designers use colour symbolically to express
complex emotional or conceptual messages.

Marketing and Branding:

Colour is used strategically by businesses for brand recognition, trust and product
appeal.

Education:

Mission: classroom vergeet niet basisontwerp waaronder kleuren die voor rusten
concentratie en emotieregulering bij leerlingen zorgen.

Healthcare:

Hospitals and healing spaces employ color to help create soothing surroundings;
chromotherapy uses specific colors for treatment.

Technology and UlI/UX Design:
Color has been used in digital for visual hierarchy, usability and engagement.

Cross-Cultural Communication:
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Meanings of Culture Meanings of color can be different per culture, The meaning of
colors is not exact and one image may have different interpretations across the world.

The Diverse Applications of Colour Psychology

Artand Design ——————\ y—— Marketing and Branding
el =
, E]
Education ——> /Bt &—— Healthcare

| &

222
Technology and UI/UX A K Cross-Cultural
Design Communication
Figure 1.1

1.1.3 Key Concepts in the Psychological Effects of Colour

There are several critical elements when discussing the psychological effects of colors.
These ideas set the basis for human understanding and reaction to color stimulise.

Biological and Evolutionary Roots

Colour perception has evolutionary foundations. Red became the color of ripe fruit and
danger (blood, fire), green the sign of fertile landscapes, blue a stand-in for sky or
water. These instincts continue to shape our psychological responses today, so some
colour-emotion links are virtually universal.

Warm vs. Cool Colours

e Warm Colours (Red, Orange, Yellow): Promote energy and stimulation as well as an
element of urgency. They can move us and make us act.
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Exploring the Spectrum of Warm Colours

ﬂJd Red

Warm Colours 8@ Orange

Figure 1.2

* Cool Colors (Blue, Green, Purple): Every emotion we have experienced is great for
calming and trust. They are frequently selected to areas in need of concentration or
tranquility.

Exploring the Serene World of Cool Colours

Cool Colours

Figure 1.3

Emotional Responses to Colour

Vivid, incandescent hues can stimulate feelings that are either positive and negative no
matter the intensity of the colour or its context:

¢ Red: Passion, urgency, love, aggression.

¢ Blue: Trust, calmness, sometimes sadness.
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* Yellow: optimism, energy, and anxiety if overused.

* Green: Renewal, growth, harmony.

¢ Black: Sophistication or mourning.

¢ White: Purity, simplicity — but also bareness in some contexts.
Cultural Relativity

Colours have different significances in various cultures. For instance:

¢ In Western cultures, white is associated with purity and weddings; in some Asian
countries, itconnates mourning.

¢ In the West, red is a warning colour; meanwhile in China and India it’s a symbol of
celebration and luck.

Contextual Dependence

Coloris influenced by context. So a red dress may prompt confidence, buta red wallin
an exam hall might inspire fear. Similarly, blue will be calming in a hospital environment,
butit will also reduce appetite in a restaurant.

Symbolism and Archetypes

Colours are often used as archetypes in the human conciousness:
* Green: Represents nature and rebirth.

*GoldAssociated with Money and Luxury.

* Purple: From royalty and spirituality.

Psychological and Physiological Mechanisms

Colour has an energising effect on the body as well as the mind. Red can raise blood
pressure and adrenaline, while blue lighting can reduce breathing. These are the
physiological responses that explain how colour has such animmediate impact on
emotions.

Applications of Key Concepts

e Marketing: Selecting the color red for clearance sales because “it can evoke urgency.”
¢ Health care: Using soft greens and blues in patient rooms to help reduced stress.

¢ Education: Avoiding over-the-top yellow in a test to reduce student anxiety.

¢ Tech: Using colour as a subconscious cue in designing an app.
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Did You Know?

“Human eyes can see some 10 million colours, yet our brains are actually attached to
colors on a profound emotional level and in under 90 seconds.

1.2 Historical Overview of Colour Perception
1.2.1 The Evolution of Colour Perception in Different Cultures

Colour has always been a fundamental element of human societies, influencing
rituals, symbolism, communication and daily life. From ancient cave paintings to
contemporary branding, colour has obvious been used to express identity, belief and
meaning. However, the decoding of colors has fluctuated drastically displaying that
perception is not simply biological but also culturally created.

Prehistoric and Ancient Civilizations

Colour theory and writers Early humans painted their caves with colours such as
ochre, charcoal and hematite in what could be interpreted as an early connection
between colour and storytelling or the spiritual. Archaeological evidence reveals that
colours were associated with survival, red ochre representing life and blood, black as a
colour which represented darkness or death.

¢ Egypt: Colours carried religious symbolism. Green signified fertilization and renewal.
Red was the color of life and disorder, blue represented the divine world and
protection, while gold was reserved for pharaohs and gods. From tomb paintings and
hieroglyphs, we can see a cultural obsession around the spiritual and protective force
of colour.

e Mesopotamia: Cosmic factors were associated with any one of the colours. Blue
stood for divinity and the heavens, gold represented divinity, red was a sign of blood and
sactrifice.

e Mesoamerican Civilizations: Colours have a cosmic significance in prehispanic Maya
and Aztec societies. For instance, red was associated with the east and renewal; black
symbolized the underworld; and green was sacred because it corresponded to jade
and maize.

Asia

¢ India: Religion and culture The use of colors in religion has a long tradition, was never
discredited, but still continues to play an important role. Saffron represents purity and
sacrifice, while red indicates marriage and fertility, green is for life and white is
associated with peace — but also mourning. Festivals such as Holi is all about bringing
colour to life and symbolizes joy, oneness and rejuvenation.
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¢ China: The Ancient 5 elemental structure(Double-hours) of Chi (Wood/Fire, etc.) in
relation to elements signs with the colour as component -green, red, yellow, white and
black-reduces itself to blance of cosmic equilibrium. Red was the colour of good luck,
happiness and festivities; yellow for the imperial.

eJapan- The system of meaning colours in Japan was based on their Shinto and
Buddhist traditions. White was pure, black conveyed respect and style, and red
represented the power of love’s strength and renewal.

Middle East and Africa

e Islamic Cultures: Green is a sacred colour and symbolizes paradise, the Prophet
Muhammad - it signifies life and spirituality. Blue is also used in architecture to protect
against evil.

¢ African Cultures: Colour in most cases represented identification, status and
belonging to the community. So consider red, and life force or sacrifice in many West
African cultures, and what white means: all of these could suggest ancestral lineage.
Color also helped encode the culture in other forms of symbolic communication —
beading and textiles like kente cloth.

Europe

¢ Ancient Greece: Philosophers like Aristotle associated colors with the natural
elements (earth, air, fire, water). White 'stood for the light, as darkness does for black
and red for fire, sun's energy".

e Medieval Europe: Symbolism was determined by Christianity, with blue for the Virgin
Mary and purity and purple for royalty and spirituality. Color modelization in heraldry
constituted an aid in distinguishing the values and loyalties of different families.

* Renaissance: Colour was a means for artists such as Michelangelo and da Vinci’s to
express depth, perspective and emotion.

Revival of classic theory: The revival of those classical theories intrigued the science
world about perception.

Modern Globalization

It has converged and diverged with globalization in the symbolism of colour. For
example, wariness is symbolized by black in Western cultures and white in certain
parts of Asia. Red is universally attention-getting but could signify danger in the West
and celebration in China or India. Progress in perception illustrates how evolution's
layers of biology, culture and history mesh together.

1.2.2 Early Theories and Studies in Colour Psychology
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Although culture influenced symbolic color meanings, early philosophers and
scientists examined how colors are perceived and their influence on the mind. These
were the early concepts that formed the basis of what would become today’s scientific
study of colour psychology.

Ancient Philosophical Foundations

¢ Aristotle (384-322 BC) o Contributions » Thought colors were a mixture of light and
darkness.

o Impact > Although his thoughts were not based on science, they had a majorimpact
throughout the West for thousands of years.

¢ Indian Philosophy (Ayurveda)
o Contribution » Chakras with healing energy are associated with colour.

o Effect » Resulted transcendent threapuetic, holistic use of colour in health and
spiritual practices.

Medieval and Renaissance Thinkers ¢ |bn al-Haytham (Alhazen) (11th C.)

o From Positive Contribution >Disproved the theory that rays come out of eyes,
observed reception of light and colour by the eye.

o Contributions>WORK His Book of Optics was the seed for modern vision science.

¢ Leonardo da Vinci (1452-1519) o Contribution > Observed the effect of light and
shadow on the perception of colour.

o Impact > Identified black and white as shades of colour, not colours.
Scientific Revolution e lsaac Newton (1642-1727)

o Contribution » Demonstrated with a prism that white light is separated into seven. o
(Effects> Proved that colouris a property of light- not only a mental or spiritual
concept.

o Simplified understanding > Moved colour from being philosophical to physical.

¢ Johann Wolfgang von Goethe (1749-1832) o Contributions » Focused theory on how
colours make people feel notwhat colour do physically.

e Impact - In Theory of Colours (1810), he stated:
= Red = energetic
= Blue = calming

= Yellow = cheerful
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o Straightforward perception > Influenced artist and psychologist to investigate into the
emotional impact of colours though it was not well received by physicists.

Early Psychological Studies ® Hermann von Helmholtz (1821-1894)

o Contribution » Formulated the trichromatic theory: the eye contains receptors
sensitive to red, green and blue.

o Impact > Described how the brain combines those signals to produce all of the
colours.

e Ewald Hering (1834-1918)

o Contribution - Created the opponent-process theory: we see colours in pairs (red-
green, blue-yellow, black-white).

o Impact > account for afterimages & certain kinds of color blindness better than
Helmholtz’s theory.

¢ Wilhelm Wundt (1832-1920) o Contribution > Investigated how colour effects
emotionin lab.

o Impact > Regarded as one of the first psychologists who scientifically connected
colour and human emotion.

20th century * Faber Birren (1900-1988)

o Contribution » Authored books and advised companies on the psychological impact
of colour.

o Impact~ Influenced use of colour in offices, schools and marketing.

e CarlJung (1875-1961) o Contribution » Unpacking the symbolic significance of
colour in dreams and personal identity. o Impact » Colours were seen to hold
significance in terms of the collective unconscious, impacting on therapy and art.

¢ Business and Marketing Studies o Relevance » Companies began experimenting with
the way colors influence purchasing decisions.

ol mpact > Paved the way for current branding and design techniques revolving around
colour psychology.

Contemporary Foundations
Today, colour psychology draws on:
* Neuroscience - Colourimages trigger emotional centres in the brain.

* Cognitive psychology — Looking at the impact of colour on memory, processing and
decision-making.
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¢ Cross-cultural research — Protects international brands from misinterpretation of
colours across nations.

Did You Know?

“Johann Wolfgang von Goethe’s Theory of Colours (1810) was one of the first works to
highlight the emotional impact of colours, contrasting Newton’s purely physical
explanation of light and colour.”

1.3 Cultural Significance of Colour
1.3.1 How Different Cultures Interpret and Use Colours

Colouris not only visual experience, but a cultural code that communicates
significance, identity and tradition. We also attach meaning to colour: societies around
the world allocate symbolic significance to hues, inflecting rituals, values and
collective memory. Such "constructions" are not universal but parochial, proliferating in
different geographies, religious histories and traditions. To students of color
psychology itis important to understand these cultural nuances, as failure to do so
could lead to either miscommunications or ineffective designs in multicultural
settings.

Eastern Cultures

¢ China: Red may be the most important color, as it stands for prosperity, good luck
and celebration. It rules festivals like the Lunar New Year, and is used in weddings.
Yellow was traditionally the imperial colour of China, symbolising power and the
emperor. White is considered a colour for death and grieving. Green has many
associations with health and growth, but it can also have negative connotations when
used improperly (pointing toward infidelity as the Chinese color of the, so-called green
hat).

¢ India: Colours are firmly associated to religion, rituals and festivals here. Purity and
Fertility This is why the symbolic color for wedding ceremonies here, especially brides'
gowns, isred. Saffron, the sacred hue of Hinduism, signifies sacrifice and spirituality.
Green is symbolized with life and Islam and white is worn for peace yet also mourning
in Hindu culture. The festival of Holi symbolizes India’s fascination with colours,
embracing the colors in vigour as a sign of renewal, joy and togetherness.

¢ Japan: In Japan, white represents purity, simplicity and cleanliness whilered is a
symbol of life, energy and protection. Red and white together is a lucky color, worn on
special occasions.
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Western Cultures

e Europe and North America: Black is a major mourning colour — but also the epitome
of chic. White represents purity and weddings. Red activates urgency, passionandisa

signal for danger. Blue is the corporate colour of trust, regarded as a professional, loyal

and calm executive tone. Green is usually associated with nature, eco-consciousness
and balance.

¢ Mediterranean: Blue protects against the “evil eye” and is a popular colour for
talismans.

Middle Eastern Cultures

¢ Islamic Traditions: Green is very popular, as it symbolizes paradise, fertility & life.
Blue, as well, has protective and spiritual implications, with mosques and amulets
incorporating it. Typically, black is for mourning but it can also represent dignity. Red
can mean danger or warning, but is also a celebration color in some areas.

African Cultures
Colours possess communicative and semantic power, especially in textiles and rituals.

¢ In several West African cultures, the color red symbolizes life and vitality as well as
spiritual power; simultaneously it is associated with death in various rituals.

¢ White signifies purity and connection with ancestors.

*Gold and yellow: The color of gold is a symbol of wealth, and the yellow shade is
associated with status as well as fertility.

¢ Patterned textiles like kente cloth carry messages of unity, heritage, and community.
Latin American Cultures

Symbolism of colour Color symbolism frequently combines Indigenous, European and
Catholic culture.

*|n Mexico, red is associated with both life (blood, vitality) and religion (sacrifice).

¢ Green, white and red, the colours of the national flag, play is political and cultural
pride.

* Bright colors are symbols of joy, remembrance and the life-and-death cycle at
festivals such as Dia de los Muertos.

1.3.2 Case Studies on Colour Symbolism in Various Cultures

Case 1: White - From Purity to Mourning?
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* White symbolizes purity, innocence in Western cultures and is also common at
weddings.

¢ In China, India and other Asian cultures, white symbolizes mourning and death.

¢ International-themed bridal campaigns that failed to translate color preferred by local
people sometimes miss the culture with regards to these symbolic differences.

Takeaway: The same color can have conflicting associations in different cultures,
influencing branding and emotional connections.

Case Study 2: The Impact of Red Across Cultures
¢ In China and India, the colour red represents festivity, prosperity and nuptial bliss.

¢ In many Western settings, red is associated with the danger of stop signs, but also
with the passion of Valentine’s Day.

¢ A global beverage brand successfully employed red to harmonize its sense of festivity
in Asia and dynamism in the West.

Takeaway: Red is an adaptable color with double meaning for cross-border branding.
3 Blue in Corporate Identity: The Case of the VLEE Programme

¢ Worldwide commonly used with branding brands (eg IBM, Facebook) blue shows
trustworthiness, professionalism and reliability.

* Blue is considered spiritually protective inthe Middle East.

* Nonetheless, in some settings, blue can be indicative of sadness or solitariness (e.g.,
“feeling blue”).

Blue can be a universally acceptable color and great for global use but context matters.
Case 4: Green in Religion and Ecology

e In Islamic cultures, green is considered a sacred color that symbolizes paradise and
the divine life.

¢ In the west, green is associated with nature, environmentally concerned and
sustainability.

¢ In Chinese culture, though, particular greens (like green hats) or uses of the color can
have negative connotations.

Visual Summary: Colour Symbolism Across Cultures
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Colour Western China India Islamic Middle East
Cultures
' ‘ Mourning, Peace, Modesty,
White Purity, Mourning, spirituality spiritualsometimes
weddings funerals mourning
clarity
b Celebrati Marri Sometimes
Red anger, elebration, ar.rl'f\ge, cautionary Energy, caution
passion luck festivity
Technology, Protection, Spirituality,
Blue Trust, Trust, modernity [calmness spirituality protection
sadness
Nature, Growth, )
Green sustainability [sometimes Life, healing Sacreq, Prqspenty,
negative paradise fertility
Creativity, Not Holi (festival of|Less Carnival (colour,
Multicolour{diversity trad.ltlona colours) commo celebration)
lly emphasized nly symbolic

How Cultural Symbolism is Integrated into Practice

These instances and trends demonstrate the validity, not just theory, of colour
symbolism. it has practical consequence in the areas of:

¢ Global brand and marketing ® Interior/fashion design ¢ Cross-cultural communication
¢ Interventions for health and wellbeing

Knowledge of cultural colour symbolism:

item Avoids cross-cultural misunderstandings — Powering global branding- Supports
culturally-appropriate therapeutic practice- Inclusive in a multicultural society

1.4 Colour and Emotion: The Basics
1.4.1 How Colour Affects Emotions and Mood

Coloris notonly avisual quality, it also affects an individual’s psyche by arousing
emotional and physiological responses. Psychologically, colours evoke feelings that
affect perception, attention, memory and decision-making. Biologically, neural
activity, hormonal release and heart rate all can be influenced by exposure to light of
different wavelengths. These factors combined, explain why colours can be such a
force foremotion and mood.
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Biological and Neurological Mechanisms

Colours are associated to certain wavelengths of light that excite the visual system and
thus, the brain. The limbic system (the emotional part of the brain) is affected by colour
input, which induces measurable changes in mood and behaviour. For instance,
research suggests that exposure to red light can lead to a rise in blood pressure and the
release of adrenaline and that blue light can decrease heart rate and encourage
relaxation. This is why people describe feeling “energized” in red rooms and “calm” in
blue environments.

Emotional Effects of Specific Colours

¢ Red: Often associated with power emotions like passion, excitement and urgency. It
can be stimulating, but if overdone may produce tension or aggression.

* Blue: Associated with calm, stability and trust. Lighter hues are quieter, darker hues
more assertive.

¢ Green: Makes you feel balanced, refreshed and at peace. It’s nice to look at; it may
also help reduce stress.

* Yellow: When you look at this cheerful color, a few things that often come to mind are
energy, creativity, and optimism. A bit too much, though, can lead to anxiety or
nervousness.

* Purple: Conjures sensuality, spirituality and the power of the imagination. In other
contexts, it can even carry a gilded air of mystery or importance.

¢ Black: It’s often associated with sophistication and power — but it can also make
people feel sad or heavy.

¢ White: Conjures purity, clarity and simplicity — but also sterility, emptiness.
Situational and Contextual Factors
The effect of color on feelings is more idiographic:

Red in Sports - In sports, the color red makes an athlete more confident and
aggressive.

* Red in Classrooms: The color might also exacerbate anxiety among students.
* Blue to Hospitals: Relieves Patient Anxiety Because of Its Calming Effect.

¢ Blue in Restaurants: Can suppress appetite, because there are few naturally blue
foods.

So while there are general powers to the colors in emotion regards, they impactis
context related.
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Applications in Real Life

* Health care: Hospitals employ soothing greens and blues in patient rooms to convey
healing.

e Education: Schools can use warm hues to rouse young children and cooler colors in
exam rooms to promote concentration.

e Workspaces: In communal areas, tech companies have adopted vibrant accent
colours to encourage creativity.

* Marketing: Red sales tags are said to provoke urgency and environmentally friendly
brands may use green as a way to express sustainability.

“Activity”

Create a pretend classroom with three colour schemes:

A red-dominated scheme, 2. A blue-dominated scheme, and
A green-dominated scheme.

Describe how the color in each scheme would make students feel or behave (e.g.
distracted, nervous, calm). Compose a comparative report (using 250-300 words) on
which color scheme is more efficacious furthering student learning.

1.4.2 Introduction to the Emotional Spectrum of Colours

The theory of the emotional spectrum of colours, is a kind of model that permits us to
manage how the different colour relate to human emotions. It places all colors into
groups that have the same psychological effect.

Warm Spectrum (Red, Orange, Yellow)

Hot colors are linked to motivation, heat and movement. They progress in visual
perception bringing things closer and catchier.

¢ Red: Passion, urgency, love, danger.
¢ Orange: Warmth, enthusiasm, creativity.
¢ Yellow: Joy, optimism, attention.

This is the perfect colors for advertising, sales campaigns, and any time you need burst
of energy and excitement in your marketing. But too much of them can lead to
overstimulation or anxiety.
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Cool Spectrum (Blue, Green, Purple)

Blue/cool colours are thought to be calming, trusting, and reflective. They retreat in
perception, into space and calm.

¢ Blue: Stability, relaxation, loyalty.
¢ Green: Renewal, balance, health.
® Purple: Spirituality, luxury, imagination.

These are widely adopted in: Healthcare Corporate branding Education To promote
focus and calm

Golden Spectrum (Black, White, Gray, Brown)

Neutrals help create balance and set the scene for warm and cool tones. Their
emotional weightis contingent, to a large extent, on pairings.

¢ Black: Authority, sophistication, mourning.

¢ White: Purity, simplicity, emptiness.

¢ Grey: Balance, neutrality, sometimes dullness.
¢ Brown: Stability, comfort, natural grounding.
Emotional Gradient

Colours are not fixed in the emotions they evoke — they are on a spectrum. Bright red
might inspire energized feeling, and a muted maroon might make you feel elegant. Or
light blue might feel playful in a way that navy feels serious and corporate. Itis
interesting that also in this category the gradients have been shown for tone, saturation
and brightness influencing emotions at least as much as dark/light film of the basic
colour.

Cross-Cutting Dimensions inthe Emotional Teletype

The emotional spectrum has biological bases, yet cultural factors also play arole in
emotional reading:

¢ White: The wedding color for Western cultures and the mourning color in some parts
of Asia.

* Red: Joyand plentyinIndia and China, peril on Western traffic signals.

¢ Yellow: Joy in Western cultures, sacredness in Buddhist cultures, envyin some
European ones.
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These discrepancies provide evidence that although the spectrum offers a structure,
cultural baggage brings in further levels of significance. Applications of the Emotional
Spectrum

Marketing and Branding:

o McDonald’s icon colors, red and yellow create a sense of hunger/urgency.
o Blue in banks (Barclays, Chase) is associated with trust and safety.
Education:

o Colour-coded learning devices focus on warm tones for attention and cool tones for
retention.

Integrative Perspective

The theory of emotional colours offers us one key to universal gestures with respect to
colour, while the importance of context and culture serves as a second message that
helps us retain the awareness that users never perceive colour in isolation. Combined,
these and other findings help explain why color serves as a potent element in
influencing mood, behavior and decision making in daily life.

Did You Know?

” The association of warm colors (red, orange, yellow) with being stimulating and of
cool colors (blue, green —forgetting about purple in this instance) with being calming is
generally held among many cultures but the symbolic meaning varies.”

1.5 Summary

+ Psychology of colors refers to the study of how people are affected by colors. It’s
interdiscplinary: with elements of psychology, design, neuroscience, culture and art.

+ Colors provoke physiological responses (red increases heart rate, blue decreases it)
as well as psychological reactions based on context and culture.

< Colour psychology is defined differently such as it influences desire in the context of
marketing, and practice by healthcare focusing on chromotherapy, or aesthetics and
user experience implementation when talking about design.

< Its importance is ensured through making a first impression, attracting attention,
evoking emotions and influencing decisions. Estimates are that colour accounts foras
much as 90% of product assessments.
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«+ Topics range from branding, education, healthcare and workspaces to therapy,
culture studies and digital technology.

+ Relevant concepts include warm vs. cool colours, cultural relativity of meanings,
symbolism (e.g., gold connoting wealth, purple spirituality), and contextual dependence
(red may be exciting in sport but stress-inducing in educational settings).

«* The historical development of colour appreciation was influenced by culture:
o The Egyptians related colours with the divine and protection.

o In India, saffron was associated with spirituality, red represented marriage and green
meant renewal. o China linked colours with cosmology and imperial power. o Europe
associated blue with Virgin Mary and with purity and purple with royalty. o African
cultures identified through cloth and ritual that featured symbolic colours.

+» Philosophers and scientists were also involved in initial colour theories; Aristotle
gauged the elements for colours, Newton showed light with spectrum and properties of
colours, Goethe was concerned about psychological impacts of colours, while a
scientist form the Islamic world Ibn al-Haytham developed optics.

+ Studies by physiologists Wundt, Hering and Helmholtz established the basic
principles of contemporary perception.

<+ Culturally, colours have diverse meanings:

o White is considered as the color of purity was as it also symbolizes mourning in Asia.
o Red means festivity in India and China, but signifies danger in the West. o Blue is
associated with trust in business branding but sadness in literature.

+» Colours are closely associated with emotion:

o Red symbolise passion, energy, or even aggression. o Blue evokes tranquility and
confidence. o Green = balance/harmony.

o Yellow is refreshing and provides a burst of optimism, but can induce anxiety when
used excessively.

< An emotional spectrum of colors: warm colors excite, cool ones soothe, neutrals
bring both balance and context.

* The use of the colour psychology can be seen as its application in marketing,
education, medical, therapeutic and digital platforms etc., which reveal its realistic
significance.

1.6 Key Terms
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Colour Psychology — The study of the impact colours have on human emotions,
cognition and behaviours.

Chromotherapy — Treatment which uses colours to enhance emotional and physical
health.

Warm Tones — Red, orange, and yellow that evoke energy, passion and urgency.

Cool Hues - Blues, greens and purples are calming colours and symbolise trust,
stability.

Opponent-Process Theory — A theory of colour vision that claims perception occurs in
opposing pairs such as red—-green or blue-yellow.

Cultural Relativity — The belief that colours have different symbolic meanings
depending on the culture.

Emotional Spectrum — The classification of colour by its psychological effect, from
excitable to pacifying.

Symbolism -The cultural or psychological significance of colors, i.e. purity, mourning
or prosperity.

1.7 Descriptive Questions

Define colour psychology and discuss its interdisciplinary application.

To what extent are color effects in humans mediated by biological mechanisms?
In what ways did ancient Egyptian and Indian societies use colour as symbolic?
Consider the roles of both Newton and Goethe in the study of colour.

What s the significance of cultural relativity during application of colour psychology
across the globe?

Describe how red, blue and green make people feel in different situations.
What’s the difference between warm and cool colors psychologically?

How does the spectrum of feelings in colours need to be considered when they are
being used for branding and healthcare?

1.8 References
1. Aristotle (4th century BCE). On Sense and the Sensible.

2. Newton, I. (1704). Opticks. London: Royal Society.
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1.9 Case Study

Colour Psychology for Cross-Cultural Branding and Customisation of Emotional
Products: An Integrative Review

Introduction

Color, as a universal visual "vocabulary" is common to all, butis notinterpreted
universally. Psychology of colour examines the impact of colours on human responses,
cognitions and behaviours meanings do not translate objectively across cultural,
historical or contextual space. This case study examines how a global brand in the
lifestyle category implemented colour psychology, inherent trade research, and shifting
company strategy to develop deeper emotional relationships across cultural borders as
well as customer trust.

Background

A global lifestyle brand was looking to develop new markets in Asia and Middle East,
having generated successful business in North America and Europe over a number of
years. Its brand relied on the minimalist logo in white and gray, which had been praised
as “clean and modern” in Western markets. But the company encountered rough
waters when it began expanding in new regions:

¢ In some of Asia, white was closely tied to mourning and funerals.

* Red packagingis bright and eye-catching, but Europeans saw it as confrontational,
whereas people in India and China associated the color with good fortune.

¢ Ads with blue for marketing reassured consumers in the West but fell flat as a symbol
of emotional intensity with lyoung urban Asians.

In the English markets, the campaign’s messages would probably be called out for being
“clueless” ad people who had not bothered to take into account cultural gaps about
what different colours symbolised.
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Issue 1: Unmatched Brand Colour in Cultures

The old logo and color scheme didn’t hold up on the opposite side of the West, either —
in Asia white and grey being a color of empty space or mourning.

Solution:

It reimported its brand palette but punched it up with bold accents — celebratory red in
India,

green to signify rebirth in Middle Eastern bazaars and gold highlights for luxury. This
translation took into account foreign associations, though without distorting the brand.

Issue 2: Lack of Emotional Connection in the Ad Campaigns

Ads saturated with cool colors (such as blue and gray) felt “flat” and unexciting in the
developing world.

Solution:

Warm shades of yellow and orange associated to energy, enthusiasm, high spirit The
configureations were changes for the cold hues of hot hues. That’s enough to give the
campaigns a more intimate and emotionally involving sense.

Issue 3: Colour Knowledge and Emotional Impactin the Customer Experience (CX)
Industry”

Indoor signage and digital channels were well designed, but did nothing to putyou ina
good mood.

Solution:

According to the colour-emotion theory, store interiors were modified with the green
colours (to create balance and peace) as well as yellow accents (to feel positive). Red
call to action buttons were inserted on digital app to build a sense of urgency and help
speed the decision towards purchasing.

Reflective Questions

For global marketers, what are the consequences of differences in colour perception
across cultures?

How do warm and cool colours help us to feel?
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How can companies tap into the emotional spectrum of colour to engage customers in
store and online?

Conclusion

By translating its colour appropriation to cultural metaphor and emotional response,
the lifestyle brand amplified resonance among consumers in all markets. It's also a
reminder that colour psychology is more than just skin deep, that it can be strategic
when it comes to communication, branding and emotional design.
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Unit 2: The Psychological Effects of Primary Colours

Learning Outcomes:

1.

What are the psychological connotations of red associated with passion, energy

and alertness?

2. Examine the soothing, trustworthy effects of blue and how they are used in business
and medical professions.

3. Discuss the symbolism of green as a nature, renewal, balance and healing colour.

4. Explain how yellow can trigger feelings of optimism, joy and how it influences
attention and concentration.

5. Take along, hard look at red, blue, green and yellow in the cultural view.

6. Discuss positive and negative psychological effects of these colors for personal,
cultural, and work situations.

Content

2.1 The Role of Red in Psychology

2.2 The Calming Effect of Blue

2.3 Green: Balance and Harmony

2.4  Yellow: Happiness and Attention

2.5 Summary

2.6 Key Terms

2.7 Descriptive Questions

2.8 References

2.9 Case Study

2.0 Introductory Caselet

“When Colours Decide — Arjun, BrightSpaces Marketing”
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Arjun, a young BrightSpaces marketing executive given the task of reimagining an ad
campaign for a new fitness app at agency-client meetings. The client felt that while the
previous campaign was technically correct - it didn’t get noticed or create an emotional
bond with audiences.

In his early drafting, Arjun obsessed over text slogans and features. But the client said
that the ads seemed “flat” and “uninspired.” Intrigued, Arjun started delving into the
psychology of colours. He found that red can encourage urgency and passion, blue
leads to trust and calmness, green implies balance and renewal while yellow inspires
happiness and focus.

* Blue backgrounds in promotional videos to foster trust.

e Greentouch points in images that help to associate the product with health and
energy.

¢ Yellow color highlights in taglines to draw attention and communicate optimism.

When they launched, the campaign resulted in 35% more app downloads and higher
customer engagement. The client liked that the design “spoke to emotions, not just the
mind.”

It dawned on Arjun that colour choices were not arbitrary design features, they were
subconscious cues - influencing decision-making and consumer behaviour.

Critical Thinking Question:

What would be your pitch to the client as Arjun, on why colour psychology is not a
preference, but a scientifically proven strategy for more engagement, trust and
persuasion in marketing campaigns?

2.1 The Role of Red in Psychology

Color, for hundreds of years, has been known to be more than a visual experience; in
fact, itis a psychological force used to affect human perception and behavior. Of all the
shades, red is one of the most distinct, headturning and emotive. Red is the longest
wavelength in the visible spectrum and tends to be highly stimulating to the human
eye. Red Stimulation As itis highly stimulating, red typically evokes strong emotional
reactions—including passion and excitement as well as aggression to warning. The
symbolic and psychological effects of such punishment can be found in both
biological and social history. Under these three large themes, this section discusses red
and its role in psychology: as a representative of passion and energy; as related to
aggression and being alert; and with invariability for cultural interpretations.
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2.1.1 Red and Its Association with Passion and Energy

Red is known across the world as a colour of passion, energy and sizzling intensity. Itis
so vibrant at that it insists upon demanding our attention, frequently prompting
overwhelming reactions. This connection can be understood on the basis of biological
reaction, as well as cultural symbolism.

Biological Explanations

Physiological effects of red The perception of the color red carries influence among
individuals when it comes to physiological responses like raised blood pressure, heart
rate or even adrenaline release. The palpable physical sensations that go hand in hand
with feelings of passion, arousal or urgency.

In this way, red is a natural booster and charger of the human system.
Red and Attraction

The most researched connection of red to attraction and romance. It has been found
that people dressed in red are perceived as being more attractive, confident and
desirable as there are psychological effects of color. This phenomenon might be related
to evolutionary preferences.Banse / Evolution and Human Behavior 27 (2006) 333-345
339 the factthatred can indicate fertility and health. For example, experiments have
revealed that women in red are viewed more favorably under both social and romantic
conditions, while men displaying red cues (for instance, red ties or cars) are rated as
more dominant and powerful.

Red in Work and Performance

Red is associated with more than just love, it's also related to performance and
motivation. A psychological bias also applies to red jerseys in competitive sports.
Studies have shown that athletes in red might feel more confident and opponents might
see them as more aggressive or dominant. And red in branding and advertising to create
urgency and promptinstant action, as with clearance sales or “buy now” buttons on
websites.

Symbolism of Energy

Red is also the color thatrepresents life force and vitality in many cultures. It has
many times symbolized for celebrating that strength, vigor and healthliness. This is the
underlying imagery in which red is used in festivals, national flags and corporate
identities wanting to associate themselves with activity and expansion.

Did You Know?
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“Studies have demonstrated that athletes wearing red clothes are statistically more
likely to win matches in competitive sports because both players and referees make
unconscious associations between red clothing and dominance and strength.”

2.1.2 Red and Aggression/Alertness

While red conveys positive perceptions like passion and energy, it is also heavily
associated with aggression, danger, and vigilance. This duelling relationship makes red
one of the most complicated colours to study psychologically.

Red as a Warning Signal

Red can be a warning colour in the wild. Plenty of animals including snakes and frogs
have red markings as a warning sign for danger or poison. For humans, red blood is a
sign of injury while fire represents destruction. These hard-drilled associations explain
why throughout the world red is used in warning signs, stop signals and emergency
lights.

The fact that it commands attention makes it useful for alerting people to a possible
danger.

Aggression and Competition

On a psychological level, red can stimulate heightened feelings of aggression and
competitiveness. Research in behavioral psychology has indicated that viewing red
prior to work may cause feelings of agitation or hostility. In competitive scenarios, the
athletes may unconsciously perceive opponents in red uniforms as stronger or more
powerful. And because Red is already intrinsically associated with power and
dominance, it can increase feelings of aggression in people or the collective.

Red in Cognitive Tasks

Interestingly, red has been found to inhibit certain types of performance, particularly
analytical thinking or focus. One study found that students shown a red color before
taking an exam experienced more anxiety and did worse than students shown blue or
green. This is thought to be because red has a strong association with warnings, errors
and failure that may put the brain in avoidance mode as opposed to creative problem-
solving mode. Alertness and Arousal

While red is notideal in cognitive environments, it stimulates alertness. As it pushes
the body along its immanent pathways, red environments can boost focus on detail
and alertness. This is why red is a common choice in situations necessitating an urgent
response: think alarms, traffic lights or fluorescent safety gear. In other words, the
notice me colour is red.
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2.1.3 Cultural Interpretations of Red

Biology offers universal germs of instinct, but across societies all manner of cultural
traditions, religions and histories confer red with particular symbolic value. These
perceptions also define how the red color affects people in everyday situations,
marketing and social rituals and practices.

Red in Eastern Cultures
Red is a very happy colorin many Asian cultures.

e China: The colorred is said to represent luck, joy and prosperity. It is the primary
colour in Lunar New Year festivals, and brides wear red dresses as a symbol of
happiness and fertility. Gifts of red envelopes filled with money (hongbao) are
presented as a token of good fortune.

¢ India: Red symbolizes purity, a joyous marriage and fertility. Marrying couples often
wear red saris; the color also represents power and auspiciousness in religious
ceremonies. Marine ishades of saffron red are considered to be sacred in Hinduism.

¢ Japan: Red is a healing hue, representing life, energy and power. Red is the color of a
bright future and strong flame.

Red in Western Cultures
In the West, red has more complicated connotations.

e Itis also commonly linked with love, romance and passion, especially on occasions
like Valentine’s Day.

¢ Atthe same time it symbolizes danger, attack and warning. Red stop signs, fire
engines and warning labels further its association with warning.

¢ Politically, red is associated with socialism and communism in threads of thought like
labor movements etc, whereas in fashion it stands for a sense of daring boldness and
glamor (red carpets, dresses etc).

Red in Middle Eastern Cultures

There are versions of the interpretation across the Middle East:

¢ In parts of the world, red means danger and warning or even evil.
e Elsewhere itis love, sacrifice.

* There are also reds that exist within national flags too — symbolizing strength,
courage or martyrdom.
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Red in African Cultures

In many African cultures, red is a color of life force and vitality and potency — but also
mourning and death. The Maasai of Kenya and Tanzania, for instance, wear red to
represent strength and unity. Itis employed as an emblem of life and deathin some
sorcery areas.

Red in Latin America

Red is a color of religious sacrifices and life, as influenced by Catholicism. It can also
be political party or festive party. LaEl-In honor of an uncle and a cousin, as well as to
celebrate her Mexican heritage, Marquez-Valdes’ firstborn was named after the red
portion of flag that represents unity (according to legend) and bravery.

Integrative Perspective

The psychology of red demonstrates the multiple meanings and traits of this colour. It’s
thrilling and unnerving, inviting or chilling; it entices you yet keeps you at bay. You can
only really understand its effects within the realms of biology, psychology and culture.

* Biologically, red promotes intense physiological arousal related to heart rate, energy
and attention.

¢ Psychically, it stimulates feelings of passion, love, anger and can create mental
alertness.

e Culturally, itis associated with joy in some societies and peril in others,
demonstrating colour meanings are socially constructed and highly contextual.

Some level of mastery over the multiple dimensions of red is critical in domains such
as marketing, education, sports and design together with international relations. Abuse
of red can marginalize viewers, but thoughtful use enhances engagement,
communication and emotional connects.

2.2 The Calming Effect of Blue

Studies of colour psychology demonstrate how colours can elicit emotional responses,
impact behaviour and be imbued with cultural associations. Blue is likely the most
universally liked of all colours, it's used practically everywhere in business and therapy
and culture. Blue, because it takes up the shortest wavelength range in the visible
spectrum, physiologically calms us down by reducing our heart rate and blood
pressure as well as motivate serenity feelings and a sense of stability. Psychologically,
Itis peace orderly and reliable. Blue, in both branding and healthcare, is used
strategically to convey trust and reduce stress. However, its cultural interpretations

are plentiful, further complicating it.

Z"—.I turnltln Page 8 of 23 - Al Writing Submission Submission ID  trn:oid:::3618:127579343



z'l_.l turnitin  Page 9 of 23- Arwriting Submission Submission ID _ trn:oid::3618:127579343

2.2.1 Blue and Its Association with Calmness and Trust Psychological Associations

Blue is peaceful and calm and very stable. The human nervous system relaxes under
natural crystalline vibration ways, creating a normal state of being, and that is how
Vedic stones harmonize and settle the mind. This relationship is a result of natural
phenomena: the limitless blue sky and great blue oceans are reminiscent of stability
and longevity. These are associations that produce feelings of safety and peace when
people see the colour in environments or products.

e Tranquility: The paler blues (sky blue, aqua, etc.) are calming and suggest open
space. Places designed to relieve us are often painted in these colors — schools,
therapy rooms, meditation spaces.

e Confidence: Darker colors (teal, royal blue) evoke professionalism, a commanding
presence and trustworthiness. Dark blue is as often seen in bank, insurance and tech
company logotypes wanting to convey trustworthiness, reliability and safekeeping.

Physiological Effects

Blue light has been demonstrated to allow circadian rhythm adjustment while
increasing alertness without stimulating nerves. Soft blue spaces that lower blood
pressure or slow breathing rates, and might be used in therapy.

Applications in Everyday Life

e Marketing: Blue is the world’s favorite color and most companies choose blue for
their logo or branding because it represents trustworthiness and dependability. For
instance, blue is used by Facebook, IBM and Samsung to convey trustworthiness.

e Style: Blue is a colour of confidence and professionalism in clothing, hence you must
have seen a lot of blue for interviews and formal events.

e Sports: Blue team uniforms are seen as less aggressive than red ones, fitting in with
the color’s soothing image.

2.2.2 Blue in Professional and Medical Settings
Professional Settings

Corporate Branding: Blue is the preferred colour for corporations that want to appear
trustworthy, modern and authoritative. Blue is turned to by Banks like Barclays, Chase
or PayPal because they want to reassure their clients of its stability. It’s used by tech
companies such as Dell and HP to convey reliability and innovation.
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Office Design: In offices, blue color is used in meeting rooms for aiding focus and calm
decision making. Red incites urgency, blue on the other hand promotes clarity and
logical thinking.

Uniforms: Business attire in blues makes ones feel confident, but it’s not intimidating
or off-putting from business suits to airline uniforms.

Medical Settings

Hospitals and Clinics-Blue is used broadly for patient rooms, waiting areas, and
medical scrubs. Researchers have found that the blue hues decrease patient anxiety,
lower stress, and help healing.

Surgery: Surgeons and operating room staff typically wear light blue or green scrubs to
resist blood stains, because the ceramic tiles in a hyperbaric chamber trap bacteria are
easy to clean. The soothing quality of blue also has positive effects on both medical
personnel and patientsin high stress areas.

Mental Health Therapy: Psychologists and therapists will frequently dress their therapy
rooms in blue, in an attempt to make them non-threatening, safe spaces that foster
open discussion.

Educational Applications

Blue is commonly seen in classrooms and libraries to help students concentrate and
promote calm study. It’s one | particularly like using in exams, as it encourages students
to focus without feeling anxious (like those bright colours sometimes make people
feel).

Did you know?

“Why do we choose blue or green scrubs for surgeons? Not just to be in contrast with
blood — the same reason chroma key is green — but because it does help to alleviate
eye fatigue and increase visual acuity, which helps the eyes remain more focused during
surgery,” said Dr. Sergio Subirats, a board certified surgeon in Florida.

2.2.3 Cultural Interpretations of Blue

Blue itself is rich in universal associations for calm and trust, but the cultural meanings
of each color are far from standardised around the world. These readings illustrate how
colour symbolism is influenced by history, religion and the environment.

Western Cultures
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Blue represents peace, tranquility and stability in western cultures. Masculinity is
heavily associated with it, in terms of clothing and even toys for kids. Blue also conveys
sadness, or melancholy as in the expression “feeling blue.” The double signification—
on the one hand, tranquillity and on the other hand, melancholy—conveys how
complex is this colour in Western cultures.

¢ China: Blue represents immortality and healing, but also youth.

¢ India: Blue represents the Divine form of Hinduism, in particular that of god Krishna
whose skin is dark blue and foretells his all-pervasiveness.

¢ Japan: Blue is the color of purity, cleanliness and everyday life. It’s also a mark of
coolness and it’s correlated with social harmony.

Middle Eastern Cultures

Itis also widely considered protective and spiritual. It has been thought of as a shield
against evil, both for amulets and in lost wax casting of architecture. Divinity,
Spirituality & Theology: Blue is also believed to be one of Islam’s holiest colours.

African Cultures

And in some African societies, blue means love and peace. It is also used in ritualistic
ceremonies to symbolize connecting with nature and the other world. Darker shades of
navy could perhaps suggest mourning or the in-between.

Latin American Cultures

The color blue has been linked with religious faith for centuries. In Catholic art, the
Virgin Mary is frequently cloaked in blue and white, signifying purity, humility and divine
grace. On a national scale, blue is the color for freedom and sovereignty meaning it's
appropriate that countries like Argentina and El Salvador feature the colour on their
flags.

Integrative Perspective

Blue is a color that resonates or appeals to almost everyone in the positive influence
psychology. It has emotional calming, trust-building and focus-enhancing properties
(ideal for both business and wellbeing settings). Cultural readings also suggest that
blue is not always positive, although it usually is. It could mean God in one culture, and
manliness or sorrow in another. And here lies complex being - the complexities of
cultural sensitivity around using blue in communications and branding, in and beyond
new zealand.

¢ Blue is also a calming color, physiologically soothing the nervous system and
mentally stimulating the mind.

¢ It says trust, calmness, and professionality on a psychological level.
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eCulturally it carries a broad set of associations, from spiritual to purity to sorrowful to
watch.

Comprehending blue at each of its levels provides opportunities for designers,
educators, doctors and international marketers to use them with sensitivity and
understanding about global effects as well as varying impacts.

2.3 Green: Balance and Harmony

Green is a unique color in colour psychology However, since it lies inthe centre of the
spectrum, it can be described with some degree of latitude. Green is the most restful
colour for our eyes Between warm and cool at spectrum’s ends, green represents
equilibrium between the two. It represents growth and regeneration, it evokes moving
forward, butis also rife with psychological and cultural significance. Red revs us up,
blue cools us down and green is the great balancer: It’s tranquillity-friendly — it
delivers serenity without a hint of dull or drab. Its associations range from nature and
eco-consciousness to its therapeutic and spiritual possibilities.

2.3.1 Green as a Symbol of Nature and Renewal Connection to Nature

Chlorophyll, the photosynthetic pigment that most plants depend on to survive, imparts
red and yellow hues as well as shades of green (which predominate during the growing
season) to plants themselves; using it in art therefore marks an association with life.
This organic association then stands for the health, growth and renewal of all things
green. In terms of evolution, green means food and water; it means shelter — things
that are essential to life. This is why people feel so safe and well in the presence of
green places.

Symbol of Renewal

Well, the color “green” has always been a symbol forrenewal and new beginnings. In
many cultures, spring is also a symbol forrebirth and renewal, flowering plants
inevitably provide the new colors of life as in the coming Spring after winter dormancy.
Ritual and art, festival and religion frequently pair green with hope and cyclical
renewal.

Green and Environmentalism

Today green has become the international synonym for ecological movements. Even
the word “green” is associated with being environmentally-conscious, green and thrifty.
Greenis acommon choice for companies and organizations to use in their logos and
promotional materials as it represents the environment. This adds to the symbolic
connection with life, growth and continuity of colour.
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Cultural Associations with Renewal

e Western Cultures: Green is associated with growth, success and renewal. The four-
leaf clover and emerald green are linked to Irish luck traditions.

e Eastern Cultures: To Islam, green is a holy color and symbolizes paradise and the
divine life. In China, green is often symbolic of growth and harmony, butin some cases
it can take on negative meanings (for instance a “green hat” is associated with being
cheated on).

* Global Perspective:Green is one of the most universally loved colours and it spans
across cultures, evoking fertility, freshness and the environment.

2.3.2 The psychological impact: Balance and harmony Balance between warm and
cold

Where people are on the spectrum, psychologically speaking, matters. It's a good mix
of the soothing nature of blue and the energizing nature of yellow. Such is the fact that
green both resteth and pleaseth the sight; it ministers to us excitement, bereft of
disgust.

Restorative Effects

Studies in environmental psychology have shown that people who spend time among
green spaces often feel more relaxed, less tired and happier than those who do not.
This process, known as “attention restoration theory”, indicates that people can
concentrate better after spending time in nature or even looking at scenes of nature.

Emotional Stability

Green is already known to help us build an environment for collaboration and lessens
fighting or it makes the space feel safe. That’s why green is often the favourite choice in
work spaces, schools and therapy centres.

Creativity and Focus

Studies also have found that green enhances creative performance and concentration.
It’s also been associated with improved performance — for example, catching a
glimpse of green right before doing a creative task. This is thoughtto be because green
represents growth and potential, activating the brain for creative thinking.

Negative Associations

While mostly positive, green can have negative connotations in certain situations. In
Western idioms, “green-eyed” means envious or jealous. Greens too dark or muddy
may be apperceived as solidification and rot rather than life.
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This relation emphasizes the role of context and denomination in design or symbolic
usage of green.

“Activity”

Imagine two classrooms, one that has been “greened” with touches of green (walls,
plants or boards) and the other not. Notice orimagine the variation in student

attention, anxiety and engagement. Write a 300-word report comparing the two settings,
explaining how green promotes balance and harmony when it comes to learning.

2.3.3 Green in Healing and Well-being Healing Environments

Green is applied copiously in hospitals, clinics and wellness centres because it has
calming properties. It has a calming effect that reduces anxiety and promotes peace.
Recovery room spaces colored in soft greens induced higher overall experience with the
environment and green decorations reduced perceived waiting time and stress in
waiting rooms.

Chromotherapy Applications

Green is a healing colour —in colour therapy (chromotherapy) it is considered to be the
balancer. Advocates say it strengthens the heart, promotes circulation and steadies
emotions. Therapeutic use is not widely accepted in the scientific community and
skeptics will demand further proof, however they cannot argue with placebo effect--and
green tea gets high marks as a comfort food!

Green and Mental Health

Visiting parks or gardens is very significantly associated with better mental health.
Studies have found that those who can access green spaces reduce the risk of
depression and anxiety. The Japanese ritual of shinrin-yoku (literally forest bathing) is a
great example for this, where being immersed in a green setting is the key for mental
and physical recovery.

Workplace and Educational Settings

Exercise: The same reasoning applies to the beneficial effects of green spaces on
mental health as to exercise.

¢ Schools: One is green-soaked classrooms, or outdoor learning spaces for schools,
which can help pupils focus and stay calm.

Holistic Well-being
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Green therapy is not only vital for the health of our emotions and spirits; itis also
necessary as part of physical healing. Green brings harmony and nature into the
environment, for this reasonitis popularto be used in meditating centers. In certain
spiritual belief systems, green is the color of the heart chakra representing love and
tenderness.

Integrative Perspective

* Promotes mental and emotional equilibrium, alleviates stress, encourages creativity
and provides an emotionally stabilizing influence.

¢ In the field of health, itis used in hospitals, schools and workplaces aswell as on a
spiritual journey to assist with physical emotional and mental well-being.

That said, the cultural differences are a reminder that green’s interpretations aren’t
always universal. Although it symbolises paradise in Islamic societies and good fortune
in the West, there are dark connotations attached to it across the world. Its subtle
readings suggest thatitis necessary to be aware of cultural specificity in thinking about
green across the world. For students who learn about the psychology of colour, green
demonstrates how a single hue can be a powerful force in encouraging harmony and
renewal — one that’s been shown to influence health, productivity and human
integration with nature.

Green's Symbolism in Environmentalism

Nature Renewal

Environmentalism

Figure 2.1

2.4 Yellow: Happiness and Attention

That sort of bonkers psychology of yellow is an argument for just how alive the color s,
and why we feel its vibration notonly in our eyes but also in our bodies. Sunshine in
colour- yellow symbolises happiness and warmth with plenty of cheer, optimism, fun
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and original thoughts! Psychologically, yellow is emotional maximum helping and
bursting out with brightness and energy. **It can even lead to over-stimulation if itisn’t
channeled well, into anxious or uncomfortable feelings. Yellow also represents
profound and terrifying human emotion.

2.4.1 Yellow as a Symbol of Optimism and Joy Connection to Sunlight and Warmth

The sun is of course associated with the color yellow, anditis that interstellar energy.
The bond is responsible for why, metaphorically speaking, yellow represents heat,
optimism and life. some yellow people What does shine mean, when it says something
to the sun?You have a busy day and then you get to feel, that somewhere in that tangle
of what’s outside yourself there is enough gold. It’s another of those things that gives
instinctive emotional lift, because people have appreciated over many years now that
daylight does affect mood and awake/sleep rhythms.

Positive Psychological Impact

e Optimism: Yellow is associated with optimism, happiness and the promise of a
positive future. Friendship smile can move waves of happiness and is effective for
campaigns or places in which an overall sense of well being is desired.

Happiness: Light yellow is the color of joy in movement, sunshine, pleasure and all
related to it, like brain force — ozone as in sunlight on the skin being food for the brain; it
isa color of feeling susceptible while under observation, when appearances are
assumed. Yellow is a color that children’s brands use to introduce some playful and
pleasurable features. “

¢ Creativity: Yellow is the color of intellect, and activates the mental faculties,
promoting creativity. Studies have indicated that yellow environments encourage
creative thinking, making it an excellent choice for use in problem-solving companies
or design firms.

Symbolic Applications

* Branding: Yellow is used by businesses like McDonald’s and Snapchat to convey
friendliness, energy and access.

¢ Festivals and Rituals: Yellow has been regarded as sacred color in Hindu tradition
since ages; it especially signifies spring and the festival of Vasant Panchami. For
Westerners, yellow flowers are symbolic of joy and friendship.

2.4.2 Yellow and Attention/Concentration High Visibility and Attention-Grabbing
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The yellow is the brightest and most visible of these colors. This is why yellow makes a
good colour for traffic signs and highlighters and warning signs. It is bright enough to
stop you in your tracks and stare.

Cognitive Effects

The color yellow causes the world to be brighter and, activates clearer thoughts; the
memory will even improve, attention will increase. In educational psychology, yellow in
study materials is helping you focus and remember! We’re trying to extract the
important stuff, and you can’t get that out of the words with more force than a
highlighter pen or Post-It note.

Learning and Productivity

¢ In Schools: Yellow accents in classrooms may help students feel more alert and
engaged, especially young ones.

¢ Inthe Office: Yellow creates an energizing atmosphere, fostering creativity in
workspaces that could use some new ideas and fresh energy.

* G P S S: Yellow sign, wayfinding system58 can be appear at once and top the league.
Function in Marketing and Consumers Behaviour

Yellow is a popular color marketers use to catch the eye for promotions and sales.
Also, clearance tags, ads and “limited time offers” frequently use yellow to create a
sense of urgency without delivering a negative feel. Fast-food chains combine yellow
with red to induce hunger as well as promote speed in making decisions.

2.4.3 Overuse of Yellow: Anxiety and Restlessness

For all its cheerful connotations, yellow is a colour to be used with care. Its high
illuminance is capable of capturing attention, but too much light causes unpleasant
psychological sensations.

Overstimulation and Anxiety

When you are exposed to too much yellow, you may find your nerves are on edge;
agitated or even angry. Studies show that babies cry more often in yellow painted
rooms, indicating a negative physiological response to the color. Excessive exposure to
deep shades of yellow has been found to make adults more stressful, not less.

Restlessness and Fatigue

Whereas yellow is energizing, too much of it can wear on the mind and eyes. Its
reflectance can be very hard on the eyes or cause headaches and overall discomfortin
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high saturation yellow surroundings. This is why we see yellow as an accent colour more
often than a primary colour in home design.

Misuse in Professional Settings

Too much yellow can be a concern in busy workplaces or study areas calling for the
highest levels of concentration. It might have a different effect, however: Rather than
make us more productive workers (or students), it may actually make us even more
distracted and less focused. Likewise too much yellow in a hospital or clinic may not
be conducive to the relaxed mood sought for recuperation.

Balancing Yellow

Designers and marketers use the colour yellow. They do this because yellow is a colour
that can communicate happiness and joy. The colour yellow also makes people feel
open. This is a thing because yellow does not leave people feeling nothing. The colour
yellow can be a bit much sometimes. These colours are calming. This type of yellow will
not be too much, for people.

Integrative Perspective

The colour yellow is really interesting. Yellow represents a paradox in colour psychology.
Itis thought of as uplifting. At the time intense yellow can be eye-straining. This is what
makes the colour yellow so unusual. Yellow is a colour that can have two different
effects, on people.

* The color yellow is a symbol that makes people think of things like being happy and
feeling optimistic. This is because yellow is the color of sunlight, which also makes
people feel creative.

e Mentally this thing helps you focus and think clearly. So it is a choice when you need to
learn about marketing and finding your way around. This is really important when
learning marketing and wayfinding are necessary, for what you do.

People should be careful when using this because it can cause anxiety, fussiness and
even exhaustion if they do it much. So it is very important to use it in a way when
designing and applying it.

Attention to cultural and contextual implications is necessary while interpreting yellow.
In the right proportions, yellow can light up a room and also inspire. Applied too
liberally, it risks defeating the very positivity it purports to promote.

Did you know?

“Research shows that babies cry more in yellow rooms, and that it may even
overstimulate the nervous system.
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2.5 Summary

< Red is one of the most potent colours in psychology and stands for passion, energy,
attraction and motivation. It can create physiological arousal, up confidence and
prompt quick decisions, which is why it works in sports and marketing.

+ Red on the other hand is associated with aggression, danger and caution. ltis a
common alerting cue used in stop signs, alarms as well as influences cognitive
performance by inducing anxiety when in examination situations.

« In terms of culture, red can mean many things: in China and India, prosperity, joy, and
marriage; in the West love or passion or danger; in the Middle East sacrifice as also
caution.

< It’s a universally calming, trust-inducing and constant color of blue. It decreases the
heart rate and stress level, so itis perfect for creating rooms at peace. Less bright
blues, on the other hand, represent openness, while dark shades connote
professionalism and authority.

< Blue is prevalent in professional and clinical settings. Corporations, banks and tech
companies use itin branding to indicate dependability. Blue is used in hospitals and
clinics to help soothe patients, while surgeons wear blue or green scrubs to prevent eye
strain.

< The color blue has a cultural association with purity in Japan, spirituality in the
Middle East and divinity in India (Krishna).

traditions. But in Western culture, blue has been associated with sadness since a
popular song about being “blue” or down was released.

* There is the very strong association of green with nature, growth, renewal. Balancing
hot and cold hues, it is defined by stability and harmony. Mentally, green soothes and
lessens stress, restores mental sanity and encourages creative thinking.

+ In healing, green can be found in hospitals, healing centers and places of work.
Exposure to green spaces is associated with better mental health and less anxiety,
such as in the practice of Japanese forest bathing (shinrin-yoku).

< Green symbolically conveys favorable associations such as fertility and prosperity
all over the world, though in Western idioms it sometimes means envy. In Islamic
traditions, it has religiously significant status as the color of paradise.

< Yellow is also the most noticeable color of all the spectrums. Itinspires optimism,
happiness and expression, all due to its sunlight reference. Yellow for sales and
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promotions to generate a mood of energy and importance marketers often employ
yellow.

+ During learning and working, the cognitive effect of yellow color can increase the
attention and memory. But the former can be overplayed to a point where it becomes
overactive, leaving us anxious and restless, or else wasted. Babies cry more in yellow
rooms, suggesting that when it’s overbearing, yellow has an unsettling effect.

* Yellow is honored in festivities such as Vasant Panchami in India and associated
with friendship and happiness in the Western world. It's strategic application should be
sparing-for the love of joy, comfort!

2.6 Key Terms

Passion Effect — Connection between red and stirring desire, action, a libido level.
Vigilance Trigger — Red’s function to warn of danger and wakefulness.

Trusting Colour - The symbolic and psychological role of Blue in trust and confidence.
Healing Hue - Green is the colour of balance, renewal and therapeutic well-being.
Attention Cue — The ability for yellow to draw attention being bright and eye-catching.

Cultural Relativity — How things that are red, blue, green, yellow may have different
meanings in different societies.

Chromotherapy — The application of certain colours, like green or blue, for emotional
and physiological recovery.

Emotional Spectrum — Range of emotion which can be expressed with warm, cool and
neutral colours.

2.7 Descriptive Questions

How do we read in the color red, for example? What type of effect does it have on
motivation, passion, and energy both biologically and socially?

Why is red frequently used in stop signs, alarms and competitor sports uniforms?

What psychological and physiological effects does blue have on hospital and business
settings?

Contrast how blue is associated with Western versus Eastern and Middle Eastern
interpretations of the color's mysticism.
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Discuss why the color green represents balance and rejuvenation, and explore how it
contributes to mental health.

What do we know about evidence-based design with green for healthcare and
wellbeing?

Why is yellow so powerful at boosting attention and memory, and why do we use it for
education and marketing?

Mixed Messages What are the dangers of abusing yellow, and how can designers
temper its impact?
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2.9 Case Study

Colour Psychology for Branding, Health and Learning Spaces

Introduction

Colors are not just decorative decisions — they evoke powerful psychological effects
and they have an impact on feelings, behaviors and credibility. Four colors, red, blue,
green and yellow have particular importance in the influencing of human experiences
because they are strongly linked biologically and culturally. This case study examines
how the concept of colour psychology was utilised by a leading international food
services facilities management brand and a Korean healthcare institution in order to
strengthen their branding, enhance customer engagement and promote health.

Background
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A multinational consumer brand and a major, urban hospital had problems centered
around user engagement and emotion. The company had not been able to build a
strong emotional brand that resonated with its patients globally and hospitals were
stressful places where people felt nervous and unable to relax. Both institutions faced
the problem and searched for answers in colour psychology.

¢ The Brand Challenge: Design and packaging aesthetics were visually appealing, but
unoriginalin a crowded category. According to customer survey responses, the
campaigns were “flat,” failing to inspire feelings of excitement or trust among
customers.

* The Healthcare Dilemma: Enclosed in a hospital with its sterile white interiors added
to the anxiety of being hospitalized. Staff in the paediatric wards also noted that
children were highly anxious.

Problem 1: Ineffective Marketing Colours

The brand advertising was driven by sterile greys and icy blues that signaled
professional, if not terribly exciting.

Solution:

The marketing department adjusted its campaigns accordingly with red dominating for
urgency and action calls elements, yellow accents to make more noise and optimism
and blue hues to deliver security on financial service promotions. An ideal mix of these
colors led to greater emotional engagement and loyalty.

Issue 2: Tensions within Health Care Settings

The hospital’s excessive use of white made it feel sterile and cold. Patients complained
it was hot, and children were particularly restless.

Solution:

Green accents and elements were added to waiting, reception, patient rooms for
balance and calming. Stress was reduced in treatment rooms with blue, while murals of
yellow in pediatric wards improved mood. Patient satisfaction scores improved, and
reported anxiety levels decreased after the redesign.

Issue 3: Learning with No Focus toiit.
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In related educational outreach, classrooms that were aesthetically purposed for
preschoolers and used muted colors didn’t promote student engagement nor did they
encourage a child’s concentration.

Solution:

Yellow was added in highlights to energize focus, with a green palette and accents
aiding balance and visual comfort. Teachers noticed a rise in student engagement and
attentiveness.

Reflective Questions

How can red and yellow be paired together in branding to evoke a sense of urgency but
also optimism?

What makes the color green soothing in health care and academic settings?

How do cultural backgrounds affect the impact of blue in branding your business?

Conclusion

Through general colour psychology strategies among marketing, wellness and
education the brand and hospital experienced more engagement, sense of well-being
and trust. The case illustrates the need for global communication and design that takes
into consideration, not just the psychological but also cultural aspects of colors such as
red, blue, green and yellow.
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Unit 3: Colour and Its Role in Design and Branding

Learning Outcomes:

1. Explain how colour works in the context of logo design and branding.

2. Reuvisit logos of established brands to witness how colour choice can influence the
way people perceive you.

3. Inthis Crayola Education lesson, students explore the power of color in advertising
to grab attention, trigger feelings and communicate across cultures.

4. Find out how colors affect mood interior designin homes, businesses and medical
facilities.

5. We will discuss how colour affects consumer purchasing decisions—impulse buys,
and age related preferences.

6. And applied color psychology to branding, advertising and design.

Content

3.0 Introductory Caselet

3.1 Colourin Logo Design

3.2 Colour Psychology in Advertising

3.3 Colour Choices in Interior Design

3.4 Colour and Consumer Buying Behavior
3.5 Summary

3.6 Key Terms

3.7 Descriptive Questions

3.8 References

3.9 Case Study

3.0 Introductory Caselet

3

“Starbucks and the Power of Green!’
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When you think of Starbucks, its iconic green siren logo probably comes to mind. This
is no accident. Grey colour Starbucks has a greyish undertone to its branding which is
only the change=Itself but because it's not set in stone that is does comes from trying
things out something will work and something won't.

Psychological: The color green is associated with nature, freshness, renewal, balance
and harmony. In selecting this color, Season indicates that Starbucks is a safe space to
sit back and escape the grind of life. Red says “click me fast”, yellow — positivity,
budgedy-y feels...Starbucks’ green says luxury and that you may take off time to have a
slower more enjoyable experience.

This color identity is additionally crucial for the company because it’s something that
they extend throughout their entire brand universe. Baristas wear green aprons, in-store
decor usually involves a lot of earthy tones and greens; and the brand often marries its
name to sustainability efforts that complement the “green” atmosphere. Its seasonal
promotions even tend to circle back to green as an anchor, building the brand both
recognition and loyalty.

Amid acrowded global coffee market, this small yet mighty use of color helps
Starbucks stand out. Customers not only associate green with coffee; they associate it
with comfort, community and ethical values all of which elevate emotional attachment
to the brand.

Starbucks is a perfect example of this: by applying color psychology to its coffee boxes,
Starbucks sets the stage — and expectations — of customer experience with ambient
cues. Because branding is about creating a sensory environment that affects mood,
thoughts and emotions, not just appeasing the senses at every touch-point on the path
to purchase.

Critical Thinking Question

Had Starbucks used a color such as red or yellow instead of green as their dominate
brand color, how would the perception of the company and experience be different?
Think about how these other colors could evoke unique emotions and lead to different
customer decisions.

3.1 Colourin Logo Design

Colourin logo design refers to the colour theory used in order to evoke a brand's
emotions and feeling. It denotes difference, emotions and meaning. The right
application of colors also helps ensure visibility and maintains an effective conveyance
of the desired brand message, leading to easy recognition in markets thatare
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becoming more saturated in terms of competition and where cultural contexts diversify
more divergent.

3.1.1 Therole of colour in branding

Brand identity is established in colour - both on a feeling, recognition and value level by
creating trust of the customer and fans alike at push buttons as loyalty, deep
connection, purposes.

Instant Recognition

“Consumers feel better about brands they know, and one of the first things they notice
is colour. Indeed, it's even been shown that we humans are faster at recognising a brand
via its colours as opposed to its name or shape! Consider the red and white of Coca-
Cola, or the brown of UPS; these colors are so ingrained in our minds we have an instant
association.

Emotional Messaging

Colour can be used to share the brand’s values emotively. Blue bank is trust and safe
and green health companyis healthy and nature. It’s emotionally resonant, and that
earns trust and loyalty from customers.

Market Differentiation

Distinctive colours become a necessary discriminator when there are multiple brands
competing in a sector. Consider the competitive jewelry market, where Tiffany & Co.
sets itself apart with its turquoise-blue box. Brands may not be able to differentiate
themselves without colour contrast.

Consistency Across Touchpoints

A solid brand relies on consistency. This color would be uniform in packaging,
websites, advertising and perhaps retail. The ongoing use of the brand like this has a
cumulate effect on our memory for it, and makes the brand seem reliable and credible.

Cultural Relevance

Colours also carry cultural meanings. “Red in China is good luck; red in Western culture
implies passion or urgency,” said Bakh. The ability to recognize and leverage such
nuances is critical for brands to get right when speaking to diverse audiences around
the world.
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Figure 3.1

3.1.2 Case Studies of Famous Logos and Colour Choices
Let's see how much effort and thoughts are devoted to color in real life examples:
Coca-Cola (Red)

Red-on-white has been the globalface of Coca-Cola. Red is a fiery, fun, and joyous
color - very appropriate to the brand’s historical roots in imparting joy at social
gatherings. ‘The IDEAbrand Naming Agency’ has just published a list of the 25 most
influential ad campaigns in history and red (coupled with white) stands out - literally-
along side some very stylish company.

McDonald’s (Red and Yellow)

McDonald’s may be smart when it comes to red and yellow. Red drives hunger and
urgency, encouraging fast purchases, while yellow is associated with happy, warm and
friendly. Together, they all serve to create an inviting, 'family friendly' environment that's
consistent with the fast food chain.

Apple (Silver, White, Black)

The minimalist metallic colours - silver and white, then black -apples use also provides
a perfect canvas for the brand promises simplicity, innovation and quality. These are the
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tones of sophistication, modernity and timelessness that Apple somehow makes plain
janey and posh atonce.

Starbucks (Green)

Green is also the brand color of Starbucks which symbolizes freshness, community and
relaxations. It’s not so much about the coffee experience as it is about the slots of time
spent drinking coffee. The colour makes the space feel inviting and friendly and
becomes a “third place” between home and work.

Nike (Black and White)

Nike also loves their monotone palettes. Black for power, might, tyranny and white as
a metaphor of peace, purity and universality. This coy stance lets Nike be bold and
flexible, to keep the swoosh powerful at every scale.

Google (Multicoloured Logo)

Source: Google’s logo attracts attention in part due to its use of several vibrant hues
(blue, red, yellow, and green). It's a message of diversity, inclusiveness and creativity. It
reflects the company's mission of providing widespread access to contentin a fun,
non-limiting way.

These examples show the decision of what colours are put into a logo is not arbitrary,
it's purposeful to help convey meaningin a brand's identity.

3.1.3 Psychological Impact of Logo Colours

Psychological effects of colours are some of the most powerful hacks in branding.
Every color conjures emotional reactions that influence the way people perceive and
engage with the brand:

Red - Red is a strong symbol for logo design and branding, this colour has connotation
with excitement, passion urgency as well as appetite. It is a good choice for food
brands for its psychological effects - it stimulates appetite and gives one an energy
boost and that is why you see food related brands like KFC, Coca Cola etc use red as
their brand color. When you walk into a store and are bombarded with sales, red is being
used to divert attention, promote impulse buying and create an atmosphere of urgency
that makes you want to take action now.

Blue

Blue is one of the most common and recognized colours that signify trust, stability,
tranquility and professionalism, which is why you’ll tend to see it used a lot in branding.
That makes sense, given its robust psychological associations with stability and
dependability — another reason it’s the default for so many financial institutions
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(PayPal, Visa) and tech companies (Facebook, IBM). Creating confidence and security,
the colour blue works to establish long-term trust in a product or brand - itis that sense
of reliability and professionalism.

Green

Green is closely related to nature, health, balance and sustainability, which makes it the
dominant color in brands alluding to environmentalism and wellness. Starbucks,

Whole Foods and Animal Planet use green to express freshness, natural living and
environmental consciousness. Its soothing and natural references resonate with
consumers who are eco- conscious, health-focused & creates connection points
around brand values of balance, growth and greenery.

Yellow

Yellow tends to represent happiness, friendliness and optimism so it is a great colour in
branding when you need to make people feel warm and good towards your brand. It’s
bright and stand-outish color naturally attracts attention, which is why brands like
McDonald’s, IKEA, and Snapchat have used it. Generating feelings of joy and
friendliness, yellow brings customers in fast while bring a mixture of energy and
playfulness to brand personality.

Black

Black is associated with luxury, sophistication, authority and exclusivity, as you would
expect from its frequent use in premium and high-end branding. The propensity for this
color to modern, while staying classic at the same time, is effectively used by luxury
labels such asChanelandPradawhen combined with black and sportswear brands like
Nike when added on white. With its sophisticated and premium image, black adds a
sense of prestige to the brand identity which often attracts an audience looking for
exclusivity and style.

White

Whiteness — a color of purity, lightness, simpleness and minimalism; build up or strip
down your brand to absolutely naked bone! Now it is into the neutral, clean and sharp
image that this colour provides, often used for contrast against darker colours as logos
from brands such as Apple, Adidas and Tesla. By being transparent and simple, white
gives products + brand identities an instant clean, modern and timeless look -
encouraging accuracy and organisation.

Purple

The colour purple is often linked to creativity, originality an droyalty as well as fantasy,
S0 it’s a unique and interesting choice for a brand. Associated with richness and
decadence That’s why big brands like Cabdory, Hallmark and even Yahoo use itto
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convey their uniqueness and high end value. With its air of the exclusive and artistic,
purple is a color for consumers who want to express themselves creatively or who
fancy something more otherworldly in their luxury experience.

Orange

Colour Theory:Orange is very much a colour of energy, and excitement and youth. It has
that fresh feel, that you would (generally) want associated with your college.Fresh
youthful colour.)paren This bright and cheeky aesthetic is best demonstrated by Fanta,
Nickelodeon and Amazon’s “smile,” which all utilise orange to represent creativity and
fun. The use of warmth, the play with visibility make orange very attractive to young

people - as do friends on a happy day.

The decision to use colourin alogo can significantly impact consumers’ perceptions of
the brand too, whether users realise it or not. A dissonance between the brand
personality and colour choice could potentially create confusion, whereas alignment
promotes emotional connection and greater loyalty to a brand.

“Activity: Decode the Logo Colours”

Students will be presented with five well-known logos (Coca-Cola, McDonald’s,
Starbucks, Apple and Nike). They have to show the colours they picked, tell what
feelings these colours represent and explain those help maintain the brand. the groups
to share their new meaning with the group.

3.2 Colour Psychology in Advertising
3.2.1 Use of Colour to Attract Attention

Getting noticed is the primary objective of any advertisement. In media-saturated
environments on television, digital platforms, outdoor billboards, colour is a tool to
make an ad pop.

High-Visibility Colours

Vivid colors like red, yellow and orange are good attention getters. Generally, it
stimulates urgency and catches the eye.How generic is that red was used in
CLEARANCE SALE posters while e.g. blue was better for conventional SALEs? Itis
commonly employed on stickers or producttagged designed for discount as well as
items’ highlights.

Contrast and Focal Points
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Adhervertisers frequently use this technique by introducing color contrast to assure that
critical message components (e.g. brand name, slogan, call of action) stand out. A
vibrant color set against a soft backdrop gives the eye a place to rest. Amazon, for
example, uses orange “Add to Cart” buttons on an otherwise white interface to draw
users’ focus.

Environmental Context

The colour combinations on outdoor billboards can be seen, even when the viewer is
far away or in a busy urban environment.

A dark backdrop with bright yellow/white text gives enough positive to be easily seenin
the darkness.

Consistency with Brand Recall

Replication of the same colour reinforces brand memory. The red in its play-button logo
makes YouTube ads easy to recognize, and Facebook also counts on a recognizable
blue.

The push component also requires the strategic use of attention-getting colors which
are necessary to start the consumer’s interaction with an advertisement.

3.2.2 Emotional Appeals through Colour

Once you've captured their attention, advertise that makes people feel something are
the ones that ultimately drive attitudes and purchase intent. Colour is the connection
between rational and emotional communication.

Hot Colours for Excitement and Urgency

Additionally, red, orange and yellow are high energy, exciting colors. Fast-food stores
such as Burger King and McDonald’s employ these colours not only in their logos but
also in their advertising to stimulate hunger and speedy choices. Another instance of
warm colors inducing urgency among consumers is the red “limited-time offer” banner
in retail advertising.

Cool Hues for Trust and Dependability

Blue and green create a sense of tranquility, safety, and assurance. Institutions like
American Express and health-care companies frequently use blue in ads to suggest
dependability. Green is employed in advertisements for eco-friendly products to
highlight fresh, healthy connotations.

Luxury and Exclusivity
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Black, gold and silver are used to convey a sense of sophistication and importance.
Black-and-gold is a fairly ubiquitous combo in luxury-brand perfume ads, for example.
For example, black in Chanel’s advertising is used heavily to suggest timeless luxury.

Creativity and Playfulness

Vibrant multi-colourschemesconvery diversity, playfulness and creativity. Use of
colourful colour palettes is common in children’s brands and tech start-ups. Lego, for
example, uses primary colours to demonstrate the creative and playful nature of its
advertising.

Social Awareness Campaigns

The use of emotional colour motivators is also evident in public service
announcements. Anti-smoking adverts use extreme imagery like black-and-white
images with red labels to paint a picture of fear and gravity. Ads encouraging health
awareness around breast cancer often use pink to message sensitivity and solidarity.

The Psychology of Colour in Marketing

Social
Awareness
Campaigns Warm Colours

Creativity and A~ ! B Cool Colours
Playfulness AN

Luxury and
Exclusivity

Figure 3.2

Hitting upon such emotionally resonant colours heightens the potential for advertising
to elicit consumer response above and beyond what they think when making lists of
reasons to buy a product.

Did You Know?

Were you aware that 85% of consumers say colour is the primary reason they buy a
product? Advertisers are more calculated in using the psychology of colors to influence
your purchasing decisions — red for urgency, blue for trust, black for luxury and green
for health — eliciting subconscious emotions that impact spending.
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3.2.3 Cross-Cultural Considerations in Advertising

Colours do not have the same meaning everywhere. Influences of cultural context on
Perceptions and emotions evoked by different Colours There are cultural connotations
that accompany the perception of colour, and move people to react differently, making
itimportant for advertisers to modify their campaign strategies in international markets.

Red Across Cultures

Red's significance would depend on how itis interpreted in different cultures, has been
a highly symbolic color. Red is a dynamic colour in Western countries where it most
frequently symbolizes passion, danger, or urgency in advertising and financial branding.
In China, by contrast, the color red is heavily symbolic of luck, prosperity and festivities
— it covers advertisements and decorations covering Chinese New Year. But in South
Africa, red is a powerful symbol of mourning. It shows just how long context and
culture shape the way we see these colours.

White Across Cultures

White has dual meanings in many cultures. In the West, white is a colour of purity and
peace, so it’s hardly surprising that many wedding advertisements and health care
branding features the colour. But in places like India, and a lot of East Asia, white is the
colour of mourning and funerals so it’s not a great colour to slap on festive or
celebratory advertising. This distinction apparently highlights the sociological
importance of (colour) choices in branding!

Black Across Cultures

In Western markets black is strongly associated with luxury, power and authority—thus
a key colour of (and for) high fashion brands. Its style, as in advertising, leads tothe
exclusiveness and attractiveness. For certain cultures, black has negative
connotations of death and may be at odds with the positive communication of a brand.
This bi-level interpretation of black is a reminder to respect regional differences when
employing this color in international marketing.

Green Across Cultures

In the Western world, green is closely linked to health, nature and sustainability —so it's
no surprise that it frequently appears in advertising things like organic (and alike)
products. Prior to this, in Islamic cultures the color green has been associated with
spiritual meaning that represents paradise, wealth and holiness. Its rarity in these
contexts adds to its potency as an advertising icon, since it not only signifies
environmental health but taps into deeply spiritual and cultural significance.

Purple Across Cultures

Z"—.I turnltln Page 12 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127577679



z'l_.l turnitin  Page 13 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127577679

Purple is associated with creativity, imagination and royalty in the western world so are
used a lot by brands that want to differentiate themselves or convey prestige. Here in
Brazil, and across much of Latin America, however, purple has an entirely different
association: Itis linked to grieving and loss. This cultural juxtaposition illustrates the
importance of context when it comes to using a color in advertising, as its addition to
promotional or celebratory campaigns driven in these areas could inadvertently spread
awful connotations.

Global Brand Adaptations

Colours are often changed depending on the country of sale by multinational
companies. Pepsi, for instance, changed the packaging in Southeast Asia after learning
thatits light-blue branding was connected to mourning in some countries. And
international hotel chains tweak wedding advertising imagery, transforming white-
themed ads in Asiatoinclude red and gold for cultural resonance.

These are examples that prove the need to be sensitive to culture when advertising in
the world. What is one colours association does not mean it will have the same
associations elsewhere and perhaps even cause a negative response.

3.3 Colour Choices in Interior Design

The colours of interior design TextileChoices of colour in interior design dictate mood
and emotion on a conscious or unconscious level. Colour effects Colour-related
phenomena help designers to shape comfort-bringing, energetic or calming spaces
that embrace both personal taste, cultural meanings and design needs.

3.3.1 Role of Colour in Setting Ambience
Emotional Tone
Each of the colours has a different mood.

The perceptions of the fast mind are vibrating exuberant warm colors red orange yellow
alive excited and uplifting. They are often used in eating or activity areas, especially
when bright colors and animated festivity are working up an appetite.

Coolclours (blue, green, violet) create an aura of peace and tranquility and are ideal for
bedrooms, spas or libraries.

Perception of Space
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Light colors like white, beige, or pastel make a room feel larger and more open. A lot of
the time small apartments choose lighter palettes, to make you think it’s more
spacious.

Darker colors like navy blue, deep green or charcoal grey can make a room feel smaller
and more cozy. This is really nice, for places where you like to sit and read or watch
movies in your home theatre. Navy blue and deep green and charcoal grey all have this
effect. They make the room feel snug.

Functional Atmosphere
Colours really help a room tell the story you want it to.
A classroom that is painted yellow might make people feel full of energy and focused.

On the hand a meditation centre that is painted in soft green or lavender colours helps
people relax and unwind.

The colours you choose for a room can totally change how people feel when they are in
it.

For example colours like green or lavender are great for a meditation centre because
they are calming colours.

Colours like yellow are great, for a classroom because they are happy colours that can
help people feel energetic and focused.

Lighting Interaction

The colour effect is changed by cool lighting.

Forinstance a red wall that is really dramatic can look full of energy during the day.
It can look too bright and ugly when lit with florescent lights.

Designers often paint samples of colour and test them at different times of the day to
help them choose the colour they want.

Cultural Influence

The way people like to decorate their homes also known as preferences affects the
atmosphere. For example Indian homes often have cheerful colors with a lot of energy
and traditional touches they are very vibrant. On the hand Scandinavian homes usually
have calm and natural colors that fit with the simple way of life Scandinavian homes like
to keep things simple.

3.3.2 Residential vs. Commercial Space Colour Choices

The use of colour in design is really different for each project. When we are talking about
homes colour is about feeling comfortable and being yourself and how you feel. Itis

Z"—.I turnltln Page 14 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127577679



z'l_.l turnitin  Page 15 of 26 - Al Writing Submission Submission ID _ trn:oid::3618:127577679

about the people who live in the house.. When we talk about offices or stores colour is
about what the company wants to be known for how it makes the customers feel and if
itis easy to use. So people who design spaces and the people who use these spaces
need to understand these differences so that they can create spaces that're good for
what they are meant to be used for. Colour in design like, in homes and offices is very
important to get right.

Residential Spaces

Homes serve as personal sanctuaries. In residential interiors, the colors used speak
volumes about the personality, lifestyle and emotional status of those who live in them.
They’re not just decorative but useful as well in helping to accommodate for comfort,
repose and vocalisation.

e Living Rooms:

Living room Salas) The living room is frequently the most social part of the house.
Neutrals such as beige, cream or grey are typically selected for the base as they give
greater flexibility with your décor — even removing and replacing furniture is easier
without having to worry about coordinating colours. And pops of accent colour —think
red, teal or mustard is layered in the form of throws, cushions and artwork to add
vibrancy and warmth to stimulate energetic socialising.

e Bedrooms:

Bedrooms are places of rest and intimacy, so they should be adorned with soothing
hues. Cool colors such as blue, lavender and sage green help reduce stress, anxiety
and ensure a good night’s sleep. Designers typically advise against bold colours,
favouring more muted hues, as those that are overly stimulating in a bedroom can
cause restlessness.

¢ Kitchens:

They are typically objects of energy, food and family activity. Vibrant colors such as red
or yellow are known to increase appetite and liven up the room, while whites and grays
are a popular choice for modern kitchens expected exude cleanliness, functionality,
and austerity. There's usually a happy medium between the cheery and efficient.

¢ Children’s Rooms:

Colour options stimulate creativity, playfulness and fun for children. Bright colours
such as orange, yellow, or multicoloured patterns inspire imagination. Designers play
with playful murals, colourful furniture and patterned wallpapers to make the space
more engaging and adaptable which can grow with a child.

Commercial Spaces
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So, to a certain extent, as businesses and commercial properties the only points of
contact you have through which to influence customer behaviour is via the use of
design. While homes are primarily designed for comfort, businesses employ colour as
a purposeful psychological mechanism to entice, persuade and keep hold of clients or
staff.

¢ Retail Stores:

Discount stores use bold reds and oranges in their signage to create urgency and
encourage impulsive spending. In

opposite, high-end boutiques have chose the black, gold and deep purples associated
with luxury, exclusivity and sophistication. For more colour selections are mostly
linked with sales and customer markets.

¢ Restaurants and Cafés:

A dining room’s colour palette can directly affect our appetite and the speed at which
we eat. Fast-food franchises such as McDonald’s, KFC use red and yellow to induce
appetite and hasten the pace of eating in order to improve turnover. Organic cafés, by
contrast, select earthy greens and browns to tie the colors into natural ingredients,
health, and freshness.

¢ Offices:

Colour in the office influences productivity and morale. Coworking spaces are typically
blue and green — colors known to have a calming effect, helping one concentrate,
which means they’re good for focused work. Creative office spaces, on the other hand,
might use accents of orange, yellow or even bright murals to encourage innovation and
collaboration.

¢ Healthcare Facilities:

Hospitals and clinics are about cleanliness and calming presence. The decoris mostly
whites and pastels to provide a clean, soothing atmosphere. Pale blues and greens
are calming to patients; more cheerful shades can be introduced into children’s wards
as an antidote to fear.

Key Contrast

Residential. While emphasising comfort, individualism, and self-expression in one’s
lifestyle, the choice of the color used is determined by personal preference and
emotional requirement.

Commercial. This aspect regards psychological manipulation of the target audience
and the corporate setting. Colors are used to elicit different responses from the
customer or stimulate behaviours, or act as a professional enhancement signal. In
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brief, the former homes produce a sense of warmth and identification, and commercial
enterprises use color to manipulate the clientele and aid corporate integration.

3.3.3 Therapeutic Use of Colours in Interiors

Color therapy, or chromotherapy, an idea that has been adopted in recent times, is used
to utilize color for the benefit of the occupants. The contemporary interior design
industry several intended colors, considering chromotherapy, with color influencing
stress levels, creating emotions, and even aiding in recuperation. It is an essential
component especially in medical therapy, relaxation, and restoration paces, among
others.

Chromotherapy and healing

Different colors have vibrational energy and can influence vibrational states. Depending
on the function, the interior utilizes the colors to promote mental clarity, energy boost,
or harmonize emotions. For example, subtle green in a yoga interior helps in relaxation,
while red in a gym motivates mental ability during weight lifting.

Examples use of the healing colors

Blue. It relaxes the mind, reducing the heart function and blood pressure. Therefore, it is
used in wards, relaxation spaces, and bedrooms.

Green. This offers balance and can restore fatigue. It is used in living rooms, relaxation
retreats, and wellness centres, where the occupant is associated with nature.

¢ Yellow: Yellow color stands for joy, optimism as well as creativity. Yellow works wellin
classrooms and studios to be fun, stimulating places. But be careful how much you
use, as it may encourage overstimulation or irritability.

* Red: Red is an energetic and exciting color, associated with passion and action. While
too much red can make you feel agitated, it’s also perfectfor a gym or dining area
where it can up the vitality and excitement.

*Purple and Lavender: They encourage spiritual reflection, creativity and calmness.
They are often used in meditation rooms, healing centres or therapy regions wherever
inner reflection and relaxation take place.

¢ White - Purity, pristine and peace. WHITE White is a predominantly commmon choice
in health facilities and minimal decor homes, it imparts orderliness, mental clarity and
openness.

Healthcare and Wellness Environments
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When it comes to the hospital colour selection is often a sensitive matter as patients’
feelings and healing can be influenced by their environment.

Hospitals: Soothing colors like blue and green can decrease anxiety and promote
healing.

Wards for children: Whatever you do try not to make them dull and grey or they will
appear even more scary — a bit of sunshine colour on the walls, in pastel colours
perhaps could counteract the fears faced when entering such a place.

Psychiatric Clinics: Instead of the stark whites (clinical rather than comforting) and risk
of feeling sterile, desaturated greens or blue can be nice and feel both safe.

Other therapy spaces such as health and wellness centres and holistic spas will use
the more calming, natural tones to create a restful atmosphere; however, gyms may
introduce energizing colours consistent with active behaviour.

Homes as Healing Spaces

In contemporary interior design, houses are thought of as spaces for restoration. Some
colour and our well-being: Many homeowners bring colours to create a sense of well-
being:

Bedroom: Lavender or light blue encourages restful sleep and relaxation.

Home Offices: Blue or green walls can help mitigate stress and increase performance
during long work hours.

Living rooms: Earthen or neutral colors help to bring you comfort and warmth, to also
cut down mental fatigue.

When the principles of Nature therapy colour are delivered alongside effective design
(therapeutic colour does not paint a building red and then expect people to suddenly
feel better) houses become environments that provide participants with health support.

Scientific Backing

Psychological research into colour and the environment supports this theory. Studies
reveal that:

* Hospital patients who recover in softer-coloured rooms heal more quickly than those
in mostly beige, stark white or overly bright spaces.

¢ Blue and green interiors reduce anxiety, while yellow boosts optimism and energy in
children’s study spaces.

* Work environments that are balanced in colour report greater employee satisfaction
and productivity.
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These results confirm that colour is a scientific and not just artistic considerationin
health and wellbeing.

3.4 Colour and Consumer Buying Behavior

Colour and consumer buying behaviour discusses how colour influences what people
buy, based on the perception of product qualities and risk gives it. A variety of colours
evoke particular thoughts that can impact brand perception, productinterest and how
much consumers trust it, making them critical for swaying decisions and impacting
overall sales effectiveness.

3.4.1 Influence of Colour on Purchase Decisions
First, Impressions and Attraction

Colour decides whether a product is likely to jump out at you on a busy shelf. A vividly
colored laundry soap box or soda can is selected not on its superior performance, but
rather because it visually “pops.” Admen are first of all aiming at contrast, and at the
brilliant use of colour.

Perceived Value and Quality

Luxurious Products: Black, gold and silver represent elegant and status. Luxury car
brands like

Two-tone Mercedes-Benz and a premium watch such as Rolex often use these colours
in their branding to validate their higher price points.

Daily-use items: Bright shades like yellow, orange and green depict low-cost products,
freshness or playfulness, all suitable for daily use consumer goods.

Colour Fit with Product Category
There are colors that the customers expect to see in a particular variety. For instance:
* A bottle of green juice reads freshness and all-natural ingredients.
¢ Ared can of soda suggests energy and bigness.
¢ Whiteness packaging for healthcare produces a feel of being clean and pure.

The discrepancy between product and color (for example, a black package for
children’s cereal) are confusing consumers and putting them off their purchases.

Trust and Confidence
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Blue is heavily used in logos and ads from financial services, insurance companies and
healthcare brands for a good reason: it conveys a sense of security and dependability. It
helps keep them confident about making large expenditures over time.

Cultural Relevance

Colour’s cultural connotations affect purchasing decisions as well. For instance red
packaging is likely to be well received in China (lucky) but does not have such positive
connotations elsewhere.

3.4.2 Gender and Age-Based Colour Preferences
Gender-Based Preferences

Men: Like strong, dark and bold colours such as blue, black or grey. These colors are
frequently featured in advertising for electronics, cars and sporting goods.

Women: Have long been associated with soft shades such as pink, purple, and pastels
but contemporary research indicates that women also have a strong preference for blue
and green due to its calming properties and emotionally balanced design.

Neutral Marketing: Many of today’s brands resist stereotypical “pink for girls, blue for
boys” approaches and opt for gender-neutral color palettes (like teal, black or earthy
hues) to attract more diverse consumers.

Age-Based Preferences

Children: React well to bright, primary colours such as red, yellow and blue. They’re
deployed in toys, cartoons and educational materials to prod energy and focus.

Teenagers — Look for vivid, fashionable or experimental colours like
neon/glitter/unusual combinations that is an expression of themselves!

Adults: More subtle and muted palettes (navy, earth tones, monochromatic) that
represent stability and what we aspire to for their lifestyles.

Senior Citizens: Most can tolerate or prefer softer, less bright colors (for example beige,
light blue and pastels) that are easier on your eyes and create a sense of quiet.

Cultural Differences in Postgenderism and Age Preference

Colour associations are not universal. For instance, the color pink is associated to
femininity in much of Europe and North America, but used neutrally in Korea. Equally,
the older generation among some cultures choose bright colours based on traditional
attire or customs handed down from their parent’s practices (or ancestral heritage)
whist in others they are more disposed to accept muted ones.
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3.4.3 Colour as a Tool for Impulse Buying
Triggering Immediate Action

Buying onimpulse is mostly emotional, and colour multiplies that emotion. Red and
orange are popular for sale sighs because they incite a feeling of urgency and interest.
The red ‘50% OFF’ banner makes your consumer buyer more impulsive.

Retail Environments

Grocery Stores: Candy, magazine and small items that catches the eye are displayed
within the checkout area to provoke last second impulse buys.

Clothing Stores: To grab attention, seasonal sales will often utilize bright colours — a
bodily winter sale might be designed in bold red, and a summer sale highlighted with
yellow or orange.

E-commerce Platforms

The websites of online retailers are carefully designed to include colour cues. Amazon
employs orange for its “Add to Cart” button, because it’s a color that mixes the
excitement of yellow with the urgency of red, and results in fast clicks.

Fashion apps, likewise, emphasize discounts in big red or green.

Emotional Triggers

Red encourages urgency and energy.

Yellow gives a positive vibe, making it feel right for consumers to indulge themselves.

Green is frequently associated with “go” or taking affirmative action, encouraging rapid
decisions to purchase.

Case Applications

Fast Fashion: Stores such as H&M or Zara create bright, contrasting signage
surrounding their sale areas to encourage customers into impulse buys.

Food & Beverage: Striking coloured, limited-edition packaging (for example, Coca-
Cola’s festive red cans) prompts the impulse purchase of seasonal products.

3.5 Summary

+ Colouris a basic principle of design, branding, interior and advertisementimpacting
on perception and profile.
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behaviour.

% Logos colours thread brand identity, memorability and emotional bonding with
customers.

+ Colours in Advertisement for attracting attention, making emotional appeal and
adjusting to cultural background.

< In the field of interior design, colors create atmosphere and change spatial
perception and are dependent upon the function of a room.

< The focus in residential nurseries are comfort, lifestyle and individuality whereas
commercial spaces use colour to affect consumer behaviour and strategy of the brand.

+ Uses the healing power of colors (Chromotherapy) to get humans nature back into
balance.

< Common in healthcare and wellness interiors: blue, light green, lavender and soft
pastels promote reduced stress levels and recovery.

+» Color plays a vital role in consumer’s purchasing decision, and it is known that 85-
90% of an individual’s initial impression of a product has to do with its color.

+ Ages and gender preferences influences how people of different groups respond to a
color in product and advertisement.

« Close to three-quarters of impulse purchases involve bright and bold colours such
as red or orange.

« Cultural divergences influence colour perception and thus global campaigns must
modify colour combinations according to local values.

3.6 Key Terms

Brand Identity— The combination of design elements and brand values that sets one
brand apart from another.

Colour Psychology -Investigation into the impact of colours on human emotions,
feelings, perceptions and actions.

Chromotherapy — Healing effects of shades and colours in interior design.

Impulse Buying — Buying purchases at the spur of the moment, that were not planned
in advance with no externalinfluences, for example colour.

Ambience - the mood or feeling of a space achieved through design considerations,
particularly colour.
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Logo Design — A visual representation of a brand, using colour as a way to express
values and identity.

Consumer Psychology —How buyers make choices based on mental and visual
triggers.

CULTURAL INTERPRETATION - Interpretation of symbolism and meaning around the
world for different colours.

Value Perception — The customer's perception concerning how much a product is
worth based on visual aspects, such as colour.

Emotions — The emotional pull of an advertisement or design, usually influenced by
colours.

3.7 Descriptive Questions

Describe in details how colour is used in the construction of brand identities with
appropriate examples.

What role does colour play in affecting customer purchasing decisions at a retail store
versus online?

Explore colour preferences based on gender and age as related to product design and
marketing.

Contrast the use of colourin domestic and non-domestic interiors.

What is chromotherapy? Demonstrate how colour is used therapeutically in health care
and domestic interiors.

Whatis the impact of culture on colorin global advertising?

Assess the significance of colour in impulse purchasing with reference to retail and
online shopping.

Explore how colors that are featured in popular logos, like Coca-Cola, Starbucks and
Apple, affect the mind.
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3.9 Case Study

The Role of Colourin the Global Success of Coca Cola

Introduction

Coloris one of the most powerful aspects of brand identity in terms of what it evokes
and how it can drive consumer behavior. A marketing powerhouse like Coca-Cola would
not have built one of the world “s most recognisable and iconic brands by promoting
the colour red as central to its brand identity. Red is a colour that has psychological
associations with excitement, passion and energy; feelings that are closely linked to
Coca Cola’s claim for happiness and fun. With consistent use of this colour in their
logos, packaging, advertising and promotions the company has achieved instant
recognition throughout the world.

But the dependence on colour in branding can be both a blessing and a curse. Red

guarantees visibility and a threat of emotional spellbinding, but in order for red to be
suitable as an object to adapt into different cultural contexts or changing consumer
tastes today, its use should be carefully considered.

Background

Coca-Cola started using its branding a long time ago back in the late 19th century. The
reason for this was to make its barrels stand out from the liquor barrels that were being
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shipped around that time. Over the years this red color has become a big part of the
Coca-Cola brand all around the world. The color red is associated with feelings like
energy a sense of urgency and celebration. These feelings work well with what Coca-
Colais all, about which is a fun and happy drink Coca-Cola. The classic red cans of
Coca Cola are really well known. Colour is very important for Coca Cola. It helps people
think about the brand in a way. This is true for the cans and the new seasonal things they
do like the "Share a Coke" idea. Coca Cola uses colour to make people feel a way, about
the brand.

The company is really well known. It is very successful but it still has some problems
with the culture at work. In some places the color red means somethingis wrong or it is
a warning so Coca-Cola has to be careful. They have to make sure that the way they
look fits in with the culture. Coca-Cola has to do this because they want to be sure that
people in parts of the world, like the company.

Problem 1: Too Much Dependency on One Color

The color is really tied to red when we think of Coca-Cola. This is a problem because it
does not give us a lot of freedom to try things with the design. This can be very bad in
some places where the color red has a meaning. In these places the Coca-Cola brand
might seem important, to people.

Solution: As a footnote, the company adopts silver (Diet Coke) or green (Coca-Cola
Life) among other changes from time to time to attract particularly specific markets
without sacrificing red as lead identity. In this way, there is flexibility in use of legacy
hardware and a consistency with the NCR platform.

Problem 2: Cultural Analysis of Red

Red symbolizes prosperity and luck in places like China and India, while it can be taken
as a sign of danger or caution elsewhere. This raises the possibility of conflicting
interpretations in international advertising messages.

Solution: Coca-Cola tailors its efforts (with graphics, slogans and cultural references)
to elicit positive perceptions. Forinstance, in Asia during Lunar New Year promotion
campaigns, the brand combines red and gold to signify festivity and wealth.

Problem 3: Striking the balance between old and new trends

Millennials tend to be looking for thinnish, non-flashy designs from brands. Too much
of the same colour will look out of date.
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Solution: Coca-cola can work on limited-edition designs, that have modern design
attributes for example some with art collaborations or minimal white background but
always keep the iconic red color so it is never far from brand recall.

MCQ (Sample)

Q. Why has Coca-Cola usedred so much in its brand?
a) To signal affordability

b) To conform to trust and security

c) To convey excitement and energy

d) To symbolize environmental care

Answer: c) To bring too much excitement and enthusiasm

Conclusion

Coca-Cola's brilliant branding, and the genius of colour being so intrinsic to an
international brand. The brand has created it’s mark by first of allhammering on
psychological and emotional connection to raise awareness. Yet it also evolves the way
it uses red for cultural settings and changing consumer demands. The present case
emphasizes the need for a balance between consistency and flexibility at the time of
using colours as a branding device.

Z"—.I turnltln Page 26 of 26 - Al Writing Submission Submission ID  trn:oid:::3618:127577679



Zﬂ turnitin Page 1 of 27 - Cover Page

Colour Psychology Unit 4 v3 (1).docx

B colour Psychology_BBA_2
&4  Colour Psychology_BBA_2
€ ATLAS SkillTech University

Document Details

Submission ID

trn:oid:::3618:127600472

Submission Date

Feb 5, 2026, 5:15 PM GMT+5:30

Download Date

Feb 5, 2026, 5:24 PM GMT+5:30

File Name

Colour Psychology Unit 4 v3 (1).docx

File Size

46.1 KB

z"j turnltln Page 1 of 27 - Cover Page

Submission ID trn:0id:::3618:127600472

25 Pages

7,757 Words

46,576 Characters

Submission ID trn:o0id:::3618:127600472



z'l_.l turnitin Page 2 of 27 - At writing overview Submission ID _ trn:oid::3618:127600472

*% d e-l-ecnl-ed as A I Caution: Review required.

Al detection includes the possibility of false positives. Although some text in It is essential to understand the limitations of Al detection before making decisions
this submission is likely AI generated, scores below the 20% threshold are not about a student's work. We encourage you to learn more about Turnitin's Al detection
surfaced because they have a higher likelihood of false positives. e iies eitor s die dell

Disclaimer

Our Al writing assessment is designed to help educators identify text that might be prepared by a generative Al tool. Our Al writing assessment may not always be accurate (i.e., our Al models
may produce either false positive results or false negative results), so it should not be used as the sole basis for adverse actions against a student. It takes further scrutiny and human
judgment in conjunction with an organization's application of its specific academic policies to determine whether any academic misconduct has occurred.

Frequently Asked Questions

How should I interpret Turnitin's AI writing percentage and false positives?

The percentage shown in the AT writing report is the amount of qualifying text within the submission that Turnitin’s Al writing

detection model determines was either likely Al-generated text from a large-language model or likely Al-generated text that was '
likely revised using an Al paraphrase tool or word spinner.

False positives (incorrectly flagging human-written text as Al-generated) are a possibility in Al models.

Al detection scores under 20%, which we do not surface in new reports, have a higher likelihood of false positives. To reduce the
likelihood of misinterpretation, no score or highlights are attributed and are indicated with an asterisk in the report (*%).

The Al writing percentage should not be the sole basis to determine whether misconduct has occurred. The reviewer/instructor
should use the percentage as a means to start a formative conversation with their student and/or use it to examine the submitted
assignment in accordance with their school's policies.

What does 'qualifying text' mean?

Our model only processes qualifying text in the form of long-form writing. Long-form writing means individual sentences contained in paragraphs that make up a
longer piece of written work, such as an essay, a dissertation, or an article, etc. Qualifying text that has been determined to be likely Al-generated will be
highlighted in cyan in the submission, and likely Al-generated and then likely Al-paraphrased will be highlighted purple.

Non-qualifying text, such as bullet points, annotated bibliographies, etc., will not be processed and can create disparity between the submission highlights and the
percentage shown.

Z'l-.l turnitin Page2of 27- Atwriting Overview Submission ID _ trn:oid::3618:127600472



z'l_.l turnitin  Page 3 of 27 - Atwriting Submission Submission ID _ trn:oid::3618:127600472

Unit 4: Colour Therapy and its Applications

Learning Outcomes:

1. Whatis colour therapy and what are its historical roots and basis?

2. Explain the major procedures and modalities employed in chromotherapy.

3. Discuss the psychological influence of primary healing colors like red, blue, green,
and yellow.

4. Discuss the applications of colour in therapy to decrease stress, cope with
anxiety/depression and increase focus/productivity.

5. Considercase studies which willillustrate applications of colour therapy in the
clinic, education and workplace.

6. Use principles of colour therapy to devise methods in the support of well-being and

mental health.

Content

4.0 Introductory Caselet

4.1 What is Colour Therapy?

4.2 Psychological Effects of Colours in Therapy
4.3 Using Colours to Improve Mental Health
4.4 Case Studies in Colour Therapy

4.5 Summary

4.6 Key Terms

4.7 Descriptive Questions

4.8 References

4.9 Case Study

4.0 Introductory Caselet

“When Colours Heal Beyond Words — Ananya at Serenity Wellness Clinic
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Ananya, a young psychologist at the Serenity Wellness Clinic in Delhi, was treating
clients suffering from anxiety and burnout. Traditional therapy sessions helped, but
many clients said they had trouble calming their minds after stressful workdays.

Ananya was first introduced to colour therapy (chromotherapy) in a professional
development workshop. Initially skeptical, she delved into research that indicated how
the mood and physiological responses could be influenced by different colours. For
instance, blue light was found to lower heart rate, green to bring balance and harmony
and yellow could boost mood.

Intrigued, Ananya began redesigning her therapy space: she installed soft blue lighting
for evening sessions, introduced green via plants and decor and used more subtle
yellow accents in wall designs to encourage optimism.

Within a couple of weeks, clients began telling them they felt more relaxed and
comfortable during sessions. “The room itself is based on healing before the
conversation even begins,” one client said. Encouraged, Ananya decided to take the
colour therapy a step further — she began to offer it as group sessions and stress
reduction workshops.

Her success provided an important lesson: colour therapy was not, and had never
been, a substitution for traditional interventions but a means of complementing mental
health care by creating environments that promote emotional well-being.

Critical Thinking Question:

How would you convince a fellow therapist if YOU were Ananya that color therapy was
not just about being pretty but part of a multi-pronged approach to stress reduction,
emotional balance and mental health?

4.1 What is Colour Therapy?

Color therapy is a type of healing that uses the visible spectrum to impact people’s
health and way of life. Based on the principles of colour psychology, it uses selected
colours to promote healing, eliminate stress and restore balance. Those who practice it
believe that colour vibrations work on energies flowing through the body to attribute
beauty and well-being to us.

Definition and Source of Colour Therapy 4.1.1

Definition: The therapeutic use of specific coloured rays or light frequencies to correct
imbalances and maintain the balance or return to a state of "balance" in mind, body
and spirit. Each color is believed to have its own vibration and wavelength that affects
our personal energy fields. They apply these colors on the body in different techniques
to remove obstructions, activate particular systems and promote complete balance.
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Origins:

* Oldest Records of Color Therapy1) Ancient EgyptThe Egyptians were one of the first
civilizations who taught and used color therapy. They erected temples in which patients
would recline under sunlight filtered through colored glass. Different chambers were
painted in specific colors to cure differentills, indicating that even in antiquity there was
a belief in the healing properties of color.

¢ Indian Ayurveda: In India, the thousands-year-old healing practice of Ayurveda is
thought to be closely linked with chakras, which are energy centers in the body. All
chakras have a particular color (think red for the root chakra and violet for your crown).
Healers thought that through exposure to the right color, they could restore energy flow
in a particular chakra.

* Chinese Medicine: Traditional Chinese medicine associated colors with various
organs and elements. For instance, green was connected to the liver and wood
element, while red was linked to the heart and fire element.

¢ Greek and Roman Influence: Ancient Greeks and Romans practiced what they called
sun cures. They believed that light had physical and psychological affects and that its
spectrum was offered for acceleration of recovery from health disorders.

e Recent: Inthe 19th and 20th centuries, scientists became interested in how colored
light influences human physiology. Count Niels Ryberg Finsen, forinstance, won a
Nobel Prize in 1903 for inventing light treatment for diseases like lupus. These trials
eventually led to the development of modern Chromotherapy.

4.1.2 Principles of Chromotherapy

Chromotherapy believes that color is nothing but a vibration and not purely a visual
experience, these vibrations can impact the energy system. The basic principles are as
follows:

Every Color Contains Energy: Each color has a specific wavelength and frequency of
energy. This vibrational energy is thought to promote healing in different areas of the
body and mind. For example, red has a longer wave length and is related to energy,
stimulation and life, but blue has a shorter wave length and is associated with
coolness or peace.

Rebalancing The Body It has been described that illness and disease occurs when our
bodyis out of alignmentaccording to Chromotherapy. The right color brings balance
and harmony, the same way that tuning fork reverses disarray.

Weight (Psychological and Emotional Effects): Colors can have a profound effect on
mood and emotions. For instance, climate space perception appears relatively yellow
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for happiness and clear mental state, and black (or dark) feels heavy. Colors can be
carefully chosen by a therapist to create a positive change in mood.

Connection to the Chakra System: The chakras and chromotherapy are often
associated with one another, as there is a specific color attributed to each of the seven
chakras. The throat chakra, for example, is associated with blue, which facilitates
communication and expression. If a chakra is sluggish or blocked, exposing yourself to
the color of that chakra can assistin openingit.

Holistic Approach: Whilst there is atendency to treat diseases by isolating symptoms
of a physical system, Colour Therapy takes into account and aims at treating the whole
person. Physical, emotional, mental-even spiritual are seen as interconnected and
colors serve to nourish all of these dimensions at once.

4.1.3 Colour Therapy: Methods and Procedures 57Colour therapy uses techniques
governed by colour Logic, this includes all arttools (colours) for applying colours as a
treatment.

Colour Therapy application can be varied. Practitioners may utilize only one of these
methods or a combination depending on the condition being addressed and what is
most appropriate to your particular situation:

Colour Therapy: Lamps, bulbs or filters that are designed to produce coloured light can
be applied on the body and used in a particular room. For example, bright blue light
might have stress-reducing effects and red light might promote blood circulation and
energy.

Visualization and Meditation: Clients are instructed to visualize specific colors when
meditating. For instance, visualising a golden light may evoke positive and confident
emotions. Imagery is believed to open the unconscious, and thereby influence mental
and emotional states.

Chromotherapy Baths: Colored lights are directed into water or bathwater is tinted with
special dyes. If a person bathes in such water, they are supposed to soak up the energy
of the colour which promotes relaxation and also helps for healing.

Color-Breathing: Here, people are taught to visualize breathing in a color and then
moving it through their body. For instance, breathing in green could help you feel
renewed and healed, while inhaling purple may stimulate spiritual awareness.

Coloured Fabrics and Surroundings: Environment often contributes to healing.
Therapists recommend surrounding oneself with colors like pastel hues for relaxation
and red clothing for energy.
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CRYSTAL/GEM THERAPY Colored Crystals and Gem Stones are believed to be a
storehouse of energy of their color. For example, amethyst (purple) for spiritual calm
and citrine (yellow) for positivity and creativity.

Dietary Instruments: Natural coloured foods are also a type of Colour Therapy. Green
leafy vegetables, such as spinach are not only nutritious, they resonate with the
vibration of green unrefined foods and therefore have a relationship with growing and
healing. Orange fruits, mangoes or carrots are associated with energy and creativity.

Art and Colour Expression: A few therapists like painting, drawing or using colors in
creative ways. This gives a sense of emotions being expressed without the need for
language and benefits from the therapeutic nature of multiple shades.

“Activity — Unleash the Power of Colours”

Request participants to be seated, close their eyes and sit in silence. Lead them in
imagining a color of their choice (say blue to relax or yellow for optimism). After a
minute or two, ask them to report how the color made them feel. This raises awareness
of the power of Colour Therapy.

4.2 Psychological Reponses to Colours in treatment

Colour psychological effects in therapy is a therapeutic method using colours to change
the human behaviour and mood. Warm colours may be exciting or energizing and cool
colors can calm and relax.

Colour wellness is practice that uses colour to restore emotional balance, promote
good health, and reduce stress.

4.2.1 Red: Stimulation and Vitality

Red is a powerful and passionate colour very closely associated with fire, energy and
intensity. Itis also, according to health line, one of the most stimulating colors that can
have both a mental and physicalresponse intherapy. Red is psychologically
associated with life force and vitality due to its link to blood, circulation and the heart.
Very appropriate for sexual stimulation for female or maleUplifting: helps to increase
desire and get motivated/excited, also stimulates conversationAlertness Awakener
(Physical) it brings the ferret out in youSensory Enhancer- high points, help with fatigue
or depressive isolation.

From a physiological standpoint, red has been shown to raise the heart rate, blood
pressure and adrenal activity as well as overall sensory response.

In therapeutic terms, red can be employed in a variety of ways: to combat apathy and
stimulate motivation (in depression or fatigue) by fabric use, light, visualization; as an
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exploration media in expressive therapies (clients might use it on their canvas when
drawing out more extreme feelings such as anger, frustration or desire - whereby they
may experience a sense of release due to prior suppression); finally as an
empowerment tool where the client would reconnect with both assertion and personal
power(Figure 1), often using role-plays connecting with issues of confidence building;
being actively present in body-focused work.

-Be careful with red, for although it evokes energy and vitality, too much can be
overwhelming and lead to agitation, irritability or anxiety which might not be appropriate
for someone with aggressive tendencies or an anxious disposition. (Cultural
symbolism also differs — in the West, it serves as a sign of danger and passion and
urgency (and Valentine's Day!), while in the East, it stands for richness, partying hard
and good luck.) In general, red is most useful for clients who are emotionally closed off
or energetically drained, and especially when conversation needs to be encouraged,
body awareness activated or expression stimulated.

4.2.2 Blue: Relaxation and Calm

¢ Blue is top on the list of most people's favourite colours and enjoys a central location
as far as the therapeutic world is concerned, what with its calming and stabilising
effect. Commonly considered a sedative colour in psychological terms, blue does a
great job of allowing the spaces it inhabits to promote rest, reflection and emotional
balance. Its relaxing quality may be especially useful in treatment settings where
relaxation and trust are important.

¢ For the mind, blue has a calming effect on the mental and emotional condition and is
known for its stress reducing benefits as well as promoting emotional equilibrium. It
builds trust, openness and safety, which can be helpful loose situations where clients
require the extra dose of confidence.

* There are physiological reactions of the body to blue: it has a measurable calming
effect. It’s been shown to decrease heart rate and blood pressure, turn on the
parasympathetic nervous system, decreases muscle tension and breathing rate. Its
effects make it useful as an adjunct in therapeutic methods forrelaxation and stress
reduction.

* The therapeutic uses of blue are wide-ranging. In the context of anxiety, blue is
frequently incorporated into meditative tasks like breathing exercises or visualizations,
envisioning an expanse of calming blue sky, which have a subduing effect on racing
thoughts and arousal. It also appears in mindfulness meditation Crystel healing uses
blue to aid in deap relaxation and partial sail, techniq s. Blue in healing contexts Not
only applied to walls but also furniture or even art, blue in therapeutic designs makes
the space feel non-threatening and safe to recuperate. In creative therapies such as
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art therapy, blue hues are frequently employed to express sadness, yearning or
peaceful submission as is the symbolic need of clients processing emotions in picture
making.

¢ Different hues of blue have different calming effects. Pale blue promotes emotional
openness, and is particularly effective for those who experience social anxiety. Light
blue induces deep breathing and fills people with a sense of spaciousness Navy blue
leads to intellectual calm and aids concentration, helping those who are engaged in
contemplation or concentrating-based tasks.

¢ Psychologically, conceptually and symbolically, blue is the color of truth, wisdom and
loyalty. In spiritual and energy systems, blue represents the Throat Chakra that is
responsible for communication and self expression. This connection emphasises its
involvement in such therapies that aim to promote genuine dialogue and be a voice of
one’s own.

* Blue should still be used sparingly, despite it having several benefits. For some
people, especially those with depression, blue can bring on feelings of sadness or
emotional aloofness. In these circumstances, you should balance it with warm hues so
that you don't amplify emotions like moody but at the same time keeping the relaxing
feel.

To summarize: whether it is universal attraction, such the general human preference for
blue colour over other colours, internally calming effects as exemplified by the effect of
sky/reddening on the skin (05), or symbolic associations in both a more intuitive sense
where we understand things instantly but also in terms of learned cultural meaning,
blue plays a core place in our use of colour therapy. When sensitively prescribed,
hypnosis is capable of calming the mind, building trust and establishing healing
spaces that support recovery and introspection.

4.2.3 Green: Healing and Balance

Green — nature and renewal The colour of nature, and thus, rejuvenation; green has a
close bond with both psychological and physical recovery. Itis commonly known as
the most stabilising colour in therapeutic settings, and sits between warm and coolon a
colour spectrum, making it the most neutral option.

Psychological Associations:

¢ Balance & Harmony: Green has emotional control while aiding in the regulation of
mood swings, allowing calmness to shine through. It’s particularly helpful for those who
are in therapy and reactive or destabilized because it shows that you can make a
decision about the spectrum of treatment available to you.

e Growth & Rebirth: Having roots in the natural world, green symbolizes inspirational
growth and the decline of life. It has this ability to inspire hope and renewal in the mind.
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e Safety and Reassurance: Green, with its naturalness, feels safe and grounded. It has
a calming effect and can be helpful as an aid to building rapport in the therapeutic
setting.

Physiological Effects:

¢ Soothes the Nervous System: A calm setting soothes our overstimulated nerves and
lessens sensory input, resulting in relaxation.

¢ Lowers Cortisol (Stress Hormone): There is evidence to suggest that green can
cosniderably lower the physiological stress reaction, which would make green
beneficial for anxiety and chronic tension.

* Eye Protection and Comfortable Vision: Green color is more comfortable, alleviating
eye fatigue and eye strain, good for long time attack or hunting.

Therapeutic Uses:

¢ For Trauma: Green supports emotional integration after traumas and treatments,
both energetically helping clients to trust themselves and life again. Its linked to the
heart chakra - so all about love, forgiveness and acceptance.

e ECO-THERAPY Introducing plants and gardens into the environment or holding
sessions with clients outdoors turns their treatment green by connecting them to
natural places where there is “more green on the ground” (p. 415).

e Somatic Therapies: Green light, or guided imagery with natural scenes can support
somatic grounding and the reduction of sensory amplification related to trauma or
stress.

¢ Art and Metaphor Work: In Art Green is commonly associated with expressions of
growth and strength, usually shown through metaphors like trees, plants or vast fields.

Ideal for Clients Experiencing:

¢ Emotional instability or high reactivity.

* Burnout, fatigue or chronic stress states.

* Recovery, where healing and equilibrium matter.

Forms and Shades in Therapy:

* Emerald Green; Has strong symbolism and energy for deep healing work.

¢ Olive Green - grounding and earthy, resonant for those working with therapies
involving stability and reconnection with the body.

e Mint Green: Subtle and soothing, for mild calming & gentle emotional healing.
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Environmental Use:

¢ Walls, furnishings and accessories can all be influenced by the green-based colour
schemes as atherapy room.

* Bringing in indoor plants, or elements from outside people bring as art for relaxation
and a sense of nature.

* The color green “is widely used in healing centers and clinics as it promotes
restoration, repose and harmony,” the report said.

Cautionary Notes:

¢ Gloomily, to some, green might symbolize standstill, jealousy or envy —
interpretations that could unwittingly prop up a negative connotation.

¢ Clinicians should be intentional in framing its use and emphasize the positive
imagery related to growth, rebirth and balance as idioms of therapy.

4.2.4 Yellow: Optimism and Energy

Yellows are amongst the most stimulating hues, rejuvenating mood and stirring up
thoughts. Itis also positive and intelligent, so it’s an excellent therapy process. Itis
frequently depicted in opposition to depression, fatigue or writer’s block and serves as a
metaphorical splash of sun on the sort-of dark room. Yyellow (hope) This bright colour
represents hope and new beginnings in the therapy space.

Psychological Associations:

* Empowerment and Happiness: Yellow is the color of happiness, warmth, confidence
and hope which can also brighten mood in emotional space. It’s cheerful and
energizing, and makes clients who struggle with depression feel good.

¢ Intellect: Yellow is believed to encourage alertness and concentration as well as an
intellectual curiosity assisting the learning process. It helps in clear concentration &
steady attention while researching, treating and educational programs.

Creativity, Expression: In addition to being a color for creativity yellow stimulates
thought and is a color of an innovative mind. It advocates innovation in terms of testing,
ideas and diverse points of view.

Physiological Effects:

* Nervous System: Yellow affects your nervous system, this color is great to stimulate
neural processes and make you more alert and act.

e Lifts Serotonin Levels: The act of being creative can raise your serotonin, the
neurotransmitter that can help you feel better; created with drawing by Dr. Seuss on a
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yellow and red background were embedded in this infographic to increase logic and
action.

¢ Heightens Alertness and Reactivity: It is stimulating, which helps people become
alert and more open to information in order to engage in the therapy process actively.

Therapeutic Applications:

¢ Depression and Low energy: Vibrant yellow in art work/ decor, or visualisation
exercises can raise mood; (Ref 3) A wise use of this knowledge means that one can
begin to reframe negative self concepts and reduce cognitive processes that are
common within depression.

¢ Cognitive Stimulus: With powers that stimulate focus, memory and decision making
abilities - these have broader color dimensions suitable for clients with ADHD or
executive dysfunction where cognitive stimulation is a must.

¢ Creativity and Play : The color yellow inspires playful, imaginative and joyful feelings,
supporting children’s ability to express themselves during therapy sessions through
creative play.

* Chakra Work: The color Yellow is connected to the Solar Plexus Chakra which is
related to Self-Esteem, Personal Power and Willpower. Therapeutically, it can empower
and build confidence.

Effective Forms and Contexts:

¢ Soft Pastel Yellow: It has a soothing, caring power and would be great for use to look
after sensitive subjects or people who are at risk of being over stimulated.

¢ Bright Lemon Yellow -So Stimulatingbest work well in small doses so as to not tire out
the client.

Golden Yellow : Symbolism: inner strength, well-being and spiritual recovery; valuable
in deep therapies or transcendenant studies.

Environmental Use:

¢ Design Takeaway: Yellow can be added to the design of interior spaces that serve
children in order to express comfort and cheer from interiors.

¢ LDA works especially well in settings that lack natural sunlight, where it counteracts
gloominess with feelings of lightness and aliveness.

Cautions:

¢ Excessive yellow can lead to anxiety, over-stimulation and/or agitation in some
individuals — particularly those sensitive to high-energy environments.
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* Prolonged exposure to PSP also may make irritability worse, suggesting that a careful
balance is warranted in the design of therapy.

4.3 Colours and Mental Health We explore how colours may be used to promote
mental health

Colours contribute to the enhancement of mental health, shaping emotions, behaviour
and cognitive states. If used mindfully in therapy, design and visualization, colours also
have the power to control stress, reduce mood stress and promote relaxation. This
contributes to the creation of a supportive atmosphere that fosters healing, emotional
equilibrium and psychological empowerment.

4.3.1 Colour in Stress Reduction

Stress is an ubiquitous feature of contemporary life and can have deleterious effects on
physical, emotional, and cognitive functioning. Long-term stress can cause immune
dysfunction, increase the likelihood of anxiety and depression, and weaken
relationships and job performance. Color is a non-pharmacological approach which
has developed as an inexpensive, and harmless method to relieve stress not only in
clinical contexts but also at daily setting.

Mechanism of Stress Color Effect:

¢ And, colours affect the autonomic nervous system by determining whether a person’s
body goes into arousal (sympathetic) or relaxation (parasympathetic).

e Just looking at soothing colors has been found to reduce cortisol levels as well as
heart rates and blood pressure.

* The brain processes color through conscious associations (like peace with blue) and
neurological patterns firing from processing light waves.

Colors Effective in Stress Reduction:

¢ Blue: The most calming of color tones, blue evokes feelings of peace and helps to
suppress the body’s natural stress response. Softer blues — like sky blue or powder
blue — are popular in therapy rooms and meditation spaces to create a feeling of
openness and airiness.

¢ Green: nature, equilibrium The colour of green brings harmony and balance to your
life. Green environments (real or artificial) have been shown to reduce stress and
negative affect.

e Soft Neutrals: The uncluttered visual feeling provided by colors like beige, ivory and
light gray allows the mind to rest emotionally.
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Practical Applications:

¢ Design at Mental Health Clinics: Paints Colors and Furniture is chosen to discourages
overstimulation.

Stress Management Tapes: Imagery often uses calming colored pictures.

¢ Color and Light Therapy: Mindfulness classes are held under a low intensity, cool
colored lighted room to help you getinto relaxation mode.

Contextual Considerations:

e Cultural Sense: For some cultures, white is a symbol of purity and peace while it
denotes sadness in others.

¢ Personal Preferences: This is what product users actually likes and dislikes for some
keys, they may either like or dislike the key based on previous life experience or
psychological associations.

Extended Techniques:

¢ Color Breathing: A guided relaxation exercise in which people imagine breathing in
soothing colors — say, blue or green — and exhaling stress.

e Chromotherapy Baths: Therapeutic lighting incorporated into a bath environment to
facilitate relaxation.

¢ Transform the Office: Try soothing color palettes in your home or office workspace to
create a tranquil atmosphere and reduce stress.

Needless to say, colors will not cure chronic stress but it will help in making
therapeutic environments and it comes to that motivators for reducing stress. These are
even more effective when paired with other strategies, such as deep breathing,
cognitive reframing and somatic awareness.

4.3.2 Colours and the Treatment of Anxiety and Depression

Color has a profound effect on our emotions and view of the world, which makes it an
important treatment tool in psychological therapy for emotional or mood-related issues
such as anxiety and depression. Although a therapy as such, the intentional use of color
can enhance differing interventions by creating the emotional feel to therapeutic
environments and activities.

Exploring Anxiety and Depression in terms of Color Response:

¢ Anxious people are often more sensitive to visual stimuli. Extreme or vibrant color
schemes can be overwhelming to the senses and increase symptoms of hypervigilance
or sensory overload.
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* Depression can dull emotion and the senses. People who are living with (or in
treatment for) cancer also may sense isolation or an indifferent atmosphere in quiet or
cool surroundings.

Colors for Anxiety Management:

¢ Pale Blues and Greens: The pale blues and greens are some of the most commonly
known calm colours in colour psychology. They have a “de-arousing effect on the
human nervous system” — they calm us down, in other words. It creates a peaceful
feel, which is really good to manage anxiety.

e Earth Tones (terracotta, sand, sage): Natural colors create a feeling of stability and
being held. They help the anxious find a sense of grounded focus and safety in the here
and now. These kinds of colours are especially useful in therapy rooms when the need
to create a sense of safety is imperative for calming clients down.

¢ Lavender and Soft Violet — These soothing colors have a mild sedative affect, helping
to calm excessive excitement and inducing peaceful sleepMore From This Series:
#TheBestimpactWords You Can Use To Get People in the Mood #Cortisol The Hormone
of Stress ExplainedHow Alcohol Makes Your First Date Easier If you are WhiteOnly Bath
Bombs Will Save Saturday Morning Mimosas 10 Lies You Need to Tell Every Time We
asked you what’s actually microaggression and here’s Radhid...

Colors for Depression Alleviation:

e HOT YELLOW AND GOLD: With a light touch, the catch-the-eye colors can relate feel-
good vibes, good-naturedness and mental acuity. They work particularly well to lifting
mood and restoring motivation (both of these are important to use in moderation with
fatigued individuals who can overstimulate),

¢ Oranges and Corals: Enthused enthusiasm is what you will acquire with these two
colors they encourage energy along the lines of social interaction. Orange promotes
togetherness and the breaking of bread: it’s best for clients experiencing dissociation
or detachment from life.

¢ Soft Pinks & Rose: A soft, gentle color such as pink or rose will inspire warmth and
comfort and tenderness. They are great for emotional repair work and people wanting
to feel safe, held, nurtured and accepted by themselves.

How to Add a Dose of Color Into Your Mental Health Treatment:

¢ Art Therapy: Patients use color as a means of art expression to better externalize and
process their feelings in a nonverbal manner. Colour preferences may be determined
by sub-concious processes which -if generalised to a patient sample- reveal
(unconscious) emotions.

Z'l—.l turnitin Page 15 of 27 - Al writing Submission Submission ID  trn:oid:::3618:127600472



z'l_.l turnitin  Page 16 of 27 - Al Writing Submission Submission ID _ trn:oid::3618:127600472

¢ Light and Color Rooms: There are therapeutic environments in which mood, energy
and focus can be manipulated with variable colored light filtered through a variety of
fabrics. For instance, you might use blue light to soothe people or warm tones when
they need more energy.

Private Affairs, Clothing & Diet: Interest is being taken in clothing as a therapeutic
agent. Customers engage in a conscious selection of activating or calming hues,
reinforcing the positive meaning of color with their own hands and eyes.

¢ Digital Interfaces: Nowadays, smartphone apps and digital services for mental health
use Colour Science in their design. » Relaxing: Calming palettes relieve tension »
Energising: Uplifting schemes encourage creativity We hope to introduce you to the
therapeutic principles of colour in your digital life every day.

Color Symbolism in Cognitive Reframing:

¢ Redefining negative thoughts in color shifts feelings. When | don’t know how, I’'m
going to reach for a gold lightbeaming warmth and possibility” — it uses the emotional
resonance that color has as a symbol to bind hew—positive— associations

¢ Integrating the symbolic color language into journaling or narrative therapy is
supportive of deeper emotional processing. Clients forture insight and selfexpression
when they link experiences to colours!

Cautionary Notes:

¢ Colour Heavy: High volume fluoro and reds can stimulate the nervous system
causing surges of agitation within sensitive folks.

* Monochromatic Spaces: If a space doesn’t have differentiating hues, it could trigger
emotional monotony — or even intensify feelings of loneliness that might compound
depressive symptoms.

Thus, different colours play a dual role within therapy however, as they act
simultaneously both as therapeutic tools or agents and diagnosis-related signals.
Preferences and dislikes are very good indicators of underlying emotional states, which
is what guides who clinical program developers market to. And when sensitively
incorporated as part of an integrated whole, colour itself can become a quiet yet potent
ally in the unlocking of emotional balance and psychological healing.

4.3.3 Colour therapy, focus and productivity

The concept of colour for change in psycho-motor and cognitive functions has grown in
the educational, therapeutic and corporate market. Attention and Productivity Attention
and productivity are two core aspects of executive functioning that can be powerfully
influenced by carefully crafted colour environments. In contrast to affective
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applications, in which scientists tend to exclude ‘arousal’-related colours to favour
calming and comforting hues, enhancing cognition is often about using stimulating yet
balanced colour choices (Hamid et al. These choices enable attention, working
memory and motivation by influencing the selection of sensory environment based on
mental need.

1) Understanding Color-Cognition Connection:

¢ Specific colors activate different regions of the brain, and cause certain
psychological effects. For example, red and yellow appear to create excitement and
motivation by stimulating the brain's arousal systems, while blue and green are
associated with focus, intensity of attention, and stability.

The monoaminergic/lgndenergic Reticular Activating System (RAS) which controls
wakefulness and attention is especially sensitive to the visual stimulation, such as
brightness of light and wavelength of colors. Colouring that arouses can, therefore, act
as a direct primer of the nervous system for attention.

e Cognitive functioning has long been recognized as not only influenced by visual
stimuli, per se, but also by the emotional relations elicited by them. Color does this, it
fosters an environment conducive to flow, deep work and reduced distractions and
marries emotional comfort with intellectual performance.

Colours that enhance focus and mental energy:

¢ Blue (mid-tones): Increases long-term focus, promotes logic and assists in solving
complex problems. “School kids do better when they have exercise in front of them,”
says Sanders. It’s also frequent in fields like analytics and technical programming,
where it can be useful when more structured thought or focus is required.

e Green: Promotes reading and creativity. Helps with attentional recovery/refreshing.
Green is refreshing, cutting down on mental fatigue and allowing for clear thinking so a
person can work effectively for an extended period of time.

* Yellow (sparingly): Promotes optimism, creativity and abstract thinking. Ideal for
brainwaves and communal areas, yellow is the hue of creativity and enthusiasm - but
use it sparingly to avoid over-stimulation.

Environmental and Practical Applications:

* Workspace Design: Employees in offices with blue walls or green highlights exhibit
improved focus and mental endurance. Dashes of yellow, through decor or accent
walls, can also zone an area to stimulate collaboration and creativity.

Spaces of Learning: All regularly furnished classrooms are exposed to bright/cold light
of the same intensity and have a noticeable effect on students’ attentiveness and
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presence. They also can assist with memory retrieval, lesson organization and
prioritizing.

¢ ADHD and Cognitive Remediation: Color can be used to direct attention, reduce
interference and improve therapeutic engagement. One such scenario would be the use
of coloured overlays and filters which can help to enhance the reading experience for a
person with dyslexia or visual processing issues by making text more readable and
decreasing cognitive load.

Color Zoning and Task Structuring:

e Zoning: Different sections of workspace can be coloured to indicate different
activities — blue for concentrated work, green for restorative breaks and yellow for
ideation or collaboration. This environmental coding facilitates the switching between
task Modes.

Task Boards: Planning systems using colour-coding to visualise tasks according to
priority, time or thematic category. This process increases clarity, decreases
overwhelm and increases executive functioning.

Stealth Strategies for Superior Mental Performance:

¢ Color-tinted spectacles / screens: While color tinted overlays reduce glare, eliminate
visual fatigue and maintain good working efficiency during screen-based tasks.

¢ Color Breathing Exercises: Combining mindfulness with mental scenes, such as
imagining breathing in blue light to clear the mind or green light for relaxation, helps
keep restless minds focused on a task and less anxious.

¢ Color Anchoring: An anchor is a psychological trigger that gets launched when you
relate the desired emotional state with a particular color.

For example dedicating a green notebook just to deep work creates a conditioned cue
for productivity.

Cautions and Considerations:

e Stimulating colours like bright yellow or red should be avoided if used too frequently
as they can lead to mental fatique, hyperactivity or irritability — the opposite of what
intended.

¢ The variation between people, such as colour blindness or sensitivities to stimulation,
need to be taken into account when planning work or therapy.

* Choice of colours is context and task dependent — analytic activities could profit from
cooler, steady colour schemes like blue or green, while creative/expressive work would
get assistance from warmer, energizing tones such as yellow or orange.
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Did You Know?

In one study in cognitive psychology people working under middletone blue lights
increased task accuracy 15% and they stuck with the task longer than those working in
white or gray-blue environments as an examples of the potent cognitive effects of color
design in work spaces.

4.4 Clinical Examples in Color Therapy

In what a now appears a rather naive book, The Science of Colour Healing (1931) Edwin
D. Babbitt proposed that coloured light could be used as a medical treatment."
Chapter 3: Case Histories in Color Therapy delves into actual cases where color was
applied to mental/emotional/physical conditions. This collection of cases emphasizes
on treatment interventions, clients” reactions and outcomes presenting evidence-
based accounts that underpin the inclusion of colour psychology within the therapeutic
and health care arena.

4.4.1 Clinical Applications in Hospitals and Clinics

Image: ShutterstockMedical centres have used colour therapy to establish a healing
environment, lowering stress and promoting recoverynot to mention staff performance.
Chrom therapeutics hospitals and clinics around the world begin to incorporate into its
design, therapeutic spaces and protocols of patient care.

Pain and Anxiety Reduction:

One of the well- studied applications of colour in healthcare facilities is its role in
preoperative anxiety and perception of pain.

¢ At one pediatric hospital in Scandinavia, treatment rooms and pre-surgery waiting
areas painted in soothing shades of blue and green greens reduced children’s cortisol to
normal levels more quickly than control groups placed in similar environments with
standard white walls.

¢ Patients in post-operative recovery rooms painted soft greens experienced faster
recoveries and needed fewer sedatives.

The Use of Colour in Maternity and Neonatal Units:

The colors in the rooms in OB units are very deliberate and help support mood
management through birth.

* Peach, warm beige and pastel pinks were found to help mothers in labor feel calmer
and more emotionally supported, according to studies.
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* NICUs frequently use soft purples and gentle greens to help the sleep-wake schedule
of little ones and minimize overstimulating their senses.

Elderly Care and Dementia Treatment:

Colour has been shown to assist with orientation and daily functioning for patients
living with dementia.

¢ High-contrast colours have been used to enhance wayfinding and minimize the risk of
falls in institutions (e.g., coloured doorframes and edges of furniture).

* Colour-coding bathroom doors light blue also made it simpler for residents to locate,
and thus improved resident autonomy.

Psychiatric Units and Mental Health Clinics:

Many psychiatric environs are designed for specialized chromatic ambiance to aidin
emotional management.

¢ Patients with schizophrenia at a psychological care centre in the UK became less
agitated after therapy in rooms painted earthy greens and blues.

* The rooms, for patients who had threatened to harm themselves, were painted with
dull, nonstimulating colors that wouldn’t trigger a visual response and make the person
feel safe.

Colour integrated clinical lightingsystems:

¢ Adapative lighting is installed in hospitals, adjustments make the light change go from
soothing IT-friendly color spectrums like blue and green to regulate circadian rhythms.

¢ In palliative care, a soft golden light can be used for comfort at the end of life.

Itis through these case studies that we can see the deliberate use of color has proven to
have a positive impact on physical and psychological healing, decrease reliance on
medication and improve therapeutic relationships between patients and staff.

4.4.2 Education and Work Case Studies

The impact of colour on cognitive abilities, concentration and emotional management
is well-recognized in educational psychology and workplace design. The use of colour
has been shown to make a measurable difference in attention, behaviour and
productivity in learning and working environments.

Colour Interventions in Schools:

Several specific cases demonstrates the role of color in student behavior and
academic outcomes.
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e After paint rollers replaced the bright red and orange walls of a Finnish primary school
with soft green and blue ones, rooms suffered 28 percent less behavioral distraction.
Teachers reported dramatic increases of attention during reading and math instruction.

* A UK special needs schoolinstalled color-zoned classrooms, with green for learning,
yellow for creativity and a blue space known as the calm-down corners. [t was a
stressufree way to transition between classrooms for students with an autism
spectrum disorder (ASD).

Supporting Students with Learning Disabilities:

¢ In Canada, during a pilot program to help students with dyslexia, participants were
provided with reading overlays painted in blue and turquoise shades to study from; after
the class, they showed increased fluency rate and score comprehension points.

* Colored-coded subject folders/notebooks (red for math, green for science) made it
easier for students like mine who have ADHD and executive functioning disorder to keep
track of their materials and schedule.

University Learning Spaces:

¢ Green, energy-efficient ceiling panels and blue-biased task lighting were added to
study halls at a German university, leading to increased student study time reported
stress during exam periods.

¢ Wall colors painted in strong yellows and oranges in creative departments energized
ideation and promoted peer collaboration.

Office Design and Employee Productivity:

Case studies in business have shown that workplaces which feature a carefully
considered colour palette can help to motivate staff, reduce burn out and increase
genuine satisfaction in labor.

¢ Neutral gray hues were replaced by biophilic greens and mid-tone blues at a
technology company in South Korea, resulting in a 20 percent increase of completion
rates for employee tasks.

¢|In adesign firm The brainstorming area was painted in energizing oranges and deep
reds to spur idea generation, while individual work spaces were toned down with quiet
greens to decrease overstimulation.

Stress Management Rooms:

Color-coded wellness rooms are already a fixture of the office pods at many
companies:
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¢ Quiet: Zones with soft lighting and blue walls provide a quiet place for employees to
decompress during breaks.

e Some businesses have experimented with sunlight-imitating yellow light therapy
boxes to assist their employees during seasonal affective periods.

Through such interventions, color becomes a very subtle yet effective tool for shaping
emotional and cognitive climates that support wellness and performance in academic
or professional settings.

4.4.3 Real-life Success Stories

Away from clinical studies or institutional plane lay the palpable experiences of people
whose life had been changed for the better by color therapy, as a mental exercise,
emotional curative and spiritual growth factor. These are all real life examples e-mailed
to me by therapists, teachers and clients — they offer some insight into how Color
Therapy works in practice.

A Client Overcoming Social Anxiety:

e A 28-year-old female receiving treatment for social anxiety experienced strong
adjuvant effects after associating colour visualizations during her cognitive behavioral
sessions.

¢ Festal has learned that to visualizing and seeing herself in a protective blue aura
scorn from social inter actions, she is most at tial.

¢ Over weeks, she started wearing blue accessories that made her feel safe and proud.
It became a psychological lifeline, to keep her focused during high-stake situations
such as interviews and group discussions.

Recovery After Emotional Burnout:

¢ Footloose and creatively blocked freelance creative confronted with emotional fatigue
lady is shown how to journal through colours by an art therapist.

Enhanced Learning Through Colour Structuring:

*Adolescent with Attention Problems had Reduced Academic Performance and
Learned More when Taught Using Coloured Paper.

e Subjects, tasks and calendar events were coloured coded. This external visual
system supported and organised his thinking, and relieved cognitive load especially
while studying for exams.

Coping (Trauma survivor and Release of Emotional
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¢ For a survivor of domestic violence, guided colour meditation and body mapping
exercises emerged in therapy meetings: red represented past trauma; green stood for
healing.

¢ She developed a visual narrative that evolved anew through art therapy, in which
green tones gradually replaced red in her drawings.

e [t was a cathartic and empowering experience because it opened the door for herto
form healthier relationships, self-perceptions.

Increase confidence in the workplace with colour coaching:

* A midcareer corporate professional who took up working with a holistic coach to
practice getting over his fear of public speaking.

e She was taughtin her colour wardrobe coaching, to wear deep navy and emerald
green; both colours of authority and trust.

¢ This deliberate transition in self-presentation, combined with visualisation work led to
a marked improvement in her ability to speak publicly and her sense of personal
effectiveness.

4.5 Summary

<+ Color therapy (chromotherapy) involves using the color to help balance emotions
and mind.

+ Red is linked to action, physical energy, sex drive and passion.

+ Blue induces rest, reflection and purifies the body.

+ Green brings emotional equilibrium and is connected with natural balance.
< Yellow promotes optimism, self-assurance and clear thinking.

< Colors can help relieve stress through influencing the body and lowering its heart rate
as well as cortisol levels.

+ Anxiety and depression can be addressed with calming or stimulating colored
environments, customized to personal requirements.

+ Utilise the strategic use of colors such as blue (for attention) and yellow (for

creativity) to enhance focus and productivity. % Clinical applications include hospitals,
psychiatric units, and recovery centers to encourage healing.

+» Color has been applied in academic and work settings to improve learning results,
lower incidence of behavior problems, and aid cognitively demanding tasks.
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<+ Testimonials show how color is used in real-life situations for personal development,
trauma recovery and emotional regulation.

+» Coloris a symbolic and utilitarian instrument that shapes the outside world but also
shapes the inside self.

4.6 Key Terms

Chromotherapy — Healing system employing colours to improve physical and
emotional health.

Color Psychology -The relationship between our behavior and the colors we see.
Exciting Colors -Chromes thatincrease stimulation or energy.

Soothing Colors — Blue and green are colors of calm that decrease stress and urge you
to relax.

Emotion Regulation — The act of controlling emotions through mechanisms such as
color.

(1) Sensory environment -- The merged visual, auditory and tactile character of a
setting that limits perception.

Color Imagining — An application of using the power of imagination to visualize colorin
order to induce specific emotional states.

Biophilic Design — A design principle that uses both still and moving nature, such as
color, to bring elements of the outdoors into built environment for the betterment of
ones health.

Color Zoning — The separation of spaces with color to mean certain things or create
desired emotions in a space.

Art Therapy — A type of psychotherapy in which patients express their emotions and work
through traumas via creative expression that may include color.

Color Anchoring — Utilizing colors to generate certain psychological or behavioral
reactions.

Color Overlays - Transparent sheets of colored plastic which can be placed over text to
ease reading and reduce visual stress.

4.7 Descriptive Questions
Describe the psychological effects of red and how itis used therapeutically.

Explain how blue can help cope with stress and anxiety both medically and non-
medically.

Z'l—.l turnitin Page 24 of 27 - Al writing Submission Submission ID  trn:oid:::3618:127600472



z'l_.l turnitin  Page 25 of 27 - Al Writing Submission Submission ID _ trn:oid::3618:127600472

Discuss the function of green in emotional and trauma recovery.

Explain the potential of colour therapy to enhance concentration and mental
performance in an educational environment.

Discuss the importance of color selection in designing hospital environments.
How does color visualization help regulate emotion?
Compare and contrast the roles that warm and cool colors play in treating depression.

What are some success stories that color therapy works in real life?
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4.9 Case Study
A School-Based Mental Health Program including Colour Therapy
Context:

The Sunrise Academy is a medium-sized urban high school dealing with increased
levels of students' anxiety, attention challenges and behavioral issues. The school
wanted to introduce a mental health program based on three components: counseling,
changes to classrooms and therapeutic interventions. Color therapy was implemented
as a pilot project in two classrooms and one counseling unit for 6 months by a group of
multi-disciplinary professionals.

Problem Statements

Z'l—.l turnitin Page 25 of 27 - Al writing Submission Submission ID  trn:oid:::3618:127600472



z'l_.l turnitin  Page 26 of 27 - Al writing Submission Submission ID _ trn:oid::3618:127600472

Problem 1: Students feeling more anxiety and stress

Students claimed they felt stressed when assessed, and many showed physical
nervous symptoms like headaches and stomachache. The counseling team observed a
dramatic rise in referrals involving test anxiety and emotional dysregulation.

Solution:

The so-called ‘interior color intervention’ was implemented with the soft blue and
green hues in the testing rooms. The counselors also taught the students color
breathing exercises, leading them through imagining calming colors at stressful times.

¢ Curtains, cushions and wall art in the test rooms were replaced with ocean blue and
forest green.

e Students were taught, in workshops, how to breathe in “blue light” and exhale “gray
clouds” at the height of their anxiety.

During exams, in on two cycles, 65% of students experiencing redesigned spaces
reported being calmer while counselors observed a reduction in panic symptoms during
evaluations.

Issue 2: Reduced classroom attention and participation

High-stimulus classroom teachers (bright lighting and white walls, adorned with visual
clutter) witnessed dwindling attention spans and increased fidgetiness at lecture time.

Solution:

Two pilot classrooms were repainted in pale greens and mid-tone blues, for walls and
partitions.

Fluorescent fixtures were replaced with warm white LED lighting. Bulletin boards were
covered in accent hues like yellow and orange to promote engagement without creating
overstimulation.

eAreas for tasks (math stations, reading corners) were color-zoned with their own
colors.

e Students were prompted to use color coordinated materials for organizing their own
note taking and study aides.

Teachers noted a substantial increase in sustained attention, particularly among pupils
who had previously been diagnosed as having an attention deficit. Students also
reported feeling more comfortable and less distracted.

Issue 3: Emotional Withdrawal and Detachment in Recovery Sessions
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Students referred for therapy increasingly arrived emotionally shut down, incapable of
sharing or processing their feelings in sessions.

Solution:

The counseling unit used a trauma-informed color scheme, with soft lavender, rose
and sage. An art therapy station was set up, which offered writing and paintingin color
and clay.

¢ Individually, students chose colors that corresponded to their emotional states and
used them in art assignments.

* Color selections were examined to ascertain changes in mood throughout the
process.

In interviews after, 7 in 10 students said color enabled them to “name” and “show”
feelings they could not express. Levels of therapy engagement significantly increased
over the length of a semester.

Reflective Questions

In what ways did color banding affect academic and emotional outcomes in the school
setting?

How did students draw with color symbolically to express emotional states?
How can color retelling be modified for older or less receptive learners?

What are the moral implications of making sense of students’ colors in a therapeutic
setting?

Might the same interventions apply in high-stakes situations, like college exams or job
interviews?

Conclusion

This case example demonstrates that the use of color therapy, as a component of
mindful mental health programming, has potential to greatly increase student
wellbeing, focus and emotional expression. With an integration of Environmental
Design, Therapy Tools and Creative Art, color acts as a strong connector between inner
experience and outer client performance. Sunrise Academy’s model may be applicable
across academic, clinical and even corporate settings to support psychological safety
and the growth of emotional health.
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Unit 5: Colour and Cultural Influence

Learning Outcomes:

1. Discuss the concept of colours conveying symbolic meanings in Eastern and
Western worlds.

2. Compare ways of seeing colourin global cultures.

3. Discuss how cultural programming affects our colour experience and the way we
feel.

4. Assess regional marketing and branding preferences inspired by colour trends.

5. Learn about the cultural, religious and politcial sensitivities of colour.

6. Leverage cultural colour psychology to prevent misunderstandings and build

culturally sensitive plans.

Content

5.0 Introductory Caselet

5.1 Colour Symbolism Around the World

5.2 Differences in Colour Perception Across Cultures
5.3 Colour Preferences in Marketing by Regio

5.4  Cultural Sensitivities to Colour

5.5 Summary

5.6 Key Terms

5.7 Descriptive Questions

5.8 References

5.9 Case Study

5.0 Introductory Caselet
“When One Colour Communicates Two Messages — Sofia of GlobalAds Inc.”

Sofia, a campaign manager of GlobalAds Inc., received an assignment to launch a
global advertisement of a new luxury perfume. Suggestive of purity, elegance and
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sophistication, the design team recommended to package the perfume in white boxes
with gold details.

It was particularly successfulin the West where ‘white signifies purity and ease’. But
when it soft launched in some Asian markets, early customer reception was
surprisingly negative. There were areas where white was a very strong colour for
mourning or death, so the wrapper looked wrong as a high-class product.

Feeling out of touch with the culture, Sofia had to rethink the design approach. She
looked up customs on red and gold and consulted with cultural experts — and found
thatin many of the places where Little Caesars had begun operating, red and gold were
highly preferable to blue, representing prosperity, luck and celebration. Culturally
adapted packaging soon followed the return of an ethnicity-based version of the brand.
Sales in Asiarose, and the campaign would later be hailed as a case study for how to
adapt global marketing.

This experience transformed Sofia’s outlook. She came to understand that colors were
not “universal languages.” They had instead packed specific cultural meanings that
could make or break international campaigns. For a worldwide hit, the knowledge of
colour psychology had to be accompanied by an understanding of potentially
contentious cultural nuances.

Critical Thinking Question:

If you were Sofia, what would be your rationale to your creative team why not all the time
a colour can used globally or how adapting colour schemes locally is an importantin
building trust and resonance with international customers?

5.1 Colour Symbolism in Different Cultures

The perceptions and associations of various colours in a specific society are essential
factors to be considered when dealing with colour symbolism among other cultures.
Red is a colour that conveys cross-cultural meaning — reds for example, are used in
China to symbolize good luck and fortune but in South Africa, redisthe colour of
mourning.” This goes to show the relativity of colours and how significant cultural
context is when it comes to interpreting them with regard to psychology.

5.1.1 The Semantics of Colours in the Eastern World

Eastern cultures, such as China, Japan, India, Korea and others through Southeast Asia
have traditional values around colour that live in the spiritual and religious beliefs
handed down over centuries from parents to children which range from medicine to
Confucianism, Buddhism and Hinduism. The significance of colour in these cultures is
not just for beauty tinkering but as ritual, social rank ordering device, for human
wellbeing and moral values.
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Red:

In China, red is probably the most culturally important colour. It represents wealth,
laughter, good fortune and party. Typically used at festivals, weddings, or New Year.

Red is also used for fertility, and purity during wedding ceremonies in India. Most
married women apply a dot of red (or pink) kumkuma on their forehead, which is called
kumkuma or bindi and wear an red sari.

In many Eastern traditions, red can also indicate protection from evil spirits.
White:

In those countries as opposed to the West, white is a color of mourning and death and
associated with the afterlife.

White is the usual color of mourning in China and Japan.

The symbolic relation between white and the spirit world in Luba culture is indicative of
a cultural obsession with purity, both in life and death, although it’s treated not as
festive.

Yellow and Gold:

In the Buddhist tradition, yellow represents enlightenment, humility and freedom from
worldly things.

Yellow was reserved for emperors in old-school China, treated as sacred, imperial. It
still retains its connotations with royalty, dignity and centralisation.

In India, yellow is associated with knowledge and learning, and linked to deities such
as Vishnu. Itis also used in religious and ceremonial occasions.

Green:

In Islamic countries in Asia (particularly Pakistan), greenis a sacred colour that
represents the Prophet Muhammad and paradise.

In Indian and Buddhist culture, green can represent life, rebirth and harmony.
It's nature related and is considered healing colours in TCM.
Black:

In the Japanese culture, black is doubly significant—it can symbolize nobility and
experience but also sorrow and death.

In many Eastern cultures, black is not a color worn for weddings or any festive events
because of the association with death and bad luck.

Blue:
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BlueThere are Eastern spiritual systems that associate blue with tranquility and
immortality.

In Central Asian customs, blue is a protective color against the evil eye.

In Tibetan Buddhism, blue is a color that symbolizes purity and healing and is used
with powerful deities.

Did You Know?

"Yellow was so importantin ancient China that only the emperor could wear bright
yellow clothes. The roofs of imperial palaces were likewise tiled with yellow, the color of
Earth (a representation of power), and this color was also used on ritual implements
such as armor as a way to represent the divine authority that was present from
heaven.The "yellow" in contemporary mainland China's flag is therefore its national
color.

Extended Cultural Dimensions:

¢ In traditional Chinese philosophy, the theory of Five Elements (Wuxing) relates
colours with five elements:

Red: Fire, Yellow: Earth, White: Metal Black (Blue or Green): Water.
Applications include medicine, feng shui and martial arts.
* Hindu Chakra System has colors associated with energy centers:

Red (root), Orange (sacral), Yellow (solar plexus), Green (heart), Blue (throat), Indigo
(third eye) and Violet/crystal as the crown.

Colours in Eastern cultures are not just if visual media but have emotional or socio-
religious connotations, which are deeply rooted in the aesthetics of spirituality and
reality. The use of colour in the rituals, wearing apparel, architecture and treatment of
illness is symbolic, as follows a holistic bodymindworld view in which the notion of
colour is closely associated with the cosmic order and human life.

5.1.2 Colour Symbolism from Western Cultures

Color Symbolism in Western Culture The Meaning of Color Color symbolism is the use
of color as a representation or an association of anything that works on an emotional
level. Colour symbolism has varied data since colour is determined by life conditions,
such as emotion, class and gender rather than biological evidence. Modern Western
interpretations are increasingly subject to commercial and media pressures, but have
strong symbolic links with the Judeo-Christian tradition, Greco-Roman mythology and
Enlightenment rationalism.
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Red:
In the West, "red is often associated with power, dominance and aggression.

It’s a color used in branding, advertising and in the fashion industry to create an
emotional intensity mixed with urgency.

Red has also traditionally represented martyrdom and sacrifice in Christian imagery.
Blue:
Blue represents peace, truth and divinity in Western art and religion.

The image of the Virgin Mary is usually depicted wearing blue, because it was
considered a symbol pureness and divine grace.

Blue is also related to trust and professionalism, making it a popular color for
corporate branding.

White:
In the West, white is associated with purity, innocence and cleanliness.

It's also a wedding and baptismal attire, representing new beginnings and spiritual
cleanses.

In addition, it is utilized in the health care industry to support sterility and cleanliness.
Black:
Black can also be mourning and formal, sophisticated and evil.

Western funerals are traditionally connected to black attire which signify grievance and
sympathy.

In fashion and the arts, black is also associated with elegance and authority.
Green:

Linked to nature, health and fertility.

In the Middle Ages, green additionally represented love and courtship.
Contemporary counterparts include environmentalism and sustainability.
Yellow:

Yellow is traditionally associated with joy, happiness and optimism.

But it's got negative associations as well, with cowardice or deceit (eg “yellow-
bellied”).
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It had for long been associated with betrayal in Christian iconography, like in the
garments of Judas Iscariot.

Purple:
In the past, because purple dye was expensive, it symbolized royalty and aristocracy.

Purple is used in religious contexts, especially during the Lenten season to symbolize
penance and reflection.

Since, it’s been linked to creative and secrecy luxury.
Pink and Orange:
The color pink is often associated with femininity, softness and love.

Orange represents warmth, enthusiasm and youthfulness frequently foundin
marketing and pop culture.

Modern Influences on Colour Symbolism:

Marketing and Advertising: Colour psychology is widely used to elicit an emotional
response and encourage a certain direction of spending.

Psychological Theories: Thinkers such as Carl Jung tied colors to the unconscious and
emotional archetypes.

Digital Media and Design: Web designing and UX principles have made use of colour
becoming more standardised.

Religious and Historical Dimensions:

In the Renaissance, symbolism of colour became more complex and the use of religious
themes in works which were wholly secular was common.

The use of colour in heraldry has meaning that is directly intended and communicated.
Red (warrior/courage), Blue (loyalty), Green (hope/joy), Black (rock/steadfastness).

Despite being more fluid and consumer-driven, the roots of contemporary Western
symbolism are buried in history.

Colour remains importantin cultural practice, design and psychology.
5.1.3 Common and Contrary Colour Symbolism on a Global Scale

Although colour symbols vary widely from one culture to another, various themes
emerge which indicate that there is a convergence and contradiction of meanings.
Perception of shared meanings and differences is important for global communication,
intercultural therapy, branding and diplomacy.
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Shared Symbolic Themes Across Cultures:
Red as Power and Vitality:

* Red can often represent energy, passion, and life force in the East as well as in the
West.

* Thisis whatis invoked in ceremonies, holidays and expressions of love.
¢ Its relationship to blood and fire makes it a universal term for that primal heat.
White as Purity (with Cultural References):

* There are differences in what the non-neutral colors interrelate to not only in Western
and Eastern cultures, although white is also symbolic of Intersecting symbolisms In
both Western and Eastern traditions, the color white carries a dual meaning.

e [t signifies joy and renewal in the West; in many Eastern cultures, it represents the
end of life and spiritual freedom.

Green as Life and Renewal:
¢ Inthe majority of places, green is associated with nature, growth and harmony.

¢ It’s a healing colour, presentin everything from religious architecture to hospital
walls.

Blue as Peace and Spirituality:

e Throughout the world, blue generally symbolizes calm, stability and spiritual
connection.

e [tis encountered in religious texts, sacred objects and healing traditions of East and
West.

Contrasting Interpretations:
Black and White:
¢ In Western cultures, black signifies mourning and white symbolizes weddings.

*In much of Asia, the meanings are reversed and white is worn for funerals; though
black may suggest formality, it does not necessarily imply mourning.

Yellow:
¢ In the West, yellow is happy, but also can suggest deception.
¢ In Eastern cultures, yellow is frequently sacred or imperial.

e In Egypt, yellow signifies mourning, representing a far different symbolic application.
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Purple:

¢ Universally linked to power and monarchy, although it is also sign of mourning in Brazil
and Thailand.

¢ Inthe West, its mystique and creativity are celebrated; in Asian cultures it is often not
used.

Orange:
¢ Inthe West, orange signifies vivacity and enthusiasm.

¢In India, saffron (a deep orange) is religiously significant and worn by monks; it’s a
color of renunciation and spirituality.

Factors Influencing Cultural Differences:
¢ Religions: Religious rituals and the work of saints and gods who gave sacred colors.
¢ Historical Usage: Dye access, differentiation by social rank and colonial history.

¢ Climate and Environment: Hot vs. cold climates affect how coloris usedin
architecture, clothing.

ePolitical Contexts: Flags, revolutions, and the symbolism of government have changed
the meaning of colours.

Globalization and Convergence:

* The symbolic values of colour is getting diluted with increasing intercultural
communication.

e Multinational corporations use neutral, emotionally universal colors (like blue) for
branding.

¢ But there still are misunderstandings, such as why white means celebration in some
regions where it signifies mourning.

What colour symbolism has in common, but also how it differs is what we should know
when we engage respectfully with the global world. Whether in therapy, business or art,
colour is rich with significant meanings that go beyond the pixels on the page and can
tell us much about a society’s beliefs, history and values.

5.2 Cross-Cultural Variations in Colour Perception

Sapir Whorf hypothesis of colour The idea that the way peoples perceive colours differs
from culture to culture — a unifying force in this debate is that colour categories (the set
of terms used by people to refer perception of colour) are culturally contingent, with
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certain meanings/emotions/uses attributed differently depending on where you live.
These perceptions are influenced by cultural tradition, religion and historical context,
this in turn affects the way we design; communicate; market products and therapy
applications making an understanding of colour psychology globally relevant as well.

5.2.1 Cultural Conditioning and The Perception of Colour

Cultural conditioning Cultural conditioning is the way in which individuals are
conditioned by their environment via institutions and roles, to view or interpret colours,
itincludes national values, tradition, languaged exposure. You're indoctrinated early
that certain colors are for specific emotions, times and places. These affiliations
become rooted and affect not merely explicit tastes but latent emotional reactions.

Meaning of Colour is Not Universal, it’s Learned:

¢ Infants of diverse cultures initially react similarly to color stimuli, often having
preferences for high-contrast colors and vivid primary hues. However, by five or six
years of age, culture starts to play arole in how they interpret that.

* The meanings of colors are assigned based on religion, history and social systems.

White is the color of weddings in much of the West, but represents mourning in many
Asiatic cultures.

Language and Color Categories as Influences:

* There are more words for colour in some languages than others, which affects how
the world is perceived.

The Russian language, for example, has two separate words for light blue (“goluboy”)
and dark blue (“siniy”), meaning that Russians are quicker to differentiate between
these colours in comparison with English speakers.

Some African and Oceanic societies do not class colours in terms of hue but
brightness or use (i.e. wet colours versus dry colours).

Religious and Symbolic Teachings:

* There is a lot of religious conditioning:

Saffron is sacred in Hinduism and associated with renunciation.
Christianity often uses the color purple to symbolize Lent and penance.

¢ In Islamic traditions, green is celebrated because paradise is said to be full of it; It
also appears in mosques and religious texts.

Socialisation and Appropriateness:
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* The playing field of gender roles colours is a pattern that is bolstered through toys,
clothing and media.

o In the West, pink is culturally ascribed to girls, blue for boys. o These needs are
inverted or nonexistent in other societies.

Media and Globalisation:

* What big brands abroad are teaching us about the way we perceive color. For
example, Coca-Cola’s red represents energy and excitement almost anywhere inthe
world.

¢ Yet cultural programming reigns in the world of brand associations when the color
comes into contact with higher values such as mourning, recovery or sanctitude.

This learned coloring of perception is, in fact, the most distinctive aspect of grasp
between color and culture because manipulation supports the insight that 'color' is not
a neutral aesthetic effect, but rather, it is an entire system of communicative symbols
constituted by history language religion as well as social expectations.

5.2.2 Emotions for Colour in Context

Cultural significance is but one layer of colour perception; psychological reactions are
highly specific. How an individual feels emotionally or mentally about a color can also
depend on why they use it and what energy, mood its based off of so the go to answers
are not fighting for control.

Contextual Triggers of Emotional Response:
¢ A color that soothes in one setting may excite in another.

o Blue in atherapy room may be calming, however blue in a cold, dark hallway might
feel isolating.

o Emergency exit sign is red because red signifies danger, Red in a therapy painting can
signify passion and aggression.

Situational Influence:
¢ The psychological aspect of colours varies according to:

o Lighting: Warm soft light might make red feel warm and cosy; intense light might
make it aggressive.

o Mix: Green+Brown can feel organic; green + black may not seem natural or look like
gloss, and could be a bit creepy.
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Examples of Contrasting Emotional Associations:
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* Yellow:

o In a Western classroom, yellow could encourage optimism and attention.
o Since a long time, in France they consider yellow as color of traitor.

¢ Black:

o A black suit represents professionalism in the US while indicating mourning for
African funerary traditions.

Environmental Psychology Studies:

* When put in rooms painted the same colour, participants from various cultures report
different mood responses, according to psychology studies.

“Swedes and Iranians are about as different from each other culturally as can be
imagined, and this was reflected in how much calmness participants experienced in
response to blue rooms,” they wrote.

¢ What this means, then, is that it's not just the colour of a thing we like which will give
us a warm glow but its cultural history too.

The Cultural Memory and Symbolism:
* How we respond to colour is a product of collective memory:
o Red in post Communist countries may be associated with power and oppression.

o Incountries where there are strong environmental movements however, green may
carry connotations of activism or purity.

Functional and Psychological Contexts:

¢ In treatment, colors need to be adjusted not only for individual temperament but also
for cultural background.

¢ From an advertising perspective, colour should be selected based on the target group
and contextualised to where it is used (luxury goods vs. health care).

Interpreting the psychological response in context means that colour is applied
effectively and ethically. Lacking this knowledge, well meant use of colour will have
negative effects causing reactions which were not originally intended.

5.2.3 Case Studies in Cross-Cultural Perception

Cross-cultural insights on how colour is experienced and interpreted elsewhere in the
world can be drawn from actual case-studies. These cases highlight some of the
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dilemmas that face global marketing, healthcare, education, and diplomacy when color
symbolism is misunderstood or cleverly appropriated.

Case Study 1: The Coca-Cola Company’s Marketing In China

* Coca-Colafirst employed its famous red-and-white logo in marketing campaigns it
did for China.

* Red was fine, given that it accorded well with a person's prospects of wealth and
happiness in Chinese culture; white was trickier because the color signifies mourning
and death.

* Successive designs moved away from an over-the-top whiteness, adding more gold,
red and traditional symbols to make the medal feel relevantto Chinese consumers.

Case Example 2: From Scandinavian to Middle Eastern Hospital Planning and Design

¢ Hospitals in Sweden were designed using blue and grey palettes to induce calm,
sterility.

e Butwhen the design was duplicated in clinics serving communities in the UAE,
patients said the colors made them feel “cold” and unwelcome.

¢ In reaction, hospitals in the Middle East redesigned with earth tones, warm beiges and
green accents — in line with local color preferences that are associated with comfort
and tradition.

Case 3: The Application of Educational Colour in South Korea and Canada

¢ In South Korea, a super-bright range of primary colours are used in classrooms to
inspire, uplift and energise students.

¢ By contrast, Canadian classrooms are painted in muted tones (such as sage green
and soft yellow) to “prevent over-stimulation” and promote learning.

¢ Or the gap, rather, are cultural ideas about discipline and emotions hold on students’
engagement with learning.

4 International Product Packaging The first two case studies both use American
products.

* One European cosmetics company dressed its organic skin-care line in green and
brown to signal nature.

¢ In Japan, these color combinations were considered flat and unpolished. Those were
pastels and white, that fit the Japanese image of purity and simplicity.

* Redesigned the packaging for Japanese market, which led toincreased sales and
brand acceptance.
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Case Study 5: Diplomatic Misinterpretation

¢ While attending an international summit, one visiting delegate donned purple to
express creativity and diplomacy.

*The host country associated purple with mourning, which resulted in subdued
consternation from local dignitaries.

e [t’'s an example of how symbolic mismatch can quietly sabotage cross-cultural
encounters, even at high-stakes occasions.

These are examples of how colour can be an effective communication tool, but it does
depend on cultural literacy and context. A given color might evoke trust among one
culture and unease in another. Even sensitive consideration of local symbolism is
necessary if engagement and practice are to be meaningful and ethically correct.

5.3 Regional Colour Perferences in Advertising

Analysis of Region-specific Color Preferences in Marketing This section discusses how
cultural symbolism and consumer psychology affect people’s preference to certain
colours that further affects their purchasing behaviour. Colours are processed in
various regions of the brain, and players need to switch their focus accordingly.
Understanding these differences enables companies to customize branding,
advertising and packaging that work within local norms yet appeal to the global market.

5.3.1 Colour Fashion in Asian Markets

There are many countries in the Asian markets: China, India, Japan, South Korea &
Vietnam and dozens of other countries from the rest of Southeast Asia. Though there is
no one ‘Asian’ colour palette, most consumer response in these regions is defined by
preferences and symbolic meanings. Although it s a primary and primitive element,
colour is closely connected to cultural heritage, spirituality, social strata, feelings and
marketers need to know this.

Red as a Dominant Colour:
* Red is considered as a most lucky and emotional colour in various Asian societies.

o In China, the color red is considered as symbol for good luck, prosperity and
happiness. Itis frequently played in weddings, New Year’s events and business start-
ups.

o Red is considered at India as the colour of marital status and purity. The clothes and
attire for the bride are mostly red with some decorations of red colour or red even.
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e Many international brands adjust their logos and packaging to include red for local
markets.

o McDonald’s, for instance, has a darker red in their china location which is usually
paired with gold to represent local symbols of prosperity.

Gold and Yellow for Prestige:
¢ Gold and saffron is the color of status, sanctity and power.

o In history the Chinese Yellow was reserved for emperors, and it has a feeling of that
prestige and centrality.

o Saffron robes, part of the Buddhist tradition, are worn by monks to denote wisdom
and renunciation.

* These shades are used by luxury brands in their packaging and refer to exclusivity and
classical sophistication.

White for Mourning:
*|n many Asian societies, white is the color of mourning and death.

o Having white as the first colour in branding would not be popular, especially for
celebration/gift related products.

o Western brands that use minimally designed white packaging (popular with European
beauty aesthetics), will frequently customize these by incorporating red, gold or other
culturally relevant accents.

Pastel and Nature-Based Colours:

¢ Milder colors work for beauty and wellness in Japanese markets, including pale pink,
mint green and sky blue.

These colours symbolizes simplicity, subtleness and nature—which is the core of
Japanese sense of beauty/elegance and impermanence (wabi-sabi).

e South Korean beauty companies favour soft and clean colours to communicate purity
and gentle efficacy, particularly in skin care.

Green in Southeast Asia:

¢ In countries like Vietnam, Thailand or Indonesia green is perceived as a natural and
refreshing color and is found to be widely used in products related to food, beverages
and herbal care.

¢ But marketers should be careful: in some settings, certain shades of green can
suggestillness or envy.
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Key Considerations for Marketers:

¢ Adapt over standardize —its critical to land by being in visual alignment with local
culture and habits.

e Symbolism is more important than trends; a beautiful design with the wrong colours
from a cultural point of view can make consumers reject the brand.

¢ Asia marketing: Seasonal and festival colour editions are frequently promoted in red
and gold for Lunar New Year or pastel colours for spring campaigns.

The symbolic implications and emotional impact of color in Asian markets are key
insights for brands in developing communications that resonate-locally while avoiding
a misfire.

5.3.2 Western Branding: The choice of colour properties in branding projects from a
Western perspective

In Western countries, the preferences for colours can be more fluid and mixed —
emotional attitudes to colour being influenced by psychology, market research and
consumer trends. These are markets which are typically North America, Western
Europe and some parts of Oceania. Brands in these parts utilise colours effectively for
identity, emotion and product value.

Blue: The Hue of Trust and Reliability

¢ In corporate Western branding, blue is used most regularly.

o ltembodies professionalism, coolness and reliance.

o Widely seen in financial, health care and technology industries.

¢ IBM, Facebook and American Express are among the brands that deploy different
shades of blue to project credibility.

* Blue is seen as unobtrusive and conservative, making it an ideal color for all-
encompassing campaigns.

Red: Power, Passion, and Urgency

* Red is used to encourage impulsive decisions and incite excitement.

o Widely used in food and beverages (e.g. Coke, KFC) to stimulate appetite.

o Promotions or clearance sales language -- Compose compelling messages.
* Yet overuse can imply aggression or even danger if not tempered.

Green: Nature, Health, and Finance

* Green Green signifies: eco-friendly wellness stability
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o Widely adopted by organic companies and financial services.

* They use green in Western cultures as well to imply safety and itis likely to make the
consumer have a positive association with natural or sustainability-focused products.

Black and White: Opulence and Simplicity

e Dark shades are commonly employed in conveying elegance, status and rarefied
nature.

o Common in high-end fashion and technology applications (i.e., Chanel, Apple).
¢ White signifies cleanliness, purity and modernism.

o Completely used in health care, make-up in addition to technology.

Yellow and Orange: Energy and Imagination

* Yellow connotes happiness and warmth, but should be used cautiously to prevent
cheapness from entering the scene.

o IKEA opts for blue and yellow to communicate friendliness and accessibility.
¢ Orange is fun and playful, frequently applied to entertainment and youthful brands.
Gender-Based Preferences:

e Throughout history, pink has been tied to femininity and blue with masculinity —
although they have grown more fluid as time goes on.

¢ Many of the gender-neutral ones now use aqua, lavender or greys to attract a wider
range.

Cultural and Emotional Considerations:

* Colour psychology is taught in marketing and branding education, so Western
consumers are more aware of colour as a cue.

e Color continuity between product lines can help support brand recognition while
seasonal color changes are leveraged to create surprise and spikes in sales.

in Western branding, colour is routinely utilised to cohere with consumer emotion &
product function and even brand personality. Colour in strategic — it’s not just about
making things look good, the colour choices are meant to influence behaviour and
decision making too.

5.3.3 The Role of Region-Specific Adaptation in Global Marketing
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Global brands have to tread the fine line of culture suse through colour preference
whilst attempting consistency and local relevance. While an identity may be based on
a static palette, incorporating regional customization enables stronger emotional and
cultural connectivity to various markets. Colour localisation has been identified as an
essential part of global branding strategy, with which companies canreconcile the
need for a universal brand image with the specific wants and sensibilities of potential
domestic consumers.

Challenges in Cross-Regional Branding:

¢ Colour significance can be highly culture bound so standardisation is potentially a
risky and sometimes counter-productive enterprise. Indeed, while a ubiquitous colour
palette may work well in one country it may evoke unintended insults or unwelcome
sentiment elsewhere.

o White for instance signifies modernity, luxury and purity in Western markets whereas
in numerous Asian lifestyles it can represent morning or death or funerals there by
provoking a negative emotional response if applied without regard.

o Purple might mean creativity, individuality and sophistication in the US however in
Brazil and Thailand it’s strongly associated with mourning rites making it inappropriate
for festive campaigns in those countries.

* Besides simply being confused, brands that don’t evolve could be at risk of net
rejection in the market or face reputation damage and bad press. That might come in
the form of a backlash on social media, public calls for boycotts or consumer trust
eroded by perceived cultural insensitivity.

Successful Examples of Regional Customization:

Pepsiin Japan offers limited-edition drinks with labels featuring soft pastel muted
colors and seasonal designs — pink for cherry blossom season, which reflect Japanese
aesthetics of nature and seasons. This made the transitions between seasons culturally
significant, creating a sense of exclusive emotional attachment.

Unilever changes its product packaging and commercials to a country’s regional
festivals and customs: In India, Diwali features an emphasis on brighter colours like
orange, pink and gold, all of which are emblematic of light, prosperity and joy.

Elsewhere in Indonesia, Unilever combines green and gold as part of its Ramadan-
themed marketing which is linked to Islamic cultural aesthetics that highlight faith,
spirituality and celebration. This is an attitudinal match that promotes brand
acceptance and increases consumer’s trust.

Customizing Local Events and Traditions:
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Local celebrations and cultural events are an opportunity for brands to try out these
temporary rebranding efforts which show that they are in tune with local traditions, as
well.

In China, McDonald’s is partial to red and gold packaging during Lunar New Year since
those colors represent luck, happiness and wealth in Chinese culture.

8 lamp: In Western markets, several brands change their packaging or advertising to
include red and green references during Christmas, signifying warmth, celebration and
tradition.

Brands add a sense of urgency, newness and even cultural currency with temporary
colour editions that generate spontaneous purchasing and the less-frequent kind of
brand loyalty.

Modular Branding Approaches:

Most companies arrive at their marquee brand identity - a globally comprehensive look
for easy recognition with the simple sign of a logo, they divide this into modules so that
it can take on different colours or faces in different parts of the world. This flexible
system doesn’t weaken the strength of the brand.

For instance, a logo may be maintained in form and typography (for recognisability) but
appear in different colour variations that respond to local cultural characteristics such
as adding green in Middle Eastern markets where the colour represents prosperity and
faith.

The equilibrium of such consistency (global brand image) and flexibility (localization)
has been proved to be a strategic long-term sustainable in global branding.

Consumer Data and Colour Preferences:

More and more brands are instead turning to colour preference analytics that utilize
consumer data of surveys, focus groups, regional sales history, and online behavioural
metrics. Taking the guesswork out of design as a result, we make design decisionin a
way that’s measurable.

Strategies are informed by psychographic and demographic insights:

"In Europe, younger categories prefer pure, minimalist colours like natural colors and
muted shades, reflecting lifestyle trends that focus on a simple sustainable approach."

Taste palette preference middle age consumers in Southeast Asia generally prefer a
warmer, bright taste palette which represent such value as energy community festivity.

These findings enable brands to better connect the dots in their visual identity between
consumer psychology and buying behavior.
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Packaging and Product Design:

Cosmetic products also include some of the most obvious examples of regionally
adapted color strategies, since packaging for these types of goods are closely
connected to emotional appeal and personal relationship with design.

In Western markets, focus and contrast are easier to find, with strong lines and
powerful colour ways to show power and uniqueness.

For East Asian retailers, the focus is on softness, harmony and purity while pastel
colors, floral designhs and minimalism evoke cultural concepts of understatement and
modesty.”

Such tailoring is applied not only on packaging but also over product design in general,
strengthening this cultural alignment at any level of physical interaction.

Digital Adaptation:

Digital social platforms offer brand marketers robust real-time tools for testing and
optimizing regional colour strategies.

"[With] A/B testing, companies are able to release different visual variants to various
audience segments and measure their effectiveness in terms of engagement rates,
conversion rates and brand recall.

E-commerce sites can vary product images and packaging imagery based on user
location, providing a more localised, tailored shopping experience thatincreases trust
and overall customer satisfaction.

Being able to react instantaneously to a consumer response speeds up the learning
cycle and keeps colour strategies fluid — based on data.

Key Strategies for Regional Customization:

*Do cultural colour audits before introducing products, to see how the color is
perceived in target regions.

¢ Create culture-specific visual guidelines, which grant local teams the freedom to
interpret a global brand in their own way without losing consistency.

* Teach designers and marketers intercultural colour sensitivity so they minimize the
chance of offending a culture by their choice in colour selection and potentially
tarnishing a brand or losing consumers.

5.4 Cultural Sensitivities to Colour. Cultural Sensitivities to Colour is an understanding
of the fact for different societies, colours evoke different emotional, religious, and
symbolic associations and, therefore, different meaning needs to be assigned to these
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phenomena to enable effective cross-cultural communication, branding, marketing,
and product design. 5.4.1 Colours with Religious Significance. Colours play a role of
paramount sacred, spiritual, and symbolic beliefs across religious traditions, mainly
being not only aesthetic decorations but also meaning carriers, identity, and symbols of
sacral authority expressed, among others, in the sacred applications of divine power. In
sacred rituals, ecclesiastical attire, architectural designs, texts, festivals, and even
everyday use, colours connect believers with their faith. When one colour has the same
sacred attributes for one religion, for others, the colour might have radically opposite or
even profane contexts, creating a volatile ecumenical aspect. This information is also
crucial for business people, diplomats, and consumer brands that operate on an
international scale,, as it helps to avoid embarrassment on a cultural level. Hinduism.
There are several colours with sanctity roots: “ Saffron/Orange is one of the most sacred
colours in Hinduism. It symbolizes purity, fire, renunciation of life and worldly
attachments and ego. Also, monastic sannyasis — monks with shaven heads - carry
alms bowls and stress sticks. Thereby, the colour is associated with the burning of
“unpure” things and dominance of spiritual light. Red symbolizes femininity,
sacredness, and marital bliss. Buddhist brides wear red sarees and sindoor, a cosmetic
red powder, to show that “their connection will bring victory to the household and
manifest itself in their children “. White symbolizes spiritual stature and peace, butitis
the colour of mourning too.

* Blue expresses healing, peace, wisdom and eternity (in the image of the Medicine
Buddha).

¢ The Buddhist flag consists of five horizontal stripes in six colours — blue, yellow, red,
white and orange. Between them, they represent the all-encompassing nature and
scope of Buddhist thought.

Islam:

* Greenis of great spiritualimportance as the favorite colour of the Prophet
Muhammad and symbol of paradise, life and rebirth. Itis also used consistentlyin
Islamic Decorations and architecture, in Quran covers and as part of the design on
national flags of several Islamic countries.

¢ White symbolizes innocence, peace and everyone being equal in the eyes of God. Itis
also worn during prayer and religious ceremonies such as Hajj, when pilgrims wear
simple white ihram clothing allowing men to keep their heads cool by soaking it in water.

¢ Blackis the color of mourning and remembrance, particularly in Shia Islam as black
is the colour we tend to wear during Muharram ceremonies to remember Imam
Hussain.

Christianity:
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* Purple — A liturgical colour that reflects penance, humility and preparation. It is used
during Lent and Advent, two holy seasons that emphasize repentance and an
awareness of the coming of Christ.

¢ White symbolizes rebirth, joy and purity of color, is used for Easter and Christmas
festivals to represent the renewal of life, the Divine and victory of life over death.

¢ Red is martyrdom, sacrifice and the blood of Christ. It stands out on Pentecost to
represent the descent of the Holy Spirit, and it also appears on Good Friday to signify
that Jesus was crucified.

Judaism:
* They are strongly linked to Divine Commandment and purity- White, Blue.

o The prayer shawl (tallit) is classically white with blue stripes reflecting the Torah’s
mandate for a thread of tekhelet (a type of sky-blue dye), as a reminder to observe God's
commandments.

¢ Red conveys mixed meanings: It symbolizes atonement and sacrifice, can be used as
religious imagery only sparingly because of its powerful charge—and its association
with sin or danger.

Other Spiritual Systems:

¢ In many indigenous cultures across the world colours are associated with natural
elements, directions and spiritual powers.

o For instance, Native American spiritualism uses the medicine wheel that
corresponds colorsto N, S, E and W (black, white yellow and red), meaning balance and
life cycles or connections with the natural world. o Other indigenous cultures associate
colours with seasons, animal totems, or sacred places including symbolic images as
part of spiritual practice.

Key Considerations:

Religious colours are not neutral design choices. They are culturally loaded wielders
and using them improperly could even be construed as cultural appropriation or
sacrilege. For global corporations, entertainment companies and even
nongovernmental organizations (NGOs), ignorance can be the source of cultural
insensitivity allegations, backlash or damage to areputation. On the other hand,
appropriate use of religious colour symbolism can be used to gain trust and credibility,
as well as promote positive engagement among various audiences.

5.4.2 Political and Historical Correlations Related to Colour

Indication of colours The significance of colour as an expression of attitude, political
movements, identity and state ideology. They can be images of freedom or
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enslavement, conciliation or conflict. Misconstructions of politically charged colours
can be exclusionary or trigger unwanted echos of strife, authoritarianism and empire.

Red:
* Red is the colour of revolution in many cultures.

o Inthe former Soviet Union red represented communism and proletarian power. Since
then as icons and symbols of communism in the socialist movement, red flags and
other revolutionary paraphernalia have appeared in many protests and conflicts.

o Red in China is still a dominant color of Communist Party authority. It also represents
cultural positivity, so it has dual meanings.

* Red inthe United States is associated with Republicans.
¢ Red can in some countries call to mind violent uprisings or civil war.
Blue:

¢ In many Western countries, blue is the color of conservatism and order. There are: o
It represents theU.S.Democratic Party.

eIn France, Blue symbolizes liberty and national unity (as in the Tricolour flag).

¢ In post-colonial Africa, blue has featured in flags representing peace and breaking free
of colonial oppression.

Green:

¢ In countries like Iran, Pakistan and Saudi Arabia, green is associated with political
Islam.

¢ In environmentalist and socialist movements, green represents ecology and
grassroots activism.

¢ In Ireland Green is heavily associate with Irish nationalism and Catholic identity, in
contrast to Orange (Protestant Identity).

Black:
¢ Anarchist movements have also used black flags.

* “In Mussolini’s fascist Italy the Blackshirts were often seen as symbols of an
authoritarian grip on power.

¢ In modern climates, black can also be used by opposition or anti-establishment
groups.

White:
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¢ In places recovering from conflict, or where there has been peace, white flags signal
surrender.

¢ But then again, in some countries, white is (racially) pure or politically supreme.
Yellow:

¢ In the People Power Movement in the Philippines, yellow came to represent
democratic protest.

¢ In East Asian cultures, yellow has had royal connotations historically, but may be
used by peasantry.

Flags and Revolution:
* The Pan-African colours (red, black and green) symbolise African liberation.

* The rainbow flag, first a sign of peace in Italy, a symbol for LGBTQ+ rights around the
world.

¢ Colours of national flags are not necessarily politically neutral, they can have very
specific historical struggles.

Political colours can be a minefield for marketers and international communicators.
And even unintended references can provoke backlash if shades seem to correspond
with contentious ideologies or historical traumas. It is advisable to do an investigation
on local political colour contexts before carrying out any campaign.

5.4.3 Misuse of Colours in Global Branding.content The misuse of colours for global
branding.resources:

Inappropriate use of colour in international branding can result in commercial
mediocrity, consumer apathy or even socio-political furore. The relevance of designing
with sensitivity for culture is growing as businesses work more across cultural
boundaries.

Examples of Colour Misuse:

¢ A European fashion brand introduced a luxury line of white accessories during
Qingming Festival (Tomb Sweeping Day) in China, when white is associated with death.
It was seen as hugely disrespectful and the campaignh was condemned.

* A North American tech company employed a green variant of its logo for Ramadan,
but failed to consider the associated geometric design that constituted unwanted
echoes of political symbols in the region.

¢ An international beverage giant introduced a yellow-themed advertising drive in Latin
America, not realizing that certain shades of yellow were linked to cowardice or betrayal
in some cultures.
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Common Causes of Colour Misuse:

e Cultural Corrective: Belief that there is crosscultural meaning or that Western norms
are transcendent.

¢ VVisual Bias: Personality sets are chosen less for symbolic relevance than overall
visual rapport.

* No Consultation: Campaigns are created without consulting experts in the region or
culturally savvy individuals.

¢ Filters Branding: Excessive reliance on cookie-cutter global design with no allowance
for cultural variation.

Strategies to Avoid Misuse:

¢ Run Cultural Hear Colour Audits: Carry out extensive research into the interpretations
of colours in each region prior to launching campaigns.

¢ Hire Regional Consultants: This could involve hiring of local culture experts or
anthropologists to direct visual choices.

¢ Develop Modular Colour Systems: Think of creating these systems for a flexible brand
identity that could have region specific palettes yet rooted in core recognition.

¢ Test Locally: Focus groups and A/B testing in the target demographic can help identify
negative associations early.

¢ Politics Avoidance: Plan campaigns to not coincide with commemorations or events
for certain colours.

Adaptation Tactics:
e Adapt product packaging to reflect neutral or locally positive colours.

¢ In limited edition product launches, leverage seasonal and festival palettes to
demonstrate cultural connections.

*\When in doubt, use colour cues that have been demonstrated to be universally
emotional positive across different cultures (certain hues of blue or green for example).

International Branding Success Depends On More Than Just 'Looking Good' Being
globally relevant requires a deeper understanding. A design that sings in New York can
feel like stabbing a dinner party host in Jakarta. Color sensitivity: Showing respect for
cultural color preferences means your brand is seen to be considered, respectful and
culturally savvy on a global level.

“ACTIVE: Exploring the Meaning of Colours Across Cultures”
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Students, Participants will be divided into small groups and assigned a product type
(Ex. food, fashion, technology). Each team is going to choose three countries from
various continents and analyse the meanings of colours in those countries re-lated to
the product. They will develop a colour palette for a simulated product launch that can
be tailored to meet each culture’s cosmetology expectations. Activity 7: Understanding
cultural symbolism This activity considers cultural differences and illustrates the need
for marketing strategies to be sensitive to these differences.

5.5 Summary
+ Colours are defined differently in religious, political and cultural beliefs.

++ Religious connotations of colour are central to ritual practices, attire and sacred art
inall religions.

< Saffron in Hinduism, green in Islam and white in Christianity have significant
religious meaning.

+ Inreligion, the use of colour as a symbol is frequently bound up with values such as
purity, sacrifice, enlightenment and peace.

Otherizzas del stomaco (Cook, Donizetti; Bergamo 2021)<*Colours can be political
interpretations of_revolutions__or national identity or_piina.

% Red commonly symbolises communism and revolution, blue or green peace and
conservatism.

< National flags and protests develop color-emotive associations that influence other
instances of emotional processing in daily life based on the colors present.

< Misuse of color in advertising and branding can cause public reaction or cultural
scandal.

+ Multinational enterprises need to adjust their visual language in order not to collide
with localreligious or political contents.

< The experience of seeing color is conditioned not only by tastes in design but also by
cultural literacy and historical memory.

% Modular branding systems enable global brands to regionalise colour without the
loss of identity.

<+ Culturally-grounded design establishes trust, shows respect, and contributes to
global brand communication.
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5.6 Key Terms

Symbolic Religion —The association of colour with religious principals or teachings in a
religious setting.

Cultural Sensitivity — Understanding and translating cultural beliefs, values and
symbolism with respect.

Political Coloration — The political colors assigned to ideologies, movements and/or
parties.

Modular Branding — A versatile design system which could allow the colours to change
for different regions, but not the brand.

Misuse of Colours — Use of colours that have religious or cultural significance in an
inappropriate manner or offensive use.

Flag Symbolism — The use of colours within a national or political flag to either display
identity and/or ideology.

Sacred Colors — Holy or spiritual colors in a given religious tradition.
Shades of Revolution — The colours of political revolt or social transformation.

Culture Color Mapping - The strategic approach of understanding colors and the
significance they hold on different cultures.

Worldwide Visual Strategy — A method for the use of colour and design that reflects
international and regional values.

Colours — Colours used in religious apparel and for church ceremonies as defined by
liturgical calendars.

Cultural design research — How cultural investigation is being incorporated into design
and branding processes.

5.7 Descriptive Questions

Discuss whatis a religious importance of saffron in Hinduism and how does that
translate to design work available in Indian market.

How do political ideologies shape our understanding of colour on a national and global
level?

Discuss some of the current issues facing global brands in relation to colour
controversies.

Explain how consumers expect products to be packaged and advertised depending on
religious environments.
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Analyse the role in history of the colour red in revolutionary activity, and its significance
between regions.

How does brand modularity enable multinationals to respond to local colour
sensitivities?

Compare and Contrast the Silver in Hinduism and Christianity in Western countries?

Find examples of how non-colour sensitivity has hindered attempts at international
branding.
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5.9 Case Study
Color Sensitivity in the context of Cross-Cultural Branding - A Strategic Case Study
Context:

Radiance Naturals — The world leading personal care brand to launch its beauty line
across three prominent markets of India, Germany and UAE The productis an herbal
moisturizing lotion advertised as “pure,” “gentle” and “healing.” Its international brand
presence is in white and a light green on its packaging. But the product also drew
criticism in India— and bafflement in the UAE — all of which came after a successful
German launch.
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Problem 1: The clash of colour symbol and religious tradition

In India, Radiance Naturals introduced with a white dominant packaging during the
spring wedding season. White, drawing the power of divinity in the brand’s home market
(Europe), symbolizes mourning and widowhood in Indian Hindu culture. Consequently,
regional distributors suggested thatthe consumers were emotionally incongruous with
the product and felt it was "not good for celebration” or a "party gift."

Solution:

* The marketing team enlisted cultural and religious authorities to help redesign the
packaging of its products with soft peach and marigold hues, culturally linked to beauty,
ritual, and vitality.

* Promotional material in India featured gold details and regional flowers to connote
sacredness and warmth.

This repackaging put the visual vocabulary of the product in line with the moral values
of Hinduism, resulting in a 30% sales increase for the next round of festivals.

Problem 2:Political and Symbolic Colour Misapplications

In the United Arab Emirates, green pack was misinterpreted due to a crescent motif and
shade that was similar to political symbolism favoured by a local religious party. It was
an accidental match that raised alarm bells for regulatory reviewers and garnered
blowback in social media campaigns over what some saw as religious appropriation.

Solution:

* The brand worked with local consultants and redesigned the designto incorporate
aquatic blues and tender neutrals, shades of peace and wellness in the Gulf region.

¢ All branding cues were checked to create a neutral and inclusive imagery with no
overlaps of religious or political symbols.

* The brand released a formal statement of apology recognizing the blunder, and
pledging to further culturally align.

The effort was well-received, and it restored confidence in the brand with consumers
and educated corporate about symbolism saturation of local politics.

Problem 3:What is Sufficient to Read a Familiar Cultural Colour Context Successfully?

In Germany the brand's original white and green look worked incredibly well. White was
seen as modern and hygienic, green, further signifying the product’s natural claims.
Marketing in effort of minimalism and sustainability through scientific transparency.

Solution:
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* The brand carried forward its parent palette in Germany while launching localized
campaigns with clinical validation, plant-based science and ecological responsibility.

* No redesign of product was necessary, but redistributing through ecoconscious
retailers did require a change.

This success confirmed that not all markets will always require modification, so long as
the colour narrative resonates within local consumer psychology.

Reflective Questions
How did the same colour palette evoke different reactions in India, UAE and Germany?

Which historical and religious stories might affect emotional response to product
design?

How can a multinational company prepare before releasing their product to a new
market?

How do you feel Radiance Naturals was culturally sensitive in their re-design?

How might we incorporate local experts and cultural consultants in a global design
process?

Conclusion

This case study suggests that colour is not universally applicable as a marketing tool. A
palette signifying purity and health in one culture may signify mourning or political
allegiance in another. Culturally attentive design demands deliberate research, local
consultation and a good deal of flexibility. The flexibility of Radiance Naturals in
addressing issues of cultural offense across different regions demonstrates the
potential strength that cultural intelligence can have in protecting brand equity and
building consumer trust. Success in global branding is not visual conformity, it’s
meaningful visual communication that acknowledges and honors the values of its
users.
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Unit 6: Advanced Applications of Colour Psychology in Digital Media and Technology

Learning Outcomes:

1. Ilustrate the function of colour in Ul and UX design on the web.

2. Analyze color schemes of websites and apps for readability and eyestrain.

3. Assesstheay role in immersion and emotional impact when applied to video
games, VR and AR.

4. Useinclusive design - bearing in mind access needs such as colour blindness and
WCAG.

5. GettyImages From mind the psychological impact of colour in social media
marketing and platform-specific brand design 1.

6. With real-life examples of brands which utilised colour psychology in their branding

and digital design.

Content

6.0 Introductory Caselet

6.1 Colour in Website and App Design

6.2 Colour in Video Games and Virtual Environments
6.3 Colour and Accessibility in Digital Design

6.4 Colour in Social Media and Digital Branding

6.5 Summary

6.6 Key Terms

6.7 Descriptive Questions

6.8 References

6.9 Case Study

6.0 Introductory Caselet

“When Colours Drive Clicks — Arnav at PixelWorks”
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Arnav, a user-experience designer at PixelWorks, had been tasked with overhauling the
Vadera mobile-app dining service application. Despite having everything in the app,
users dropped out of the orders mid-way. You told us it was “confusing” and
“uninviting”.

At first, Arnav dedicated his time to the navigation flow, but he was advised by his
mentor to consider the color scheme. Digital colour psychology research While
researching digital colour psychology, Arnav found that:

* Red and orange stimulate appetite, urgency so they can be effective for call to action
buttons.

e Green Symbolizes freshness and health, which are in line with the brand’s organic
food choices.

®Neutral background for better shoot : Easy to focus and will not make you feel
uncomfortable, helping to reduce visual fatigue.

Arnav spruced up the design with green highlights for healthy meals, a brightred “Order
Now” button and a clean white background. The results were eye-popping: 40%
increase in order fill rates over the next couple months, with user reviews calling the app
“easy to use” and “pretty.”

Through the project, Arnav learned that colour choices were not just stylistic decisions
but subtle psychological cues which shaped how users chose to act in digital spaces.

Critical Thinking Question:

What does it take to convince a group of developers that you, as an Arnav could
contribute to beautiful colors not being lipstick and how did we realize it produces
better UX, CTR and the overall balance naturality?

6.1 The Color of Designing the Web Mobile and Apps

Color plays a role to success website or app design and itis involved from the strategic
Inter- face screen layout color palettes for experi- ence improvement. Good choice of
color can affect the readability, navigation and call-to-action rates, while touching off
cultural mores\...and emotions among a worldwide &portrait; digital audience.

6.1.1 Colour Usage in Ul and UX

In digital product design, Ul is the visual layout of an application or website, and UX is
how we experience it and respond to using that system. Colour plays a significant role
in both of these that will influence how we experience, process and feel about a digital
reality.

How to Use Colorin Ul:
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e User directional navigation: Olympic rings colours are used to direct users’ activity
towards main areas such as buttons, links and menu options. CTA buttons are clear and
coloured colous, contrast colour.

e Categorization & Structure: When to use unique colors Unique color is used only to
categorize (ie tabs, colored analytics on dashboard), organize (filtering options, or type
of content list) and differentiate between types content.

¢ Warnings of Mistakes and Confirmations: Colour has long been crucial for-signalling
status changes, whether you are using red to announce an error, green to confirm
success or yellow to report a warning.

Emotional Color in UX:

e HCIl and Emotional Persuasion: For colour psychology, users can be emotionally The
interaction could elicit a user’s space toward a design element. And hot colors could
stimulate excitement, and cool hues relaxation, say, for example.

¢ Brand Personality: Color in brand personality, to tell a story of a brand and bring
across the brand’s voice. Amoney app in blue feels trustworthy and stable; a playful
app inviolet or coral can feel creative and expressive.

- Reducing Cognitive Load - allows a user to easily make choices and reduces the
mental load by offering visual cues (a sight line) and clear groupings.

Accessibility Considerations:

e CVD: The designers should consider the sense of impaired users by not relying on the
colour only signals and give a good contrast.

¢ Contrast - Stock Ideal: Design conforms to WCAG (Web Content Accessibility
Guidelines) color contrast standards for high contrast color to ensure text readability
regardless of device.

Consistency and User Expectation:

* Design Systems and Color Tokens: Many applications use preset structured colors,
which are also known as tokens. With these tokens, product canthen scale and stay
consistent across all of these designs.

e Cultural Sensitivity: There's a wide fluctuation in the meanings and preferences of
color on an international level so that any people producing products for a global
market should take local culture into account or they'll irritate users.

When building such online graphics it is helpful if the designers can learn from this and
aim for a balance between having them look nice and being friendly; as colour is
definitely not at odds with interaction. Every color decision, including accent highlights
or even background gradients impacts perception of clarity/safety and trust.
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6.1.2 Colour Schemes and Readability

In web and app design, the readability of text or visual content refers to how easily users
canread and comprehend it. One of those key elements that has an impact on
readability is the color scheme used for interface design. A good colour scheme

shows information readable and pleasant (regardless of how it is viewed: mobile, laptop
or in the sun). Bad colour choices, however, can make it difficult to find anything and
reduce learning efficiency while also excluding people with vision problems.

Types of Colour Schemes:
e Monochromatic: Using variations of one color.

-This scheme provide your users with a clean, simple and professional interface to
follow -It is usually used in professional portfolios, education apps or lifestyle service
where priority is for clarity and minimum distraction.

¢ Analogous: Mixes colors that are next to each other on the color wheel (e.g., blue, teal
and green).

—These color combinations provide one with a feeling of tranquility and peace.

— Used widely in wellness, hospitality and meditation apps when the user needs to be
calmed.

e Complimentary: Matches colors opposite each other on the colour wheel (e.g., blue
and orange). - These color combinations contrast nicely and highlight important
features, buttons, or links.

— Complementary colors can look unnatural or be very unpleasant to the viewer if over
used.

e Triadic: Using three colours evenly spaced around the wheel (for example, red, yellow
and blue).

—This colorful pattern is fun and versatile yet balanced.

- Ideal for education websites, dashboards or content based applications where they
need each section to be clearly stand out differently.

Impact on Readability:

e Contrast & Readability: Make it so that the text on the wrap is legible. Black text
against white background has the best readability. Low contrast (such as light grey on
white) hurts readability, especially for those of us with poor eyes.
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* The type of colour also has to be supported by typography. A black type is readable
as negative, in bold even on bright backgrounds, but thinner or decorative fonts are
prone to disappear if the contrast is not high.

e Light vs. Dark: Many apps these days offer both “light” (dark text on a light background)
and “dark” mode (light text atop a dark background). They both require adjusted color
to be visible without strain.

Use of Colorin Attaining Visual Hierarchy:
e Color isn’tjust decoration: Itis an attentional force.

—Primary Colours: These are used for your key actions (submit buttons/ buy it now
buttons).

— Support (Secondary) Colours : Used to support Functional Colours for secondary
actions (e.g. “Learn More” or “Cancel”).

— Colours: Background and body content; dividers to highlights on screen.

This choice can be influenced by the strategic use of colour from designers that cause
users to look at the most important information first.

Colour Best Practise for Readability:

¢ Be sure to check your colour contrast ratios using accessibility tools (i.e. WCAG
guidelines).

¢ Don’t use bright colors, especially long texts parts (eye strain).

* Never depend solely on color to convey meaning — use additional visual cues (such
as underlines, icons or bold face) to aid colorblind users.

¢ Test on various environments (outdoor, small screens, high/low res.) to provide
constant readability

Cultural and Psychological Factors:

¢ Colours can carry different connotations across cultures, affecting user’s comfort and
trust — For example, red is a colour representing urgency in Western countries but
happiness and life to the Chinese.

e Studies in psychology have also discovered that different colours evoke distinct
emotions:

—Blue is associated with trust and reliability.

- Green is for Growth, Harmony and Balance.
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As with any design, readability should be tested on the reading audience to ensure
cultural and emotional appropriateness.

6.1.3 Case Studies: Case 1: Hot Applications and Website Design

These are complemented by ‘in the wild’ case studies from today’s leading apps and
websites that show how colour is being successfully applied in the field, all
underpinned by down to earth advice on tech implementations such as fallbacks
support and which colours work best in dark or light interfaces. These use cases shed
light on how design teams leverage the use of colour for usability, localisation, and
audience positioning, suggesting that in digital design the use of colouris never neutral
or merely decorative.

Black-and-green Spotify is a lovely clean design with colourful pops for playlists and
album art. With its dark black background, music lovers can focus the attention on
content and take in a more vivid, cinematic browsing experience while gearing music
discovery. Spotify also offers high-contrast alternatives and a dark mode, which
minimise eye strain, to ensure inclusivity for all users.

Duolingo, however, uses a more vibrant and playful color palette of greens, yellows and
blues. Itis a lively color thatfeatures the game like lively air and learning languages
feels like leisure interest for anyone! Colour-coded modules and success-based
culminating icons enhance ease of use, maintaining a view of their progress and
encouraging them to keep moving forward.

Google Workspace takes the simple approach: it’s a white canvas with splodges (of
three primary colours, to be precise, which stand for blue for Docs, green for Sheets and
yellow for Slides). This simple and straightforward arrangement contributes to it clear,
high efficiency work quickly select tools. Optimising for readability, Google emphasize
text contrast, a strong colour hierarchy, and continuity across all products which
supports the uniformity for task completion.

Instagram takes a different path, and its photographic aesthetic incorporates creativity
and vibrancy, evolving in the form of an iconic rainbow gradient including pinks oranges
and purples. This palette supports the platform’s implicit commitment to style and
visual storytelling as a way to evoke emotional responses for its users. Red tends to
appear strategically in notifications and interactive buttons to create urgency, grab
attention and require action.

Airbnb instead subtly introduces its pink (or coral or neutral) accessory colors to provide
a feeling of warmth and inclusiveness, evoking the company’s brand values of
community, comfort, and trust. Another one that subtly changes its colors: Airbnb’s Ul
color scheme, which varies by region, presumably to suit people’s eyes and local
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cultural expectations in different locales (as well as to push season or regional
campaigns while maintaining a sense of brand continuity).

These are for sure successful and healthy digital platforms do not choose colors at
random. Both choices are done in consideration of psychological impression, usability
clarity and brand personality. The effective use of colour, one that enhances usability,
communicates brand voice and allows for continuity across emotional touch points
with users is a testament to how crucial itisin any digital design strategy.

“Activity: Emotion & Colour Mapping in Digital Spaces”

Users will choose a mobile app or the website that they use on a regular basis and how
color contributes to affective relationships and navigation. Emotional tone (i.e., how
calming or energizing they find the interface), clarity of action in color use (e.g. what
stands out as buttons CTA / softer options on background) and readability of text
against backgrounds. Participants will produce a user experience “colour map” —
detailing how specific tones play their partin the UX game. The task s followed by a
class discussion on why different colours are associated differently with cultural
traditions across the world.

6.2 Color in Video Games and Virtual Environment

Meaning and Colour in Video Games and Virtual Worlds discusses the role of colourin
supplying meaning to modern video games and virtual worlds. This includes navigation
cues, reward or danger indicators, narrative themes and emotional responses
communicated through colour in a way that is culturally meaningful and accessible to
diverse gaming populations.

6.2.1 Immersion and Emotional Engagement Colour "l needed the speed to feel it
touching (responding to my fingers) your lips, for example... so that | could put a finger
there and say 'There's maximum or minimum here... or in-between'".

Video game immersion is the sensation of being absorbed in, and feeling united with a
video game. This is typically done through a mix of audio-video design, gameplay
mechanisms, and story coherence. Of these, colour is simply the most direct and
powerful stimulant for feeling responses and to give a structure to visual identity.

Psychological Mechanisms of Colour Engagement:

* Mood Induction: Color is frequently used to create an emotional atmospherein a
game. Reds, oranges and yellows draw excitement, tension or even aggression; blues,
purples or greens appeal to calmness, mystery or despair.
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¢ Emotional transitions: Colour is manipulated by the game designers to represent a
change in emotional state of the player or narrative tension. For a peaceful village, they
might use soft pastels, while for when you are suddenly confronted by a boss that
invades your screen with deep reds or greys.

Colour and World-Building:

* Environmental Narrative: Storytelling through colour in an environment. A blighted
forest might transition from natural greeds to sickly purples to represent rot. There may
be alack of colourin the post-apocalyptic world, reflecting its lifeless and desperate
nature.

¢ Fantasy vs. Reality: High-fantasy game environments will frequently utilize intense
saturation and magical colouring to depict otherworldly environments. Military and
survival games typically have muted colors since they tend to be realistic.

Player-Character Connection:

*Colour as the character’s costume, aura or powers to construct a symbolic
association.

o A courageous character may don blue or gold to indicate nobility and wisdom. o
Villains and antagonists are commonly red, black or unnaturally coloured like acid
green.

Interactive Cues and Feedback:
* Colours are very important for communicating gameplay feedback:

o Red may be used for damaged or enemy. o Green is frequently associated with health
or safety.

o Blue can represent magic, energy or a safe area.

¢ Dynamic light shading that enhances every plot twist, or when struggling for your life
with pulsating red - light and fine detail in a deep black background.

Synesthetic Game Design:

® Colour is frequently linked bubble with music and sounds to build a sensory palette
that’s immersive. For instance, fasttempo sound with rapidly flashing red light
increases urgency.

Colour is even more impactfulin game design, where its use is so powerful that the
players should be feeling the environment rather than looking at it.

6.2.2 Game Genre-Specific Colour Palettes
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* There’s a psychological and mechanical reason various video game genres use
different palettes. Color palettes are not chosen just to look pretty but need be adjusted
to jive with user comfort, game play pacing, cognitive load and immersion. Alongside
genre conventions, designing for palettes generates visuals that are indelibly linked to
systematised players.

¢ Greys, as in all shades of, browns (very far from being uniform through), deep reds
and using the industrial-esque silhouette to represent realistic skin tones + an
atmosphere of tension / tactical awareness in most action and shooter games. That the
muted palettes offer to dull much of the visual noise is a benefit, because it ensures
that things like health bars, enemy targets and mission objectives are easily found and
understood. For example, Call of Duty uses mud-slick earth tones to bring the
harshness of war to lonely, darkened DOOM cranks up the adrenaline and aggression
with plenty of bright reds and deep color pads.

¢ In adventure or RPG games palettes are widely varying, due to representing different
moments in the story and the world as well as emotional states. Here colour is
essential to building the world, expressing character and setting mood. For example,
The Legend of Zelda uses the same bright green and blue saturated hues commonly
found in the visuals, alongside a fairly prevalent metallic golden glow; to evoke feelings
revolving around mythical hope, while The Witcher 3 uses contrasting muted tones
juxtaposed with changes in light that take you from one extreme to another within a
single scene; to tell much darker, more ethically challenging stories.

* The colorization and non-colorization of horror certainly carries with it an affective
value in inducing fear or discomfort. Palettes tend to heavily feature dark shades, greys
and green but will desaturate reds that pronounce a sense of claustrophobia and fear.
For instance, Silent Hill's murky greys and blood-drenched reds work to disorient
player’s sense of intuition, where as Resident Evil affirms the caducus with inky
corridors punctuated by red warning signs and eerie green glows.

* Puzzle and casual games are the counterpoint — bright tones mixed with contrasting,
often playful palettes (with pastel colours thrown in to improve legibility). Color has a
strong functional purpose here as it serves to disambiguate objects and d!irect
attention. Candy Crush, for example, is identified via its brash colour coded appeal and
core mechanic, while Tetris Effect is a hypnotic dance of neon colour waves.

* Fantasy and sci-fi genres tend to eschew realism for a high-contrast, bold use of color
in surprising combinations (like purple and gold or teal and orange) as a way of signaling
that this world is not our own. They reinforce speculative imagination and allow one
fantasy-setting to stand out from the other. Destiny 2, forinstance, uses a palette of
rich jewel tones and glowing highlights to draw players into its space mythos; Final
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Fantasy games simpley use bold cpontrasts to keep spells, characters and realms from
blending together.

e Simulation and strategy games tend to use more naturalistic or pastel colour
palettes, for the purpose of realism and cognitive fluency. Colour is also important here
for data visualisation purposes such as heat maps, assets and territorial differences.
For example, in SimCity’s colour is a functional way to show the status of your
infrastructure and in Civilisation VI there are clear coding patterns that identify
different civilisations, alliances and strategies.

¢ In general, designers choose palettes to conform to genre conventions and the target
demographic, age group and platform. For instance, children's mobile games might
have more saturation and less sophisticated color combinations, while PC RPGs could
be using complex or symbolic ones. These genre- specialized decisions directly affect
gameplay clarity, emotion tone and keep their audience for the long term.

6.2.3 VR and AR Dashboards) the user must consult (Dashboards; 6 field, on which in
important issues of this paper.

As immersion technologies develop, colour design is no longer only a visual element
but instead becomes a method to influence perception, engagement and
embodiment. In VR and AR, colour affect not only emotion, but also how we orientate
ourselves in space, cognitive mapping, and getting real-time feedback for 3D
environments. The immersive nature of these environments magnifies the emotional
and physiological impact of colour.

Visualization and Perception of Colorin 3D:

¢ In the context of VR, players are positioned in a 360-degree space and so colour
needs to be spatial.

Designers apply color gradients and lighting to evoke depth, surface texture, and
distance.

* Colour can be used to differentiate between interactive objects and static
environment, especially when using handtracking or motion controllers.

¢ In AR, which is about imposing digital elements on the real world, colours must pop
against various reals-world backgrounds. A high level of visibility is important for
readability and usability.

Emotional Immersion and Embodied Presence:

¢ Colouris introduced to increase the sense of presence or "being there" in a virtual
space.

o Orange and yellows can help shrink down a virtual space or provide it with cosiness.
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o Cold colours are environmentally opening and decrease perceived stimulus load.

¢ Emotions can be modulated with dynamic lighting changes, for example gradually
transitioning colors from blue to red during the climax of a story or increase in threat.

Application of Colourin AR/VR: Use Case IRL:

¢ Medical Training Simulations: Learners are taught medical procedures using coloured
coded anatomical models.

¢ Military and Industrial Training: Color coding is used in both simulated hazard
recognition and equipment interfaces.

* VR therapy: Colour-managed settings to cure phobias, PTSD and anxiety with shades
of calming colours and associated lighting.

Interaction Feedback and Ul in Immersive Design:

¢ Classic colour-coded Uls (red is for cancel, green is for accept) are transformed into
spatial menus and floating Ul.

e Many feedbacks are written in color gradient which enhances readability while
maintaining the flow.

Cross-Cultural and Accessibility Concerns:

¢ So that designers should take account of cultural colour meaning or colour blind in
the case of global use.

¢ AR-wayfinding tools have to provide “clearness” under dynamic real-world
illuminationcing which demands comprehensive field testing.

Did You Know?

"A VR development company included a colour temperature test as part of their
research, where users in cooler (blue) environments expressed 20% higher feelings of
spatial awareness and resting states of calm compared to those experiencing warmer
(orange) environments — evidencing that it’s the tone of our virtual skies that affect
navigation and comfort within digital realms."

6.3 Digital Design as a Project of Resistance Colour and Accessibility in the digital
design process

Colour and Accessibility in Digital Design addresses how colour can be used to make
all digital work inclusive by making it easier for everyone to use, including people with
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visual impairments or eye strain. It stresses appropriate amount of contrast, other cues
and universal design guidelines for equal access and effective communication.

6.3.1 Designing for Colour Blindness

There are a lot of colour blind people around the world. Itis the inability or decreased
ability to see color, or perceive color differences, under normal lighting conditions. It
can also be referred to as colour deficiency. It’s essential to “design digital content with
CVD in mind so that all users can access and understand information regardless of
their colour perception”.

Types of Colour Blindness:

Protanopia/Protanomaly (Red Weak/Red Blind): Difficulty distinguishing between red
and green colours, the former appear to be darker.

Deuteranopia/Deuteranomaly (Green-Weak/Green-Blind): Affects red-green
discrimination less strongly, but has a greater effect on brightness.

Tritanopia/Tritanomaly (Blue-Yellow Deficiency): Very infrequent; blue and yellow
colors are the concern.

Achromatopsia: This is the complete opposite of protanopia glasses and are for total
colour blindness.Afav:-The polarizing filters used in these allows only passes through it
which are perceived by users, leading to a clear experience.

Design Challenges:

¢ Key colour-coded features, like buttons, charts, status indicators and navigation
highlights can lose discernibility forthose who have CVD.

¢ Using only color to represent meaning (such as red and green for “cancel” and
“confirm”) is not accessible.

e Gradient fills or text and background color contrasts are not good causes the problem
even worst.

Inclusive Design Strategies:

¢ Leverage redundant cues: Combine color with text labels, icons, shapes, or patterns.
For example, if there is a warning then you'd want to use the caution icon and text label
along with color.

¢ Avoid Difficult-To-Read Colour Combos: Red-green, blue-purple, green-brown are all
to be used thoughtfully or altogether avoided as primary Ul indications.

¢ Test With Simulations Designers should be working with the tools that simulate how
their interfaces look to someone with one of three key forms of color blindness.

Z"—.I turnltln Page 14 of 29 - Al Writing Submission Submission ID  trn:oid:::3618:127605467



z'l_.l turnitin  Page 15 of 29 - Al Writing Submission Submission ID _ trn:oid::3618:127605467

Examples of Good Practice:
* Success messages, for both checkmarkicon and green colour as well.
* Red color and exclamation symbol for error notifications.

¢ In charts, multiple patterns or textures along with colour being applied to differentiate
between data sets.

Cognitive and Emotional Impact:

* Bad color design doesn't just create confusion, but works to alienate users, overload
their cognitive resources and results in them failing tasks.

¢ Universal color design makes a website more usable for everyone, not just people
with disabilities.

“Itis not a‘nice to have’feature, in the sense that it enables extra functionality: for
people with colour blindness, it is basic accessibility.

6.3.2 WCAG and Inclusive Colour Reccomendations

WCAG 2.0 is a popular standardization for creating digital material to be accessible
globally. Developed by the World Wide Web Consortium (W3C), WCAG is designed to
enable web and mobile content become perceivable, operable, understandable, and
robust enough for all users — including people who experience vision, cognitive or
motor impairments. These recommendations can be utilized by authors, designers,
developers and others to ensure that their work enables language having a well
perceived quality making it accessible to all people as well as facilitating unrestricted
access across the globe.

WCAG Requirements Related to Colour:

e Contrast Ratio: The requirement exists to maintain visual comfortability in different
lighting conditions (e.g., outdoors under bright sunlight or indoors under low ambient
light) and on screens with diverse quality. Content may become illegible for users with
low vision or colour deficiencies where contrastis insufficient.

* Colour use: Information is not conveyed by colour alone. Designers need to add
additional cues, in the form of text captions, icons/minimum shapes, in order to further
distinguish items. Such as a link should not just be in blue, it should also be underlined
or provided with an icon so that even those who are color blind can 'see' it. ® Non-Text
Submissions: Graphs, charts, maps and interactive elements need to be cross-
referenced with non color information. This might involve using patterns, textures,
tooltips or labels to ensure that users who are colourblind or have visual impairments
can still correctly interpret the information.
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* Focus States: Unfocusable elements should not be focusable, nor indicate that they
can be focused. These indicators, whether they are outlines or highlight borders, must
also satisfy colour contrast requirements. This helps to make sure that people who use
keyboards and assistive technology can move through digital interfaces quickly.

WCAG Conformance Levels:

e LEVEL A:Level A is for achieving the lowest level of accessibility which means
satisfying the basic concepts like providing text alternatives to images. While it does
provide some level of functional accessibility — it tends to leave quite a bit to be
required for users with impairment.

¢ Level AA: The goal for most public-facing websites and apps, a standard that strikes
the balance between what people with disabilities need with considerations for design.
It has more stringent requirements for color, navigation and multimedia. However, in
striving to achieve the most inclusive approach while reducing potential legal risk, most
organizations aim for Level AA compliance.

e Level AAA: Highest level of accessibility, taking into consideration all users including
those who are most disabled. It should have perfect contrast ratios and SHOULD
respect the accessibility guidelines. Butit’s not always simple to implement across the
board without unduly stymieing design so will be limited to certain uses, such as for
education and government sites.

Color Friendly Practices using WCAG:
High Contrast Mode:

o Designers need to take into account the light and dark themes, so that users feel
comfortable under any condition.

o There should be sufficient contrast between text, background, buttons and icons to
prevent eyestrain as well as readability.

Consistent Visual Hierarchy:

o Colour, size, weight and white space can be used together to suggest importance and
guide users.

o This process removes the significance from any second order colour-opponent
function, so that itis less critical when chromatic acuity is reduced.

Accessible Forms and Inputs:

o Error messages should be easily distinguishable by symbols or icons (not only a red
block)and should include the associated error text?
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o There ought to be secondary indicators of required fields like the asterisk and title not
just color.

Scalable Colour Systems:

o Design systems should prefer to use color names according to a theme rather than
hard coding hex values.

o This method provides thematic consistency and ease of accessibility modification
when necessary.

Benefits of WCAG Compliance:

¢ Legal Requirement: WCAG compliance is the foundation for unbastened by
international accessibility laws such as Americans with Disabilities Act (ADA) in
America,Equality Act UK and Accessibility for Ontarians with Disabilities Act (AODA)
Canada. Failure to comply can be punished with lawsuits, fines and reputational
damage.

¢ Better SEO and More Users: Simple websites are generally better ranked in search
engines, thanks to the fact that they have simple code (and not Javascript stuff going
on between every line), easy navigation, decent content structure. They also draw and
keep a mixed community: potential pariahs.

Powerful Brand Image: Demonstrating a dedication to inclusiveness, solidifies trust
and credibility with customers, stakeholders, and communities. On the other hand, for
companies that "get" accessibility, it reinforces brand loyalty and competitive
positioning.

Challenges in Implementation:

* Brand Aesthetic x Accessibility: Many have a “soft” colour palette that may not meet
WCAG contrast guidelines. Designers will have to work around it—maybe by tinting the
shades a bit, or using pastels with dark text—in order to stay on-brand and keep posts
compliant.

e Custom Components and Inheritance: Over-customization of Ul components may
cause them to no longer inherit browser-based accessibility features. Developers need
to develop and test these elements with care so that screen readers, focus indicators
and contrast ratios all work across platforms.

6.3.3 Accessibility Testing Tools and Techniques

Accessibility testing—especially when it comes to the use of colour—is a critical step in
the digital design and development process. Designers, developers and quality
assurance teams need decent tools to help determine if their products are accessible,
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whether they offer an equitable user experience and whether they are inclusive for all
users, including those with visual impairments or situational disabilities.

Key Colour-Accessibility Testing Tools:
Color Oracle:

o Real-time colour-blind vision simulator that shows how designs appear to people
with various types of colourblindness.

o Compatible with Windows, Mac and Linux operating systems.
Stark Plugin (Figma, Adobe XD and Sketch):

o Integrates contrast check, and colour-blind simulation, as well accessibility audit
tools into the design tool.

o Offers a juxtaposed summary regarding what is and isn't accessible in regards to
contrast ratios.

WebAIM Contrast Checker:

o A contrast ratio analyser tests the colour of the foreground against the background.
o Adheres to outputs with WCAG (AA and AAA) guidelines.

axe DevTools (by Deque):

o A Chrome and Firefox extension that inspects webpages for accessibility problems,
including color use.

o Real Time Code Level Scanning - detects violations as they happen.
Tota1l1y by Khan Academy:

o Visually represents A11y issues on a webpage which can enable design and
development staff to understand problem areas.

Manual Testing Techniques:

¢ Grayscale Testing:

o make designs monochrome to ensure they’re not lost without colour.

¢ Keyboard Navigation Testing:

o Provide a focus indication that is clearly visible and not dependent upon colour.
¢ User Testing with Assistive Technology:

o Test with screen reader users and use those with colour vision deficiencies to get
qualitative feedback.
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Design System Techniques:

e Semantic Colour Tokens:

» <«

o Use function-based design tokens, not visual-based ones (ie “error”, “info”), to enable
theming to adjust for accessibility.

¢ Dark Mode Testing:

o Making sure the Ul can still be easily readable and viewable in both light and dark
modes, especially on mobile and OLED displays.

Collaborative Testing Strategies:

¢ Interdisciplinary auditing: Designers, front-end developers and testers should be
testing for accessibility from wire-frame to prototype to deployment.

e Automated + Manual Testing: Use automated tools for speed combined with manual
testing to ensure accuracy and nuance.

Typical Accessibility Testing Report Issues:
¢ Lack of color contrast in buttons and links.

¢ To indicate error state as a form factor using only the colour without any
accompanying context.

* Color-coded legends (no text or pattern differentiation forin bar charts).

Actively filtering accessibility into development pipelines pays off, not only for
compliance but also by providing hugely improved user experiences to people with a
range of abilities. Inclusive colour designis not a restriction —it’s a promise for making
the web universally accessible and an ethical practice in digital.

6.4 Color in Social Media and Digital Branding

Colourin Social Media and Digital Branding relates more specifically to the conscious
implementation of colour themes across digital spaces to connote brand
differentiation, invoke desired emotions and manipulate audience perception. Good
color decisions will add to recognition and engagement and will maintain consistency
while accommodating cultural variations and shifting consumer tastes online.

6.4.1 Colour Psychology in Social Media Marketing Colour psychology has always been
used as an aid of boosting well-being, personal identity and interactions among people
[28].

In social media, colour is far more than a design element-it’s also a psychological
trigger. It shapes how audiences perceive and decide in milliseconds. In a world where
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we scroll through content at great velocity, colour is what makes a user stop and
engage (or swipe past). Colour psychology empowers marketers to tap into emotions,
create stories, affect conversion rates.

Emotional Influence of Colour:

e Colours bring out visceral emotional responses that support a message tone or call
for a desired action.

o Red = urgency; many sales, warnings and CTA buttons use red because itis a color
that gets attention.

o Blue is a color thatinvokes trust, professionalism, and calm. Its clients are typically
financial services and corporate brands.

o Yellow energizes and promotes liveliness and youth, which is why it’s common in
travel food and lifestyle posts.

o Greenis in the context of health, sustainability, and growth - It's frequently used in
wellness, organic and environmental advertisements.

o Purple represents luxury, creativity, and imagination which is good for artistic or
spiritual material.

Consistency and Recognition:

¢ Consistent color selections across posts, stories and reels creates a strong visual
identity that is beneficial from a branding perspective.

e The same color scheme creates trust, and prompts readers to associate an emotion
or lifestyle with the brand.

Colour and Conversion Rates:

* When it comes to buttons and other calls to action, studies indicate that colour can
affect both click through and conversion rates.

o Orange and red bright colors frequently perform better than more muted tones in
promotions.

o But it's all about that context and expectation. Forinstance, green may have a better
performance than red in health-related apps.

Cultural Considerations:

e Meanings of color change with different cultures. One color that says joy in one area
may communicate mourning in another.

¢ Global campaigns should adapt colours so that regional audiences find them
appealing, but keep the same unique colour of the brand.
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Trends and Emotional Timing:

e Seasonal or event focused campaigns usually leverage time-specific colours (e.g.,
red and green for December, pastel palettes for spring).

* Mood-based marketing connects colour to mood trends (e.g., wellness shades in
times of a global crisis).

The social media colour strategy is a mixture of psychology and branding, with a bit of
platform-specific algorithm thrown in. Intelligent use of colour ensures greater visibility
and emotional connectionto maximise consumer attraction.

6.4.2 Device-Specific Colour Strategies (YouTube, Instagram etc)

Every social media platform has its own interface, audiences’ usage patterns and
visual culture that influences how colour is perceived and utilised. What works on one
platform might fail on another, due to the layout, algorithms or user expectations.
That's why brands have to be able to change their colour strategy while still being
representative of a brand as a whole.

YouTube:

* Main platform colours: |drew insparation from fire and the colour red. Reality is, this
hot design is all about basic colors such as red and white creating an overall eye-
catching look.

¢ Creators often use colorful, clashing thumbnails to trick you into clicking. They
generally have yellow, red or other bright text over-scene on a highly saturated
background. This is great to make videos burst out in the suggest feed, as it can be hard
to get noticed. pornography (Most engaged tactic by researchers)-1.11% Relax now on
this link.

e CTA buttons such as “Subscribe” appear in intentionally red type, which conveys
urgency and demands action. "This color psychology boosts conversion rates by
lending urgency to your call-to-action. ® Video branding is simplified with color
Coordinated intros and outros for a beautiful, single-click viewer experience. Over
time, the audiences learn to associate particular colours with certain creators or
corporations —a mechanism for recognition.

Instagram:

¢ Instagram has, as a visual platform of photography and filters and curated stories.
The graduated tone of pink, purple and orange offers a bold, dynamic visual, ideal to
represent happiness and creativity.
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e Aesthetic cohesion is crucial. Brands and influencers use consistent filters, colour
grading or thematic palettes to become consistent with the feeds. Not only is this more
polished ta looking, but it helps the branding stick in your mind.

¢ Palettes that are popular can differ by niche:
—Neutal color pallet makes things easy for minimilist and lifestyle branding.

—Youths culture, fashion and nightlife,, Content wants to catch the attentions with
neon colors.

— Pastels are all over the place in wellness, beauty and mindfulness.
- Black and white are a symbol of luxury, elegance and style.

¢ Colour theming keeps fans there because users like the look of certain profiles and if
it matches their aesthetic then they will stay.

Facebook:

¢ Main colours: Blue & White are the main colors in interface represent trust, peace
and commonality as a color. ® In a crowded attention economy, where everything from
personal updates to advertising vie for our focus, posts with complementary color
contrast (orange or red against Facebook’s signature blue, for example) earn more
clicks and shares and comments than the average post.

¢ Advertisements and promotions do well when brands pop using a visual palette
beyond Facebook’s native one. Solid Cobalt Content thatleans too farinto blue has a
tendency to become lost on the platform and have less impact.

LinkedIn:
* Cleaner and more job-focused in its vibe, LinkedIn is mostly blue.

e Unbiased and more desaturated palettes (greys, navy’s, muted greens) could be
more professional and business like.

¢ Bright and splashy colours might be useful, though micro- and pastel colors are the
best choice for this platform, since they provide a professional look of your site. Too
much bright gaudy saturated colors can detract from the message.

TikTok:

¢ TikTok is a fast-growing, short-form mobile video app that is becoming a hub for
everything from comedy and talent contests to political satire and taco kits. Which is
probably why Colour (as a reflection) is utilised so much; in the neon palettes, glitches
and high contrast photographs striving for moments of recognition at speed.
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e Backgrounds and textures, especially animations can undergo quick pace change
(also trend in color choice). For instance, viral challenges can be recognized by certain
color palettes (pink-neon treatments for dance trends or monochromatic filters for
storytelling drama).

¢ TikTok is a platform for brands that can relax enough to “cool-hunt,” bending and
twisting in colours that fit whatever set of memes or challenges are currently trending,
while never taking their eyes off their own totemic marks.

Twitter/X:

¢ The platform Ul has very much a white/blue theme to it, and lots of dark mode usage,
which makes colour judgments tough.

e Strong contrast infographics and colour blocking are key, as they will stand out
against text-driven feeds and provide the clarity quick-scroll consumers are looking for.

* Remember your brand: Where branded content is applicable, taking subtle secondary
colour highlights through to shared images can make a big difference when those
tweets get retweeted or reshared. Otherwise, branding can be washed away in the
rapid current of content.

Pinterest:

* Pinterest, a visual discovery and inspiration platform, focuses on a softer palette of
colors thatis calming and harmonious for easy pinning and repinning. Users view the
platform as something of a mood board, hence consistency and thematic resonance s
important.

¢ Colour use is lifestyle-driven:

-Home Décor - Goes back to warm neutrals and natural palettes.

— Pastels or seasonal colors may be in fashion.

— Food image cloaking is skewed towards warm, inviting colors (red, yellow and green).
— Do ityourself and crafts — playful, diverse colour palettes.

¢ Images of high-resolution and well-coordinated colour palette are more likely to be
saved, indicating strong influence of palette selection on user interaction.

6.4.3 Developing Digital Brand Identity: The Use of Colour

Digital identity brand is the collection of value proposition, emotional response and
sensory identification that lead a user to attribute value or importance to your name and
services. This identity is anchored in colour. It affects how audience perceive and
interact with brand personality, later recall of brand visual imagery, and emotional
engagement in messaging yet it’s a variable experience across platforms, devices.
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Colour Functions at Their Core in Digital Brand Identity:

* Recognition: Consistent colour of social media, a website, package or advertisement
makes it more memorable.

*Emotional Positioning: Colour positions the emotional aspect of how brand want to
be perceived - luxurious, exciting, dependable, eco-friendly etc.

¢ Differentiation: One-of-a-kind or proprietary colors allow brands to stand out in
crowded digital markets.

Developing a Colour Strategy: 1. Defining Brand Personality:

o What feel are we trying to convey? Is it playful, commanding, bare bones, or in-your-
face? A wide variety of compatible color schemes are associated with each identity.

o For instance, a luxury brand may select black, gold and deep purple or a tech startup
might opt for teal, white and slate grey.

Creating a Digital Colour System:

o Set one primary, secondary and accent colour. o Test colours on different devices
(mobiles, tablets and desktop)* to ensure they are clear and consistent.

o Implement standards for text legibility, Ul component appearance, and call to action
distinction.

Integrating Colour in Content Strategy:

o Brand color palette should be applied across social posts, infographics, banners,
stories and videos.

o0 Seasonal or campaign colours can be added, while still being identified by palette
core.

Leveraging Colour to Strengthen Brand Values:
o A brand with a sustainability focus — green tones, earthy colors etc.

o A health care brand might choose soothing blues and sterile whites to communicate
trust and sterility.

Consistency Across Platforms:

o Logos, avatars, headers and post templates colors should be matched or have
harmony. o Brand kits shared with content creators and partners, wherever applicable
should include hex codes, usage guidelines and colour combinations.

Digital Rebranding and Colour Shifts:

¢ As the brand develops, colour changes should be phased in logically and carefully.
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o Rebranding campaigns should be accompanied with message to the audience
messaging, visual treatment roll out schedule and proving grounds stage.

o Tools such as A/B testing can be used to measure the audience response to colour
changes.

Measuring Effectiveness:

* The success of a color strategy can be measured with metrics such as engagement
rate, brand recall and customer loyalty.

¢ Using visual sentiment analysis and heatmaps to monitor how people react to color
in digital ads and websites.

Color and digital branding The power of color to create brand universe emotionally.
Intentional, goal-directed, and able to be adapted: these color choices are the whispers
of a brand’s voice, working as a filtering implement letting who and what a brand truly is
come through ever so quietly.

6.5 Summary

< Most visited sites and apps apply colour purposefully to increase brand recognition,
usability and user satisfaction.

< Invideo games, genre-derived colour palettes are used to evoke emotionally
immersive experiences and direct player behaviour.

+ VR/AR environments rely on colour to direct spatial movement, reinforce realism and
invoke psychological presence.

< Accessible design that takes into account color blindness and adheres to WCAG
standards for an open and inclusive digital space.

+ Colour simulators, contrast checkers, design tokens etc make sure that digital
interfaces are accessible and responsive.

« Colour psychology affects how social media strategies are utilized in terms of
boosting campaigns, visibility of content, and emotional engagement.

< There are different sets of brands colours that must be followed on line with every
platform (YouTube, Instagram, LinkedIn etc.) in order to maximise a return.

+« Colour consistency on digital touch points, helps maintain the brand identity and
develops trust among users.
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< An effective digital brand strategy combines colour with purpose, platform and
target audience behaviours to remain relevant.

6.6 Key Terms
Ul (User Interface) — The things that you can see and use in a digital product.

UX (User Experience) — The experience and happiness a user has when using the digital
product.

Contrast Ratio -The level of brightness disparity between foreground and liens which is
important for readability.

Design Tokens — Semantic values for visual design properties (like colors) that can be
used for maintainable and scalable design.

VR (Virtual Reality) — A digital environment that you can enter completely, using
headsets or simulators.

AR (Augmented Reality) — Placing a layer of digital elements over the physical world with
devices like smartphones or smart glasses.

Color Blindness — A condition where it is not possible to see one or more colors, such
as red and green.

WCAG (Web Content Accessibility Guidelines) — International guidelines for accessible
digital content created by the World Wide Web Consortium.

Brand Palette — The combination of colours which represents a brand in digital and
non-digital media, you could also call it the ‘core’ of the branding.’

Social Media Aesthetics — The visual consistency and look of a brand’s content on
various social networks.

Emotional Design — Making interfaces or content that create desired emotions in users.

Colour Psychology — The psychological study of how colour influences human
thoughts, actions and feelings.

6.7 Descriptive Questions

How does color affects user interaction in UlI/UX design with some examples of mobile
apps?

Discuss the significance of contrast and readability in web interfaces, what happens if
itis not taken into consideration.

“Video game genres and their use of color in design:How the colors we experience in ”
Invite to Excellent (Media Studies) 2 Color theory study guide.
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Explore the effect of VR/AR colour design on immersion, user orientation and emotional
response.

What WCAG requirements relate to the use of color in accessible web design?

Explain how social media channels play out platform-specific colour strategies, and
how brands tailor the content as per requirement.

How does the color psychology impact on social media marketing campaigns and
audience engagement?

Describe the interplay of brand identity and colour accuracy in digital media.

6.8 References

1. Norman, D. A. (2004). Emotional Design: Why We Love (or Hate) Everyday Things.
Basic Books.

2. Lidwell, W., Holden, K., & Butler, J. (2010). Universal Principles of Design. Rockport
Publishers.

3. W3C Web Accessibility Initiative (WAI). (2018). Web Content Accessibility Guidelines
(WCAG) 2.1.

4. Hall, R. (2016). Designing Accessible Web Content. O’Reilly Media.
5. Ware, C. (2013). Information Visualization: Perception for Design. Morgan Kaufmann.

6. Elliot, A. J., & Maier, M. A. (2014). Color psychology: Effects of perceiving color on
psychological functioning. Annual Review of Psychology, 65, 95-120.

6.9 Case Study

Designing a Colour Accurate Non-Platform Specific Digital Brand Metamerism Il:
Creating A Cross Platform Digital Brand With An Inclusive Colour Strategy

Background:

[Name], ClariWell, a health and wellness startup is preparing for a digital presence with
new look across various platforms - Responsive Website, Mobile app, Instagram and
LinkedIn. The label markets itself as a lifestyle brand promoting overall health and
mental wellness and targets an international audience between the ages of 25-45.
What colour values are the designers working with?It’s up to the design team to come
up with a colour system that communicates trust, calmness and positivity, all while
being accessible and flexible on any platform.
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Problem-I: Choosing Emotive Colors For An International Audience Problem:

The initial brand ideas were pastel pink and cream, tested well with focus groups in
North America. But the feedback from around the world reflected perception problems
— some testers deemed the palette too pale, girly or ethnically vanilla.

Solution:
Palette picture: The ensemble browned up the paintbox by:
* Primary color: A gentle teal to make you feel serene and trustworthy.

e Secondary accents: Lavender (for creativity and introspect)and a soft orange hue(to
bring warmth and vitality).

¢ Neutral backdrops: Pale gray and off-white to balance the white (and, in some cases,
opacity).

A global colour audit mapped emotional response to cultural readings. Last decisions
were transformed to India, Germany and Brazil for ensuring universal and culture
appropriate appeal.

Problem Statement 2: Making Ul Components Accessible Problem :

On the mobile app prototype, we had teal buttons against light backgrounds with white
text. Although visually congruent to branding, colorblind and dark themed users found
it difficult to differentiate Ul parts.

Solution:

¢ Contrast ratios were altered to adhere to WCAG AA.

¢ Buttons opted for a darker tint backdrop with hold fonts.

* Icons were combined with colour for redundancy (e.g., check marks, warnings).

¢ Colour-blind simulators and screen readers were used to test all key Ul elements.

This helped the overall user satisfaction, irrespective of their visual capability and met
the compliance needs.

Problem Statement 3: Designing Colour for Social Media Platforms Issue:

Over on Instagram, the brand’s light palette washed together with users’ feeds and its
posts performed poorly. And conversely on Linkedln, light and fluffy content didn’t look
professional and didn’t fit the tone of that platform.

Solution:

¢ For Instagram, darker shades were used for posts and animated, higher-saturation
treatments for stories to catch the eye.
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* On LinkedlIn, the brand decided to go with a minimalist approach: grey and white
backgrounds, professional typefaces and limited number of colors as accents.

¢ Platform specific guidelines were made to keep the brand look and feel consistent,
while designing for each platform.

The social media manager saw his/her engagement go up by 35% after these
visualizations were optimized.

Reflective Questions

ClariWell: How did ClariWell evolve its color palette, balancing cultural meaning and
brand continuity?

What were some technologies, tools and approaches that contributed to the universal
design of user interface?

In what way did the platform-specific colour excerpts increase user engagement?

What are some of the dangers in not considering contrast ratios, or accessibility, when
designing for colour?

How would you roll out this color approach for developing into video content and
merchandising?

Conclusion

The ClariWell, success case shows how successful digital branding should not occur
only based on visual consistence but also on inclusiveness, emotion and context.
Thanks to these specific problem-solution strategies the brand could create a solid and
reliable presence, addressing cultural preferences and issues of accessibility and
aesthetics per platform. Colour was a tool not only of decoration, but also of the
function that drives the emotional and intellectual footprint; as users moved through
touchpoints. It provides a blueprint for any digital brand seeking to speak to a global
audience while remaining committed to its values.
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