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col·or
/ˈkələr/
noun

The property possessed by an object of producing different sensations on the eye 
as a result of the way the object reflects or emits light.



psy·chol·o·gy 
/sīˈkäləjē/
noun

is the science of behavior and mind, including conscious and unconscious 
phenomena, as well as feeling and thoughts
Or,
the scientific study of the mind and behavior 



Psychology is a big scary word, but on this matter of discussion, we can use its 
fundamentals to explore and understand how colors are perceived by people and 
what feelings or thoughts you can inspire or transmit by the usage of a specific 
color as a part of your brand identity.

Sounds easy, right? Well, it’s not that complicated. For this to be inspiring, the first 
step is to identify who you are? What is your product or service?  How do you want 
people to feel when they see your logo or name? How serious or playful your brand 
is? How can people know it is you just looking at your logo? What is your brand 
identity? The ultimate goal is to create something people will relate to and remem-
ber. 

Color is important. Color can trigger emotions or evoke feelings in your target audi-
ence, that is one of the things people will remember, what they felt or thought 
when they saw your brand for the first time. That added to the experience of using 
your product or service is the perfect combination to create loyal customers or 
even fans of your brand.



We will explore the color psychology for a variety of colors commonly used, we will 
see examples, and we will discuss practical uses to understand the infinite possibili-
ties when creating and developing your brand identity.

Let’s begin! 



Color Psychology
When we speak about color psychology, we refer to how the colors impact moods, 
feelings, and behaviors in the human being. The effects might be positive or nega-
tive, that is why it is so important to understand this topic, so you will be able to 
evoke these feelings with your brand identity the best way possible in your target 
audience. 90% of the information our brain processes is visual, so it is necessary to 
leave an excellent first impression. 

Color perception and meanings may vary from one person to the other, or from one 
culture to the other, will also be influenced by previous experiences. Knowing your 
target audience is another piece of the marketing and branding puzzle. Depending 
on that background, your identity must be congruent with their values and ways of 
communication. However, there are colors with universal meanings that can be 
used.



Please don’t get me wrong. It is not only about the color, but it will also be about 
the graphics or image you design or decide to use as your brand identity. However, 
color is one of the main pieces of this puzzle. The combination of good design and 
the right colors will make your brand memorable! Have you forgotten Coca-Cola or 
McDonald’s? Simple graphics, contrasting colors, very focused on their products!

Let’s go over some of the most typical used colors and what they say or are meant 
to be used for. You will need to captivate your audience in as many ways as possi-
ble. This e-book is a guideline, as you have noticed every color or hue, has many 
options depending on the tone, shade, or tint we use. Nevertheless, the feeling to 
evoke will remain the same, no matter the shade of pink, blue, or gray you are using.

So far, you know all the essential*, so now hands on the practical uses, and please, 
let your creativity run wild!

(*) refere to “Color: the basics” available www.rosellapapale.com



YELLOW

Yellow is a strong color and can be related to powerful emotions and grabs 
attention quickly. When you see yellow, you feel optimistic, confident, and better 
self-esteem.  It transmits warmth, brightness, energy, cheery, can stimulate the 
metabolisms (appetite), excitement, happiness, friendliness, creativity, lightness, 
non-threatening, non-serious, safety, playful, curiosity, hospitality, timelessness, 
peacefulness, concentration, youthful, spontaneity, enthusiasm, opportunity.

On the adverse side can evoke anxiety, hatred, depression, anger, frustration, fear, 
irrationality, impulse, cowardliness. It can be overwhelming and aggressive color, 
can cause visual fatigue, it is difficult to read, and abrasive when overused. 

As yellow is a very visible color and grabs attention quickly, it is used in traffic signs 
and advertising in general. It has been used by the food industry, the entertainment 
industry, sports, travel, leisure, the toy industry, and the transportation industry.

If you are building a brand that is playful and creative, using yellow in small doses 
will get fast attention, and people will remember you!





ORANGE

Orange is a color that brings attention to it quickly. It is described frequently as 
happy, uplifting, and bright. It also projects warmth, comfort, security, passion, fun, 
frolic, sensuality, stimulation, excitement, energetic, enthusiasm, beauty, refreshing, 
spiritual, abundance, instinct, spontaneity, extrovert, social, freedom, impulse, 
motivation, friendly, confident, joy, creativity, innovation, independent, 
adventurous, encouragement, 

We see how orange can be negatively perceived when used in combination with 
black; this can mean deprivation. People may think it’s too bright, cheap, 
overwhelming, childish, and not take it seriously when used too much. It is also 
related to frustration, frivolity, immaturity. 

You can see orange in brands related to industries such as entertainment, food, art, 
sports, toys, transportation.

Orange can be used in brands dedicated to a target audience comprise of children 
as it is playful, friendly, and bright. Be wise and conservative; it may be used as a 
contrasting color to highlight some of the elements of your brand identity. Go 
orange! But be careful which color you combine it with. 





RED

Red is one of the most visible colors. It is a warm, bold, powerful, and vibrant color; 
some people will relate it with something physical or to the body itself. It shows 
energy, excitement, confidence, courage, stimulates appetite, increases your heart 
rate and breathing power, warmth, comfort, happiness, love, passion, sexiness, 
sexuality, strength, adventure, action, drama, luck, prosperity, ambition, leadership, 

On the other hand, red is also a color with some negative effects such as anger, 
aggression, defiance, danger, urgency, caution. 

You can find this color in the food industry, entertainment industry, sports industry, 
beverage industry, restaurants, traffic and fire protection, child products.

Red will attract most of the attention and will evoke strong emotions in your target 
audience. Be bold! Use red!





PURPLE

Purple is a spiritual color that inspires self-awareness and reflection. It is associated 
with luxury, truth, meditation, royalty, authenticity, quality, containment, wealth, 
wisdom, unknown, divine, supernatural, exotic, eccentricity, mystery, sensual, 
courage, creative, imaginative, fantasy, unconventional, original, modesty, 
compassion, distinguished, respectable, sophistication, power, sincerity, authority, 
feminine, and romantic.
   
The negative emotions it can trigger are introversion, decadence, suppression, and 
inferiority. When used in excess might say cheap and nasty. 

Purple is widely used in religion, psychic industry, and humanitarian related 
organizations. Also, it is used in the food and entertainment industry concerning the 
exclusivity and uniqueness they want the products to be perceived by the target 
audience.

Every brand is unique and has an added value depending on the service or product 
they offer. However, if you want to imprint a touch of sophistication, mystery, and 
exclusivity, go with purple, but not too much!





BLUE

Blue has been used as an intellectual color. Blue evokes intelligence, trust, 
communication, efficiency, duty, vastness, royalty, serenity, coolness, tranquility, 
conservative, traditional, peaceful, secure, orderly, stability, reliability, productivity, 
sincere, calming, inspiration, reflection, strength, dependability, spiritual, 
perspective, control, determination, awareness, self-sufficiency, modernity, 
purpose, competence, loyalty, high quality, freshness, serenity, integrity, 
responsibility, courage.  

On the negative side, may provoke coldness, unfriendliness, unemotional, sadness, 
aloofness, loneliness, intensity, ambition.

Many universities, colleges, and schools have this color as a part of their brand 
identity, as well as companies that work with healthcare, accounting, security, 
finance, recruiter, high tech, and law.

Blue has been named as the favorite color for many and the most popular too. It is 
soothing to the eye, and it will be very welcomed by your audience. At the same 
time, if you use it wisely, you’ll convey the emotion you are looking to evoke.





GREEN

Green is everywhere in nature, so that is why people consider this color a synonym 
of growth and health. It has been used to show emotions related to balance, 
stability, calm, peace, relaxation, refreshing, peacefulness, abundance, restfulness, 
security, prosperity, gentleness, safety, reassurance, renewal, healing, restoration, 
equilibrium, nature, positivity, sanctuary, generosity, clarity, good judgment, good 
luck, fertility, excitement, compassion, motivation, new beginnings. 

On the negative side of the perception of green, we can show enervation, 
blandness, jealousy, stagnation, and boredom. The prosperity related to it might also 
be interpreted as materialistic, possessive and wealth. It will all depend on the 
context and color combinations.

You can find this color to be used in brands and places in the health industry, like 
spas, hospitals, clinics, also in yoga studios, libraries, tea houses, waiting rooms, 
hotels, banks, real estate, farming, environmental industry, and nonprofits, etc.

Green is an easy-going color to our sight and helps people to focus and relax. So, if 
your brand is related to nature, calm, and relaxation, green would be the right 
choice.





PINK

It is a cute color. Feminine and romantic. Suggests elegance, tranquility, grace, love, 
sexuality, kindness, relaxing, softness, compassion, nurturance, joy, happiness, 
creativity, artistic, refreshing, youth, euphoria, assertive, respect, unconditional, 
sensitive, intuitive, innocence, playfulness, gratitude, gentleness, compassion, 
tenderness, admiration.

Used in excess can be perceived negatively as physical weakness, inhibition, 
claustrophobia, emasculation, immature, and vulnerability.

Pink has been used very often in industries related to children's products, women's 
products, beauty, and fashion. However, things are changing, and women are not 
that pink anymore.

So, in case your target audience is women, you can use pink, but remember that 
stereotypes have changed. Use it wisely; it will depend on who you are targeting 
your product or service. Like any other color, do not use it too much. Please, don't 
get me wrong. I love pink! And it can be used for any brand that connects with the 
emotions it can evoke.





BROWN

Brown is the color of earth. It is serious, old, ancient, rustic, rugged, and robust. 
Color brown Evokes nature, simplicity, strength, resilience, dependability, security, 
and safety. Also, trustworthy, nurturing, genuineness, confidence, reassurance, and 
comfort. It conveys honesty and sincerity. 

On the negative side can be related to loneliness, sadness, isolation, hardness. 
When used in large quantities can project void, emptiness, starkness, vastness, 
heaviness, lack of sophistication, and dullness.
We can see brown being used around industries related to law, agriculture, con-
struction, transportation, and food.

Brown, by itself, might be unsophisticated but used with other colors brightens it 
up. If your brand is simple, robust, trustworthy and reliable, go with brown alone or 
in combination with different colors to bring in some elegance! But be careful, too 
much can be boring!





GRAY

It is a neutral color that has no direct psychological effect. When used by itself may 
be interpreted as dull or empty, depressive, lack of confidence, lack of energy, fear 
of exposure, unemotional, conservative, frustration, quiet.

As you can see, most of the effects of this color are negative, that is why it's not 
recommended to be used by itself unless it's the right tone of gray. Most industries 
can use it in combination with other colors.

Use gray conservatively.  Try to combine it with other contrasting colors that will 
add additional values to the image you are working with, mostly avoiding its 
unemotional effect in your target audience.





BLACK

Black is the absence of color, as there is no light reflection. It has been widely used 
to communicate elegance, sophistication, glamour, grace, power, mystery, calm, 
boldness, luxury, refinement, formality, strength, seriousness, efficiency, high level, 
simplicity, sexuality, control, confidence, authority, and discipline.

On the other hand, on the negative side, it's the color of mourning. In excess, black 
can be scary, evil, and oppressive. It can be related to unhappiness, oppression, 
coldness, menace, fear, pessimism, hopelessness, and intimidation. 

Black is a very versatile color, as it can be combined with any other color, creating a 
strong contrast. Because of what we mentioned, black is used by all industries as a 
part of their brand identity!

Any brand can use this color, think about whether you would like to use it or not. 
Keep in mind that sometimes when designing a logo, some colors won't be visible 
in some backgrounds, and because of that, the logo may need an all-black version 
to be contrasting or outstanding.  





WHITE

White is the total reflection of light. It is used concerning things that are meant to 
be pure, clean, innocents, hygienic, simple, peaceful, fresh, safe, transparent, 
sophisticated, efficient, and happy.

It might create a diminishing effect on the colors used with it, cold and unfriendly. It 
can also be related to cold, bland and sterile, isolated, stark, elitism.
Like the color black, it can be used by any industry, by itself or in combination with 
other colors..

If you are looking for contrast or clean brand identity, you may use white, and 
create contrast adding other colors. Choose an all-white version logo in case it 
blends in the background used so that you can communicate the brand efficiently. 





The world of color is vast, also subjective. As you can see, each color can evoke a 
feeling, an emotion, a sensation. Still, some of them have overlapping properties as 
being the result of the combination between them. That said, you don't need to 
have an excess of color as a part of your brand identity, it can be taken as 
unprofessional or even worse not be taken seriously.

Remember, it's not just about the color; it's also the graphics. Most of the time, less 
is more, and your main objective is to create something that people will see, relate 
to and remember when they use your service or product, completing the whole 
customer experience with your brand or business.

From the author



With the basics discussed, you will be able to pick colors that stand out and 
contrasting to bring to life your brand and attract your target audience. Simple 
shapes, one or two colors, are more than enough, and the message will be clear and 
understood accordingly, and most importantly, will be remembered through the 
tangible elements used to promote your brand or business. On this last point, do 
not forget about the different color systems and what they are used for; this helps 
you plan for printing, painting, or digital content.

Thank you for reading, until next time

Rosella 


