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Abstract 

Studies have shown that consumer have specific emotions linked to colors specifically when they are referring to brand logo. 
The right color shows off the brand personality also right color appeals to the customer. Vast literature on color psychology and its 
impact on buying behaviour has long back established the importance of perceived appropriateness of colors in branding. However, it 
can also be revealed from literature that studies related to color psychology and its impact on Indian consumers is still very scant. This 
study aims at providing a framework and empirical evidence of the impact and importance of color psychology while studying its impact 
on college students. The results of the study suggests that while certain colors trigger specific emotions, the brand association with the 
same color is not that congruent as suggested by color emotion studies. Also, there is strong relationship between colors and brand 
identification. 
 
Keywords: Advertising, Brand Association, Color Psychology, Consumer Behaviour, Marketing. 
 
INTRODUCTION 

While designing advertisements a trivial yet important decision managers make is to what color should be used. Typically, the 
color choice is based on the manager`s intuition and some anecdotal evidence. Color refers to the different visual perceptual properties 
that make up the visible spectrum for humans. They are ubiquitous and have the ability to affect human psychology, grab attention, send 
messages, and transfer data. In marketing colors can act as dominant visual feature affecting the consumer`s opinion and actions (Aslam, 
2006). It is hence no wonder that the marketing and advertising community take full advantage of this wondrous tool. The color in an 
advertising campaign can be a differentiating and effective element. Color is impulsively the most noticeable element in an advertisement 
throwing subtle clues to the customer`s subconscious attention. Color can be used specifically to grab customer`s attention even before 
any of the advertising is read. Usage of colors and its underlying message can be understood almost universally across nations, 
ethnicities, races, and languages. 
 
LITERATURE REVIEW 

A key task of the advertiser is to select colors in a way that it maximizes the attention while providing a realistic and enticing 
picture of the product or service and the at the same time arouse appropriate feelings in the customer`s mind (Smith et. al., 1992). 
Consumers are known to form their opinions on heuristics cues (Levy and Peracchio, 1995) and colors of the advertisement can act as 
one if chosen fittingly. Although colors can lead to favourable brand attitudes it is extremely difficult to choose right colors and the 
choice is mostly subjective albeit based on facts (Bellizzi and Hite, 1992). 

 
Every brand aims to build a brand image that supports the brand from recognition to loyalty. If consumers can become aware 

of the brand through advertising, it enhances the memory (Loda et. al., 2007). The brand image is a perception that is aided by its various 
elements of the brand and color is one of them. Color tends to have a deep impact on customer`s mindset creating brand`s perception 
and loyalty. At times customers get influenced to an extent by the advertising campaigns that they begin to associate certain colors with 
a particular brand. Like a conditioned stimulus colors form their own corporate visual identity. Color choice can also be influenced by 
religion, politics, myths, history, contemporary fads, and science to name a few. Although right color choice is vital the managers at 
times fail to select the appropriate colors for the brand. Some examples are, use of subdued blue was blamed for the initial low sales of 
Nabisco's Honeycomb Graham Snacks which eventually led them to redesign and relaunch their advertising campaign (Ramirez, 1990). 
It was documented that saturated red interior led to the complaints of headache by some customers of McDonalds (Von Bergen, 1995). 
The color research in marketing is no short of suggestions like, red can make people lose track of time, making it a good color choice 
for casinos (Argue, 1991). Colors can also be used to generate good feelings and enhance the persuasiveness of advertising (Tucker, 
1987). Marketing research also suggest that consumers` can associate meanings with color and how a product color fits their overall 
color preference influences their product choice Madden, Hewett, & Roth, 2000). When constantly linked with beliefs or experiences, 
colors can become associated with some psychological meanings for consumers ((DeBock, Pandelaere, & Van Kenhove, 2013; Elliot, 
et. al., 2007; Mehta & Zhu, 2009). 

 
There are two leading theories to explain our rich sense of color perception. The Trichromatic Theory, which is also known as 

the Young-Helmholtz theory, and the Opponent-Process Theory. Colors are divided into three categories: Primary, Secondary and 
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Tertiary. Primary colors cannot be created by mixing other colors. They are red, blue and yellow. Primary colors are combined to make 
secondary colors. Secondary colors are purple/violet, orange and green; formed upon mixing two primary colors. Tertiary colors on the 
other hand are formed by mixing primary and/or secondary colors. 

 
Whilst memory for the color of words is unusual during the normal course of reading, color provides a valuable retrieval cue 

for adults (Tavassoli, 2001) and children when learning brand names. More importantly, colors evoke a variety of associations that, 
without prior conditioning, can be used to communicate a brand’s desired image in the consumer’s mind.  

 
The color association of the brand in an advertisement helps Brand building (Labrecque and Milne, 2012) It forms a part of its 

brand identity, helps form a brand image in the consumer market and in the best-case scenarios can also result in brand loyalty. 
 
Color psychology is an extensive and a vast field of psychology and is much studied. It aims at determining how colors affect 

our day today purchase decisions (Ferreira, 2020). It is as much a part of psychology as it is a part of marketing. Modern day marketers 
understand this concept very well and try to make full potential use of it. Their strategies and business techniques tend to be based on 
it. Various studies have established the fact that relationship between colors and brand is predominantly dependant on perceived 
appropriateness of the colors used for a particular brand (Garber and Hyatt, 2003). 

 
As per the various color association studies done (Kaya and Epps, 2004; Barchard et. al., 2017), every color has the potential 

to extract or imbibe an emotion into our mind, be it consciously or subconsciously.  
 
The following impacts of various colors have been observed across literature. 
 
Gray is a complex color and is a safe indicator. It has the disposition of psychological neutrality. It also tends to imply lack of 

energy, hibernation, calmness, and composure. It is stable, and in a sense takes us away from chaos.  
 
Green is a primary color and acts as a stimulant for the eyes. It portrays cleanliness, imbibes the feeling of purity of nature and 

a certain coolness along with it. Our eyes can detect various shades of the color green comparatively easily and the color almost 
universally stands for refreshment. 

 
Red is a primary color. It is a bold color and symbolizes want of action. It is a stimulating color, but the wrong shade can also 

stimulate a feeling of aggression. It shows warmth and in the Indian society it is also a festival color, and hence has a sense of prosperity, 
excitement and elation attached to it (Elliot and Maier, 2014) 

 
Yellow, is a secondary color made by mixing green and red together. It symbolizes optimism and friendliness. The right shade 

can also imply creativity. It is a simple color and hence tends to imply clarity too. It can also cause irritation to some people, and this 
they tend to associate with anger at times. Yellow is the color of the sun as far as association goes. Hence, the interpretation of the color 
yellow is largely dependent on the societal reflection and attitude towards the sun. In a country like India or a place which gets ample 
sunlight and is hot, yellow is an unwelcome color. However, in areas where the sunlight is scarce and is a source of warmth and light, 
it is a welcome color (Jonauskaite et. al. 2019). 

 
Dark brown or brown is a tertiary color. It has an earthy and a stable disposition. It is a heavy and a serious color and rarely if 

ever relates to happiness. Though in some countries it is a symbol of disapproval and negativity, overall, it relates to the stable ground, 
earthiness as formerly mentioned. 

 
Violet is a tertiary color and lies somewhere between purple and blue. Any emotion due to this color tends to be a weak one. 

Feelings of luxury and tranquillity tend to be associated with it. It can relate to spirituality and hence wise feelings in certain cultures. 
Blue is a primary color. It has an entire gamut of emotions attached and hence is the most widely used color in corporate branding. It 
symbolizes communication, trust and efficiency. It tends to be associated with water at times and thus logic, coolness, and reflection. 
Its different shades and color darkness equate to different emotions like mental soothness and clear calm reflection or mental aloofness. 
In certain cultures, this is the color associated with boys. (Elliot and Maier, 2014) 
 

Purple is a secondary color, but its closeness to the color violet implies that this color symbolizes the same emotions and 
feelings as the latter. 
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Orange is a secondary color and is inherently a happy color. It is a strong emotionally stimulating color and feelings of 
cheerfulness, abundance and fun tend to be linked with it. It is a mixture of the stimulation of red and the warmth of yellow (Edwards-
Wright, 2011). 

 
Navy blue is a dark shade of blue and should likely relate to the darker emotions of blue like royalty, slight boldness, and 

professionalism. 
 
Brand acknowledgement is highly correlated with the use of various colors as it becomes a source of subliminal dialect. Ample 

research has corroborated the impact of various color association with reference to brand identity, brand association and brand loyalty 
(Singh and Srivastava, 2011). With strict regard to Indian consumers, still not much has been discussed. The study is an attempt to 
bridge this gap and establish the efficacy of color psychology on Indian consumers. 
 
HYPOTHESES 

It is evident from the literature that human mind reacts and perceives various colors in association with different emotions. 
While luring the customers advertising agencies try to keep the color psychology in mind, while designing and developing various color 
association with their brands. There is substantial research available about the use of various colors and impact of those colors in 
triggering certain emotions. However, the existing brands and the impact their colors association have on the minds of consumers in 
Indian context, is still scarce. To explore more about this congruity and to validate this information, an attempt has been made to study 
the impact of various colors on the brand association in consumers’ mind. The following hypotheses are formulated to conduct this 
study. 

 
H1: The colors chosen for the brand are not in congruence with the existing literature on impact of colors on emotions. 
H2: The Colors used for the brand logos have no impact over the customers emotional association to the brand. 
 
RESEARCH METHODOLOGY 

To test the hypothesis a questionnaire was designed. Ten very prominent brands/products in the Indian market especially in 
relation to college going students were identified through random sampling. The reason behind selecting college students as respondents 
for the study is, that college going students are far more perceptive and have more aspirations for consumption. Also, youngsters are 
huge spender as they are competing with their peers. Some of the brands chosen for the study are relatively new, while others have been 
around for decades, yet all of these are very successful today. The selection of old and recent brands was made to get more insights into 
the impact of colors due to repeated exposure and to test whether the colors association is due to the repeated exposure of the brands or 
only due to the colors in isolation. The following brands and colors were chosen for the study: 

1. Apple - Grey 
2. Android - Green 
3. Coca Cola - Red 
4. 5 Star (Cadbury) - Yellow 
5. Bournville (Cadbury) – Dark Brown 
6. Dairy Milk (Cadbury) - Violet 
7. Facebook - Blue 
8. Moov - Purple 
9. Nickelodeon - Orange 
10. Pepsi – Navy Blue 

 
In addition to the reasons already mentioned, these brands/products were also chosen because of their association with one main 

solid color. The print advertisements of these brands/products majorly display the associated color solely. Also, together these ten 
choices broadly cover the visible color spectrum, end to end. 

 
Our sample space consists of Indian college going students, and the size of this sample space is 100, i.e., the responses from 100 

college going individuals have been considered. 
 
There are three different shades of the color Blue because studies show that Blue is the color highest number of brands/products 

tend to associate with. 
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For the study, five basic emotions are identified: Excitement, Calmness, Anger, Sadness, Happiness and Other. The emotions are 
selected based on ample literature that supports, colors and its ability to trigger certain emotions. Following notation will be used to 
explain these emotions: 

Excitement – E 
Calmness – C 
Anger – A 
Sadness – S 
Happiness – H 
Other – Z 
 
For every figure we will consider the emotional response which was in majority. For every emotional response, the respondents 

are asked to allot a certain value, from 1 to 5 inclusive of the two, to connote the intensity of the emotion felt. Value of 1 being very 
weak and 5 being very strong. The recorded response is used in statistical analysis in the manner which helps us answer our hypotheses. 
 
ANALYSIS AND DISCUSSION 

All the responses were recorded and tabulated. Also, informally certain observations were noted and recorded. These were 
essentially to do with subject’s expressions and/or change in demeanour. 

 
GRAY 

Upon showing Figure 1.1(Gray color), to the subjects, they mostly replied with C. This emotion led by a substantial margin 
against others, 84 respondents out of 100. The average (mean) strength of the emotion was 2.476 with a deviation of 0.251. This small 
a deviation implies that all the values of calmness were closely around the mean. 

 
Figure 1.2 (color gray with Apple logo), however, had a very different reaction. 48 out of 100 replied with E. The average 

value of their emotional strength response being 3.33 with a deviation of 1.7222.  The high deviation implies that all responses had 
varied values and were not very close to the average.  

 
This change in emotion and average value of emotion strength can be attributed to a few reasons. Firstly, subjects tended not 

to relate the grey color with the brand Apple, implying people can relate Apple with Gray, but Gray with Apple, not so much. Secondly, 
the color Gray in keeping with the previous studies imbibes a sense of calmness and neutrality, but the brand Apple is associated with 
happy excitement by the Indian college youth. They seem to get excited about a new technological product or such, in their subconscious. 
The color Gray, thus does not seem to hamper the brand image of Apple. It remains neutral and can shift slightly positively or negatively 
as per the market performance. 
 

                     
Figure 1.1     Figure 1.2 

 
GREEN 

Figure 2.1(color green), had most of the responses as A. Though only 35 out of 100, it was still the majority. Irritation (as the 
color was light green) could have been considered under anger by many, hence the high number of anger responses. The average 
emotional attachment was 2.419 with a deviation of 1.136 signifying varied degrees of perception. 

 
Figure 2.2, however, had 49 responses as H. this can be attributed to the fact that when people realised that it was Android, 

their opinions changed. Their thoughts based on mental schema tended to give an overall emotion of happy satisfaction as Android has 
been highly successful and popular in India. The average value was 3 with a deviation of 0.6666. Thus, very similar value responses for 
Android. 

 
Here the people did not respond to green as mentioned in the literature review. This might have been since Figure 2.1 was a 

different shade of green, and not what we normally tend to imagine. 
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Again, people can relate Android with Green, but not vice versa. Also, the green color does not seem very apt for the product. 

       
   Figure 2.1    Figure 2.2 
RED 

Figure 3.1, had 44 responses as A and 36 as E. The mean value being 2.727 for A and a deviation of 1.289. Implying larger 
variation in responses. 

 
Figure 3.2 on the other hand had 69 H responses. A very positive response. The mean value was 3.764 which is on the higher 

side and deviation was 1.003. 
 
The people’s response to the former was in keeping with what was expected. The response to the latter, however, shows their 

biased responses in relation to their memories with the brand Coca Cola. Indian college youth relate very positively with Coca Cola, 
and this was reflected in the evaluation too. 

 
Some respondents did relate the color Red to the brand Coca Cola, the inverse relation was clearly visible. If the anger part of 

red is kept in check (which the marketers clearly have) the color is apt in keeping with the brand. 

                 
Figure3.1     Figure 3.2 

 
YELLOW 

Figure 4.1 had a varied response. 28 A, 24 H and 28 C was the response. Anger, A had a mean value of 2.428 with a 0.816 
value of deviation. Calmness, C had a mean of 2.857 and a 0.979 deviation value. Deviation of both the distributions suggest a slightly 
varied response in comparison to the mean. 

 
The response is again in keeping with the literature. Those who felt irritated or genuinely angry responded with A and those 

for whom the color implied clarity replied with C. 
 
Figure 4.2, had 44 responses as E and 39 as H. This clearly shows positive mental schema of respondents in relation to the 

product. Hence their responses too were influenced and show a difference from the previous figure. In addition, the mean strength value 
for E was 4.091 which is exceptionally high, and the deviation was also 0.447 which signifies closeness of responses to the mean value. 
People only marginally were able to relate the color to the product, but as expected, converse followed. The response of the people to 
the former figure was appropriate, but the color Yellow might not be apt for the chocolate product Cadbury 5 Star. Some other color 
could have done further justice to the product. 

                 
Figure 4.1     Figure 4.2 
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DARK BROWN 
Figure 5.1 had two major types of responses. 36 replied with C and 33 replied with S. The mean strength value for C was 3.111 

with a 0.546 valued deviation. 
 
Figure 5.2 got 52 E responses, a clear-cut majority. Mean and deviation value being 2.538 and 0.711, respectively. The 

excitement based on the product was to be expected. 
 
In accordance with the literature, some people related the earthiness of Brown color with calmness while some, the darkness 

with sadness. We would still say that the color is very apt for the product Cadbury Bournville because their marketing strategy is strongly 
based on this color. Even the media advertisements for the product do not boast of fun and happiness. They use sarcasm as their tool. In 
the end the good marketing strategy, a strong color correlation and a good product equate to a healthy market cap. 

                   
 Figure 5.1                                          Figure 5.2 

VIOLET 
Figure 6.1 had 49 responses as C, which is in keeping with the tranquillity associated the color. The mean value for the responses 

was 2.583 and the deviation was 0.409, denoting closeness of values with the mean. 
 
Figure 6.2 had 52 H responses, with a mean and deviation of 3.643 and 1.087 respectively. The responses gathered from this 

figure again show predisposed responses. People tend to relate happily to the product Cadbury Dairy Milk. It has had presence in the 
Indian market since 1948 and has been extremely popular for decades. 

 
Interestingly, there was evidence of strong recollection both ways for this product. This can be attributed to the fact that as 

previously mentioned, the product has been there at the top spot in the Indian market for decades, and that no other product related to 
the color Violet was people’s favourite of such intensity. The color does not go against the product. 

                   
Figure 6.1     Figure 6.2 

BLUE 
 Figure 7.1 had a majority response of C, 72 out of 100. The mean value was 2.833 and the deviation value was 1.473. Such a 
high deviation signifies different strengths of emotional correlation to the color, but a 72 percent choice of the feeling of calmness is 
very much in keeping with the literature and earlier research. 
 

Figure 7.2 interestingly had two major responses. 32 E and 28 A. For the former the mean and deviation values were 2.625 and 
0.984, respectively. For the latter, the mean and deviation were 3.428 and 1.959 respectively. The mix of emotions for this figure is due 
to the mixed feelings the Indian college youth have for Facebook. Some have positive feelings and memories attached with the brand, 
while the others simply have negative feelings, especially irritation. Also, the extremely high value of deviation for A indicates highly 
variant responses from the mean value. 

 
Blue as a color is a very safe choice for almost any brand and cannot be called unsuitable in this case. 

                  
Figure 7.1    Figure 7.2 
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PURPLE 
Figure 8.1 had 35 responses marked as A. the mean strength value was 1.666 which is weak, and the deviation was 0.667 which 

signifies closeness of values to the mean. Here the responses seem not to be in accordance with the literature, our control. 
 
Figure 8.2 had 40 C responses. This might be due to pain relieving properties of the product Moov. Again, this shows biased 

response. The mean and deviation values were, 2.400 and 1.040, respectively. 
 
 People did not relate the color Purple to the product Moov, but they did the other way round. The color seems to do injustice 

to the brand, however its uniqueness (it was unique to the product till recently) does seem to help. Further research needs to be done for 
definite conclusions here. 

                                   
Figure 8.1     Figure 8.2 

ORANGE 
Figure 9.1 got 37 E reactions with a mean value of 3.333 and a 0.889 value of deviation. Most of the responses as E are in 

accordance with the literature. 
 
Figure 9.2 had 40 E and 44 H responses. Clearly the subjects seem to have good memories with the brand Nickelodeon. The 

mean value was a high 3.818 and the deviation was 1.240. 
 
Many respondents seem to relate the color Orange to Nickelodeon and vice versa. Interestingly not everyone relates 

Nickelodeon to the color orange. However, the color Orange is very apt to the brand considered. The emotion associated with the color 
are the same the brand has associated itself with. 

                                    
Figure 9.1     Figure 9.2 

NAVY BLUE 
Figure 10.1 got 68 C responses, a clear majority. The mean strength value and deviation being 2.117 and 0.456. The mean 

value is slightly weak, but the low value of deviation denotes a very similar response pattern and closeness to the mean. The result is in 
keeping with the literature. 

 
Figure 10.2 had 57 H responses with a mean of 3.214 and a deviation of 1.313. The deviation being high shows varied response 

values. 
   
The color choice does seem fit for the product, although it does not explicitly help the product like in the previous case. The 

product itself too implants feelings of happiness and positive associations in the minds of people. 

                                                 
Figure 10.1      Figure 10.2 
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Table 1: Summary of Responses 

Color 
Brand/Produ
ct 

Fig. 
Correspondin
g emotion 

Emotion in 
accordance 
with 
literature? 

Mean 
Std. 
Deviati
on 

Closeness 
of values 
to the 
mean 

Aptness of 
the color 
with the 
correspondi
ng product 

Gray Apple 
1.1 C Yes 

 
2.476 0.50 

Very 
close Yes 

1.2 E 3.333 1.31 Very far 

Green Android 
2.1 A 

No 
1.555 1.07 Far 

No 
2.2 H 3.000 0.82 Close 

Red Coca Cola 
3.1 A 

Yes 
2.727 1.14 Far 

Yes 
3.2 H 3.764 1.00 Far 

Yellow 
Cadbury 5 
Star 

4.1 A, C 
No 

2.428, 
2.857 

0.90, 
0.99 

Far 
No 

4.2 E 4.091 0.67 Close 
Dark 
Brown 

Cadbury 
Bournville 

5.1 C 
Yes 

3.111 0.74 Close 
Yes 

5.2 E 2.538 0.84 - 

Violet 
Cadbury 
Dairy Milk 

6.1 C 
Yes 

2.583 0.64 Close 
Yes 

6.2 H 3.643 1.04 Far 

Blue Facebook 
7.1 C 

Yes 
2.833 1.21 Very far 

Yes 
7.2 E 2.625 0.99 Far 

Purple Moov 
8.1 A 

No 
2.777 0.82 Close 

No 
8.2 C 2.400 1.02 Far 

Orange Nickelodeon 
9.1 E 

Yes 
3.333 0.94 - 

Yes 
9.2 H 3.818 1.11 Far 

Navy 
Blue 

Pepsi 
10.1 C 

Yes 
2.117 0.68 Close 

Yes 
10.2 H 3.214 1.15 Far 

 
Overall, based on above data analysis the following inferences for hypothesis can be drawn: 

In total seven out of ten color arrangements of brands show congruity between the colors chosen for the brand and emotional 
response of color available in existence literature. Thus, it is sufficient to say that null hypothesis: H1 is rejected on the base of this 
premise. 

 
The respondents, when shown the colors in isolation and with the brand logo have responded differently. It can be promulgated 

that though colors have an innate power to trigger certain emotions and when those emotions are used to develop stronger brand 
association, it can aptly reinforce the brands’ identity and other association related to the USP. Out of ten brands logos and colors, 
respondents have responded positively for the aptness of the color association for the brand. Based on the following analysis H2 
hypothesis can be rejected and it can be inferred that there is an impact of colors used in brand logos over the customers emotional 
response to the brand. 

 
CONCLUSION 

Clearly, color plays a very important role in the brand perception and relation as stated earlier. However, based on this study 
we can also say that despite the consumer’s personal mental schema, the brand/product marketing strategy is much more important than 
the choice of the color. Even if the color chosen to represent the brand/product does not do justice to it, the effect can be offset with 
smart marketing and advertising, example, in the case of Android. Choosing the appropriate color to relate with your brand/product 
however always helps. It can go a long way in consumer’s subliminal and conscious identification, relation, and perception. The study 
also reveals those colors of the FMCG brands do not tend to register consumers’ minds. The reason can be attributed to the transient 
nature of consumption related to the product and also vast choice in the FMCG segment that leads to less ad retention. Despite of the 
segmentation, colors do have an impact on consumers association towards the brand and its identity. colors psychology does play a 
significant role in building stronger association, recall and identity. 
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LIMITATION AND FUTURE SCOPE 
Whereas a few color affiliations show up to be emphatically established, a part depends on the identity, age, sexual orientation, 

and social foundation of the customer. For case, diverse shades of color offer to identity sorts of customers. There are studies that have 
established how males and females perceive and develop brand association differently. This study has not considered the impact of 
gender regarding the connection between color psychology and branding.  
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