https://blog.kissmetrics.com/color-psychology/
How do colors affect purchases?

For retailers, shopping is the art of persuasion. Many factors influence how and what consumers buy, but a great deal is decided by visual cues, the strongest and most persuasive being color. Consumers place visual appearance and color above other factors such as sound, smell and texture. Consider these notes on Color Psychology:
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When marketing new products, it is crucial to consider that consumers place visual
appearance and color above other factors when shopping.
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o 85% of shoppers place color as a primary reason for why they buy a particular product.
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e Color increases brand recognition by 80%. Brand recognition directly links to consumer confidence.
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Color is one of the most powerful methods of design. However, it is not entirely universal. Colors that
entice in North America are different from those that entice in India. Below are colors that affect North
American online shoppers.
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Color also has the unique ability to attract specific types of shoppers and
change shopping behavior.

Shoppers on a Budget

)
%) 5 FoO! ®Larger
S Jf' W 'a\‘s\es Department
o OV e 59 Stores




[image: image4.png]Other Influences

Color is not the only item that influences consumer behavior. For online shoppers,
design, buzz words and convenience affect their need to shop.
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Overal? Design

For many online shoppers, poor website navigability and poor overall design are
the reasons they choose not to purchase from a particular website.
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OPINION OF AWEBSITE ON OVERALL DESIGN ALONE:
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Speed, efficiency and convenience are some of the many reasons shoppers are
turning to internet retailers. Having a web site that runs even five seconds
slower than your competitors could mean a huge economic loss.

PERCENTAGE OF ONLINE SHOPPERS THAT DID NOT

AMAZON.COM FOUND THAT WITH EVERY 100MS OF
PURCHASE ITEMS BECAUSE THE WEBSITE WAS TOO SLOW:
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Retailers rely on the ability of words to evoke emotions in consumers. The right

“power” word could prompt a consumer to purchase an item at one retail shop
over an identical item at another shop.

52% OF CONSUMERS ARE MORE LIKELY TO ENTER A 60% OF CONSUMERS FEEL AT EASE AND ARE MORE
STORE IF THERE IS A SALE SIGN IN THE WINDOW LIKELY TO BUY A PRODUCT THAT HAS THE WORD
“GUARANTEED” ASSOCIATED WITH IT.
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Sources: dirjournal.com, colormatters.com, “The Effects Of Store Environment On Shopping Behaviors: A Crtical Review” by Shun Yin Lam, “The Profit of
Color” by Color Marketing Group, “The Psychology of Color in Marketing” by June Campbell, “The Psychology of Web Performance.”




http://www.cnn.com/2013/03/21/living/real-simple-color-shopping/index.html
How Color Affects Spending
At the mall, nearly every shade of the rainbow can be found on signs, labels, doors, shopping bags. Those colors are strategically placed to influence spending. People subconsciously associate specific colors with specific social or cultural messages. Retailers select the colors to encourage spending.

Black: Signature color of sophistication, dominates high-end makeup packaging and can make inexpensive items seem more upscale.

Blue: Universally liked, it connotes trust and dependability. A favorite logo color for financial institutions seeking to make people feel secure, blue can improve customer loyalty: Patrons are 15 percent more likely to return to stores with blue color schemes than to those with orange color schemes (Journal of Business Research, 2003 study).

Burgundy and Brown: connote luxury (think red wine).

Green: Implies environmentally friendly.

Orange: Associated with fairness and affordability (used at stores offering value, like Home Depot and Payless).

Pink: Has calming effect ( particularly shades close to bubble gum,  Journal of Orthomolecular Psychiatry study): seeing pink slows people's endocrine systems and tranquilizes tense muscles, relaxing and easing spending inhibitions.

Red: People typically react faster and more forcefully when they see the color red (red enhances physical reactions, is programmed into our psyche as a cue for danger). Grab a customer's attention and cue them to take action (purchase). (”Emotion” Journal study). Some market experts warn that, just like a stop sign, a red placard can make consumers hit the brakes. It serves as an alarm, triggering a more careful consideration of our outlays.
Violet: Associated with royalty, implies special properties and princely worth.

White: Suggests simplicity and purity. (75% of top skin-care brands are packaged in white.) Also stands for modernity and honesty (Apple swears by it).

Yellow: A mainstay at fast-food restaurants, evokes energy and increases appetite.
https://www.shopify.com/retail/119923395-why-all-sale-signs-are-red-the-science-of-color-in-retail
The Science of Color in Retail
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“Research reveals people make a
sub- conscious judgment about an
environment or product within
90 seconds of initial viewing.
Between 62% and 90% of that

assessment is based on color alone!”
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Ina marketing experiment, Heinz changed the color of their signature
Ketchup from red to green and sold over 10 million bottles in the

first 7 months, resulting in $23 million in sals. At the time, it was the
highest sale increase in the brand's istory.”




Severely and problematically oversimplified, but : 
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Choosing a Color Scheme
Consider one of these arrangements:
· Monochromatic Colors: varying tones of the same color.
· Complementary Colors:  colors directly opposite each other on the wheel.
· Analogous Colors: colors lying on either side of a color on the wheel.
· Triadic Colors: Colors situated 120 degrees around the color wheel.
· Split-Complmentary Colors: A base color and two colors adjacent to its complementary color.
· Rectangular Colors: Four colors arranged into two complementary pairs.
· Square Colors: Four colors spaced evenly around the color wheel.
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WHAT YOUR BRAND COLORS SAY ABOUT YOUR BUSINESS
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HOW DO PEOPLE RESPOND TO DIFFERENT COLORS?

‘Every color elicits a different response from humans. Studies reveal how each of the following colors affect us.
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Colors can essentially be divided into two different categories; warm and cold.
‘Warm colors are associated with energy; cold colors are more about calmness
and security.

Red evokes a passionate and visceral response. It s a color
that increases your heart rate, makes you breathe more

rapidly, and activates the pituitary gland.
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Purple is a sophisticated yet mysterious color.
The richness of this color tips its hat to the
royalty and elegance found deep within us.
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Blue is arguably the most popular choice for a brand
color. Blue is thought to put people at ease as it is
reminiscent of the sky and ocean.
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[image: image12.png]Green is synonymous with calm, freshness, and
health. But there is a wide variation between its
shades. Deeper greens are associated with

affluence, lighter greens with serenity.
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Because the color yellow is reminiscent of the sun,
it communicates hope and optimism. Yellow
stimulates creativity and energy, and its brightness
is especially useful to catch a customer’s eye.
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Orange combines the brightness and cheer of
yellow with the energy and boldness of red to
make a color that is full of life and excitement.
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[image: image13.png]Brown speaks of earthly simplicity, as well as
strength and durability. However, use caution

with brown as it reminds most people of dirt,
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Black is used by companies that wish to boast a
classic sophistication. Black works especially well

for expensive products
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White represents purity (think wedding dress)
and clearliness (think doctors coat). With this in
mind, white is a popular choice for health care
and child-related businesses.
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