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Abstract 

 

This article discusses the application of color psychology in advertising based on the psychological and 

cultural meaning of colors. After a case study and literature review process, actual case studies of domestic 

and international firms are reviewed to supply workable examples of concepts addressed. The study 

examines cross-cultural preference for colors and contextual factors affecting color perception so that 

businesses can develop strategies that speak across different audiences. 

Knowledge of the affective and cognitive reactions to color can offer significant insights into how colors 

can induce certain moods and trigger certain reactions from consumers. Multisensory effects of color, 

including how color combines with other sensory information such as sound and texture, add deep insights 

into the whole effect of colors on consumer experiences. Through an understanding of the psychological and 

cultural meanings of colors, companies can excel and use color options to better their advertising campaigns 

and encourage positive customer reactions. The outcomes of this research provide insights into the exact 

feelings and associations the various colors invoke in customers, and the ways these influence their 

attitudes, preferences, and buying habits. 
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Introduction 

 

Color psychology is a vital aspect of advertising because it explores how colors trigger various emotional 

responses and influence human behavior (Kumar, 2017). Colors carry their own connotations, cultural 

associations, and psychological effects that advertisers can use to create strong connections with their 

consumers. Red, for instance, is often associated with energy, excitement, and urgency, thus being a popular 

choice in food advertisements to create the feeling of hunger or growing urgency. Blue, however, radiates 
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peacefully, trust, and reliability, and is often used by financial institutions and tech companies to convey 

security and professionalism.(Broeder & Snijder, 2019). 

Color psychology is a powerful tool for grabbing attention, conveying brand personality, and influencing 

customer choice. Colors, when used judiciously, can trigger positive emotional responses and influence 

perceptions, ultimately driving customers to make the desired action (McLeod, 2016). Luxury companies 

typically employ gold or silver hues to signify luxury and scarcity, while environmental brands 

often employ green to express sustainability and environmental stewardship. Marketers can effectively 

communicate their brand values, create emotional ties, and differentiate themselves within a competitive 

market by comprehending the colour's psychological impact. (Gerald et al, 1997) 

Colour plays a profound and wide-ranging role in customer behavior, affecting everything from brand 

awareness to purchase intent. It is reported in studies that humans make subconscious conclusions about 

things within seconds, with 90% of these conclusions being based merely on color (Dr. Sajid et al, 2021). 

Color can affect consumers' perception of a brand's reliability, quality, and attractiveness, impacting their 

buying choices. Repeated application of color in advertisements, packaging, and brand materials might 

assist in developing strong connections and increasing brand awareness (Elliot & Maier, 2008).  

Color selection and cultural and personal factors also affect interpretations. Advertisers need to analyze 

these cultural nuances so that their color choices align with the beliefs and expectations of their target 

market. Color perception is based on personal experiences and preferences, which affect how consumers 

react to advertisements. 

Research Methodology 

 

This study design integrates case studies and literature review to examine the use of color psychology in 

advertising. Case studies will offer real-life scenarios, while literature review will examine literature on 

color psychology and its effects on consumer behavior. National and international brands will be selected 

for detailed examination. Literature review will examine psychological and cultural color associations, 

cross-cultural color liking, contextual impact on color perception, emotional and cognitive reactions to color 

and the multisensory impacts of color. The data collected will be qualitatively analyzed, noting themes and 

patterns of color psychology, consumer reactions and marketing approaches. The results will be presented in 

an understandable and concise form, noting the specific emotions and associations provoked by various 

colors, their effect on attitudes, preferences and buying behavior and how companies can successfully use 

color options to optimize their marketing efforts and create positive consumer responses. 

The chief aim of this research is to examine cross-cultural colour preferences and their environmental 

effects on colour perception through actual case studies of international and national brands. It aims to 

explore the emotional and rational responses to colour as well as its potential to create certain moods and 

react with other stimuli. The research also hopes to attempt to assist companies correctly utilize colour 

choices to enhance their marketing strategies and create favourable consumer responses. It will seek to find 

out the precise feelings and connotations that various colours create among customers, and how these affect 

attitudes, preferences and purchasing behaviour. In addition, the this study will contribute to existing 
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knowledge on colour psychology in advertising by filling the gap between theoretical concepts and real 

applications. 

 

Finding and Discussion 

 

1. Exploring the psychology of color: 

Color psychology is a powerful tool in the advertising world, where hues and shades can evoke 

emotions and influence our actions. A study by the University of Rochester reveals that 90% of 

initial product judgments are based solely on color, setting the stage for the entire ad's reception. 

Understanding color psychology allows advertisers to tailor their color palette to the desired 

mood and message, creating a symphony of persuasion that appeals to the target audience. Every 

color has a different emotional melody, with red throbbing with excitement and urgency, blue 

producing feelings of trust and calmness, and green donating feelings of nature and wellness. 

Knowledge of these emotional resonances enables advertisers to choose their color palette to 

achieve the wished-for mood and message, creating a symphony of persuasion that appeals with 

their target audience. Cultural sensitivities are important to color psychology since some color 

associations contain universal truths but can trigger anger or danger in other cultures. It's 

important for marketers to conduct research on the cultural background of their target audience 

to prevent unintentional emotional dissonance. Brand recognition and creating a strong 

emotional bond with consumers are achieved through consistent and strategic application of 

color to marketing materials, branding components, and product packaging.  

 

Aside from the emotional context, color also carries cognitive power. Cool colors such as blue 

and green are used to invoke feelings of serenity and openness, which are well-suited to 

encourage clean-lined furniture or peaceful spa resorts. Warm colors such as yellow and orange 

radiate excitement and liveliness, which are best used to highlight an active fitness program or a 

lively line of toys for children. In today's constantly changing advertising landscape, data is king. 

Marketers are able to monitor audience interaction, click-through rates, and, of course, 

conversions by A/B testing varying palettes of color. Analyzing which colorings work best on 

their desired demographic, they're able to adapt their method on an ongoing basis and craft all 

the more convincing campaigns.Using the brush of color psychology both intelligently and 

wisely, advertisers can overcome the limits of words and pictures, designing campaigns that talk 

straight to the hearts and minds of their target market. Within this world of rich persuasion, 

knowing the language of color gives marketers the power not only to sell things but to form 

connections, establish loyalty, and spark a lasting brand love affair. 
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2. An Overview of Color Psychology:  

Color psychology investigates the relationship between color and our moods, demonstrating how 

every shade shines with a unique emotional chord. Every color vibrates to a unique emotional 

chord, like crimson, which throbs with energy and desire, calm blue, which is ideal for 

supporting wellness products or finance services, and green, which causes us to feel well and in 

balance. This emotional fabric enables us to feel an ad not only visually but viscerally, 

resonating with its message on a more fundamental level. Color's power goes beyond simple 

emotions, reaching into our thought processes and quietly influencing our perceptions. Warm 

colors such as orange and yellow emanate energy and vitality, and are therefore best suited to 

display dynamic sports cars or whimsical children's toys. Cool colors such as blue and green 

make the perceived space smaller and calm, ideal for advertising a minimalist apartment or a 

luxurious spa retreat. By knowing these cognitive cues, advertisers can nudge the viewers' 

perceptions and subtly influence their purchase decisions. 

 

Cultural context influences how colors are perceived—while some color meanings are 

universally recognized, others vary widely across different cultures, adding depth and diversity 

to their interpretation. A savvy marketer navigates the subtle nuances of color meaning across 

various landscapes to prevent unwanted emotional dissonance. Persistent and deliberate use of 

color throughout marketing materials, branding, and product packaging develops brand 

recognition and creates a strong emotional bond with consumers. Knowing color psychology 

isn't about following a strict set of rules, but more about leveraging its strength as a strong tool in 

the creative arsenal. It's about painting with purpose, selecting colors that not only complement 

images and words but also evoke the target emotions and influence perceptions subtly. A/B 

testing various color schemes and comparing their effects on engagement and conversions 

enables marketers to adjust their strategy and create more convincing campaigns. The journey 

inward is not restricted to outward advertising; individual color preferences tend to mirror our 

inner realities, unveiling moods, personalities, and desires. Being aware of this interaction 

between color and self-awareness can empower us to create environments and dress in colors 

that support our preferred emotional states and life outcomes. 

 

3. Influence on consumer purchasing behavior: 

Consumer behavior and decision-making are also heavily impacted by the psychological 

meanings of various colors. Red, linked to passion, energy, and urgency, is used in marketing to 

generate a sense of urgency. Nevertheless, it can also mean danger or anger in certain cultures, 

and hence cultural context needs to be taken into consideration while utilizing this color. Blue, 

which is linked with trust, stability, and calmness, is favored by brands operating in sectors such 

as finance, technology, and healthcare. It creates a sense of calmness and trustworthiness but can 

also be linked to sadness or depression in certain cultures. Yellow, linked with optimism, 
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warmth, and focus, is commonly used to express happiness and cheerfulness. Excessive usage, 

however, leads to anxiety or distraction. Cultural meanings of yellow are extremely diverse, 

ranging from joy and celebration to cowardice or caution. Green, with a strong link to nature, 

health, and concordance, is frequently utilized by brands focused on eco-friendliness, eco-

friendliness, and organic offerings. It can induce feelings of relaxation and tranquility and is 

frequently utilized within industries involving health, wellness, and the natural environment. The 

shades of green, however, can have various meanings. Black, frequently linked with 

sophistication, power, and refinement, is favored by the fashion and luxury industries. It is 

attributed to authority and professionalism but may be perceived as being associated with the 

negative or grief in other cultures. Overuse of black gives the perception of heaviness or 

darkness and may put off some customers. Knowledge of the psychological and cultural meaning 

of colors helps marketers to devise successful branding and marketing techniques. 

 

4. Understanding color symbolism through various theories: 

In the crowded marketplace, color has a powerful role to play in establishing a sense of identity 

and impact. Every color has a distinct history, influenced by cultural experience, personal 

connotations, and evolutionary adaptations. Being able to decipher this language is key to 

developing marketing strategies that appeal to consumers on a more meaningful level. Warm 

colors such as red and orange stimulate excitement, passion, and danger, while blue and green 

cool colors trigger relaxation and concentration, and are thus perfect for soothing atmospheres or 

encouraging products related to peace and health. The power of color extends beyond 

symbolism, reaching the very essence of our mental processes. Red and orange warm colors emit 

energy and vitality, triggering our fight-or-flight mechanism and thus perfect for encouraging 

action-related products or thrilling experiences. Blue and green cool colors trigger relaxation and 

concentration, which are ideal for soothing settings or selling products that are linked to peace 

and tranquility. Through these cognitive signals, advertisers can quietly manipulate our 

impressions, direct our choice-making processes, and eventually push us toward certain 

behaviors. Cultural background is essential in determining color meanings. Red, which in China 

represents good fortune and prosperity, could mean danger or rage in Western societies, whereas 

green, representing growth and rejuvenation in many cultures, can convey jealous or sickness 

meanings in others. A skillful marketer manages the fine line of color meaning between diverse 

landscapes to shun unconscious dissonance. 

 

Color is the blood of a brand's identity, with repeated and deliberate applications of color 

through branding touches, marketing collateral, and packaging contributing towards establishing 

brand awareness and an enduring emotional bond with consumers. A/B testing various color 

schemes and evaluating their influence on engagement and conversions gives marketers the 

ability to fine-tune their strategy and create more compelling campaigns. Color's power is not 
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limited to marketing and consumerism. Personal color preferences tend to disclose our inner 

worlds, expressing moods, personalities, and aspirations. Knowing this dynamic between color 

and self-knowledge can give us the power to create environments and wear colors that support 

our desired emotional states and life objectives. 

 

5. Color’s influence on consumer perception in advertising: 

Brand identity is crucial for businesses to succeed in a competitive marketplace. Colors play a 

significant role in brand recognition and recall, as they elicit specific emotions, convey 

meanings, and trigger memory recall. Different colors evoke different sensations, such as red 

symbolizing excitement and passion, blue representing trust and reliability, and green signifying 

nature and sustainability. Understanding the psychological impact of color is crucial in creating a 

memorable brand identity that resonates with consumers. Brand recognition refers to the ability 

of consumers to identify a brand based on its visual cues. Consistency in color usage across 

various brand touchpoints, such as logos, packaging, and advertisements, enhances brand 

recognition. Well-known brands like Coca-Cola's red and McDonald's golden arches are 

instantly recognizable due to the consistent use of specific color. rand recall refers to the ability 

of consumers to retrieve a brand from memory when prompted with a related cue. Associating a 

brand with a distinct color or color scheme helps create strong memory associations, facilitating 

brand recall. Selecting appropriate color that align with the brand's personality and values aids in 

creating a memorable brand identity. When selecting color for brand identity, it is vital to 

consider cultural and contextual factors. Color can have diverse meanings across different 

cultures, so understanding cultural associations helps prevent unintended negative connotations 

and ensures that the chosen color resonate positively with the target audience. Creating a 

harmonious color palette is crucial for brand recognition and recall, as it complements each other 

and reflects the brand's personality consistently. Emotional responses in consumers can 

significantly influence their purchasing behaviour, and understanding the desired emotional 

response and aligning it with appropriate color can enhance brand perception and consumer 

engagement. 

 

6. Colors and their impact on how consumers notice, perceive, and decide: 

In the competitive market of today, grabbing consumer attention and impacting their decision-

making processes is key to business success. Color is important in grabbing and guiding 

consumer attention because it has the ability to grab attention, stimulate emotions, and influence 

perceptions. Familiarity with the principles of color psychology and applying attention-grabbing 

colors strategically can assist businesses in grabbing consumers' attention in a saturated 

marketplace. Color is important in influencing brand perception, because consumers tend to 

connect specific colours with specific traits and qualities. Having a consistency of colour 

application in the elements of the brand, like logos, packages, and adverts, makes a strong brand 
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identity and creates desirable brand associations. Through choosing colours that support their 

brand personality and values, companies are able to guide consumers' perception of their brand 

and stand out from other brands.  

Product packaging is a critical touchpoint where colour can heavily influence consumer 

behaviour. Bright, vivid colors may draw attention on supermarket shelves, while pastel or 

muted colors may create a sense of elegance or sophistication. Knowing the target market and 

what colors they are likely to be drawn to is important in packaging design that will appeal to 

customers and drive purchase decisions. Color is an important aspect of advertising as it attracts 

attention, transmits messages, and drives consumer behavior. Various colors may induce various 

reactions and connotations, making color selection an essential element of advertisement design. 

Strategic color use in advertising can invoke emotions, promote brand recognition, and shape 

consumers' attitudes towards the advertised product or service. In web design, harmonious and 

consistent color schemes result in a pleasing-looking website that boosts engagement and keeps 

users longer. Color can also direct users' attention to significant features or action calls, like 

contrasting or bold color use in buttons. Through the use of color psychology in marketing, 

companies are able to develop an interesting brand experience that engages consumers and 

affects their choice-making processes in a competitive market. 

 

7. Color preferences across different consumer segments: 

Color preferences are very important to businesses in reaching their target markets through 

advertisement. Gender, age, and cultural backgrounds play significant roles in determining these 

preferences. It is vital to note and conform to these differences for improved effectiveness in 

advertising. Color preferences tend to differ between genders because of cultural and social 

influences. Nevertheless, it is vital not to generalize and take individual preferences into account 

when targeting one gender over the other. Color meanings and associations may also differ 

between different age groups, requiring careful thought when aiming at specific age groups. 

Color preferences are heavily determined by cultural backgrounds. Colors may have particular 

meanings and symbolisms in various cultures, and thus understanding the cultural connotations 

of colors is crucial to prevent unintended negative meanings and ensure that color selection 

appeals positively to various cultural backgrounds. Understanding target audience preferences, 

companies can choose colors that appeal emotionally to their audience promoting brand image 

and the chances of consumer interaction and purchase intention. In today's globalized world, 

companies tend to market towards various cultural backgrounds, so it is important to understand 

and respect cultural associations and color preferences as a key aspect of effective 

communication. Color strategy alignment based on cultural backgrounds improves brand 

resonance and reduces the chances of miscommunication or alienation. Bringing color 

adaptations into harmony with different consumer segments although it can be difficult to 

maintain brand consistency, companies are required to strive for a coherent brand identity that is 
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cross-demographic in nature. Evolving color strategies enables companies to better engage with 

their desired audience by using colors that connect with certain segments, crafting messages that 

resonate as personal and relevant, elevating the odds of consumer reaction and interaction. 

Customizing color selection for a variety of consumer segments broadens market penetration by 

reaching out to new markets and engaging a broad customer base.  

 

This strategy creates inclusivity and makes advertising efforts relatable and engaging to multiple 

audiences. Through appreciation and incorporating cultural tastes, companies can generate 

positive brand awareness and create consumer goodwill, projecting an image of being committed 

to diversity and inclusivity. By appreciating and adapting color decisions for diverse segments of 

consumers, companies can enable targeted communication, increase market access, and portray 

cultural appreciation. 

 

8. Case studies and examples: 

Colour psychology is an important part of marketing, as it has a huge impact on shaping 

consumer purchase behaviors. Within the International and Indian advertising scene, colors are 

used strategically to evoke emotions, create brand associations, and communicate brand 

messages effectively. The below analysis points to actual-world instances and case studies of 

effective advertising campaigns that properly leverage color psychology to influence customer 

attitudes and stimulate buying behavior. 

 

● Coca-Cola's marketing campaigns always use red to create feelings of happiness, excitement, 

and energy. The classic red color is strongly linked with the brand and has become a strong 

visual signal for Coca-Cola's products. The repetition of red has helped Coca-Cola maintain its 

high brand recognition and connection with positive feelings. 

 

● Apple, however, has established its brand identity around clean, minimalist design. In its 

advertising campaigns, Apple tends to utilize a white color scheme that gives the impression of 

simplicity,elegance, and sophistication. The pervasiveness of white within Apple's advertising 

has also helped to enforce the company as a leader in technology. 

 

● Yellow and red are utilized by McDonald's in order to stimulate appetite, inducing hunger and 

installing an air of urgency. Yellow triggers happiness and optimism, whereas red is also used to 

raise the level of heart rate and build a feeling of excitement. The application of these colors to 

McDonald's advertising and branding campaigns is intended to stimulate hunger, accelerate 

decision-making processes, and prompt consumers to go to their restaurants. This color 

combination has been a contributing factor in building McDonald's brand as a leading fast-food 

business. 
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● Purple and orange are used by FedEx for trust and speed, to convey its focus on fast and 

reliable delivery services. The use of color has helped the brand achieve a perception as a 

reliable and efficient carrier logistics company. 

 

● Pepsi employs blue for refreshment and excitement, communicating refreshment and 

excitement. 

 

● Asian Paints employs energetic colors for emotion and creativity, engaging the customer on an 

emotional basis and positioning itself as a company that can revamp living areas. 

 

● Cadbury Dairy Milk employs purple to portray joy and indulgence, forming a visual 

identification with joy, happiness, and celebration. 

 

● Amul employs red and white to signify trust and genuineness, forming a powerful visual 

identification with trust, genuineness, and the brand's sincerity in delivering quality dairy 

products. The uniform application of red and white helped build Amul's strong brand recall and 

market leadership in the Indian dairy market. 

 

● Titan employs gold for luxury and sophistication, positioning itself as a top brand in the Indian 

watch market. 

 

● Fevicol employs yellow to signify reliability and strength, denoting happiness, positivity, and 

reliability. 

 

Color psychology is also key to influencing consumers' purchasing decisions, as illustrated by 

effective advertising campaigns. Global as well as domestic brands have been able to attract their 

target demographic and influence purchase decisions by judiciously choosing colors that convey 

certain emotions, build brand recall, and convey important messages. Some good examples of 

successful campaigns are Coca-Cola's red color for happiness, Apple's plain white color scheme, 

and Tiffany & Co.'s brand recall with opulence through blue. Through the use of color 

psychology in advertising, companies can design effective campaigns that engage consumers, 

improve brand recall, and ultimately drive sales and brand loyalty. Indian brands, like Asian 

Paints' bold colors, Cadbury Dairy Milk's purple color, and Titan's gold watches, have effectively 

leveraged color psychology to design memorable and effective experiences that make a lasting 

impression on Indian consumers. The use of color psychology in Indian and international 

advertising is proof of the role played by careful color choice in affecting consumer behavior. 
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Brands can continue to utilize the power of color psychology and develop strong and effective 

advertising experiences that have a lasting impact on Indian consumers. 

 

 

Conclusion 

 

The research paper has narrowed down to the fact that color psychology is very important in advertising 

because it can trigger certain emotions in consumers. Various colors have been shown to trigger different 

emotional reactions, like red with excitement and passion, blue with trust and reliability, and green with 

nature and peace. Through understanding these psychological connotations, and so advertisers may employ 

colors strategically to elicit a certain emotional response from their target market. Further, color psychology 

may even affect consumer behavior. Research has established that the colors used may influence buying 

behavior with some colors more likely to capture attention and motivate consumers to make a purchase. For 

instance, the application of warm colors such as red and orange in marketing can induce a feeling of 

urgency and trigger impulse purchases. Conversely, cool colors such as blue and green can induce a feeling 

of calmness and trust, leading consumers to be more inclined towards a brand and make a thoughtful 

purchase. Apart from triggering emotions and affecting behaviour, colour psychology also has an important 

role in defining brand identity. The regular use of a particular set of colors across a range of brand 

touchpoints, including logos, packaging, and advertisements, helps to create a strong and identifiable brand 

identity. This consistency enables consumers to immediately link a certain color with a specific brand, 

improving brand recognition and recall. For instance, the use of the color red in Coca-Cola branding has 

come to be associated with the brand itself, creating an instant form of recognition and memorability. By 

leveraging the power of color, advertisers can create strong emotional connections with consumers. When 

applied effectively, colors will trigger positive feelings and elicit feelings of trust and loyalty towards a 

brand. The emotional bond can result in greater brand interaction, repeat buying, and eventually drive 

intended actions, such as sharing the brand with others or becoming brand champions. Color psychology is a 

critical element in advertising that should not be ignored. Knowing the psychological and cultural 

connotations of various colors enables marketers to develop successful branding and advertising tactics that 

connect with their target market. Through the continued and purposeful use of colors on different brand 

touchpoints, advertisers have the ability to build brand awareness and recall. Finally, by capitalizing on the 

power of color, advertisers can develop lasting emotional bonds with consumers and induce wanted 

behaviors, culminating in the success of their advertising campaigns. The effect of color combinations, the 

changing role of color in digital advertising, cross-cultural color preferences, contextual effects on color 

perception, emotional and cognitive reactions to color and the multisensory impact of color are the research 

areas for the next generation of researchers as further 

research to comprehend the changing role of color in digital advertising and create more effective research 

methods. 

 

 

http://www.ijcrt.org/


www.ijcrt.org                                                                   © 2025 IJCRT | Volume 13, Issue 4 April 2025 | ISSN: 2320-2882 

IJCRT2504712 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org g197 
 

References 

 

[1] Kumar, J. S. (2017). The psychology of color influences consumers’ buying behaviour–a diagnostic 

study. Ushus Journal of Business Management, 16(4), 1-13. 

[2] Broeder, P., & Snijder, H. (2019). Color in online advertising: Going for trust, which blue is a must. 

Marketing from Information to Decision Journal, 2(1), 5-15. 

[3] McLeod, J. (2016). Color psychology today. John Hunt Publishing. 

 

[4] Pilelienė, L., & Grigaliūnaitė, V. (2017). Color temperature in advertising and its impact on 

consumer purchase intentions. Oeconomia Copernicana, 8(4), 657-669. 

[5] Effects of Color as an Executional Cue in Advertising: They're in the Shade - Gerald J. Gorn, 

Amitava Chattopadhyay, Tracey Yi, Darren W. Dahl - Published Online:1 Oct 1997 - 

https://doi.org/10.1287/mnsc.43.10.1387 

[6] Valdez, P., & Mehrabian, A. (1994). Effects of Color on emotions. Journal of experimental 

psychology. General, 123(4), 394–409. https://doi.org/10.1037//0096-3445.123.4.394 

[7] Dr. Sajid Rehman Khattak, Haider Ali, Yasir Khan, & Mukharif Shah. (2021). Color Psychology in 

Marketing. Journal Of Business & Tourism, 4(1), 183–190. 

[8] Elliot, A. J., & Maier, M. W. (2008). Color associations and consumer psychology: Implications for 

product design and marketing. Journal of Business Research, 61(8), 681-692. 

[9] Lindstrom, M. (2008). Buyology: Truth and lies about why we buy. Doubleday Business. 

[10] Color Psychology and Its Influence on Consumer Buying Behavior: A Case of Apparel Products 

- Maria Carina Casas1, Dr. Justine Chinoperekwey - DOI: 10.36348/sjbms. 2019.v04i05.008 

[11] Shukla, A. (2023). Psychological Impact of Colours in Advertising and Branding. Asian Journal of 

Management and Commerce, 4(1), 214–224. Retrieved from  

[12] Labrecque, L. I., & Milne, G. R. (2011). Exciting Red and Competent Blue: The Importance of Color 

in Marketing. Journal of the Academy of Marketing Science, 40(5), 711–727. 

[13] Gopikrishna, R., & Kumar, M. (2015). A Conceptual Study on Psychology of Colour in Marketing and 

Branding. International Journal of Engineering Research, 4(3), 123–129. 

[14] Shagyrov, M., & Shamoi, P. (2024). Color and Sentiment: A Study of Emotion-Based Color Palettes in 

Marketing. arXiv preprint arXiv:2407.16064.  

[15] Kotler, P. (1973). Atmospherics as a Marketing Tool. Journal of Retailing, 49(4), 48–64. 

[16] Wiegersma, S., & Van Der Elst, G. (1988). “Blue Phenomenon”: Spontaneity or Preference? Perceptual 

and Motor Skills, 66(2), 308–310. 

[17] Oprea, R. (2018). Color Psychology in Marketing and Its Importance in Driving Sales. Brand Minds. 

http://www.ijcrt.org/

