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ABSTRACT 

Purpose: 

This study explores the psychological impact of colour on consumer perception, emotion, and behaviour in the context of branding and marketing. It aims to 

examine how colours influence brand identity, customer engagement, and purchasing decisions, particularly within the food industry. 

Design/Methodology/Approach: 

A descriptive research design was employed using a structured questionnaire distributed to 100 respondents through convenience sampling. Data was collected 

primarily from consumers in the food industry to assess their preferences and behavioural responses toward brand colours. A pilot test ensured questionnaire 

validity. The study also includes qualitative case studies of global food brands such as KFC, Subway, Dunkin’, and Domino’s. 

Findings: 

Results indicate that colour plays a significant role in shaping brand identity, enhancing consumer trust, and triggering emotional responses. Red and yellow were 

strongly associated with urgency and appetite stimulation, while blue and white conveyed trust and reliability. Green was linked to health and sustainability. 

Consistency in colour usage enhances brand recognition and recall. Moreover, cultural and demographic factors significantly influence colour interpretation. 

Practical Implications: 

Marketers can leverage colour psychology to design more effective branding strategies. By aligning colour schemes with brand values and consumer expectations, 

businesses can improve customer engagement, loyalty, and conversion rates. Culturally informed colour choices are essential for global brand relevance. 

Originality/Value: 

This study provides empirical evidence on the psychological and cultural implications of colours in branding. It contributes to existing literature by combining 

quantitative survey analysis with qualitative brand case studies, offering actionable insights for marketers and brand strategists. 

 

Keywords: Colours Psychology, Consumer Behaviour, Branding, Marketing Strategy, Emotional Response 

INTRODUCTION  

Colours psychology, the study of how colours affect human thought, emotion, and behaviour, provides critical insights for brands seeking to create strong, 

memorable, and emotionally resonant identities. As visual elements continue to dominate consumer engagement, colours remains one of the most 

immediate and impactful cues in shaping perception. 

Extensive research reveals that consumers form impressions about products and brands within 90 seconds of initial interaction, with colours accounting 

for up to 90% of that assessment. This underscores the necessity for businesses to understand and implement colours strategically across branding and 

marketing initiatives. The implications are profound, not only does colours affect purchasing intent, but it also reinforces brand recall, communicates 

brand personality, and influences trust. 

Furthermore, the meaning of colours is not universal. While certain Colours may elicit consistent physiological responses (e.g., red increasing heart rate), 

their interpretations are heavily shaped by cultural, social, and demographic contexts. For instance, white may symbolize purity in Western cultures but 

represent mourning in parts of Asia. This variation necessitates a culturally adaptive approach to colours application, particularly for global brands. 
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THE PSYCHOLOGICAL IMPACT OF COLOURS  

Colours elicit both psychological and physiological reactions, often rooted in evolutionary biology and reinforced through cultural experience. Warm 

colours such as red, yellow, and orange are generally stimulating and attention-grabbing, whereas cool colours such as blue, green, and purple tend to 

have a calming effect and promote a sense of trust. 

• Red: Associated with passion, urgency, and appetite stimulation. 

• Blue: Linked to professionalism, reliability, and tranquillity. 

• Green: Symbolic of health, nature, and sustainability. 

• Yellow: Denotes optimism, alertness, and warmth. 

• Black: Represents sophistication, power, and luxury. 

COLOURS IN BRANDING AND IDENTITY 

Colours functions as a core component of brand identity, contributing significantly to consumer recognition and emotional resonance. Research indicates 

that colours enhances brand recognition by approximately 80%. When used consistently across all brand elements; logos, packaging, digital platforms, it 

supports brand credibility and consumer trust. 

Different industries utilize distinct colours palettes to align with sector-specific expectations and consumer demographics: 

• Finance and Healthcare: Blue, to convey trust and stability. 

• Retail and Fast Food: Red and yellow, to stimulate appetite and attention. 

• Luxury Goods: Black and gold, to suggest exclusivity and sophistication. 

• Sustainable Brands: Green and earth tones, to reflect environmental consciousness. 

Notable examples include Tiffany & Co.’s “Tiffany Blue” and Coca-Cola’s red branding, both of which exemplify how colours can become synonymous 

with brand identity. 

COLOURS IN DIGITAL MARKETING 

In the digital marketplace, colours assumes an even more critical role due to the visual saturation of online platforms. Colours choices directly influence 

user experience, navigation, and conversion rates. 

• Call-to-Action Buttons: Red and orange are employed to stimulate urgency and prompt action. 

• Trust Elements: Blue dominates financial and healthcare websites to establish credibility. 

• Sustainability Messaging: Green is used by eco-conscious brands to reinforce environmental values. 

• Social Media Engagement: Bright, contrasting colours improve visibility and drive interaction. 

Strategically selected colours schemes in web design enhance readability, guide attention, and improve overall user engagement. 

LITERATURE REVIEW 

Colours psychology plays a crucial role in branding and marketing, significantly influencing consumer perceptions and purchase decisions. Research 

indicates that 62-90% of product assessments are based on colours alone, with c  onsumers forming opinions within 90 seconds (Khattak et al., 

2021; Changda & Bhaumik, 2023). Colours are intentionally used in branding to create brand identity, recognition, and awareness, as they evoke specific 

emotions and associations in consumers (Maghraby et al., 2024). Studies show that 93% of buyers focus on visual appearance when purchasing products, 

and 80% believe colours is responsible for brand recognition (Ferrão, 2022). Marketing managers must understand colours psychology to effectively 

position their products and attract a larger customer base (Khattak et al., 2021). The impact of colours on branding extends beyond product differentiation, 

influencing consumer moods, feelings, and attitudes towards specific products (Maghraby et al., 2024; Changda & Bhaumik, 2023). Consequently, careful 

colours selection in branding design is essential for shaping company image and driving consumer behaviour. 

OBJECTIVES OF STUDY 

• To explore the psychological impact of different colours on consumer emotions and perceptions. 

• To analyse how businesses utilize colour as a branding strategy to create differentiation. 

• To evaluate the effectiveness of colour in advertising and marketing campaigns. 

• To understand how cultural, demographic, and contextual factors influence colour interpretation 

RESEARCH METHODOLOGY 

• Research Design 

The present study employed a descriptive research design, which is appropriate for studies that seek to observe and describe the 

behavior, attitudes, and opinions of individuals without manipulating any variables (Creswell & Creswell, 2018). Descriptive research 

was suitable in this context to understand consumer preferences and behaviors in the food industry. 

• Type of Data 
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This study utilized primary data collected directly from respondents. Primary data provides first-hand insights and enables researchers 

to obtain specific, relevant, and up-to-date information regarding the research problem (Saunders et al., 2019). 

• Sampling Design 

o Sampling Unit: The sampling unit consisted of individual consumers in the food industry, defined as individuals who 

regularly purchase or consume food products. 

o Sampling Technique: A convenience sampling method was employed. This non-probability sampling technique was 

selected due to its practicality, ease of execution, and accessibility to a large number of potential respondents within a limited 

time frame (Etikan et al., 2016). 

o Sample Size: A total of 132 respondents were surveyed. This sample size is considered sufficient for descriptive statistical 

analysis and provides a preliminary understanding of consumer perspectives. 

• Instrument Design 

A structured questionnaire was designed as the primary research instrument. The questionnaire included: 

o Demographic questions (e.g., age, gender, income level) 

o Closed-ended questions to assess consumer preferences and satisfaction 

o Likert scale questions to gauge attitudes and perceptions on various aspects of the food industry 

The questionnaire was kept concise, clear, and objective to ensure high response rates and minimize misinterpretation. 

• Pilot Testing 

Prior to full-scale data collection, a pilot test was conducted with a small group of 10 respondents to evaluate the clarity and reliability of the 

questionnaire. Based on their feedback, minor modifications were made to improve the phrasing and logical flow of the questions. 

• Data Collection Procedure 

Data was collected via a survey method, where participants were asked to complete the questionnaire either in person or online. The survey 

was conducted over a period of two weeks to ensure adequate coverage and participation. 

• Limitations of the Study 

While the study offers valuable insights, it is not without limitations: 

o The use of convenience sampling may introduce selection bias and limit the generalizability of the findings. 

o The sample size of 100 may not fully represent the entire population of food industry consumers. 

o Self-reported data may be subject to social desirability bias or inaccuracies in recall. 

• Ethical Considerations 

Ethical guidelines were strictly followed throughout the research process: 

o Participation was voluntary, and respondents were informed about the purpose of the study. 

o Informed consent was obtained from all participants before collecting data. 

o Responses were kept anonymous and confidential, ensuring the privacy and rights of participants were respected. 

o Data collected was used solely for academic purposes. 

DATA ANALYSIS AND INTERPRETATION 

Data Interpretation Results 

 

1. Trust and Reliability: 

A majority of respondents associate white (41.2%) and 

blue (37.3%) with trust and reliability. White suggests 

clarity, purity, and simplicity, making it a preferred choice 

for healthcare and technology branding. Blue is linked to 

professionalism and stability, often used in finance and 

corporate sectors. Green (11.8%) represents nature and 

safety but holds less trust association, while black (7.8%) 

and red (2%) scored lowest, likely due to their association 

with power and urgency rather than reliability. 
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2. Luxury and Premium Brands: 

Black (43.1%) is most associated with luxury, conveying 

sophistication, exclusivity, and timeless elegance. Gold 

(31.4%) follows closely, reflecting wealth and high value. 

Purple (17.6%), tied to royalty and creativity, is also 

notable. Silver (3.9%) and others (4%) received minimal 

preference, reinforcing that black and gold dominate 

luxury perception. 

 

 

3. Shaping Brand Identity and Perception: 

A significant 76.4% of respondents (43.1% extremely + 

33.3% very) agree that color is crucial in shaping brand 

identity. Only 5.9% consider it slightly important, and 0% 

find it unimportant. This underscores that visual color 

identity is a core component in brand recognition and 

emotional connection. 

 

 

4. Maintaining a Consistent Color Scheme: 

An overwhelming 80% of participants believe in 

maintaining a consistent color scheme, with equal 

responses in "strongly agree" and "agree." Only 4% 

disagreed, while 16% were neutral. This highlights that 

visual uniformity across platforms builds stronger brand 

recall and trust. 

 

5. Effective Use of Colors in its Branding: 

Google (27.5%) is perceived as the most effective in color 

usage, likely due to its vibrant multicolor logo symbolizing 

innovation and diversity. Apple (23.5%) follows for its 

minimalist and sleek use of monochrome. Coca-Cola 

(21.6%) leverages red for energy and appetite. 

McDonald’s (15.7%) and Nike (11.8%) were also noted, 

showing the impact of bold primary colors. 
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6. Food Brands Using Red in Their Branding: 

A combined 90.2% feel either hungry/excited (49%) or 

energized (41.2%) by red in food branding, validating red’s 

psychological stimulation of appetite and urgency. Calm 

(2%), anxious (2%), and indifferent (5.9%) responses were 

minimal, showing red’s dominant emotional trigger in food 

marketing. 

 

 

7. Impulse Buying: 

60.8% (39.2% agree + 21.6% strongly agree) believe that 

red and yellow packaging encourages fast purchasing due 

to urgency. Neutral responses (35.3%) suggest some 

consumers are visually influenced but still deliberate 

purchases. Only 3.9% disagreed, and 0% strongly 

disagreed, supporting warm colors’ effectiveness in 

consumer behavior. 

 

8. Color Scheme Influence: 

While 45.1% (27.5% agree + 17.6% strongly agree) feel 

color influences more than product features, a majority 

52.9% remain neutral. This indicates a balanced view—

color attracts initial attention, but actual product value is 

also significant in decision-making. Only 2% strongly 

disagreed. 

 

 

9. Green Packaging: 

A vast 90.2% (68.6% strongly agree + 21.6% agree) 

believe that green packaging suggests health and nature. 

This aligns with green’s common use in organic, eco-

friendly, and clean-label products. Very few were neutral 

(7.8%) or disagreed (2%), confirming the symbolic 

strength of green in food branding. 
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10. Red, Orange, and Yellow Packaging:  

A strong 72.6% (41.2% agree + 31.4% strongly agree) link 

red, orange, and yellow with fast food and quick-service 

restaurants. 27.5% are neutral, and 0% disagreed, showing 

a consistent mental association between warm colors and 

fast food, likely due to widespread branding by chains like 

McDonald’s, KFC, etc. 

FINDINGS  

This study establishes that colour psychology is a critical yet often underutilized component in effective branding and marketing. The analysis reveals 

that colour significantly influences consumer perception, emotional engagement, and purchase intent. 

 

Key observations include: 

• Strategic Colour Usage Enhances Brand Identity: Consistent use of colour reinforces brand recognition and communicates core brand values. 

Brands like KFC, Dunkin’, and Subway have effectively leveraged colour to establish distinct market positions. 

• Emotional and Psychological Impact: Colours evoke specific emotional responses that directly influence consumer decisions. Red triggers 

urgency and appetite, blue evokes trust and professionalism, while green signifies health and sustainability. 

• Cultural and Demographic Relevance: Colour perception varies by culture, age, and gender. Effective brands adapt colour strategies to align 

with target audience expectations and cultural norms. 

• Digital Marketing Optimization: In online environments, colour impacts user behavior, guiding attention, increasing conversions, and 

enhancing user experience. 

Overall, the findings confirm that brands that apply colour psychology strategically are better positioned to influence consumer behavior, foster loyalty, 

and achieve long-term differentiation in a competitive market. 

CASE STUDIES 

• KFC (Red and White): Utilises red to evoke appetite and urgency, while white symbolizes cleanliness and trust. The colours combination 

aligns with KFC’s positioning as a fast-food brand focused on quality and tradition. 

• Subway (Green and Yellow): Employs green to highlight health and freshness, complemented by yellow to convey optimism and energy. 

This palette reinforces Subway’s “Eat Fresh” branding and appeals to health-conscious consumers. 

• Dunkin’ (Orange and Pink): Orange represents enthusiasm and warmth, while pink conveys playfulness and comfort. The unique colours 

pairing differentiates Dunkin’ from competitors and strengthens brand recall. 

• Domino’s (Red and Blue): Red captures attention and stimulates appetite; blue introduces an element of reliability. Together, they 

communicate a balance of excitement and trust, integral to Domino’s brand proposition. 

DISCUSSION 

Colours operates not merely as a design feature but as a psychological and strategic mechanism in marketing. While certain emotional responses to 

colours appear universal, interpretation is influenced by cultural, contextual, and demographic variables. For instance, white denotes purity in many 

Western societies but symbolises mourning in parts of Asia. 

Brands must consider age, gender, and regional preferences when developing colours strategies. Misalignment or inconsistency in colours application 

can dilute brand messaging and weaken consumer trust. As such, successful marketing requires a comprehensive understanding of how colours is 

perceived by the intended audience. 

CONCLUSION 

This study underscores the vital role of colour psychology as a foundational pillar in effective branding and marketing. Colours are not merely aesthetic 

choices; they are powerful psychological tools that shape consumer perceptions, drive emotional engagement, and influence decision-making. From 

sparking initial interest to reinforcing brand recall and loyalty, colour plays a decisive role across the entire consumer journey. 

The research findings affirm that strategic and consistent use of colours significantly enhances brand identity and market positioning. Warm tones like 

red and yellow stimulate appetite and urgency—key in the food and fast-service industries—while cool tones like blue and green build trust and convey 
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health and sustainability, aligning well with technology, healthcare, and eco-conscious brands. Moreover, the cultural and demographic sensitivity to 

colour choices reveals the importance of context-aware branding for global success. 

The analysis of leading brands such as KFC, Subway, Dunkin’, and Domino’s further validates how thoughtfully chosen colours reinforce brand 

personality and values, enhance customer trust, and improve overall marketing outcomes. In digital environments, where visual saturation is high, the 

correct use of colours significantly impacts user interaction, conversion rates, and engagement. Ultimately, this study concludes that a scientifically 

informed and culturally adapted colour strategy is not only a visual asset but a competitive necessity in today’s dynamic market landscape. Businesses 

that understand and leverage colour psychology effectively are better equipped to connect with their audiences, differentiate from competitors, and build 

lasting brand equity. 
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