
THE PSYCHOLOGY OF COLOUR 
IN MARKETING AND BRANDING



Colours play a very important role in logo design. The colours that you use in a 

logo design help to give your logo design character while also helping it to stand 

out from its competition. The colors of your logo design can accentuate your brand 

identity or if they are used improperly, they can work against you and hinder your 

brand identity. Having a good understanding of colour and which colours work well 

together is essential when you are working with colour in logo design.



Logos: Complimentary Colour Schemes.

Colours that are opposite each other on the colour wheel are considered to be 

complimentary colours. For example, red and green are complimentary colours as 

well as blue-orange and yellow-purple.

Many famous logo designs use a complementary colour scheme. The Visa logo, for 

example, is one of these logo designs. Its logo design uses blue and an orange-

yellow. These colours are perfect for VISA as they represent authority, stability, 

security, loyalty, trustworthiness, quality and professionalism, all qualities that 

people look for when it comes to their finances.



Logos: Complimentary Colour Schemes.

The LA Lakers logo design also uses a complimentary colour scheme. This 

combination of colours is perfect for the LA Lakers as purple represents royalty and 

superiority whereas yellow denotes energy, vibrancy and enthusiasm.



Logos: Split Complimentary Colour Schemes.

Obviously a slight variation of the complimentary colour scheme, a split 

complimentary colour scheme is made up of one colour plus the two colours that 

are on either side of its direct compliment.

There are a lot of logo designs that are created with a split complimentary colour 

scheme. These logo designs visually contrast and easily capture the attention of 

passersby.  Both the Firefox logo and Taco Bell’s logo use this colour scheme.



Logos: Analogous Colour Schemes.

Colours that are next to each other in the colour wheel are analogous colours. For 

example, red, orange and yellow are analogous. Blue, purple and magenta are also 

analogous. Many famous logo designs use an analogous colour scheme. These 

analogous logo designs match very well and are usually very pleasing to the eye.

The BP logo design and the Red Bull logo designs are both examples of analogous 

designs.



Logos: Analogous Colour Schemes.

The McDonald’s logo design and the Fed Ex logo design also loosely use an 

analogous colour schemes.



Logos: Triadic Colour Schemes.

Combining every fourth colour in the colour wheel forms a triadic colour scheme. 

For example, orange, purple and green make up a triadic colour scheme. 

The famous Burger King logo design uses another triadic colour scheme of the 

primary colours, red, blue and yellow. Triadic colour schemes tend to be quite 

vibrant.



THE IMPORTANCE OF COLOURS IN BRANDING



In a study called Impact of Color in Marketing, researchers found that up to 90% of 

snap judgments made about products can be based on colour alone (depending on 

the product).

http://www.emeraldinsight.com/journals.htm?articleid=1558119&show=abstract



In regards to the role that colour plays in branding, results from studies such as  

The Interactive Effects of Colors show that the relationship between brands and colour 

hinges on the ‘appropriateness’ of the colour being used for the particular brand (in 

other words, does the color ‘fit’ what is being sold).

http://mtq.sagepub.com/content/6/1/63



The study Exciting Red and Competent Blue also confirms that purchasing intent is 

greatly affected by colours due to the impact they have on how a brand is perceived. 

This means that colours can strongly influence how consumers view the ‘personality’ 

of the brand .

http://link.springer.com/article/10.1007%2Fs11747-010-0245-y



COLOUR PREFERENCE BY GENDER



MENS FAVOURITE COLOURS



WOMENS FAVOURITE COLOURS



COLOUR PREFERENCE BY NAME



Although different colours can be perceived in different ways, the names of those 

colours matters as well. According to a study, when subjects were asked to evaluate 

products with different colour names (such as makeup), “fancy” names were 

preferred far more often.  

For example, mocha was found to be significantly more likeable than brown - despite 

the fact that the researchers showed subjects the same colour!

http://onlinelibrary.wiley.com/doi/10.1002/mar.20142/abstract



COLOUR SWAP



Graphic designer Paula Rupolo who conducted an experiment where she thought 

it would be interesting to swap the colour schemes of famous brands with the 

companies that they are competing with.













60-30-10 RULE



The 60-30-10 rule is one of the basic rules for interior design that helps creating 

professional grade colour schemes.

Dominant color

Roughly 60 percent of the given space should be the dominant colour. In the interior 

design terms, this colour is for walls. Neutrals are the good choice for painting walls.

Secondary color

Next 30 percent should represent secondary colour. This is generally a trim colour.

Accent color

The remaining 10 percent of the colour scheme is for accent colour. The accent colour 

should be attractive. Warm vivid colours are good accents.
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