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Did you just randomly crave a hamburger after seeing the McDonalds logo? Were you just automatically comforted 

by the PURPLE March of  Dimes logo? What if  I told you that this was due to emotions evoked by colors used in 

advertising and that it was on purpose. Color is one of  many marketing tools that companies use to associate 

their product with certain emotions. A company is trying to evoke certain reactions from customers in print ad-

vertising and in brand recognition through the emotions deployed psychologically when someone sees a specific 

color.  

 

In this poster, we intend to show what factors go into using colors to reach consumers psychologically: brand 

recognition/development, fads, gender, and age.  

INTRODUCTION 

STEPS TO SUCCESSFULLY USE COLOR IN PRINT ADS 

Identify Purpose and Target  

Market 

Create Brand Recognition  

Through Using Colors in Logo  

To Evoke Desired Emotions 

Create a Print Ad  Using the  

Colors Related to the Emotions  

the Business is Wanting to  

Evoke as Primary Colors (red  

for hunger, purple  

for calming, etc.) 

 

Research the Current Color Fad 

and be  Sure to stick with those  

“IN” Color Hues 

Is Your Target Gender  

Female? Male? Both?  

Make Sure the Colors the  

Business is Using  

Fall Into the Gender’s  

“Favorite” Colors Category 

Are the Colors  

Appropriate for t 

he age group? 

LAUNCH YOUR PRINT AD 

Figure 1: Hallock, Joe. "Colour Assignment - Preferences." Colour Assign-

ment - Preferences. N.p., n.d.  Web. 31 Mar. 2015. 

Figure 2: Hallock, Joe. "Colour Assignment - Preferences." Colour Assign-

ment - Preferences. N.p., n.d.  Web. 31 Mar. 2015. 

"True Colors Infographic - Breakdown of Color Preferences by Gender." True Colors  Infographic 

- Breakdown of Color Preferences by Gender. N.p., n.d. Web. 31 Mar. 2015. 

"True Colors Infographic - Breakdown of Color Preferences by Gender." True Colors  Infographic - Breakdown of Color 

Preferences by Gender. N.p., n.d. Web. 31 Mar. 2015. 

METHODS/

MATERIALS 

Due to personal preferences, past experiences, cultural influences, etc., psychology of Color in print advertisement is a very hard topic to research. With that, I really ex-

panded my research methods. I found very little information regarding the topic in journals and had to dig deep on google scholar and regular google to come up with the 

limited sources I did. Luckily, they all tied into each other and really backed up my research topic. 

TIMELINE OF COLOR FADS  

1960’s 1970’s 1980’s 1990’s 2000’s 

Neon/Bright colors (Hot Pink, Vermillion 
Orange, Grass Green, Lemon Chrome, Cy-
an Blue, Bright Violet) 

Earthy colors (Avocado, Burnt Sienna, 

Condo, Harvest Gold, Rust, Corsair 
Vibrant colors (Ribbon Red, Royal Blue, Lavendula, 

Radiant Orchid, Mauve Orchid, Rose Violet)  

Grunge and Graffiti/Nuance colors (Super 

Lemon, Overcoat, Lead Gray, Oasis, Fire-

cracker, Scuba Blue) 

Expressive/ Simple colors (Chili Pepper, Mi-

mosa, Aspen Green, Lavender Aora) 

IN THE FUTURE 
For future print advertising, businesses should really research 

the meanings behind colors (especially in different cultures), 

the emotions the certain colors evoke, the fads of the period, 

and really pay attention to gender and age.  


