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THE INFLUENCE OF COLOR IN ADVERTISING
ON THE PURCHASING POWER OF CONSUMERS

The article considers advertising and its colors. A study of the impact of color on the purchasing power of consumers on
the example of well-known nonsense that is popular for Ukrainian buyers, advertising and its color scheme, the impact of color
on the purchasing power of consumers. Perception of color and emotional attitude to it depends mainly on the emotional state
of man and the associations they arise. Certain emotional states of a person correspond to his attitude to color, shade and
combination of colors: one color is preferred, another does not cause special emotions, the third is completely rejected. And also
it is possible to note about age features of the relation to color scale.
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BIIJIUB KOJIbOPOBOI T'AMHU B PEKJIAMI
HA KYHIBEJIBHY CITIPOMO’KHICTbH CIIO’)KUBAYIB

Pexnama € ocnognum ma HAu@adiCIusiuumM npoyecom H@OPMYBAHHS CYCHIIbCMBA, WO MAE NCUXONO2IMHUL 6NAUE HA
moouny. Pexnama mum uu inwum cnocobom enaueac Ha cnodcugaud. I easxiciusy poav ioepac adconomHo ece: nepioo 8
aKuil 6yna posmiujena pexiama, npocmip, opmu sSKi 8xcUmo, mekcm, wpugm, cmuinv, Qou, 30opadxcenns i konip. Bci mu ye
000pe po3ymMIEMO, aie He 3A8AHCOU MONCEMO 0amu J02iuHe NOSICHEHHS. HAuWoMy eubopy. Y cmammi npoeedeno 00CiONCeHH s
BNIUBY KONbOPOBOI 2aMU HA KYNIBEIbHY CHPOMONCHICMb CHOJMCUBAYIE HA NPUKIAOL 8i00MUX OpeOHi8, AKI NONYVIAPHI O
VKPAiHCbKo20 NOKYNYs, pO3210a€mbCsl PeKiama ma il Konboposa 2amd, 6Naué KOoIbOpy HA KYNIGeNbHY CHPOMOJICHICHIb
cnooicusaua. Tepmin "pexnama” noxooums 6i0 aam. reclamare — euxpuxysamu. Co0200HI pekiama € Haudiegiuum 3acooom
6NIUBY HA NOKYNYIG [ cnodcugayis. IcHyioms pisHomManimui GU3HAYEHHs | MAYMA4eHHs NOHAMM PeKIaMu, Wo aHATI3YI0MbCsl
v yit cmammi. [{ns eghexmugnol pexiamu dysice 8axicIU80 npasuibHo nidibpamu ceimio i konip. Ilcuxonoeu ssadicaroms, o
CBIMNI0 KUOAE BUKIUK THOOUHI, 3AKIUKAE 11020 00 Oii. BiOminKu oceimieHHs 6UKIUKAromy y 1oOuHy pisui Hacmpoi. Konip 6
peKnami Habysae 0coOMUB020 3HAUEHHS 3A805KU CEOLU 30amMHOCMI 6naueamu Ha wacmpit cnoxcusauis. Konip oocusnse,
opamye, CHOMYKAE 00 CNIGNEPEdNCUBAHHA, BGUKIUKAE acoyiayii 3 NPONOHOBAHUM O00OPA30M, CHPUUMAEMbCA npocmiuie ma
die besnocepedniute, Hixc gopma. Takum 4unom, 0YOb-51Ka PEeKAAMA 6NAUBAE HA CHOHCUBAUA CBOEI0 KONbOPOBOIO 2AMOI0.
Cnpuiinamms Konvopy i emoyitine cmagnents 00 Hb020 3ANedHCUMb 20T06HUM YUHOM GI0 eMOYIlH020 CMaHy JI0OUHU Mda
acoyiayii, sIKi oHU GUHUKAIOMb. ModicHa cMiTu6o 3a3Haqumu, Wo NeGHUM eMOYILUHUM CIAHAM JTI00UHU 8ION0GI0aioms 1020
cmagnenuss 00 Konbopy, GIOMIHKY mMa NOCOHAHMIO KOMbOPIG: OOHOMY KOMbOpY 6I00AcmbCsl nepeead, MUl He SUKIUKAE
0coOnUBUX eMoyill, mpemill 308CiM BIOKUOAEMBCA. A MAKONHC MONCHA 3A3HAYUMU NPO BIKOBI 0COONUBOCHI BIOHOUWEHHS 00
KONbOpOoBoI 2amu.

Kniouogi cnosa: pexnama, konboposa ama, 6peno, KynigenvbHa CHPOMOANCHICIb, MAPKEMUH206a OiANbHICb.

Formulation of the problem. Today, advertising is
the main and most important process of informing society,
which has a psychological impact on people. We all know
that advertising affects the consumer in one way or another.
And everything plays an important role: the period in
which the advertisement was placed, the space, the forms
used, the text, the font, the style, the background, the
image and the color. All this makes advertising holistic and
harmonious in the eyes of the consumer and is deposited
in the subconscious. We all understand this well, but we
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cannot always give a logical explanation for our choice.
Going to the store, we choose a product without even
thinking: "Why did we choose it?".

Analysis of recent research and publications.
In general, interest in the theoretical understanding of
advertising and purchasing power has grown significantly
with the development of scientific and technological
progress. Various aspects of this issue are reflected in the
works of such scientists as N.Yu. Butenko, R.V. Kovalenko,
F.G. Pankratov, L.M. Titkova, L.M. Khromov, V.H. Sha-
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hurin, and others. The contribution of foreign scholars,
in particular Rosser Reeves, who is the author of unique
advertising images and slogans, is very significant. The
aspects of the impact of color scheme on customers'
purchasing power taking into account advertisements of
well-known brands are not revealed enough in the research
and lack explicitness.

The purpose of the article. Research of the influence
of color scale on the purchasing power of consumers on
the example of well-known nonsense that is popular for
Ukrainian buyers.

Presenting main material. The term "advertising"
comes from Latin. reclamare — to shout (in ancient
Greece and Rome, announcements were shouted loudly in
crowded places). Today, advertising is the most effective
means of influencing buyers and consumers. There are
various definitions and interpretations of the concept of
advertising [4].

Advertising is a printed, handwritten, oral or graphic
message about a person, goods, services or social movement,
openly published by the advertiser and paid to increase sales,
expand clientele, gain votes or public support [4].

In Art. 1 of the Law of Ukraine "On Advertising"
contains the following definition:

Advertising is special information about people or
products that is distributed in any form and in any way for
the purpose of direct or indirect profit [1].

Summarizing all the above, we can say that advertising
is the main and most important process of informing
society about new and very popular products that have a
psychological impact on people.

From the point of view of culture it is possible to
consider registration of advertising. After all, some
commercials, banner signs look like a real work of art. And
the main role is played by many factors in the period in
which the advertisement was placed, the space, the forms
that were used, the text, the font, the style, the background,
the image and the color. In the same way, color makes
advertising bright and attractive.

It is believed that there are 3 main colors — red, yellow
and blue. And the rest of the colors are formed by mixing
them. There are millions of mixed colors and shades, the
existence and name of which we did not even think about.

It is the selection of these colors and shades for their
harmonious use and is called the color scheme. After all,
one smallest detail of another color can ruin the integrity
of the object. Therefore, it is not surprising that global
brands are willing to spend billions on the popularity and
recognition of their logos. Sometimes we can name a brand
by just one shade of color. So going in public transport, we
can see the building with shades of green and even without
reading the sign to conclude that it is a commercial bank
"PrivatBank".

Such a popular color as green is used not only by this
bank, but also by many networks of pharmacies, veterinary
clinics, the leading spreadsheet program Microsoft "Excel",
"Sprite" and the online store "ROZETKA".

Green is the color of peace and nature, which symbolizes
youth, naturalness, resolution, vitality and simply relaxes.
Perhaps it is these properties of green that have made
brands so popular. After all, the green positive smiley from
"ROZETKA" evokes trust and positivit.

For a person, the color red is associated with strength,
power, prohibition, initiative, aggression and triggers

a strong emotional reaction. He forces to act decisively,
which determines why he attracts attention to himself and
arouses interest. Some people associate red with passion,
love, thirst, blood and death. Therefore, it should not be
abused [3].

We can safely say that red is a favorite color, as it is used
by many well-known brands. These include McDonald's,
a world leader in fast food, Sosa-Sola, the world's largest
producer of carbonated beverages, Levi's, clothing brand,
Tavria B, an all-Ukrainian supermarket chain, the popular
YouTube, and a leading Ukrainian operator. Vodafone,
a Ukrainian express delivery company Nova Poshta and
the multinational automobile company Mitsubishi Motors
Corporation. This list goes on and on.

McDonald’s spends more than $ 2 billion annually on
advertising. Golden Arches are extremely famous. The use
of collectible toys, TV commercials, promotions in schools
and characters like Ronald McDonald are aimed at the
main group of consumers — children. And the Sosa-Sola
logo is considered to be the most famous on earth. Maybe
it's all the effect of red on the buyer, but these brands will
be at the top of popularity in the market for a long time.

As for blue, it is calm and balanced, it makes you think
and makes you concentrate. Does not attract attention,
as red color, but at the same time does not repel. It also
symbolizes water, movement, freedom and cold. Blue is
perceived softer and lighter than blue, but is also associated
with calm and harmony [3].

Blue and all its shades are used by the world's largest
social network "Reebok", Ukrainian telecommunications
company "Kyivstar", "PepsiCo", Ukrainian grocery
chain "ATB-Market", Ukrainian retail chain of wholesale
hypermarkets "Fozzy" and text editor Microsoft Word.

Yellow is symbolized with pleasant emotions,
vitality, positivity, warmth and care. It reminds people
of communication, thoughts that you may have — it's the
sun or a lemon. So the mood is appropriate: joy, elation,
pleasure. The color of an open soul and the desire to
communicate [3].

Such a positive and characteristic of color are brands
that use it. These include the Snapchab multimedia mobile
application, the Spanish company Chupa Chups, the Italian
company Ferrari, the Gala washing powder and the world-
famous yellow symbol, the Tahi public transport vehicle.

Orange color brings excitement, joy, stimulates and
has a cheerful beginning. It is a loud, hot, fiery, cheerful
and cheerful color. It uses the famous soft drink "Fanta",
a free free web browser "Mozilla Firefox" and software
"Microsoft PowerPoint".

Purple affects concentration. The color itself is associated
with creativity and unusualness. You need to carefully and
correctly choose shades of purple, because they affect the
consumer in quite different ways. If you choose too dark,
it will repel, but more gentle on the contrary will please the
eye. At the moment, purple is the most popular color when
creating a logo for a brand, banner of a popular event or
model show. It is also a mystery among other color solutions,
associated with nobility, elegance and sophistication. You
should be careful with purple, because it is a color that is
difficult to combine with any other [3].

The Milka milk chocolate brand and the Viber
application program are famous for their purple brands.

The main color in the entire palette, which ranks first
in use in advertising is black. It is even used in folk art, so
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in the famous song "Two Colors" by Dmytro Pavlychko
it is stated that black symbolizes sorrow. Indeed, many
associate it with night, fear, death and mourning. But you
should not abuse this color, it is better to use it to highlight
details, emphasize the font, or focus on something.
Mystery, elegance, nobility — it's all about black. It can
be strict or playful, it all depends on the presentation of
advertising.

Fans of black are the American company Nike, the
German company Adidas, the film company Walt Disney
Pictures and the French company The House of Chanel.

Not the main, but an auxiliary color in advertising, as
black can be distinguished and white. For many consumers, it
is associated with purity, transparency, honesty, uncertainty
and emptiness. Most often, white acts as a background.
Does not cause much emotion, as the consumer is neutral to
him, but good if you want to convey information. It is used
by many world brands that have been mentioned before,
such as Colgate, Ukrainian telecommunications company
Kyivstar, Coca-Cola and others.

We would also like to highlight the brands that use
a colorful palette for their logo, the American public
multinational corporation "Google", the online advertising
platform "OLX" and the social network "Instagram".

It should be noted that we have identified the most
famous and popular brands for the Ukrainian consumer.

From a psychological point of view, effective advertising
should be a positive emotionally colored assessment of
goods and services, which the advertiser communicates
to consumers [2]. For effective advertising it is very
important to choose the right light and color. Psychologists
believe that light challenges a person, calls him to action.
Shades of lighting cause a person different moods. Color
in advertising is especially important due to its ability
to influence the mood of consumers. Color invigorates,
irritates, encourages empathy, evokes associations with the
proposed image, is perceived more simply and acts more

directly than form. It does not need to be interpreted as
words. Impressions inspired by color are very stable [3].

Therefore, world-renowned companies are willing
to spend billions to increase demand for their products,
focusing on colors. As mentioned above, it is not possible
to win the favor of buyers with one color. This should be
done in color. After all, in this case, colors and shades
complement each other and create a holistic picture.

You also need to pay attention to the importance of
color for humans. Color has an associative character and
inspires a person with certain emotions and memories. This
does not mean that you need to create an ad color scheme
based on your own associations. To get started, you need
to get to know your working audience. After all, children
perceive colors differently, and the elderly prefer calmer
colors and shades.

Conclusions. From the study we can conclude that any
advertising affects the consumer with its colors. Perception
of color and emotional attitude to it depends mainly on the
emotional state of man and the associations they arise. It is
safe to say that certain emotional states of a person correspond
to his attitude to color, shade and combination of colors: one
color is preferred, another does not cause special emotions,
the third is completely rejected. And also it is possible to
note about age features of the relation to color scale.

Also, some colors in advertising have an advantage in
the market for consumers, this list can safely be attributed
to red, blue and green. Black and white are colors used
by almost all companies and brands. Because these
colors are easier to combine and use to accentuate certain
elements. Colors such as yellow, orange and purple are less
commonly used, but they are quite accurate and unusual
when properly combined with other colors and shades.

Given all the peculiarities of the use of color and color
scheme in advertising, their emotional and associative
impact on the consumer, we can safely say that the
advertising campaign will be successful.
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