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The Color Blue


In order to achieve their goals, companies often hire graphic designers to create eye-catching, effective advertisements. These advertisements, in turn, influence consumers to have certain emotional reactions to the company, product, or idea, and act a certain way on these emotions. Blue, therefore, is an essential on any designer’s palette because of its versatility and universal appeal.


Colors influence viewers in the most basic way by changing perceived temperature. Hot colors such as vibrant, saturated reds, create an impression of hot temperatures. (Sutton) On the contrary, cold colors are saturated blues and leave viewers with a cold, icy feeling. Warm colors, colors that contain large amounts of red and yellow, similarly give onlookers a feeling of warmth and speed our perception of time, unlike cool, blue-rich colors that give viewers a cool, relaxed feeling and seem to slow down time. (Bear) Darker shades of any color will create a more serious or depressing effect, while bright tints give a light, uplifting, and cheerful impression. (“Color Psychology”) Various shades give varying senses of temperature and lighting – mid-tones, therefore, are fairly neutral in temperature.


Aside from being the chief cold color, blue carries numerous social and cultural implications and symbolisms. Being the most popular of all colors, at least one variation of blue appeals o almost everyone. Blue denotes prestige in many cultures; even in Ancient Egypt, blue varicose veins were such a symbol of status and royalty that many wealthy Egyptian women painted them on their legs (Sutton 164). Also associated with loyalty and dedication, blue holds a central focus in such expressions as “true blue friend” and traditions such as the bride wearing “something blue” to her wedding (Bear). Navy’s strong, dependable impression makes it a popular choice for business attire – it communicates a message of responsibility and seriousness (“Color Psychology”). Police and military uniforms are often navy blue to give this impression (Sutton 164). Light, pastel blues, on the other hand, emphasize lightness, sweetness, and cheeriness (Sutton 165).


As a cool color with a short wavelength, blue light is easy for the eye to absorb. It does not, therefore, excite the sympathetic nervous system like red, the color in the visible light spectrum with the longest wavelength (Myers 147). Instead, blue relaxes the nervous system and has a sobering effect, stimulating the release of calming endorphins (“Color Psychology”). Promoting focus and efficiency, blue rooms allow weightlifters to lift heavier weights, according to scientific studies (Sutton 165). Interestingly enough, studies also show that students tend to score higher when testing in blue rooms (“Color Psychology”). The color is not startling to us to view, as it is plentiful in nature, but it does decrease appetite. Most likely, humans in ancient times learned to avoid blue food when most blue plants and animals were toxic (“Color Psychology”). Perhaps “light” foods that are not as filling as their less healthy counterparts would be well suited to blue packaging.


The natural calming effect of the color blue, combined with its cultural associations with both water and stability, gives it a natural cooling effect. Combined in an advertisement with imagery of flowing, splashing water, this cooling effect can case the viewer to associate the product with satisfying refreshment (Sutton 19). Bottled water companies, to achieve the cooling effect, decorate bottles with blue labels and water imagery as well. Advertisements for vacations, especially cruises or tranquil wilderness retreats, also take advantage of this phenomenon, including images of tranquil blue sky or blue water to appeal to those who want a break from the stresses of everyday life. 


For designers who want to portray their products as formal, practical and dependable, the darker blues are ideal (Bear). Used often in uniforms and business attire, dark blues make an excellent choice for the advertising and packaging of business-related products, such as office supplies and books (Sutton 114). Typeface written in dark blue promotes careful reading of the text, so presentations or advertisements that use logical, statistical arguments to sell products should consider this color for their lettering (“Color Psychology”). Designers should be wary of overusing the color in their designs, however, as an overabundance of dark blue can be depressing. 

Large quantities of dark blues, especially when combined with other dark colors such as black and purple, create a dark, somber, and mystical feel. Book covers of dark fantasy books could especially benefit from this color scheme, as could any advertisement whose goal is to create a sense of mystery and inquisitiveness in the viewer. The cover jacket for the fifth installment of the Harry Potter series, for instance, sports an intriguing monochromatic scheme of very dark blues. Being one of the darker, longer, more thought-provoking of the books, the cover suits the story well. Gradients of various shades of dark blue give the image a softer appearance, ideal for a mystical feel.


The opposite shade of navy, pastel blues give viewers distinctly different impressions. Light blues, especially those with a slight added tinge of green, denote sweetness and softness (Sutton 165). Sugar packages served in restaurants sometimes come in a very light shade of blue, causing the consumers to expect and crave the taste of sugar. The lettering on Land O’ Lakes Sweet Cream Butter packaging is also a shade of pale blue against the buttery yellow of the rest of the packaging (Sutton 165). This color combination leads consumers to anticipate the taste of the butter with a light sweetness, perhaps then leading them to purchase the product. Light blue could also be useful for associating non-food products with sweetness and innocence – baby blue is, after all, a very light shade of blue (Bear). 


Instead of being the main color for a design, blue can also be utilized as part of a contrasting color scheme. Combinations of medium to dark blues and white, for example, give a conservative appearance (Bear). Combinations of blues and browns are masculine and hold strong appeal for most men – products directed mainly to an audience of men could certainly consider the blue and brown combination (Sutton 171). 


High-contrast combinations of color – such as the primary combination of vibrant red, blue, and yellow, strain the color-receiving cones as they enter the eye (Albers 23). The cones, which switch from receiving one color to receiving its compliment, are forced to switch back and forth rapidly between them. This rapid activity stimulates the body, causing heightened alertness and energy (Myers 148). For this reason, many children’s toys – especially action toys such as Pokémon products – are sold in packages that juxtapose vibrant blues with vibrant reds and yellows. 


Blues can also serve as a contrast color and bring out the fire in shades of red and orange. The color of the background on which one sees an object has a strong influence on how one perceives the color – for instance, a bright orange square on a navy background will appear brighter and lighter than an identical orange square on a white background (Albers 8-9). By changing which colors he or she uses to surround the main colors of his or her design, designers can manipulate how a color appears to the viewer. 


Designers can also choose the colors that are in style for the year and utilize them in advertisements, packaging, and even the products themselves. As many American citizens enjoy feeling included in trends, many will contentedly seek the “hot” colors of the year (“Color Czars”). Blue, as the most popular of colors, is a fairly safe choice for companies that with to be trendy, and combining blue with one of the “fresher” shades typically creates a pleasing, fun effect.

 
Specific signature colors can assist in promoting a product as well. Corporations often pay Pantone, the company that creates signature colors for numerous corporations and indexes and names all colors, top dollars to create a trademarked signature color for them. Pantone mixes and trademarks such specific colors as Barbie pink, Tiffany blue, and Coca-cola red (“Color Czars”). These highly memorable colors remind consumers of the products they are associated with, and are distinctive and recognizable at sight. Seeing the color, or a similar color, reminds the consumer of the product and helps him or her keep it in mind. Blue is a highly appealing choice for signature colors, especially in non-food products. Medium-dark Pepsi blue, for instance, is a soothing and refreshing, yet distinctive, shade, and Tiffany’s teal blue suggests sweet, dainty elegance (Albers 3).


Through use of blues in color schemes, as signature colors, and to influence the moods of consumers, designers can utilize the color blue to their advantage. A highly appealing and versatile color, blue is an excellent choice for numerous different types of design.
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