





how we perceive color?

OUTCOME OF THE USE OF COLOR @_

Ads in color are read up to

42% more often

: than the same ads. /
in black and white. COLOR CAN IMPROVE al
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Information sources

* http://weareboutigue.co.uk/colour-pyschology-why-we-chose-our-brand-

colours/

* http://www.colour-affects.co.uk/psychological-properties-of-colours

o http://www.ufunk.net/en/design/psychology-of-color/

* http://www.arttherapyblog.com/online/color-psychology-psychologica-eff
ects-of-colors/#.VINQVnbhCJA






