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ADVANCED COLOUR THEORY CAN BE USED TO BOOST BRANDS, INELUEN
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KAREN HALLER
An internationally
renowned applied
colour psychology
mentor and trainer,
Karen consults, trains
and heads campaigns
for various prestigious
global brands. She’s a
contributing author of
leading industry title
Colour Design: Theories
and Applications, and
her rst book on colour
is due out this year.

www.colour-training.com

ANGELA WRIGH -

A world authority

on the unconscious
effects of colour,

Angela has applied her

Colour Affects System
to everything from
branding to product

design. She’s consulted
for major international
rms, government
institutions and design
consultancies, and

is also the author of

The Beginner’s Guide

to Colour Psychology.
www.colour-affects.co.uk
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olour sells. Whether you're working with

a product, service or space, the ‘right’
combinations of colours can in uence how
someone feels, thinks and behaves — with
powerful results. According to a study by
the Loyola University Maryland, colour is
registered by the brain before either images
or typography. The same study found that
colour can increase brand recognition by up
to per cent. So why, then, is brand colour
so often dictated by the personal preferences
of a client or committee? What are the ‘right’
combinations, and how can designers
sidestep subjective debates to
harness the power of colour more
e ectively in branding projects?

When it comes to
harmonious colour
combinations, it helps to know
the basics — so rst, a quick
refresher. Traditional colour
theory is based around the
colour wheel, which dates back
to , when Sir Isaac Newton
discovered the visible spectrum of
light. The most common version (right)
features colours, based on the RYB colour
model: three primary colours (red, yellow and
blue), three secondary colours (green, orange
and purple — each a mixture of two primary
colours) and six tertiary colours (a mixture of
primary and secondary colours).

Using the colour wheel, there are six
fundamental techniques for creating a pleasing
harmony. An analogous colour scheme involve
any three colours that are next to each other on'
the wheel. Usually, one colour dominates, while
the second supports and the third is used as an
accent. Complementary colours sit opposite
each other — red and green, for example. They
create maximum contrast for a vibrant look,
but the scheme can jar if you don’t implement
it carefully. A triadic scheme features three
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evenly spaced colours (such as orange, green and
purple), normally with one dominant colour

and two accents; while a split-complementary
colour scheme features one base colour and the
two analogous colours sat on either side of its
complement. The richest of the harmonies is the
tetradic scheme — two complementary colour
pairs, arranged either in a rectangle or square
on the wheel — but the colours can be tricky to
harmonise and it requires a dominant colour

in order to balance the others.

THEORY IN PRACTICE
That's the basics covered, but what
does this mean in practice? How
relevant, really, is traditional
colour theory for designers
when it comes to branding?
According to Jonny
Naismith, creative lead at
Moving Brands New York,
colour theory can provide
a useful starting point when
deciding the palette for a new
branding project, but there a lot -
of other factors involved too. “For us,
these types of relationships can help generate
ideas — particularly when extending out from a
core, identi able colour,” he says. “However, in
the early stages of projects, we're often looking for
varied points of reference. In a saturated market,
it's becoming harder to truly ‘own’ a colour, so
we try to employ far- ung points of references to
help surprise or create something memorable and
unexpected. This could come from working with
real materials, spending time photographing -
subjects or browsing the local bookshop.”
Moving Brands’ designers also employ
a number of tools during the exploration
process, he adds, including Adobe’s colour
scheme generator, Kuler; Pantone’s Studio app,
which converts photography into a selection of
swatches; and a tool called Colorable, to ensul®
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ValuePenguin

PROJECT FOCUS #

Moving Brands
combined a
vibrant secondary
palette with
ValuePenguin's
neutral primary
palette to create
a sophisticated,
memorable
scheme that
works across all
touchpoints, from
mobile devices
to billboards.

- 43-

|COLOUR |THE

VALUEPENGUIN

by Moving Brands

QTasked with creating a new identity

for New York-based nancial advice rm
ValuePenguin, Moving Brands set about
revitalising the company’s branding,
which had become subdued. The agency
placed data at the heart of the new
system, designing an infographic style
that set the brand’s secondary palette of
vibrant colours against a primary palette
of neutral greys and warm yellows.

As with all its branding projects,
Moving Brands approached the identity
as a system from the outset, putting
elements together to create something
recognisable and familiar, but with the
ability to ex to multiple audiences and
contexts. “We identify and design the
highest impact applications,” explains
Jonny Naismith, creative lead at Moving
Brands New York. “This requires thinking
beyond expected applications like
corporate stationery to key moments
that will be experienced by employees,
customers, investors and so on.”

Moving Brands also looked at the
competitive landscape surrounding
ValuePenguin. This helped move the
conversation beyond initial expressions
of like or dislike, and into a rational
discussion around existing colour
palettes and trends in the nancial
world. “It also helped identify potential
design opportunities beyond colour
for the branding,” he adds.

When it comes to nailing a colour
palette, Naismith recommends thinking
of the project as a whole from the outset,
rather than just looking at a selection
of swatches. “This helps people quickly
understand the usage, as much as the
values themselves. Alongside a strong
set of applications, it allows people
to stand back and judge a system
holistically,” he explains.
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DON'T MIX
UP TONAL
GROUPS
Angela Wright’s
Colour A ects System
categorises all colours
into four tonal groups,
which correlate with
four basic personality
types. “If you get your
colours from any one
of the four groups,
you will communicate
all the messages
and characteristics
of that type,” says
Wright [see page 50].
“The innate harmony
in each group makes
the message very cleal
to everybody. If you
mix groups, though,
it doesn’'t work.”
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THINK OF

THE END USER
“It's easy to design
only for the client,
giving them a pale e
they feel comfortable
with, but we're now
living in a B2Me world
where even the most
corporate organisation:
are having to connect
with individuals througt
social media and other
direct channels,” says
Siegel+Gale’s Steve
Owen. “Ownability’,
ease of navigation, anc
communicating the
correct emotion and
personality are vital.
Select your colours
from their eyes.”
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PANTONE 2420
C65 MO Y73 KO

PANTONE 284Q
C59 M17 YO KO

PANTONE 7696
C56 M9 Y9 K21

PANTONE 7723
C69 MO Y54 K7

PANTONE 2150
C83 M39 Y15 K

PANTONE 313 ¢
C100 MO Y11 K1

PANTONE 362 (
C78 MO Y100 K1

PANTONE 2200
C82 M1 Y17 K3

PANTONE 2355
C55 M100 YO K(

PROCESS CYA
C100 MO YO KO

PANTONE 3275
C90 MO Y52 KO

REFLEX BLUE
C100 M89 YO0 K(

PANTONE VIOL
C70 M76 YO KO
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