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Abstract 

This scientific paper analyses the effect of 

logo design on users’ personality through its 

form, colour and typography and the colour 

psychology effect on personality. In the paper, 

the authors introduce the meaning of the logo 

and its effect on human perception and 

personality. The paper, primarily, addresses 

the importance of colour psychology as a 

basis for measurement of the colour 

preference effect on people’s personality. 

Through a diligent approach, the paper first 

elaborates in theory the history of this 

interesting psychological and social branch of 

applied psychology, and then, by indicating 

the most relevant studies, it supports its 

hypotheses. The authors of this paper 

particularly addressed the theory by Angela 

Wright and her conceptions and research 

findings, thus backing the thesis of the 

importance of colour psychology and its 

effect on the personality. In addition, the 

authors substantiated the paper with 

Satyendra Singh’s research and pointed to the 

findings of his study. 

Keywords: color psychology, logos, 

personality 
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КАКО ВЛИЈАЕ ПСИХОЛОГИЈАТА НА БОИТЕ, 
 ЛОГОАТА, НИВНИТЕ БОИ И ФОРМИ 

 ВРЗ ЛИЧНОСТА НА ЛУЃЕТО 

Аpстракт 

Во овoj научен труд е анализирано 

влијанието на логото врз личноста на 

корисниците преку нивната форма, боја и 

типографија и влијанието на психологијата 

на боите врз личноста. Во трудот авторите 

даваат вовед во значењето на логото и 

неговото влијание врз човековата 

перцепција и линост. Трудот пред се, се 

осврнува на значајноста на психологијата на 

боите како основа за мерење на влијанието 

на преференцата на боите врз личноста на 

лужето. Низ студиозен приод, трудот 

теоретски ја разработува историјата на оваа 

интересна психолошка и општествена 

гранка на применетата психологија за потоа 

низ наведување на најрелевантните 

истражувања ги поткрепува своите 

претпоставки. Авторите во трудот 

специјално се задржаа на теоријата на 

Ангела Рајт и нејзините концепции и 

истражуваки наоди, со што ја поткрепија 

тезата за значајноста на психологијата боите 

и нејзиното влијание врз личноста. Исто 

така, авторите трудот го поткрепија и со 

истражувањето на Сатиендра Синг и ги 

посочија наодите на ова истражување. 

Клучни зборови: психологија на бои, 

лого, личност, перцепција, истражување 

Introduction 

We are surrounded by colours every day 

and they greatly affect the perception, 

relationships, preferences and, in general, are 

part of the psychology of people throughout 

their life. Colour is a subtle but influential 

part of graphic design. It covers a large part in 

graphic presentation, packaging, advertising 

and branding. Colours have huge impact on 

companies and products, regardless of 

whether people are aware of them or not. 

Graphic design is the art or profession of 

visual communication that combines images, 

words and ideas to convey information to a 
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specific audience, especially to cause a specific effect. 

 

1. Typographic - with initials (IBM, CNN, HBO and others); 
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6. Logos with combined signs; 
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Logo 

A logo or logotype is a graphic 

representation or symbol of a company, a 

trademark, an abbreviation, etc., usually 

designed for easy identification. 

Logos are used to present a company or 

organisation through a visual image that is 

easy to recognise and understand. The logo 

is composed of symbols, stylised text or 

both. Logos are often created by a graphic 

designer in consultation with company and 

marketing experts. 

There are 3 categories of logos and they 

are often used in combination: 

1. Ideographic - free form of images that 

can also be an abstract; 

2. Symbolic - symbolic and 

representative images; 

3. Typographic - simple, textual as the 

initials of the company. 

 

I.1. Types of logo 

Properly designed logo can bring a lot of 

fans to the company. It is a visual 

presentation of a company or its beliefs, 

values and functions. When designing a 

logo, the following should be taken into 

account: 

• How the logo will look like on a 

product; 

• How it will look like on advertising 

materials; 

• How will it be connected with other 

brands; 

• To take into consideration the thoughts 

and emotions that the logo can evoke in 

people (colour, shape and style). 

Logos can be typographic (with initials or 

full name), with images or a symbol and a 

combination of all. According to this 

division there can be seven types of logo: 

 

1. Typographic - with initials (IBM, CNN, HBO and others); 

 

 

 

 

 

 

2. Typographic - full name; 

 

 

 

 

 

 

3. Logo with symbols or images; 
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4. Abstract; 

 

 

 

 

 

 

5. Mascots; 

 
6. Logos with combined signs; 

 

 

 

 

 

 

7. Emblem. 

 

 

 

 

 
 

 

No matter what type of logo you choose, 

you will not succeed if you do not choose 

the right colour or colour combination. 

(Morones, 2016) 

 

II. History of colour psychology 

Colours have the power to evoke strong 

emotions in people, so when used properly, 

they can be a very effective communication 

tool. 

Colour is light that travels from the sun to 

us through waves. Colour is also energy and 

has a physical effect on people. 

As early as the 4th century AD, Aristotle 

dealt with colours. He considered blue and 

yellow to be the primary colours. He then 

associated colours with the four elements: 

fire, water, air, and earth. He observed the 

changes of light during the day, thus 

developing a linear colour system with a 

range from white light at noon to black, i.e. 

dark at night. 
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Hippocrates also used colours in 

medicine to see their therapeutic effects on 

humans. 

Later, in the 11th century, the famous 

philosopher and physician Avicenna used 

colouring by patients to make a diagnosis. 

Artists accepted Aristotle's principle and 

it was used for 2000 years, until the 

discovery of Newton's general theory in the 

17th and 18th centuries. Newton discovered 

the spectrum of colours while Goethe was 

more concerned with the psychological 

influence of colours, which is the beginning 

of today's colour psychology. 

Scottish physicist James Maxwell 

developed a triangle-shaped graph that 

considered red, blue, and green as the 

primary colours, and that mixing these three 

primary colours produced other colours. 

Philosopher Ewald Herring added yellow 

as the fourth primary colour to the three 

primary colours. 

Colour psychology was also practiced by 

Faber Birren, who started his own company 

and worked as a colour consultant in the 

industry, advising clients on the 

psychological impact of colours. 

A prominent researcher in this field is the 

Swiss psychiatrist Carl Gustav Jung, who 

pointed out that colours are the mother 

tongue of the subconscious. He developed 

art therapy because he believed that through 

images and colours the patient could recover 

from trauma and pain. Jung connects 

cultural perceptions with the idea that we 

have a general body response to colour 

stimulation. 

In the 1970s, the British psychologist 

Angela Wright began to study the influence 

of colours on mood and behaviour in 

humans. Until then, the effects of colours 

were considered subjective and could not be 

predicted. Angela Wright builds up her 

theory on Jung's theory of colour and 

develops the theory of colour psychology 

and colour harmony. 

Angela Wright accepts Herring's claim 

that there are four primary colours: red, 

green, blue, and yellow. These are the 

colours that most people are attracted to. 

There are 11 primary colours (Bronzic; 

Wright) including the four primary colours 

(red - physical, orange - physical and 

emotional, yellow - emotional, green - 

balance, blue - intellectual, purple - 

thoughtful, pink, black, brown, grey and 

white). 

One of the most recent studies is the one 

of Professor Satyendra Singh (2006) from 

the School of Administrative Studies, 

University of Winnipeg, Canada) who 

conducted a study on the "Impact of Colour 

on Marketing". The aim of the research is to 

prove that people make decisions within 90 

seconds of their full interaction with other 

people or products. About 62% - 90% of the 

estimate is based on colours alone. 

 

III. Research by Angela Wright 

Between August 2003 and March 2004, 

OKI Printing Solutions sponsored the 

research for testing Angela Wright's theory. 

The project was carried out by the Institute 

of Colour and Graphics at the University of 

Derby. The observers belonged to six 

cultures and five countries in Europe (UK, 

France, Germany, Spain and Sweden). 
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Native Chinese observers, resident in 

Britain, were also tested. Observers were of 

both genders and all ages between 18 and 

77.  

The research consisted of two 

experiments. The observers had to do the 

experiment twice and therefore the number 

of observations was twice as many as the 

number of observers. The experiments were 

sent to the screen and each monitor was 

calibrated with a colour sensor, the 

calibration software was developed by the 

Institute of Colour and Graphics. All 

observers were tested for colour blindness. 

The first experiment involved 47 female 

observers and 72 male observers. The 

subject of the first experiment was to 

investigate the correlation between colour 

combination and combination of emotional 

characteristics. Four groups of emotional 

characteristics and four groups of colours 

were selected according to Wright's theory. 

Each time, the observers were shown four 

colour groups and one set of emotional 

characteristics and were asked to choose 

which colour group matched the set of 

emotional characteristics. (Figure 3) 

The second experiment involved 48 

female observers and 71 male observers. 

The subject of the research was to examine 

Wright's theory of colour harmony in six 

cultures: Chinese, British, French, German, 

Spanish, and Swedish. Angela Wright's 

theory states that there are four categories of 

colours and colours in the same category 

create universal harmony. 

The four colour groups used in the first 

experiment were also used in the second 

experiment. Both colour wheels (Figure 4) 

were presented simultaneously on the 

screen. One of the two colour wheels was 

composed of colours that belonged to the 

same colour group, while the other was 

composed of colours of the same colour 

group and one colour that did not belong to 

that colour group. Angela Wright's theory 

says that the first wheel is more harmonious 

than the second. The observers were asked 

to choose which wheel was more 

harmonious in their opinion. 

The results were remarkable, 77% of the 

research was in line with Wright's theory (of 

more than 90% alignments), but the main 

finding of this project was the impressive 

level of alignment between all observations, 

over 92%, which show that the colour 

reaction does not depend on age, gender or 

culture as previously thought. 
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III.1. Theory of colour psychology and colour harmony by psychologist Angela 
Wright 

In this theory, Angela Wright asked the 

following questions: 

1. How does colours affect mood and 

behaviour? 

2. Why do individuals have different 

aesthetic response to the same colour? 

3. What different effects are caused by 

different versions of the same spectral hue? 

4. Are there any universally attractive 

colours? 

In her research she developed the Colour 

Influence System: 

1. There are four groups of colours that 

contain colours that are in harmony with 

each other; 

2. There are four basic personality types; 

3. Each personality type has a natural 

connection with one of the colour groups; 

4. Each colour group expresses a 

personality type. 

Therefore, the principal tenets of this 

theory are as follows: 

1. Each hue affects distinct psychological 

modes; 

2. The psychological effects of colours 

are universal; 

3. Every shade, tone or tint can be 

classified into one of four colour groups; 

4. Every colour will harmonise with 

every other colour in the same group; 

5. All humanity can be classified into one 

of four personality types; 

6. Each personality type has a natural 

affinity with one colour groups; 

7. Response to colour schemes is 

influenced by the personality type. 

Detailed description of the seven 

principles: 

1. Each hue affects distinct 

psychological modes 

For more than fifteen years, psychologist 

Angela Wright has been studying the effects 

of the most commonly occurring spectral 

hues. According to these studies, there are 
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four primary colours that affect specific 

parts of the psyche. Those are:  

Red - has a physical impact, affects what 

might be termed as ‘lower order’ 

psychological activity; 

Blue - affects the intellect, affects the 

psychological activity of the ‘higher order’ 

psychological activity; 

Yellow - affects emotions; 

Green - affects the basic balance between 

mind, body and emotions. 

The psychological effects of the 

remaining colours of the spectrum are a 

combination of the psychological effects of 

the primary colours. 

2. The psychological effects of colours 

are universal 

Angela Wright applies Lee Chen U's 

research (Colour Emotion and Colour 

Preference Research 2002). The study 

included male and female participants, 

Europeans and Chinese, according to which 

in a statistically significant number of cases, 

the participants' reactions coincided. The 

conclusion from this study is that the colour 

reaction does not depend on gender and 

culture. 

3. Every shade, tone or tint can be 

classified into one of four colour groups 

According to Wright's theory, colours are 

classified into one of four colour groups. 

First, they are divided into cold or warm 

hues. The division is not according to the 

wavelength of the colour but they are 

divided according to which is the primary 

colour. For example, yellow-based colours 

are warm and blue-based colours are cool. 

The colours are in the sub-division of 

colours in terms of the participation of black 

in them. 

In collaboration with the Institute of 

Colour and Graphics at the University of 

Derby, correlations were identified between 

the colours in the four colour groups. 

Because mathematics is considered an 

unambiguous language, it tells us that 

Angela Wright's classification is not just a 

subjective exercise. The visual qualities of 

the colours in the four groups are: 

Group 1: The colours in this group are 

delicate, warm and clear, do not have black 

in them or have very little. They are usually 

tints. The hues contain a percentage of 

yellow and the colours are not highly 

saturated. Representatives of these delicate 

colours are: scarlet, watermelon, strawberry, 

peach, cream, coral, daffodil, apple green, 

emerald, aqua, sky blue, cobalt blue, 

bluebell, periwinkle, lilac, violet

. 

 

 

Group 2: These tones are also delicate, 

but they are cool and subtle, most of them 

grey. The hues have a percentage of blue  

 

and the chromatic values are relatively low. 

They may be dark, but they are not heavy. 

Yellow hues in this group have the addition 

of green and black. Representatives of these 

colours are: shell pink, raspberry, plum, 

milk, rose pink, taupe, grapefruit, sage 
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green, viridian, bottle green, Royal Air 

Force blue, powder blue, lavender, mauve, 

burgundy.

  

 

 

Group 3: These colours are warm, but 

much more intense and more subtle than 

those of group 1. They sometimes have very 

high chromatic values with the addition of a 

little black. The hues of yellow and red are 

added to them. Representatives of these 

colours are: vermilion, poppy, flame, ivory, 

burnt orange, russet, rust, chrysanthemum 

yellow, egg-yolk, saffron, olive green, forest 

green, leaf green, teal blue, petrel blue, 

aubergine. 

 

 

 

Group 4: The essence of this colour 

group is contrast and strength. The hues are 

blue and black or white, although they can 

be pure hues. Yellow shades are cooled with 

the addition of green, and red with the 

addition of blue. All blacks and whites also 

belong to this group. Representatives of this 

group are: crimson, cherry, pillar-box, iced 

pink, shocking pink, lemon, Persian orange, 

lime, green, pistachio, crème de menthe, 

cyan, royal blue, ice blue, indigo, magenta, 

royal purple. 

 

 

 

There are fewer colours in groups 1 and 4 

than in groups 2 and 3. This is due to the 

purity and relative simplicity of groups 1 

and 4. The division of the vast majority of 

colours depends on the complex equalization 

of hue, value and chroma. 

4. Every colour will harmonize with 
every other colour in the same 
group 

Combining two colours from the same 

group and combining two colours from 

different colour groups can evoke different 

emotions. For example, if you combine 

magenta and black you will get 
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sophistication and elegance, but if you 

combine red and black then they will cause 

aggression and strain. Each of the four 

colour groups contains versions of the main 

colours: red, blue, yellow, etc. which means 

that the theory of colour harmony deviates 

from the traditional colour theory (spectrum) 

based on the colour wheel. This does not 

abandon the traditional theory of colours but 

adds a new powerful dimension of harmony 

(hues, tints and shades). 

5. All humanity can be classified 
into one of four personality types 

Mankind was classified into four groups 

that have certain mental characteristics. In 

ancient Rome, Galen divided people into 

phlegmatic, melancholic, sanguine, and 

choleric. Centuries later, Jung divides people 

by what motivates them: thought, feeling, 

sensation or intuition. Wright based her 

theory on Jung's theory, advancing it by 

linking the physical and aesthetic 

characteristics into the psychological 

characteristics of the four groups. The four 

personality types are defined primarily by 

whether they are cold (blue) or warm 

(yellow), for example, introverted and 

extroverted. The second subdivision is 

according to energy intensity.*3, 

The two cold personality types are: 

Personality type 2 - This personality type 

is internally motivated and does not stand 

out. It is easy to underestimate this type of 

person because they avoid publicity. This 

type of person is not common. (example 

general practitioner) 

Type of person 4 - This type of person is 

also internally motivated, but not 

underestimated and quite aggressive. They 

have a highly developed sense of space and 

do not want cheap things, they want elegant 

and refined things. They do not share their 

feelings. (surgeon example) 

The two warm personality types are: 

Personality Type 1 - People with this 

personality type are aware of other people 

and often allow their behaviour to be 

influenced by the outside world. This type of 

person is aware of light and dark and does 

not like poorly lit environments. (example 

nurse) 

Personality Type 3 - This personality type 

is also externally motivated and aware of 

other people. They have a sense of substance 

and do not want poor quality items and 

materials. (example psychiatrist or 

psychologist) 

The type of person according to the skin 

tone can be determined by visual tests 

according to which colour corresponds to 

the complexion. Personality types can also 

vary according to other physical 

characteristics. 

6. Each personality type has a 
natural affinity with one colour 
groups 

Words that describe colours are the same 

or similar words that describe personality 

traits, such as warm, light, vibrant, quiet, 

soft, and so on. These associations between 

the four personality types and the four 

colour groups were developed in Angela 

Wright's theory. Each personality type is 

represented by specific colour tones, but also 

specific colour tones are a collection of 

personality traits, for example: 

• The first group of colours are warm, 

clear and delicate, as well as people who 

belong to the personality type 1. 
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• The second group of colours are cold, 

subtle and delicate, as well as people who 

belong to the personality type 2. 

• The third group of colours are warm 

and unusual as well as people belonging to 

the personality type 3. 

• The fourth group of colours are strong 

and clearly defined, as well as people who 

belong to the personality type 4. 

Each person prefers colours that best 

reflect and express their inner 

characteristics. 

7. Response to colour schemes is 
influenced by personality type 

Interpretation of colour psychology is the 

most difficult. There is no good or bad 

colour despite the fact that the reaction to 

spectral hues is universal. If we show very 

strong colours to a group of people, 

everyone can see it differently and describe 

it differently. Those who respond positively 

to bright colours, according to Jung's theory, 

are extroverted personality types, and those 

who describe soft colours as calming and 

tranquil are introverts. 

In extroverted people, some prefer 

delicate, clear colours, while others prefer 

more intense hues. Introverts are divided 

into those who respond to subtle tones and 

those who respond to strong and contrasting 

colours. 

Many factors come into play when 

looking at whether a colour scheme is 

perceived positively or negatively: 

• The overall composition; 

• The colour balance of the composition; 

• The connections between the same 

tones in the pattern; 

• The state of mind of the observer. 

The last two factors are the most 

important. Assuming that the state of mind 

of the observer is relatively stable then the 

main influence on the colour reaction will 

have the personality type. 

According to Wright's theory, the 

psychological effect of colours is almost 

universal. Used properly, designers can 

control the message of their colour palettes. 

Angela Wright is currently working on a 

digital version of the Colour Impact System. 

For example, the software allows users to 

choose their initial colour that would be 

dominant for their logo. The software then 

sorts the colour into one of four basic 

groups, and excludes all other colours from 

the other groups. Customers can choose 

from an extensive, harmonised selection of 

colours from which to develop the brand's 

colour palette. 

Angela Wright has collaborated and 

created colour palettes for companies such 

as Shell, Procter & Gamble, British Telecom 

and others. Also, an interesting example is 

the packaging of an opera CD that has 

already been released. Wright adapted 

colours according to her theory of colour 

harmony. As a result, another 560,000 

copies of the same CD were sold. 
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IV. Conclusion 
 

The two studies described in this paper, 

by psychologist Angela Wright and 

Professor Satyendra Singh, show that 

colours are a major part of people's lives and 

can make a big difference. 

Professor Satyendra Singh insists that it 

matters what colours are used for a product 

or logo and that colours can influence 

people's moods and behaviour. While 

Angela Wright with her more detailed 

psychological research proves that there are 

four groups of colour and four types of 

personality. Moreover, it shows that each 

personality type is associated with one of the 

four groups of colours. She emphasizes that 

it is very important when creating a logo not 

to mix colours from different groups but to 

combine colours from the same group. 

Angela Wright’s colour system can be 

used for a variety of purposes (logo creation, 

interior design, packaging, posters, etc.). 

Colours can be used to increase sales, 

increase a brand's popularity, motivate 

employees and reduce absenteeism, 

impartially and predictably. 

As a final conclusion for the procedure 

when designing a brand, the necessary steps 

are as follows: 

• To identify characteristics, values and 

aspirations; 

• To choose which colour group best suits 

the characteristics of the brand and which 

messages should be sent; 

• To make sure all tones, hues, shades 

that are used belong to the same colour 

group. 

The results are: 

• There will be no more mixed messages; 

• There will be no endless subjective 

debate; 

• There will be more creative freedom; 

• Colours will be chosen rationally. 

From everything shown in this scientific 

paper, it can be concluded that in creating a 

logo, in addition to the form and typography, 

the relationship between the colours used 

and the personality type of the target group 

has very important role. 
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