According to marketing psychology, colors have a definite, positive impact on the purchase intention of a consumer.
This effect can be observed when specific stimuli are provided, such as creating a shopping environment that
uses specific color wavelengths. When certain motivational states are activated as a result of being exposed to
these colors, in turn, people’s performances in different cognitive domains improve. The colors of the visible
spectrum have specific effects on the human psyche and give rise to very different sensations:

Color is one of o
the first visual o
elements that

attracts a person’s attention,
influencing an estimated 60%
of purchase choices (Sullivan, 2008)
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hedonic products (e.g., Nutellae, Ray-bane
sunglasses, Swatche watches), but not
utilitarian products (e.g., Johnson’se
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