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Using Colour to Influence Customers’ Minds

It is common knowledge that colour can affect our mood. A recent study has also demonstrated that colour has an effect on how people make decisions and perform on cognitive tasks. So can you use this information to increase your website business?
Colour research

The research of R. Mehta and R. Zhu, from the Sauder School of Business at the University of British Columbia in Canada, has thrown up some interesting findings for businesses.

In general, participants associated the colour red with ‘danger’ and ‘mistakes’, whereas blue was associated with ‘openness’, ‘peace/tranquility’ and ‘safety’. They found that the colour red enhanced performance on detail-orientated tasks, while blue enhanced performance on creative tasks. Looking at persuasive message evaluation, Mehta and Zhu found that an advertisement for a camera presented with a red background led to participants being more attracted to the camera’s technical details. When the background was blue, participants were more attracted to the creative aspects of the camera.

Practical Tips
So, how can the results of this study be implemented to enhance your website business? Graham Jones, an internet psychologist, spoke on his blog about the best ways to use colour to ‘manipulate’ the brains of your customers.

Put shopping carts on a red background

Often errors are made when customers fail to use shopping carts correctly. Using a predominantly red background on shopping cart pages may encourage customers to pay more attention to detail, therefore decreasing ordering errors.

Ask for customer contributions with blue

When you ask for customer contributions or feedback, Jones suggests using a screen with predominantly blue colouring to encourage creative thought. 

Re-evaluate the use of ‘brand’ colours

It is usual for companies to want to use their specific ‘brand’ colours on their website. However, Jones notes that having one background colour for the entire website may not be the most effective use of colour. Alternatively, he suggests using different coloured backgrounds which are appropriate to the mental state you wish to induce – red for details, blue for creativity.

Consider colours for content production

Consider using a red background for content production. Often websites contain spelling errors and other mistakes which are missed during proofreading. Jones recommends changing the background of the content production pages to red in order to enhance attention to detail, rather than the brand colours often used on company intranets.

Advertise to attract the right attention

Jones suggests changing your advertising to reflect what you want your audience to do. For example, if you would like your audience to swoon over the creative potential of your product, use predominantly blue in your advertisement. On the other hand, if you want to highlight technical details, try using predominantly red.

Get the mood right

‘Atmospheric conditions’ (that is colour and music) on a website can also affect customers’ purchasing intentions. Warm colours and fast-tempo music led to a more positive emotional response than cool colours and slow tempo music, Taiwanese researchers have found.

Although this type of scientific study is fairly new, the researchers, Wu et al., expect that a website with adequate music and colour attributes would create a better environment to target and retain customers.

Colour in website design

Karen Scharf, a United States website optimisation specialist, suggests colour plays an important function in website design and re-design. 
She suggests browsing similar industry websites to get ideas on how colour schemes can contribute to the overall effectiveness of a site. 

Scharf says to consider factors such as:

· Is a high visual contrast used so that text is easy to read?

· Is it easy to see essential elements such as navigation, search, site sections etc?

· What feelings are evoked as you move through the website?

Scharf also says to keep in mind how many text colours are used, and the colour of the background – text needs to be easy to read without inducing eye fatigue.
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