
The Impact of 

COLOR 
IN PACKAGING DESIGN

red
ATTRIBUTES: Energy, Action, 

Excitement, Passion, Strength

Darker shad
es are link

ed with product
s that are l

uxurious  

and have h
igh perceiv

ed value. L
ighter shad

es are asso
ciated 

with product
s that are l

ively, energ
etic, but ca

n be thoug
ht  

of as havin
g a lower perceive

d value. Red is a ver
y  

emotionally in
tense color

 and has b
een shown to  

prompt impulse buyin
g.

blue
ATTRIBUTES: Strength, Honesty, 

Dependability, Harmony, Serenity 

Blue is one 
of the safe

st colors to
 use in pac

kaging. It s
oothes 

and reassu
res, promoting feelin

gs of trust,
 security, o

rder, and 

tranquility. 
Brightness is

 key. Darker shad
es of blue 

appeal 

to older au
diences an

d support a
 profession

al, serious,
 

conservativ
e perceptio

n of a prod
uct. The lig

hter and so
fter 

the blue, th
e more creative

 the produc
t is perceiv

ed to be. 

Vibrant hue
s appeal to

 younger c
ustomers.

brown
ATTRIBUTES: Conservative, Neutral, 

Indifferent, Minimalism 

Emotionally, b
rown is associ

ated with strength
, comfort, earthin

ess, 

and reliabil
ity. Our familiarity with brown cardboar

d boxes gi
ves 

the impression of
 basic and

 practical. 
In packagin

g, the brow
n 

(or Kraft® paperboar
d) is appro

priate for p
roducts tha

t are 

wholesome, organic, 
and safe. I

n using the
 color brow

n in 

packaging 
design, be 

careful of t
he hue of b

rown and add 

colors that
 will influence

 your custo
mer’s emotions.

white
ATTRIBUTES: Conservative, Neutral, 

Indifferent

As a packag
ing color, w

hite is safe
. It is basic

, unadventu
rous 

and conser
vative, but 

perfect when you want to crea
te the 

impression of
 cleanlines

s, efficienc
y or simplicity. White is 

a popular c
hoice when convey

ing simplicity in h
igh-tech 

products. I
t is often a

ccented with other co
lors to enh

ance 

or change 
the percep

tion. It allo
ws for clear 

and concis
e 

messaging a
nd exudes 

peace and 
calmness. 

purple
ATTRIBUTES: Fun, Optimism, Joy, 

Energy, Originality, Innovation

Purple is us
ed by bran

ds that are
 more of an in

dulgence th
an 

a necessity
. With purple b

eing the un
ion of body

 and soul, 
it is 

appropriate
 for packag

ing of holis
tic product

s and anyt
hing to 

do with spiritua
lity. It also 

evokes imagination in
 consumers 

by combining the 
stability of 

blue with the inte
nsity of red

. 

Adding gold
 or silver a

ccents can
 add a sen

se of exclu
sivity 

and except
ional qualit

y.

yellow
ATTRIBUTES: Fun, Optimism, Joy,  

Energy, Originality, Innovation

Yellow packaging
 is general

ly targeted
 at children

 and 

adolescent
s. It is exc

ellent for p
roducts tha

t aim to make people
 

happy. It is
 considered

 to be an u
nstable and

 spontaneo
us color, 

so avoid us
ing yellow if you want to sugg

est stability
 and 

safety. It s
timulates mental activi

ty and gen
erates muscle 

energy, and
 in packag

ing, yellow
 suggests e

ither something 

original and
 innovative

 or an inex
pensive, fu

n product.

orang
e

ATTRIBUTES: Fun, Adventurous, 

Friendliness, Optimism 

Psychology 
identifies o

range with explora
tion, confid

ence, and 

sociability. 
Its lively en

ergy is suit
ed for com

panies look
ing to 

attract a yo
unger (or y

oung at he
art) group.

 Orange pack
aging can 

suggest aff
ordability, b

ut not without risk 
as variation

s of orange
 

can give th
e impression of

 cheapness
 and poor 

quality. 

Adding a se
condary co

lor to the p
ackaging (

i.e. dark bl
ue 

to suggest 
reliability a

nd trustworthiness) 
can change

 the 

message and
 increase t

he perceive
d value. 

pink
ATTRIBUTES: Calming, Beauty, 

Femininity, Sincerity 

Pink is non-
threatening

, calming and as
sociated w

ith empathy. 

In packagin
g, the shad

e of pink u
sed is extr

emely important. 

Softer shade
s are gene

rally used 
for packag

ing produc
ts that 

are targete
d toward families. Dusty or muted pink a

ttracts a 

more sentim
ental, older

 market. Bright pinks
 can sugge

st 

a less expe
nsive and t

rendy prod
uct which attrac

ts pre-

teens. Combining pink
 with darker c

olors gives
 it more 

sophisticat
ion and str

ength.

gray
ATTRIBUTES: Conservative, Neutral, 

Indifferent

Gray is a res
erved color

 that lacks
 energy bu

t works well as 

a backgrou
nd color. It

 allows other col
ors to take

 prominence. 

Being neutra
l, it can ea

sily be com
bined with almost any col

or 

to impart differe
nt messages an

d appeal to
 different c

onsumers. 

Adding red g
ives it ener

gy and exc
itement while dark b

lue 

makes it look
 profession

al. Light gr
ay packagi

ng combined 

with other co
lors such a

s blue or y
ellow can create

 a 

modern, hi-te
ch look.

turquo
ise

ATTRIBUTES: Calmness, Clarity,  

Purity, Reenergize

Turquoise i
s calming—conveying 

clarity of th
ought and 

communication. I
t’s a choice

 color for h
ealth-relate

d product 

packaging.
 It calms emotions, rech

arges the s
pirit, restor

es energy 

levels and 
inspires po

sitive thoug
ht. It is gen

erally suita
ble for 

both gende
rs. Adding a se

condary co
lor to your 

packaging 

design can
 quickly ch

ange the a
ppeal of tu

rquoise: ad
ding 

black stren
gthens the

 look, addin
g dark blue

 makes it more 

conservativ
e.

black
ATTRIBUTES: Sophistication, Strength, 

Exclusivity, High-end Experiential 

When used in
 packaging

, black give
s the produ

ct a heavie
r and 

more expens
ive appeara

nce with a highe
r perceived

 value. Black 

can also ad
d a degree

 of mystery. Generally, it 
is used for 

high-

end produc
ts, deliverin

g a sense o
f luxury an

d exclusivit
y. It is 

almost always accent
uated with another

 color that 
completes 

the message. Combined with pink it g
ives a more feminine 

look, white adds s
ophisticatio

n, while blue ad
ds strength

.

green
ATTRIBUTES: Security, Growth, Harmony

In packagin
g, muted and m

id-greens s
uggest eco

-friendly, 

natural, or 
healthy org

anic produ
cts. Dark green i

mplies  

wealth, luxur
y and profe

ssional qua
lity. Green is con

sidered 

rejuvenatin
g and natu

ral and is a
 popular co

lor for com
panies 

advocating
 for healthy

 lifestyles. 
In a time when ecolog

ically- 

friendly pa
ckaging is 

top-of-mind for con
sumers, green 

is 

the color o
f nature, th

e body, an
d balance 

and harmony of 

the mind. 

Color is an integral part of product packaging.  

It triggers involuntary thoughts, feelings, and emotions about your  

product and can directly impact the purchasing decision.
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Choosing the best color for your 
packaging design?

View our infographic to learn 
how color affects consumer 
perception of your packaging 
and product.


