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Preface

This book provides a guide to colour principles, colour selection techniques,
colour usage and the characteristics of basic hues analysed under about a hun-
dred different headings. It provides a convenient source of reference for all
those who are concerned with the selection of hues, whether for the decoration
of environments such as offices and factories; for the decoration of selling
environments such as shops and catering establishments; for graphical appli-
cations such as packaging and print; for consumer products generally; for in-
dustrial products such as plant and paper; and for any other application which
falls within these broad limits. It will be of help to all those who need to find a
practical basis for the selection of colour, a basis which will stand up to argu-
ment, to the vagaries of committees and to the prejudices of individuals. In any
commercial application colour should never be chosen without good reason,
and personal preferences should be eschewed.

The book is concerned primarily with the use of colour in achieving maxi-
mum sales and optimum working conditions and therefore with the marketing,
selling and productivity aspects of colour. It includes a summary of the princi-
ples of light and colour, including an explanation of trends; notes on colour
usage and how to select colour; detailed lists of the characteristics of colour that
are especially useful in marketing and environmental contexts; and an exhaus-
tive colour catalogue which details the characteristics and uses of each basic
hue and each type of colour. Terms commonly used when working with colour
are defined, and there is an index to light and colour characteristics.

The overall aim has been to provide an answer to questions that arise in the
course of everyday work, not about the technicalities of pigments or process
colour, which are well served by other sources of information, but about the
likes and dislikes of ordinary people. So far as is known, there is no other
source of information which covers the same breadth of field or which contains
so much information in a succinct form. A good deal of published information,
supported by well-conducted research, is available, but it cannot easily be con-
sulted or applied to everyday problems. This book tries to summarise available
data in a form which facilitates easy reference. It is not anticipated that it will
become out of date very quickly, and it will therefore constitute a permanent
source of reference. However, no claim is made that it will provide the answer
to any, and every, question. Many questions require individual investigation.

Xix
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The material is intended for management generally and particularly for mar-
keting management, but it will be of interest and help to all those who are
concerned with choice of colour and with the likes and dislikes of customers,
including advertising agents, architects, designers, interior decorators, decor-
ation contractors and retailers; above all, it will be of maximum assistance to all
those responsible for the use and selection of colour in selling applications.

Colour recommendations for individual products or situations are not pro-
vided, because each case needs to be studied in its own context, but it does
provide a starting point by formulating guidelines and an explanation of the
methods to be adopted together with an index to the various uses and charac-
teristics of each individual hue.

Some duplication of material has been inevitable in the interests of more
convenient reference but it is hoped that this has been kept to an acceptable
minimum. The contents are based on my own studies, researches, files and
practical experience and reflect knowledge acquired in my practice as a colour
research consultant over nearly thirty years and in making colour recom-
mendations to many well-known companies. They also include the results of an
extensive study of published information dealing with colour and associated
subjects and extending over many years. In addition, I have had the inestim-
able advantage of access to the files and experience of Faber Birren, the world’s
leading authority on colour, whom I have been privileged to call a friend and
associate for many years. I owe a deep debt of gratitude to Mr Birren for per-
mission to use his material in this work.

The plan of the book

The book falls naturally into three parts:

I The Principles of Light and Colour
I The Principles of Colour Selection
IIT Colour Catalogue.

The first part includes the basic information about light and colour which
must be applied to a specific situation in order to achieve the objective of selec-
ting colours which have practical benefit.

The second part explains the method of applying the basic information to
five broad categories and how colour can be used to maximum effect in each
category; it outlines the principles involved in finding the right hues and prov-
ides guidelines for the selection process. The five categories are:

® productive environments such as offices and factories

selling environments such as shops and restaurants

graphical applications such as packaging and print

consumer products, particularly those used in the home
industrial products such as equipment and semi raw materials.

The third part is a comprehensive guide to the use of colour, subdivided by
hue. Each hue heading includes the uses of the hue in some twenty-five separ-
ate applications, the characteristics of the hue analysed under nearly sixty



Preface XXi

headings and some general notes on the character of the hue also analysed
under a number of headings.

E.P. Danger
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