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Preface
There are hundreds of books about the science of color. They cover a full
range of topics from choosing color harmonies to paint mixing theory. The
additive and subtractive processes. The psychological and emotional effects
they have on viewers. And many more. It takes years to master...
That's why this research is focused on one thing only... Maximizing
Your Sales and Conversions Online.
If you want to learn about mixing paint, the printing process, or color theory,
there are many books available from Amazon. But what you won't find there,
are the hours of research and testing, that went into these experiments.
As a designer, product creator, webmaster, advertiser, or marketer, you need
to answer these questions:
• Which colors will our customers respond to?
• Which colors should represent our brand?
• Which colors are best for our logo & packaging?
• Which colors will improve our conversion rates?
And most importantly…
How does color affect the emotion of my customers and how does it
influence their purchase decisions?
I hope you’ll find helpful answers to these questions in this book.

Michael

Michael W. Campbell,
CEO Cyber Age Media Ltd
https://DynamicMedia.com
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Introduction
EITHER TEST OR LOSE MONEY
Research by leading consumer groups, show 93% of people put color and
visual appearance above all other factors while shopping. 85% of consumers
say color is a primary reason for buying a particular product.

Color attracts people when looking for new products.
Most websites use a white background. Colors are used to accent the pages
and draw the eyes to various areas of the site.
My research has shown that having a colored background can stir emotions
deeply. It can get people to take action more quickly, or drive them away.
That’s because we humans are uniquely equipped, to make quick emotional
decisions based on the entire periphery of vision, not just the individual
items we look at. So when you have less than 10 seconds to capture
someone’s attention, color becomes a critical component.
That’s why you shouldn't assume that a white landing page background is
best. It's only a guess. You must test to see what your market reacts to.
Doing so could dramatically increase your conversion rates.

https://DynamicMedia.com
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COLOR CAN TRIPLE CONVERSION RATES
For example, in one case study, I bought pay per click traffic and drove it to
a landing page for a test. It was for an offer in the life insurance niche. All
the people had to do, was fill out a couple of fields on a form and I got paid
per lead.
To maximize my revenues, I decided to split test my background color. It
was the only element that I changed during the test.
Half the traffic got shown a blue page, which acted as my control piece. The
other half of the traffic got shown a different background color. The headline,
ad copy, graphic and form fields were identical on each page.

Mauve

Cornflower
Blue

Emerald

Verdigris

The best color depends on the product category.
Most color changes had a minimal impact, except verdigris and mauve. Most
people disliked the mauve background so much, that 98% of the unique
visitors to my site, didn't fill out the form. It was a complete flop compared
to my blue baseline color.
When I switched to verdigris, sales tripled. I suddenly had a 300% increase
in revenue compared to my blue control page. I immediately switched all my
life insurance landing pages over to the magical turquoise and continue to
use it on similar pages to this day.
I would never have guessed, that people seeking life insurance quotes
preferred turquoise, or verdigris, three to one over cornflower blue and
emerald, which were tied as the second most popular colors. This is why you
MUST TEST the primary, subordinate and accent colors representing the
products, services and brands that you sell.
https://DynamicMedia.com
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In the following pages, I’ll share what I discovered after hours of research
and testing with color. I’ll reveal its hidden messages, meanings and
psychological impact on the mind of consumers. And most importantly, its
ability to persuade and influence our purchasing decisions.

COLOR IN CONTEXT
But first… as you read the next chapter about Color Meanings and Purpose,
keep in mind that context for color is critical. So if ripe bananas are yellow,
would you buy blue ones? How about green meat? A fluorescent orange car?
Ever seen a black milk carton?
Color must be suitable for the item, or the purchase won’t be made. In other
words, the color must be appropriate for the category the brand is in.
For example, azure blue is the favorite color of most men. They buy a lot of
mid to light blue clothes, especially shirts. Yet most wouldn’t dream of
buying a car that color.
So if you’re trying to think of an appropriate color to sell something, search
the contents of this document. For example, if you want to sell medical
equipment, type that into the search box and see what color comes up for
that product category. (Hint: it’s turquoise.)
You can also search for words that describe your brand, or how you want
people to feel. So to convey things like; secure, comfortable, relaxed and
conservative, search this ebook to see what colors come up for those
feelings.
Color in context can also mean that a negative color association can act as a
positive, when marketed in the right context. For example, orange in the
positive means Halloween and pumpkins, while in the negative it symbolizes
immediate danger. But when selling orange traffic safety cones that prevent
accidents, the danger symbolism of orange acts as a positive.

https://DynamicMedia.com
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Terra
Cotta

Scarlet

Cardinal

Burgundy

RED
Red is the color of Christmas, Valentines, wine, fire, fire extinguishers,
stop signs, blood, brick, rust, poppies, rubies, embarrassment, anger, or a
healthy glow.
Bright red has been proven to stimulate the appetite, with thoughts of fresh
berries, apples and meat. It brings up the blood pressure and heart rate.
It can decrease cognitive tasks, yet increase performance
in competitions.
Red is the symbol of courage, sacrifice, blood, immediate
danger, speed, heat, sex and love.
Red in the negative is danger, stop, fire, lust, error,
wrong, insecure, fail, aggressive, dominant, negative,
communism, injury, blood, evil, murder, volcano lava,
caught red handed, satan, red light district, and seeing red.
Red in the positive is action, speed, fire, love, power, confident,
passionate, assertive, leadership, invigorating, warmth, heat, hot, sexy,
beauty, liberal, exciting, stimulating, driven, extroverted, impulsive, athletic,
powerful, bold, emotional, happy, brave, urgent and famous when getting
the red carpet treatment.
Use red to sell Valentines, Christmas, clearance items, clothing, lingerie,
lipstick, flowers, rescue services, first aid, fire protection, fire alarms,
extinguishers, sporting goods, fast cars, soft drinks,
beer, wine, meat, food, hot sauce, toys, software, info
products, office supplies, news, games, entertainment,
discount retail, videos, internet and phone services.

https://DynamicMedia.com
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Misty
Rose

Cotton
Candy

Amaranth
Pink

Hot
Pink

PINK
Pink is the color of cherry blossoms, piggy banks, cotton candy, bubble
gum, some grapefruits and flamingos. Other than flowers, pigs, some human
lips, skin and the occasional sunset, it's relatively rare in nature.
Pink can range from pale cherry flowers to deep and powerful magenta.
Bright pinks are associated with young girls, whereas dusty
rose can be used to sell high end goods like jewelry,
cosmetics and flowers to mature women.
Pink is the symbol of Easter, love, Valentines, spring,
acceptance, breast cancer awareness, health, cuteness,
girls, youth and glamour.
Pink in the negative is uncommitted, indulgent, pink elephants
(hallucinations), or getting fired from a job when handed a pink slip.
Pink in the positive is love, happy, feminine,
romantic, calm, soft, healthy, joyful, tender,
youthful, tranquil, traditional, spiritual, interesting,
passive, educated.
Use pink to sell Easter, Valentines, Mother's Day,
children's clothes, teenage interests, girls toys,
lounge ware, lingerie, women's clothing, soap,
lipstick, cosmetics, jewelry, gemstones, candy,
perfume, flowers, gift baskets, party supplies,
wedding cakes and accessories, cancer awareness,
consumer electronics, video games, MP3 players,
blogging software and social networking.

https://DynamicMedia.com
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Apricot

Fluorescent
Orange

Orange

International
Orange

ORANGE
Orange is the color of oranges, pumpkins, salmon meat, fire, sunsets,
coral, hot coals, engineering and safety gear. It is used extensively in food
packaging and high visibility clothing like vests, hard hats and road signs.
It's also used by many sports teams.
Be careful when using orange. People either like it or hate
it. When doing color tests, it's often picked as the least
favorite color. In context however, orange can mean fast
food and fun, coming home for Thanksgiving, or
construction safety equipment. So be sure to test it
depending on your market.
Orange is the symbol of Thanksgiving, Halloween, nutrition, autumn, fast
food outlets, and hazard signs. It's also used for religious orders, impulse
shopping, clearance sales, plus many subscribe and buy now buttons.
Orange in the negative is biohazards, warnings, prisoners, danger, desire,
craving, mildly aggressive, impulsive, superficial, cheap, inexpensive.
Orange in the positive is social, cheerful, fun, warm, friendly,
happy, compassionate, enthusiastic, energized, excited,
determined, optimistic, vital, stimulating, playful and energetic.
Use orange to sell food, soft drinks, juice, coffee, cakes,
candy, baked goods, hot sauce, dietary supplements, flowers, cosmetics,
toys, fashion accessories, retail, books, electronics, emergency gear, hiking
and climbing gear, sporting goods, uniforms, jerseys, dating services, video
sharing, cellular service, computer software, music, social media, barbecues,
lawn care, yard care and consumer power tools.

https://DynamicMedia.com
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Light
Yellow

Lemon

School Bus
Yellow

Goldenrod

YELLOW
Yellow is the color of sunshine, gold, lemons, Easter, spring, bananas,
sticky notes, caution, construction equipment, school buses, refreshments
and fast food restaurants. Yellow is used extensively in
the food industry, because it stimulates the appetite but
doesn't relax. That means you leave quickly and turn
over the table.
Yellow also grabs attention because it is the middle
traffic light. It is the transitional phase that commands
you to take notice. When it moves towards gold it means wealth, or
affluence and can be used to advertise expensive products.
Yellow is the symbol of sunshine, lemon, taxi cabs, fast food, hunger,
caution, gold, coins, nuclear hazards, construction and the happy face.
Yellow in the negative is slow, danger, warning, caution,
cowardice, cheap, being yellow bellied, sick or jaundiced.
Yellow in the positive is cheerful, young, happy,
optimistic, hope, action, stimulating, curious, creative, fun,
exciting, mental, spiritual, inspiring, intelligent, simple,
innovative, original, wise, friendship, introspective,
discriminating, youthful, imaginative, warm, industrial and
getting a gold star or medal.
Use yellow to sell flowers, children’s products, swimsuits,
hair color, cosmetics, perfume, tickets, fashion accessories, jewelry, office
supplies, baked goods, fruit, beverages, food, candy, reference materials,
software, travel, consumer electronics, advertising, banking, file sharing
services, construction equipment, safety and janitorial supplies.
https://DynamicMedia.com
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Spring
Bud

Lime
Green

Forest
Green

Fern
Green

GREEN
Green is the color of nature, forests, healthy vegetables, emeralds, jade
and currency. It is the color of moving forward. When driving it means go.
Green ranges from dark green wealth, money and jade, to
light green, fresh, minty and fun. When mixed with yellow
it is the color of spring.
It's interesting to note that fluorescent yellow-green, aka
Spring Bud, is the most visible color to the human eye. Our
eyes are more sensitive to this wavelength than any other.
That's why most modern fire trucks are painted this color.
Green is the symbol of mother nature, mint, life, recycling, earth, money,
St. Patrick's Day, good luck, permission, and protecting the environment.
Green in the negative is introverted, self conscious, young, rookie,
inexperienced, greenhorn, sick, green around the gills, moldy bread, unripe
fruit, green with envy and spoiled meat.
Green in the positive is healthy, balanced, natural, herbal,
young, perceptive, minty, refreshing, easy going, quiet,
calm, civilized, persistent, relaxing, serene, spring, hope,
growth, rebirth, life, self respect, willpower, money, wealth,
capitalism and having a green thumb.
Use green to sell the outdoors, camping, hiking, golf, hygiene, beauty
products, cleaning products, cleaning equipment, yard care, machinery,
environmental concerns, plants, trees, light bulbs, soft drinks, shoes,
condos, health care, health products, juicers, tea, food, vegetables,
gardening, nature, farming, vacations, bicycles, ATV motorcycles, uniforms,
trash cans, clothing, discount shopping, networking and software.
https://DynamicMedia.com
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Pearl
Aqua

Turquoise

Verdigris

Teal

TURQUOISE
Turquoise is the color of the ocean, tropical seas, back yard pools, blue
spruce trees, old weathered copper, peacock feathers and exotic ceramics.
It is known by many names including, blue-green,
teal and aquamarine. Turquoise is rarely seen in
nature, other than the tropical oceans, glass in high
rise buildings, ducks and a few gemstones. It is a
mixture of two colors, true blue and green life.
Lighter tints are more feminine in nature. Darker shades like teal feel
sophisticated and refined. People either take to it or really dislike it, so be
sure to test it on your market.
Turquoise is the symbol of the sea, ocean, rebirth, healing, life and
fertility. Less is known about this color than any other, because it is rarely
included in studies, or color preference tests.
Turquoise in the negative is fussy, self centered,
conformity, budget conscious, retro 1950 kitchen
appliances, late 1990 fashion when combined with purple.
Turquoise in the positive is calm, cool, content, growth, healthy, tranquil,
harmony, fertility, luxury, sophisticated, tasteful, charming, sensitive,
refined, natural, balanced, constant, permanent and secure.
Use turquoise to sell fashion accessories, cosmetics, jewelry, perfume,
beauty products, life insurance, car insurance, credit cards, ocean cruises,
boats, sunglasses, pools, fishing trips, dietary supplements, medicine,
medical equipment, uniforms, power tools, flight schools, remodeling, music,
social media services, blogging software, sporting goods, lawn care,
computers, cleaning products, bicycles, vacation packages and travel.
https://DynamicMedia.com
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Sky
Blue

Capri

Azure

Navy
Blue

BLUE
Blue is the color of the sky, water, ice, twilight, recycle bins, denim,
impulse shopping and outlet malls. Blue ranges from light sky blue to a dark
navy midnight. Capri is a popular color with young adults being healthy,
refreshing and summertime fun. Navy is the favorite of
many men, being dignified, professional and authoritative.
Although blue has been used to sell many things, there are
few blue flowers and it is the least appetizing color. There
are no blue foods other than berries, which are actually deep
reds and purples. So be sure to use it with caution on food
and flower related sites.
Blue is the symbol of 1st place, the blue ribbon, truth, police, boys,
conservatism (universally), liberalism (US), capitalism, recycling and more.
Blue in the negative is cold, bleak, melancholy, moody, down, sadness,
feeling blue, got the blues, turning blue with breathing difficulties, or out of
the blue without warning.
Blue in the positive is truth, trust, reliable, security, devoted,
moderation, cautious, belonging, connected, royalty, quality,
calm, patience, dignified, professional, loyal, trustworthy,
secure, rational, peaceful, tranquil, order, steady, successful,
relaxed, comfortable, stable and more.
Use blue to sell bottled water, travel, tourism, jewelry, shoes, perfume,
men's clothing, financial products, investments, real estate, banking,
business services, social sites, news, movies, software, computer hardware,
sporting goods, uniforms, personal protection, retail, cars, motorcycles,
bicycles, boats, outdoor activities, video games and tech.
https://DynamicMedia.com
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Mauve

Indigo

Grape

Purple

PURPLE
Purple is the color of Easter, eggplant, violets, orchids,
crocus, wealth, wine grapes, ripe plums, aristocracy, academia
and distant mountains. Lighter tints like mauve are used to sell
feminine products and flowers. Darker shades like Eggplant are
used to sell sentimental products, beauty products and wine,
because it is often associated with royalty and nobility.
Women prefer purple three times more than men. So if women
are your market, purple could be the best choice. If marketing to a mixed
audience, use it with caution. If selling to men, it can work well if it's a site
where they purchase items for women, as in chocolates and flowers.
Purple is the symbol of a wounded soldier's Purple Heart, bravery, grapes,
spring, royalty, luxury and wisdom.
Purple in the negative is arrogant, moody,
imperialism, poison, remorseful, penitent, sorrow,
grieving and loss.
Purple in the positive is elegant, sensitive, soft, fun,
friendship, tasteful, artistic, spiritual, mystery, enchanting, regal, royalty,
luxury, exotic, creative, sophistication, sensuous, passion, soothing, calm,
meditative, brave, courageous, wisdom, sympathy and spirituality.
Use purple to sell clothing, leather, shoes, jewelry, sunglasses, handbags,
fashion accessories, bedding, glassware, ceramics, flowers, wine, chocolates,
wedding accessories, cosmetics, cleaning supplies, lingerie, housewares,
cars, social networking, directory services, beauty products, dietary
supplements, medical equipment, naturopathic goods, funeral goods and
services, computer accessories, sporting goods, collectibles, art and music.
https://DynamicMedia.com
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Wheat

Camel

Coffee

Chocolate

BROWN
Brown is the color of wood, roasted coffee, chocolate, caramel, nuts,
brownies, cardboard, most beer bottles, cooked meat, sand, tree trunks, the
forest floor, most earth and many animals. It is also the most predominant
hair and eye color in humans.
Brown ranges from light tan to dark chocolate. It is a
very relaxing color as most home furnishing reflect
earthy tones.
Tan is a popular leather color as is the darkest
chocolate brown. In the middle tones with red and
yellow influences, it's a reminder of appetizing mocha and caramels.
Brown is the symbol of Thanksgiving, autumn, nature, wood, organics,
soil, being natural and conservatism.
Brown in the negative is complacent, self serving,
shrewd, stingy, bland and ordinary.
Brown in the positive is earthy, rustic, home made,
sturdy, strong, secure, comfortable, relaxing, reliable,
conservative, classic, moderate, sensible, reliable,
rich, durable, organic and more.
Use brown to sell shoes, leather goods, hats, cosmetics, furniture, houses,
tables, home furnishings, rugs, guitars, chocolate, food, beer, cigars,
camping, hiking, fishing, coffee, coffee machines, outdoor living,
woodworking, home improvement, gardening, organics, cardboard,
packaging, men's clothing, vacations, pet supplies, clocks, stocks, baking
supplies, restaurants and dining.
https://DynamicMedia.com
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Ivory

Ghost
White

White
Smoke

Old
Lace

WHITE
White is the color of bleached paper, being highly
readable, legible and having good contrast. Most
websites have white backgrounds, only because
designers are conditioned to start with white as a canvas.
White can be cool when tinted with blue, or warm when
tinted with red or yellow. It is the second most popular
car color after gray. Many grocery stores are white inside,
but white is rarely used to sell food.
White is the color of snow, ice, clouds, milk, cotton, mayonnaise, chef's
hats, bones, bridal dresses, paper, rice, hotel towels, golf balls, physicians
and scientists. It is light from the midday sun and the wings of angels.
White is the symbol of purity, winter, frost,
cleanliness, virginity, heaven, angels and God.
White in the negative is bland, bleak, emotionless,
ordinary, lack, and in some cultures death. It can also
mean surrender, as in waving a white flag.
White in the positive is simple, pure, energy, clean, noble, kind, spacious,
innocent, honest, cool, peaceful, whole, complete, perfection, open, sterile,
brave, religious and life.
Use white to sell fashion, clothing, furniture, cameras, pet supplies,
cleaning supplies, under garments, baby goods, flowers, skiing, consumer
electronics, insurance, computers, ebooks, information, cars, teeth
whitening, survival gear, wedding dresses, cakes, bridal supplies, bicycles,
tennis, sporting goods, boating, uniforms, home improvement, kitchen
cabinets, appliances, dishes, cookware and medical equipment.
https://DynamicMedia.com
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Pastel
Gray

Silver

Gray

Slate
Gray

GRAY
Gray is the color of overcast skies, fog, metal, ashes, concrete, pavement,
technology and many wild animals.
Gray can be warm when mixed with red or cool when
mixed with blue. When it leans towards silver it is the
most popular color for cars and home appliances. It's also
the top choice in consumer electronics.
Printing plants and light booths are gray inside, so they
do not influence the color of what is being viewed. It's
often chosen by the fashion industry for the same reason.
It is neutral and easier on the eyes than black or white.
Gray is the symbol of neutrality, security, cities, most
metals, stainless steel, finances, respect and old age.
Gray in the negative is uncommitted, conservative,
boring, cloudy, dull, depressed, negative, colorless, free of
emotion, old age, and non conforming as in a gray area.
Gray in the positive is wise, deliberate, cultivated,
content, secure, sober, cooling, relaxing, humble,
reasonable, agreeable, simple, soothing, high tech, classic
and neutral.
Use gray to sell cars, motorcycles, fashion, men's clothing, leisure wear,
leather goods, watches, sunglasses, high tech, consumer electronics, large
and small home appliances, steel, machinery, reference materials, computer
hardware, accounting software, artwork, paint, photography, sports, baseball
uniforms, home furnishings and home security systems.
https://DynamicMedia.com
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Outer
Space

Black
Olive

Black
Leather

Black

BLACK
Black is the color of Halloween, the ace of spades, ink, licorice, crows,
charcoal and moonless nights. It is the absence of all light. It has the highest
contrast of all colors, which is why its used extensively for
large passages of text.
Unless you have a compelling reason to use colored type for
your copy, stick to black for the best readability. Try using sub
headlines, or bold type instead of color, to guide the eye and
draw attention to different paragraphs. Then apply colored
text sparingly. It is a powerful way to draw attention to forms,
signup buttons, buy now links, and other calls to action.
Black is the symbol of luxury, formal events, exotics, authority, mystery,
magic, secrecy, night, witchcraft, power and evil, but it's also impulse
shopping, clearance sales and outlet malls.
Black in the negative is fear, chaos, desperation, evil,
silence, bad luck, crime, rebellion, mourning, death, loss,
lack, and being blocked by blacklists.
Black in the positive is elegant, formal, classy,
dependable, simple, strong, secure, expensive, high tech,
revolutionary, artistic, individual and solid.
Use black to sell movies, entertainment, news, luxury goods, perfume,
formal clothing, suits, lingerie, dresses, alcohol, cars, space memorabilia,
music, nightclubs, dining, furniture, consumer electronics, leather, shoes,
watches, credit cards, coffee machines, dance ware, concerts, bicycles,
casual clothes, fancy linen, motorcycles, computers, uniforms, fireplaces,
furniture and kitchen appliances.
https://DynamicMedia.com
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Sample Case Studies
WHAT COLOR IS THE MONEY?
By now you’re seeing the power of color, because every time you pick one,
you’re also choosing several hidden meanings and messages. So using the
previous chapter as a reference, it’s time to pick your colors and test what
your market responds to.
As the old saying goes, “Mighty doors swing on
tiny hinges.” It’s the same thing with color. Simple
tests can lead to big changes in sales and
conversion rates.
It’s not just the glamorous things, like the colors that represent your brand.
What we really want to know, is what colors make customers click and buy
the most online, or prevent them from doing so? Or in other words, “What
color is the money?”

THE BUY NOW BUTTON
An important place to test color, is when you ask for the order. It could be on
your checkout pages, your main call to action section, or the actual order
buttons, that say add to cart, or buy now.

Which color do you think converts the best?
So what’s the best color for a buy now button? Which color converts best?
Look at them and take your best guess. I’ll tell you the answer in a moment.
If you guessed the red button, it’s a great guess. Red commands the most
attention on any webpage. It attracts the eye. It’s bold and assertive.
https://DynamicMedia.com
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But you’d also be wrong. It finished dead last in most of our tests.
For some reason, many people don’t want to push a red button. It could be
that it makes them nervous because it’s the same color as a stop button.
The blue and purple buttons converted better than red. Neither performed as
well as yellow, which was our control color in the experiment.
Green did significantly better than blue or purple and marginally better than
yellow. It’s not surprising, because green is the color of go.
Orange converted as well as the green. It may be because orange represents
cheap, fast and fun. So people may believe they are getting a bargain and
the checkout will be fast and fun. It could also be because Amazon uses
orange, making it the most familiar color on a buy now button. (Amazon
tests every element on a page. They didn’t get to be the biggest online
retailer by guessing.)
So let me ask you… did your website designer pick your colors? Did they
choose the button color because it looked pretty? As you can see from my
tests, it may not be the best choice.
These days, my friends and I make our add to cart and order buttons green,
orange or yellow, but only after testing which works best. What about you?
Have you tested and proven which color converts best for your brand?

USING COLOR TO FRAME AN OFFER
If you listen to behavioral economists like Dan Ariely, and the persuasion
research of social psychologists like Robert Cialdini, your order form should
look something like the one below. Three or more price points, so the
outside ones “frame” the offer in the middle window.

https://DynamicMedia.com
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Framing a three part offer with color.
The research says, if you have two price points, the lower one will always be
your best seller. The way to increase revenues is to add a third, higher
priced option, that few people will choose.
Now with three price points, the middle one will aways be the best seller.
That’s because few people want the most expensive, or least expensive
options.
You can further boost sales by using persuasive arguments to the
subconscious mind. These include typography and design elements like
dashes, sizes and colors.
Note the dotted border around the boxes, which remind us of coupons. That
means any of the three choices would be a good deal, except the box in the
middle is bigger, which means it’s a bigger deal.
It has the words “Most Popular” above it. Research has shown that using
these words, or something similar like “best seller” ensures that the item
soon will be. The psychology behind social proof tells us that if everyone else
is picking that one, so will I.
It’s also different color so it stands out. It’s green with the subliminal
message of go ahead, pick me. The other two being cool blue, fade into the
background, seeming to be further away.
https://DynamicMedia.com
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If you frame an offer in this way, using color and positive persuasion
techniques, you’re guaranteed that your middle price option will outsell the
others by a wide margin.

HOW COLOR CAN BREAK THE RULES
Sometimes we don’t have the luxury of offering three options. This was the
case with a client of mine, who had just two items for sale.
My task was to try and persuade most people to go for the higher priced
item, even though the research was stacked against me. I’ll save you the
long story and just give you the conclusion.

How to frame a two part offer.
The border around the boxes was changed to a dashed red one. This really
adds emphasis to the coupon idea, that either option is a great deal. In
addition to that, the box with the higher price point is significantly bigger.
Everything else - text, prices, buy button, card logos - are aligned.
Since a green “buy now” button usually converts second best, I put it in the
smaller box. Knowing that orange usually converts best with a buy now
button, I wondered what would happen if I made the whole box orange.
https://DynamicMedia.com
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The result was a staggering 93% of people choosing the higher priced item.
It’s crazy because, people could buy three single licenses for less than the
cost of one developer license.
This design breaks all the rules about framing an offer. It disproves that you
always need at least three items. It also disproves that a lower price point
will always sell better in a two item offer.
I wonder what would have happened, if the very smart social psychologists
doing the research, would have tested color. It would be a fascinating read.
Because as we’ve seen, we should never underestimate the power of color,
and its ability to influence our purchasing decisions.

THE COLOR OF CONFIDENCE
A friend of mine sells bank cards for a living. He is a salesperson, or affiliate
marketer, that works from home, setting up websites with bank card offers
on them.
He gets paid up to $200 when someone fills out a credit application. All he
needs to do, is persuade someone to fill out the form.

Which color gets the most signups?
One of his best converting offers are cards aimed at new business owners.
To sell the cards, he was provided with graphics showcasing the various
cards. It was a simple gray rectangle with a gradated background fill.
https://DynamicMedia.com
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It makes sense, because gray is the the color of security, finances and
respect. It’s high tech, classic and wise. The only trouble is that he got zero
sign ups, even after several days of advertising and promotions.
Obviously the bank and their designers didn’t test it. Most established
businesses already have cards. This card was aimed at new businesses.
Since most new customers are younger, they don’t want to be associated
with the dull, gray and boring colors of the previous generation.
While visiting his home office, I suggested that he start testing the
background colors. So he started with emerald green and was getting one or
two signups per day.
It makes sense because green is often associated with money. But since to
the younger crowd, green means saving the planet, recycling and healthy
eating, it may not be the best choice.
So he asked me point blank, “What’s the best color to use? I can sit here
and test for days, or you can just tell me.”
I suggested that he try a medium blue, because it stands for truth, trust and
security. It also suggests loyalty, belonging and connectedness, qualities that
are very strong in a civic minded generation.
Conversions went way up. He was happy to say that there was a “significant
improvement” in revenues. He didn’t say exactly how much, but the spring
in his step and smile on his face said it all.
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Conclusion
Color is one of the most fundamental things we learn as a child. Right after
one, two, three, comes red, green, blue. We know what colors we like, but
have a hard time expressing why. That's why this work is so important. It
provides the definitive answers, based on research, polls and tests.
So get busy. You must split test the colors you have against a few others.
Because - like in the life insurance quotes story I shared at the beginning - if
you get your color right and your market loves it, it could boost your sales,
without additional traffic. And who doesn't want that?

To your success,
Michael

Michael W. Campbell
CEO, Cyber Age Media Ltd.
Skype IM: dynamic888
Phone: +1 (360) 450-5880
Email: askmichael@mac.com
Web: https://DynamicMedia.com
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Appendix A - Light & Ink
When designing with light on your computer monitor, you can create just
about any color imaginable. When it comes time to print your creation on
the press using ink, you might be in for a shock. The press can only produce
a fraction of the colors that your computer monitor can.
When looking at your computer monitor, the colors you see are made up of
red, green and blue. When you mix all of them together, you get the color
white. It's known as the RGB color space, or additive process, which can
produce millions of colors on most monitors.

The RBG additive color space.

The average 4 color printing press, prints using Cyan, Magenta, Yellow and
Black inks. When you mix them all together it produces dark muddy brown,
or black. It's known as the CMYK color space, or subtractive process, which
can produce around 50,000 colors, give or take.
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The CMYK subtractive color space.
Much will depend on the printing process and paper. Is it offset, web or
inkjet. Is the paper coated, uncoated, glossy or colored in any way, etc.
Yes, it is possible to order special inks and increase the gamut, or range that
the printing press can produce, but doing so is very costly. They need to
wash out the press and reload it with your custom colors. Then wash out
your custom colors after the job, and reload it with CMYK.
Alternately, you could look for a printing company that offers a five or six
color printing press. Four spots are taken up by CMYK and the other two
spots could be taken up by your custom colors, or a spot varnish to make
your photos glossy.
If all you're doing is creating websites, you can stick to the sRGB (standard
RGB) color space and communicate red, green and blue in terms of a
number from 0 to 255. For example, the purple known as amethyst is 153
red, 102 green and 204 blue. Anyone can reproduce those same
percentages, no matter what software they use.
If you're creating logos, packaging and signage, or anything that will
eventually be printed, you'll want to stick to the CMYK color space. You'll
want to communicate in percentages of cyan, magenta, yellow and black.
That means to create the same amethyst on a press, you’d ask for 53%
cyan, 54% magenta, 0% yellow and 0% black.
https://DynamicMedia.com
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So while your client may have their heart set on fire truck green, be sure
them that while it is doable, it will be expensive to reproduce. Consider
showing them an CMYK color picker on their computer, or choose colors from
a printed CMYK swatch book. That way, they'll be choosing brand colors from
the gamut, or color space that a traditional offset press can produce.

Appendix B - Judging Color
I spent years in the print industry as head of prepress, for a large company
with offset printing presses. In addition to managing everything digital, I was
responsible for graphic design, scanning photographs and correcting color. I
also worked as a consultant for the largest printing company in North
America. I don’t say that to impress you, but to impress upon you, my
credentials and give you a frame of reference for my expertise.
It's a fact that everyone sees color differently. The color of the lighting in the
room (aka lighting temperature based on the Kelvin scale), the calibration of
your monitor, the color of your walls, even the color of your shirt reflecting
onto the monitor can skew results.
The only way to truly judge color is using International Standards for
Artificial Daylight. That means 6500K D65 lighting in a Munsell Neutral Gray
environment. In the printing companies where I worked, the entire shop
adhered to those standards. That meant color could be judged anywhere in
the plant.
Now, you could go buy yourself a light booth at a fraction of the cost, but
there is a better way. Stick to communicating color through sRGB and CMYK
percentages. That way, there is no room for doubt, regardless of the
environment in which the colors are being viewed, discussed, or reproduced.
You can get a full list of color names and their RGB values from Wikipedia.
Colors A-F: http://en.wikipedia.org/wiki/List_of_colors:_A–F
Colors N-Z: http://en.wikipedia.org/wiki/List_of_colors:_N–Z
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Disclosures and Disclaimers
All trademarks and service marks are the properties of their respective
owners. All references to these properties are made solely for editorial
purposes. Except for marks actually owned by the Author or the Publisher,
no commercial claims are made to their use, and neither the Author nor the
Publisher is affiliated with such marks in any way.
Unless otherwise expressly noted, none of the individuals or business
entities mentioned herein has endorsed the contents of this eBook.
Limits of Liability & Disclaimers of Warranties
Because this eBook is a general educational information product, it is not a
substitute for professional advice on the topics discussed in it.
The materials in this eBook are provided "as is" and without warranties of
any kind either express or implied. The Author and the Publisher disclaim all
warranties, express or implied, including, but not limited to, implied
warranties of merchantability and fitness for a particular purpose. The
Author and the Publisher do not warrant that defects will be corrected, or
that any website or any server that makes this eBook available is free of
viruses or other harmful components. The Author does not warrant or make
any representations regarding the use or the results of the use of the
materials in this eBook in terms of their correctness, accuracy, reliability, or
otherwise. Applicable law may not allow the exclusion of implied warranties,
so the above exclusion may not apply to you.
Under no circumstances, including, but not limited to, negligence, shall the
Author or the Publisher be liable for any special or consequential damages
that result from the use of, or the inability to use this eBook, even if the
Author, the Publisher, or an authorized representative has been advised of
the possibility of such damages. Applicable law may not allow the limitation
or exclusion of liability or incidental or consequential damages, so the above
limitation or exclusion may not apply to you. In no event shall the Author or
Publisher total liability to you for all damages, losses, and causes of action
(whether in contract, tort, including but not limited to, negligence or
otherwise) exceed the amount paid by you, if any, for this eBook.
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You agree to hold the Author and the Publisher of this eBook, principals,
agents, affiliates, and employees harmless from any and all liability for all
claims for damages due to injuries, including attorney fees and costs,
incurred by you or caused to third parties by you, arising out of the
products, services, and activities discussed in this eBook, excepting only
claims for gross negligence or intentional tort.
You agree that any and all claims for gross negligence or intentional tort
shall be settled solely by confidential binding arbitration per the National
Arbitration Rules of the ADR Institute of Canada, Inc. [the Simplified
Arbitration Rules of the ADR Institute of Canada, Inc.]. All arbitration must
occur in the municipality where the Author’s principal place of business is
located. Arbitration fees and costs shall be split equally, and you are solely
responsible for your own lawyer fees.
Facts and information are believed to be accurate at the time they were
placed in this eBook. All data provided in this eBook is to be used for
information purposes only. The information contained within is not intended
to provide specific legal, financial, tax, physical or mental health advice, or
any other advice whatsoever, for any individual or company and should not
be relied upon in that regard. The services described are only offered in
jurisdictions where they may be legally offered. Information provided is not
all-inclusive, and is limited to information that is made available and such
information should not be relied upon as all-inclusive or accurate.
For more information about this policy, please contact the Author at the email address listed in the Copyright Notice at the front of this eBook.
IF YOU DO NOT AGREE WITH THESE TERMS AND EXPRESS CONDITIONS,
DO NOT READ THIS EBOOK. YOUR USE OF THIS EBOOK, PRODUCTS,
SERVICES, AND ANY PARTICIPATION IN ACTIVITIES MENTIONED IN THIS
EBOOK, MEAN THAT YOU ARE AGREEING TO BE LEGALLY BOUND BY THESE
TERMS.
Affiliate Compensation & Material Connections Disclosure
This eBook may contain hyperlinks to websites and information created and
maintained by other individuals and organizations. The Author and the
Publisher do not control or guarantee the accuracy, completeness, relevance,
or timeliness of any information or privacy policies posted on these linked
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websites.
You should assume that all references to products and services in this eBook
are made because material connections exist between the Author or
Publisher and the providers of the mentioned products and services
(“Provider”). You should also assume that all hyperlinks within this book are
affiliate links for (a) the Author, (b) the Publisher, or (c) someone else who is
an affiliate for the mentioned products and services (individually and
collectively, the “Affiliate”).
The Affiliate recommends products and services in this eBook based in part
on a good faith belief that the purchase of such products or services will help
readers in general.
The Affiliate has this good faith belief because (a) the Affiliate has tried the
product or service mentioned prior to recommending it or (b) the Affiliate
has researched the reputation of the Provider and has made the decision to
recommend the Provider’s products or services based on the Provider’s
history of providing these or other products or services.
The representations made by the Affiliate about products and services reflect
the Affiliate‘s honest opinion based upon the facts known to the Affiliate at
the time this eBook was published.
Because there is a material connection between the Affiliate and Providers of
products or services mentioned in this eBook, you should always assume
that the Affiliate may be biased because of the Affiliate’s relationship with a
Provider and/or because the Affiliate has received or will receive something
of value from a Provider.
Perform your own due diligence before purchasing a product or service
mentioned in this eBook.
The type of compensation received by the Affiliate may vary. In some
instances, the Affiliate may receive complimentary products (such as a
review copy), services, or money from a Provider prior to mentioning the
Provider’s products or services in this eBook.
In addition, the Affiliate may receive a monetary commission or nonmonetary compensation when you take action by clicking on a hyperlink in
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this eBook. This includes, but is not limited to, when you purchase a product
or service from a Provider after clicking on an affiliate link in this eBook.

Earnings & Income Disclaimers
No Earnings Projections, Promises or Representations
For purposes of these disclaimers, the term “Author” refers individually and
collectively to the author of this eBook and to the affiliate (if any) whose
affiliate links are embedded in this eBook.
You recognize and agree that the Author and the Publisher have made no
implications, warranties, promises, suggestions, projections, representations
or guarantees whatsoever to you about future prospects or earnings, or that
you will earn any money, with respect to your purchase of this eBook, and
that the Author and the Publisher have not authorized any such projection,
promise, or representation by others.
Any earnings or income statements, or any earnings or income examples,
are only estimates of what you might earn. There is no assurance you will do
as well as stated in any examples. If you rely upon any figures provided, you
must accept the entire risk of not doing as well as the information provided.
This applies whether the earnings or income examples are monetary in
nature or pertain to advertising credits which may be earned (whether such
credits are convertible to cash or not).
There is no assurance that any prior successes or past results as to earnings
or income (whether monetary or advertising credits, whether convertible to
cash or not) will apply, nor can any prior successes be used, as an indication
of your future success or results from any of the information, content, or
strategies. Any and all claims or representations as to income or earnings
(whether monetary or advertising credits, whether convertible to cash or
not) are not to be considered as "average earnings".
Testimonials & Examples
Testimonials and examples in this eBook are exceptional results, do not
reflect the typical purchaser's experience, do not apply to the average
person and are not intended to represent or guarantee that anyone will
achieve the same or similar results. Where specific income or earnings
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(whether monetary or advertising credits, whether convertible to cash or
not), figures are used and attributed to a specific individual or business, that
individual or business has earned that amount. There is no assurance that
you will do as well using the same information or strategies. If you rely on
the specific income or earnings figures used, you must accept all the risk of
not doing as well. The described experiences are atypical. Your financial
results are likely to differ from those described in the testimonials.
The Economy
The economy, where you do business, on a national and even worldwide
scale, creates additional uncertainty and economic risk. An economic
recession or depression might negatively affect your results.
Your Success or Lack of It
Your success in using the information or strategies provided in this eBook
depends on a variety of factors. The Author and the Publisher have no way
of knowing how well you will do because they do not know you, your
background, your work ethic, your dedication, your motivation, your desire,
or your business skills or practices. Therefore, neither the Author nor the
Publisher guarantees or implies that you will get rich, that you will do as
well, or that you will have any earnings (whether monetary or advertising
credits, whether convertible to cash or not), at all.
Businesses and earnings derived therefrom involve unknown risks and are
not suitable for everyone. You may not rely on any information presented in
this eBook or otherwise provided by the Author or the Publisher, unless you
do so with the knowledge and understanding that you can experience
significant losses (including, but not limited to, the loss of any monies paid
to purchase this eBook and/or any monies spent setting up, operating, and/
or marketing your business activities, and further, that you may have no
earnings at all (whether monetary or advertising credits, whether convertible
to cash or not).
Forward-Looking Statements
Materials in this eBook may contain information that includes or is based
upon forward-looking statements within the meaning of the securities
litigation reform act of 1995. Forward-looking statements give the Author's
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expectations or forecasts of future events. You can identify these statements
by the fact that they do not relate strictly to historical or current facts. They
use words such as “anticipate,” “estimate,” “expect,” “project,” “intend,”
“plan,” “believe,” and other words and terms of similar meaning in
connection with a description of potential earnings or financial performance.
Any and all forward looking statements here or on any materials in this
eBook are intended to express an opinion of earnings potential. Many factors
will be important in determining your actual results and no guarantees are
made that you will achieve results similar to the Author or anybody else. In
fact, no guarantees are made that you will achieve any results from applying
the Author's ideas, strategies, and tactics found in this eBook.
Purchase Price
Although the Publisher believes the price is fair for the value that you
receive, you understand and agree that the purchase price for this eBook
has been arbitrarily set by the Publisher. This price bears no relationship to
objective standards.
Due Diligence
You are advised to do your own due diligence when it comes to making any
decisions. Use caution and seek the advice of qualified professionals before
acting upon the contents of this eBook or any other information. You shall
not consider any examples, documents, or other content in this eBook or
otherwise provided by the Author or Publisher to be the equivalent of
professional advice.
The Author and the Publisher assume no responsibility for any losses or
damages resulting from your use of any link, information, or opportunity
contained in this eBook or within any other information disclosed by the
Author or the Publisher in any form whatsoever.
YOU SHOULD ALWAYS CONDUCT YOUR OWN INVESTIGATION (PERFORM
DUE DILIGENCE) BEFORE BUYING PRODUCTS OR SERVICES FROM ANYONE
OFFLINE OR VIA THE INTERNET. THIS INCLUDES PRODUCTS AND SERVICES
SOLD VIA HYPERLINKS EMBEDDED IN THIS EBOOK.

https://DynamicMedia.com

35

