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  Preface


 
 When the first edition of “The Power of The Colours” was published in Germany in 1985, the book was designed to be a working tool for my students at the University of Applied Sciences in Wiesbaden and it was tailored to the needs of the Departments of Communication, Design, Architecture and Interior Design. It was meant to be an easily understandable introduction into the interesting field of the then still new Science of Colour Psychology. More than twenty years of practical research and tests followed covering the areas Marketing, Public Relations and Advertising, Medicine, Psychology, Fashion, Sports, Politics, and Entertainment Industries together with the KULT-UR-INSTITUT for Interdisciplinary Research and in cooperation with my late friend and colleague Prof. Dr. Harald Brost (Institute for Light, Colour and Room). In the process we were able to confirm important results of the research by Johann Wolfgang von Goethe, Johannes Itten, Prof. Max Lüscher, Heinrich Frieling, Warden, Flynn and other colour researchers to an unexpected extent and prove these results scientifically.


 “The Power of The Colours” affects all areas of private and social life and is subject to permanent control and updating by daily practical experience. For example, we all saw how the world was shaken by the attack of September 11th 2001 and we witnessed how the colour fashion in the free democratic world in West and East (!) changed from red to blue in the colouring choice of numerous products, most notably in the automobile industry. Apparently, the current emotion and awareness matrix of the mobile and global society is blue. Companies, whose Corporate Identity and Corporate Design was already designed in blue, experienced disproportionate increase of competence, boost of sales and profits, surpassing the average limits of growth. In many areas ranging from sports to TV news stations blue is seen as a warranty of faithfulness similar to the UN blue helmets and the blue uniform of the “Eurocops”. Blue stands for quality of life, freedom and contentment and has become the favourite colour of all modern people from Tokyo to Berlin and New York. The secret seems to be the variety of hues. Each individual can find their own favourite blue.


 Orange – the natural vivid, sparkling counterpart of the rather calm blue – has lived up to its role as a sensual and bodily oriented popular figure. Let’s remember the Orange Revolution in the Ukraine – a laughing female rock singer with lots of sex appeal became the icon for the revolution. Or the German chancellor Angela Merkel who changed her image in the campaign and was elected in an orange costume. After the election Merkel returned to the usual strict, self distancing black which is the traditional colour choice of the conservative Christian clientele. So, orange can be used for sudden changes, at least temporarily. We see more and more orange flags waving all over the world, they have already become an international symbol for a peaceful paradigm shift. With orange things can be put in motion, you can change behaviour in a likeable way, but with blue you can rule for a long time because blue represents the longing for order, fidelity and reliability and a last resort.


 Both colours seem to require each other. That is why in many sports they are an ideal combination of colours for winner type jerseys. Of course, it’s not the colours but the performance of the team who decides if sports or politics are successful in the long run, the colours only underline the effort.


 Wherever we look – ADS or Indigo children, the violet Milka cow (German chocolate commercial), Greenpeace, the Mediterranean design of the Pope’s home, women power, colours of carpets, the yellow sunglasses of the hip smiley generation, jersey colours at the FIFA World Cup, the Tour de France or the new design of an office – the power of the colours is visibly acting everywhere under strict rules and with predictable regularity. And: the power can be used intentionally. To re-emphasize its role: “The Power of the Colours” was not written as a commentary to certain events, quite the opposite is true: events happened and proved the prior statements.


 Unsurprisingly, national and international media took notice over the time and focused on specific phenomena of the colour psychology. The book became a long time bestseller, it was translated into many languages (most recently into Russian, Chinese and Korean) and was covered by many radio and television features (Terra X, ZDF). It’s high time that all the information about colour psychology is made available in the English-speaking areas.


 At first you may be surprised about our decision to go without illustrations. But soon you will realise that in this case nice pictures are indeed unnecessary because the best pictures are always created in your own mind. This book invites you to an expedition and you are challenged to see new images, to identify ancient patterns and to realise unforeseen correlations. If this happens, I made my small contribution to widen our horizon.


 
 Harald Braem


 Nierstein 2020


  




   


  The Power of the Colours


 
 Whatever we do – when we decide on a new car or a new dress, when we shop in a supermarket or furnish our home, when we orient ourselves quickly in traffic situations or leisurely watch a photo book or when we choose a proper Christmas gift – we are always dealing with the secret power of the colours. Colours influence, check and control our whole thinking, feeling and acting in a very effective and lasting way. This happens even more when we pay the least attention.


 Can we accept this statement? Aren’t colours something very personal and subject to individual taste as well as fashion? Isn’t it true that each person reacts to colour in a different way and depending on the situation?


 Of course, the subjective sense plays an important role. Also the personal taste, appeal and rejection, imitative instinct and deliberate distance thereof, personal touch and fashion. But if we believe that this is covers the issue, we mix up cause and effect. We would only discuss the surface and manifestations and thus we only scratch the surface of a phenomenon which has much more depth and roots back into the olden times of humankind.


 We call such characteristics “archetypical”, we could also speak of “ancestral imprints”. A lot of research about this issue has been done in the field of depth psychology (mainly by C.C. Jung) which unearthed some astonishing connections. When we are born we do not start from scratch as a “blank sheet” waiting to be “written on” by society and environment. No, inside of us, in the genetic code of our cells and in the old centres of our brain, we carry relics of the collective memory of the whole mankind which shows in behaviour patterns and reflexes, in structures of our thinking, in images and dreams.


 The colours are such ancestral imprints, too. More precisely: the feelings that had been once identified with a colour and the qualities of cultural impression which have been allocated to the colours in the course of time.


 For those who think that this sounds all very theoretical, I want to present a few examples which will immediately explain what we are talking about and will show how the effect of the colours is interwoven with biological-chemical-physical and psychic-mental processes in our body.


 
 Example 1: The Matchbox Test


 
 Make sure that nobody watches when you prepare the matchbox for the test as follows: empty the box and write the words hammer, violin/guitar, red on the inside of the box. Put the matches back into the box to give it the right weight and make it rattle in the usual way. Tell the test person that “this test is meant to test the concentration and skilfulness is of vital importance.”


 Take the matchbox between thumb and index finger of your left hand, perform a rotational movement with your hand and take over the box with the thumb and index finger of your right hand. Each time you rotate and take over the box count out loud the rotation.


 That looks very simple and actually, it is simple. But you tell your test partner that you do not believe that he is able to rotate the box smoothly and regularly and keep counting out loud.


 Of course, your test partner will disagree. Let him demonstrate how he can do it. Lo and behold – it works. Now you tell him the following: “Okay, that works fine for now. But I doubt that you are really able to focus. I am going to ask you a couple of questions you should answer spontaneously without thinking twice. They are no real questions, I just toss a catchword at you and you answer just as quickly with a word that comes to your mind. You will see how soon you forget about rotating and counting.”


 Now the test person will protest and will try hard to prove his ability to keep focussed. Let him count to six or seven and then ask very suddenly. “tool”? In almost 90% of all cases the test person will answer “hammer”. Sometimes, in very few cases, the answer will be “pliers”. Let the test person continue to rotate. When the counting comes to twelve or thirteen you ask “musical instrument?”


 Again the answer will come spontaneously “violin” For younger test persons the answer may be “guitar”, though. In the 60s and early 70s we could expect 90% of the answers to be violin. Over the years this changed, so that today 60% of the answers is violin and about 40% guitar. Other instruments are named only very rarely and only if the test person plays that instrument or if it is very important for him for some other reason.


 The answer to the third sudden question “colour?”, which should be asked when the person is counting twenty or twenty one, is mostly “red” (about 80%) or sometimes “blue” (about 20%). Other colours are almost never chosen.


 Thank the test person for taking the test, take the match box, throw out the matches and let the test person read out the prewritten result. People will be perplexed by this test, the surprise effect is on your side.


 What happened in the test?


 It’s very simple: The busier people are dealing with external things (here: focussing on rotating and counting), the less they are able to control the subconscious. “Archetypical” concepts emerge from the primordial pool of feelings, symbols and images which is the subconscious. The answers in the test are not reflected but they are readily available, recallable programmes like instincts. Since the hand axe was invented the hammer always was the Number 1 tool and is closely connected with the history of mankind. Violin and guitar are (at least in our culture) the most popular instruments and Red is the oldest colour.


 The oldest colour? What is that supposed to mean? Did not all colours exist from the beginning? At this point we do not answer this question. We will elaborate in the chapter “The Colour Red”.


 
 Example 2: The Heart


 
 Give any random test person a selection of coloured crayons, felt tip pens or paints and ask them to paint a heart. It will always be a red heart, never a blue, yellow or green one.


 Red hearts are common, we are used to them? Correct. But please carry out the same test with infants who have never seen anything about anatomy, transplantation, heart medication or love symbols. Without hesitating for a second they will pick the red colour.


 Of course, this is no “primordial knowledge”. Their mothers or fathers once showed it to them. But one glance was enough to rediscover the “primordial programme”. This always reminds me of the kittens whose mother house-trains them in virtually no time by setting a drastic example. One “demonstration” is enough to implement the primordial programme of all cats.


 
 Example 3: The Strange Cases


 
 A carrier in the USA was surprised about the fact that on some days his workers complained more and became exhausted much earlier than on other days. When he looked into the matter, he found out that on these days the workers had to carry dark cases, exclusively. Astoundingly, the weight of the cases was identical with the weight of lighter coloured cases which had to be carried on other days.


 Hallucination, Autosuggestion?


 The American psychologists Warden and Flynn studied this phenomenon and had people estimate the weight of cases which had the same weight but different colours.


 Instead of using relatively well known and “learnable” measures (i.e. one pound or one kilo) they used an “abstract” and irreproducible unit, a three- pound case.


 The result sounds incredible: each colour weighs differently.


 
 The result:


  

	 White (as default value)


 

 	 3.0 pounds


 




 
	 Yellow (estimated)


 

 	 3.5 pounds


 




 
	 Green


 

 	 4.1 pounds


 




 
	 Blue


 

 	 4.7 pounds


 




 
	 Grey


 

 	 4.8 pounds


 




 
	 Red


 

 	 4.9 pounds


 




 
	 Black (almost duplicated)


 

 	 5.8 pounds


 




 




 
 It’s obvious that these results could not remain a secret and were not meant to remain a secret – quite the contrary: the industry picked up the idea enthusiastically and used it successfully – the simple choice of the right colour saves them all the common tricks like double bottoms and deceptive packages whose blown up the volume is designed to conceal the lack of content. A dark package of the same size and weight as a lighter coloured package gives an impression of being more compact, more concentrated, more massive and as such more valuable.


 
 These days, every graphic and design student learns at an early stage how a purposeful colouring can manipulate not only weight but also taste, smell, consistency, quality, shelf life and freshness etc. They also learn how a combination of the right colours can change things, e.g. can turn big into smaller, heavy into lighter, bitter into sweet etc.


 
 Are colours hidden persuaders?


 
 They are much more than that! Colours do have a direct and massive impact on biochemical and biophysical processes in the human body which is largely uncontrolled by logical thought and reasoning. Hence colours influence the heart beat, pulse and breathing rate, they lower or raise the blood pressure, let wounds heal faster or slower, generate heat, coldness, hunger, thirst, ease, anxiety and aggression.


 Nowadays most physicians and hospitals know about these things and take them into account in therapies. Designers, architects and interior designers have to consider such basic facts.


 The following comparison of the colours red and blue shows the different influence the two colours have on the human body in order to illustrate what has been said.


 
 Example 4: The Red-Blue Contrast


  


  

	Red

 	Blue




 
	breathing faster

 	breathing slower




 
	pulse quickens and blood pressure rises

 	pulse slows down and blood pressure falls




 
	heart beat sped up

 	heart beat slowed




 




 
 All in all these facts mean: the sight of red colour excites and activates body functions while blue calms them down. This phenomenon becomes even more evident in tests to measure the individual sensation of cold and heat. The perception of cold and warm varies up to 13 °C.


 
 Example 5: Sensation of Cold and Heat


 
 In a room which is painted with teal colours people already sense cold at 15 °C while in a room with orange colours coldness is only perceived at 2 °C. A completely new aspect in the field of energy saving!


 All joking aside, popular sayings reflect clearly and strikingly that people are aware of these facts and backgrounds. Ice is commonly used as a synonym for blue and fire for red. Words like ice-blue and blazing red make it very evident and almost let us feel it physically which features man always allocated to the colours.


 
 Let us sum up:


 Talking about colours and the effect of colours is not a matter of taste which is open to discussion although on the surface it seems to be just that for each individual case. In fact, colours are “visualized feelings” (“visualisierte Gefühle” according to Prof. Max Lüscher, the inventor of the well known Lüscher Colour Test). Even more: colours are intimately connected with archetypical, i.e. prehistoric experiences of mankind and cause clearly perceivable and measurable conditions.


 The extremely important role colours play as a signal, design element, behaviour control element and manipulation element becomes evident when we remember that about 80% of all information are visual. The world is not just colourful – it uses the colours to organise and control its own meaning for man.


 This book, which is deliberately not designed to be another textbook for chromatics, will not focus on theory but rather on discernible and “sensible” practice. As a popular scientific storybook the book resorts to the amateur wanting to make the “secret power of the colours” transparent for him. Therefore, instead of discussing complicated physical issues we will venture a look behind the curtains of the psyche. We will make an effort to approach prehistoric “primordial situations” in order to find out why people responded to different colours in the same particular way that is basically unchanged today.


 In this book we will address cultural situations as well as historical events which caused fashion (i.e. deliberate imitation). We will also take a look at the vernacular language which functions like a seismograph in many respects.


 Associations will be permitted as well as contradictions because to me nothing seems to be more restricting and detrimental for the expansion of consciousness than streamlined fundamental laws that have to be believed or – even worse – have to be learnt by heart.


 No – life and gaining experience are flowing processes where detours and digressions should not only be useful but explicitly desired. If we want results which are mature and evolved over time, we should look at the most possible facets and aspects of a matter from all possible different angles.


 After all, if science is supposed to be colourful and conspicuous, we need a fair amount of fantasy and the willingness to be fascinated or else science will be just grey theory as the proverb says (Grau, teurer Freund, ist alle Theorie – Goethe: Faust, line 2038)


 But we are dealing with a “colourful” science in the literal sense. This science is very much alive for us because we are dealing with it at every turn in our normal course of life.


 If this book helps to sharpen the view for colours and to make us more sensitive and more aware of the significance of colours, it will have achieved its aim.


 On this note I wish you a lot of curiosity and fun and may you find some useful information in this collection of evidence in the case of colours.


  




   


  It is a matter of personal taste – but how personal is our taste?


 
 The first response of most people who hear about the psychology of colours for the first time is: “this is all very interesting but it does not apply to me, I have my own personal taste.” Such replies sound awkwardly like the stereotypical statements we are told all the time: “This may be true for the masses but I am an individualist and my mind works in a very different way.”


 Or: “it’s the masses who respond to advertisement but not me.”


 It’s interesting to see how overestimation of one’s own capabilities underlies such statements. Apparently people think of themselves as a unique, completely self-contained individual who is totally autonomous and resistant against any influence – quite in contrast to the manipulated masses. Individuality is “in”, the masses are looked down upon, and they display the kind of uncritical behaviour the individualist does not want to be identified with.


 However, since most people think that way we are dealing with a multitude of people who all think they are individualists and agree on this assessment galore thus generating a mass, after all.


 Of course a personal taste does exist but we can safely assume that our taste is not unique in the world but it coincides with the “personal” taste of a multitude of other people much more often than we care to admit in our quest for individuality.


 Tests and extensive polls show clearly reveal this misconception and put the myth “personal taste” into perspective showing that it’s in fact the taste of a specific social group.


 Also we have to ask what this so called “personal taste” is supposed to be. When we analyze its origin we will soon find out that personal taste is a hybrid evolving from a variety of already existing factors and imprints and is only mistaken for individualism.


 The “normal” person is unaware of these factors. Let us analyze the “personal taste” systematically:


 First of all there is fashion, the social taste or, rather: the social orientation of specific clearly identifiable interest groups in the society. The “personal taste” develops through interaction with this social taste by approving or rejecting what others are doing. Very often the “personal” aspect is already reduced to a mixture of various elements from various fashion styles.


 But how does fashion come about? Fashion also does not fall from the sky but is a continuation, rejection or renewal of previously existing social taste and its hybrid forms.


 Each fashion is based upon a certain conscious or unconscious symbolism which has formed over the time in a quasi historic process. Much of this symbolism, mainly the origin and history of particular symbols lies in the dark for us today, maybe it emanates from the collective subconscious, the mysterious reservoir of all the archaic fears and dreams of mankind as well as fairy tales, legends and myths.


 We can assume that all the concepts and sensations in the collective subconscious stem from primordial experiences.


 Such primordial experiences are called primordial engrams, primordial impressions or archetypical situations. If you want to go back to their roots it’s not enough to have knowledge of history, social science and psychology, you also need a considerable psychohistorical intuition.


 When we find the origin we realise that we do not embody something new but we are simply the latest link in a chain that has been beaded through millions of years.


 With regard to colours and their effect on human beings we come across other facts that disenchant the magic formula “personal taste” – namely the physiological conditionality, that is to say physical reactions which are caused by the biological compound of a human being and have precious little to do with individual opinion or taste. We will address the physiological effect of the colours in each chapter and take a closer look at the medical aspect of the physiological effect in the chapter “Healing with Colours”.


 In a nutshell we can say that colours are in fact – as Lüscher calls it – “visualized emotions” or to put it more profane: stimulus perceptions of the nervous system which have a pleasant or unpleasant effects depending on the disposition of the individual. Colours are like resonance forces which prompts people to “resonate”. The ability to “resonate”, the extent to which this ability to resonate is favoured or inhibited or even blocked – that is how people actually differ from each other in principle, this is how their emotional state and in the end even their illnesses manifest themselves.

OEBPS/Images/504947-The-Power_600.jpg
*’PUWER £ COLOURS

e Mea\lng & Symbolism






OEBPS/Images/logo_xinxii.jpg
XinXii





OEBPS/Images/picture0.jpg
EILVIETK

Biicher & eBooks





