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Abstract: The paper presents the direct interconnection between color, design and psychol-
ogy on the basis of theoretical and historical analysis. It describes the peculiarities of how people
perceive color. In the paper some of the historical details concerning the way our ancestors used
color are presented and the modern scientific discoveries in the field of psychology, which give the
evidence of the great psychological, emotional and physical influence of color on a person are
shown as well. The paper discloses some design features related to this effect, i.e. modern designers
use peculiarities of color perception, for example, in the design of advertising by sending certain
signals to the potential buyer, to choose a particular product. The significance of the primary colors
used in advertising design (red, yellow, green, blue, brown, black) is stated briefly. The paper sum-
marizes the results of the work carried out in this regard.
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Color is an integral part of our lives. Color surrounds us everywhere. People can like or dis-
like it. It can attract or, on the contrary, repel us. Why does a person strive for harmony in the color-
ing of his house, household items and clothing? Is there a connection between the color of the walls
and the mood of the person who is in the room?

Color is one of the qualities of the world of objects. And this quality is perceived as a visual
sensation. People assign different colors of certain objects in the process of visual perception and
may have a different perception of colors. Perception affects psychophysiological state of the ob-
server, a complex of physiological, cultural and social factors. In the hour of danger the perception
is exacerbated and amplified, reduced and mitigated by fatigue.

Since ancient times humanity applies colors for emphasizing their creative work. This is ev-
idenced by prehistoric cave paintings, colorful ziggurats layers of Assyria, painted temples and stat-
ues of ancient Greece and more. The color of everyday objects, monuments of the past centuries of
clothing can help to explore the emotional and mental state of the disappeared people. For example,
in ancient Egypt, people experienced the delight and admiration of the variety of color forms. In
Europe, a lot of bright mosaics of Rome and Byzantium were created during the heyday of Christi-
anity. The mosaics can be traced to an unusual attitude, a special thrill to the color, as each piece of
color passed its individual story, evoked certain emotions. We can find a very sophisticated and
extensive range of colors in the Irish miniatures, written by monks. Different color combinations of
warm and cold shades cause a certain emotional effect.

At the present time the practice of color is starting to have a clear structure. Physics, optics,
psychology prove that color has a certain influence on the person. The color value is huge. With its
help you can manage a person, manipulate their mental state, evoke certain emotions, and help to
make the choice. The choice in favor of one or another product can also be forced by colors. Color
helps to sell. Professional artists and designers are well aware of this. Thus, color is a versatile tool
which is a manipulator in selling absolutely any product. Using this knowledge on colors impact
you can call the desired association, such as physical softness, hardness, heat, cold, light, pressure,
roughness, taunt. Emotional associations being vigor, excitement, tragedy, indifference can be
evoked as well. The combination of these components will lead to the desired result. Feelings and
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emotions connected with the object or phenomenon are directly or indirectly associated with color.
Numerous studies have been conducted to determine which reactions are caused by colors.

1. The reaction will be more stable if the color is cleaner and brighter.

2. Ifthe color is bright and sophisticated, the reaction will be less intense.

3. The most unambiguous associations are the ones with heat, weight.

4. The controversial associations are olfactory, tactile, and gustatory.

5. Yellow and green cause a variety of associations.

Evidence of color perception can be traced in advertising design. The main colors used in
advertising design are red, yellow, green, blue, brown, black.

Red is one of the strongest colors, which implies passion and even aggression. The most
well-known companies use red color in their brands. It's their call, a statement on the force, action,
success. This color is inconsistent. It can cause both positive and negative emotions, inspire, moti-
vate or irritate, cause anger. Therefore, you must be very careful and wary of the red color. Red is
usually associated with fire, passion, energy, love, blood, but in large quantities with danger, warn-
ing, excitement. You can use red when operating the following products: articles of masculinity
(shower gel, car accessories, cigarettes), impulse buying items (chocolate candies), subjects on
which you want to focus (firefighting equipment, etc.)

Yellow color is one of the warmest and cheerful colors. Many people associate yellow with
heat, sun, gold. It is the color carrying happiness, joy and optimism, evoking a smile. However,
shades of "screaming™ colors cannot be abused. It can be annoying and lead to irritation, associated
with treachery, betrayal, deceit or various diseases. All of these values are formed over the centu-
ries. For example, in ancient China, yellow color meant wisdom and knowledge, even the privilege,
only emperor could wear clothes of this color. But during the Middle Ages the plague-infected
houses were marked with yellow. But it was all in the past, and now it is used in advertising and
design. Its brightness can attract attention; it is used for a variety of packages, flyers, and even road
signs.

Green color is the color of innovation, life, growth, greenery. It has a positive effect on hu-
man health, it calm down and relaxes the eyes. It has both positive nature of spring, tranquility,
medicine, money, generosity, and negative associations - unpreparedness, jealousy, bad luck, mo-
notony. You can apply it to a variety of products; it is the best to clean. The history of green color is
connected with one interesting fact. Almost the whole world trusts this safety color, safety of the
bank, for example, savings bank, road safety. In France it is the color of crime, in China it repre-
sents exile and betrayal.

Blue color stands for something calm, cool, such as the sky, the wind, the sea. The blue col-
or is used by many successful companies, it is associated with reliability, responsibility, creativity,
instills a sense of trust. It soothes, removes the fear and anxiety, and helps to concentrate. It is inter-
esting that blue suppresses hunger, people who keep a diet, try to surround themselves with the
dishes of this particular color. Also blue has a negative impact, such as anxiety and depression.

Brown color represents stability, restraint, but at the same time, it is the color of heat and
comfort. It is associated with fertile soil, trees, hot chocolate and a warm blanket, and with the au-
tumn tree. It symbolizes friendship, perseverance, persistence, patience, constancy. Brown has al-
ways been a noble color; just think of the brown wooden furniture, it is relevant now.

Black color is colorless. It can emphasize any color or completely absorb it. Black evolves
different images: night, darkness, silence, infinity, elegance, exclusivity, mystique, mystery, ele-
gance, refinement, and many others. Authority, wisdom and gentility are applied to black color. It
has different meanings in various cultures: in Europe, it is the color of evil, grief, sorrow, while in
the East it symbolizes a happy family union, love, and peace. Black is very advantageous to use for
expensive things, expensive advertising of alcohol, cigarettes, cars and any other goods with the
meaning "elite".
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Thus, it can be argued that the color has a great influence, people are affected by color much
more than it seems. Science-based application of color in design increases its functional and figura-
tive expression, helps a person to make a choice, and helps to make certain decisions. This must be
considered when developing any design.
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Abstract. Spiral form combines symmetry and the golden ratio, with visual perception, it causes a
feeling of harmony. The basis of many forms of beauty created by nature, is a spiral. This article discusses
types of coils - from the simplest to the most complex, are found in the world around us.
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BBenenme. Ilon cnupanpio MOHUMAIOT IUIOCKYKO KPUBYIO JMHHIO, MHOTOKPATHO O0XO[s-
Y0 OJHY M3 TOYEK Ha MJIOCKOCTH, Ha3biBacMyro mojawocoM croupaiu. «EADEM MUTATA
RESURGO» - «u3MeHEHHas, 1 BHOBb BOCKPECAI0», CBUACTEIBLCTBYET O TOM, UYTO CIUpasIb 00Oaga-
€T 3aMeYaTeIbHbIM CBOWCTBOM BOCCTAHABIMBAThH CBOIO (hOopMy MOCIe pa3IuUHbIX PeoOpa30oBaHUA.
dopma cupaial coyeTaeT B ce0e CUMMETPHIO M 30JI0TO€ CEYCHHE, MPH 3PUTEILHOM BOCIPHUSTHH
OHA BBI3BIBAET OUIYIIEHHE TAaPMOHHU M KPacoThl. PaKOBHMHBI MOPCKUX >KMBOTHBIX MOTYT PacTu
JUIIb B OJIHOM HampaBjieHUH. YTOObI HE CIMIIKOM BBITATUBATHCS B UIMHY, UM HPUXOJUTCS CKpPY-
YUBATHCS, IPUUEM KaXKJIblil CIeIyIoIUi BUTOK MOJ00CH MpeablayleMy. A Takoi pOCT MOXKET CO-
BEPIIATHCS JIHIIIb 10 JIorapu(MHUECKOM CriMpalii Win ee aHaigoram [1].

Cnupayn. 3Havyenue cumMBoJIa. Ciupalib — BECbMa CI0KHBIA CUMBOJI, KOTOPBIA UCHOJIb30-
BAJICA CO BPEMEH MaJICOJUTA. DTOT CUMBOJ MOIYYHJ LIMPOKOE PacCIpOCTpaHEHHUE €Ille Ha 3ape ue-
noBevecTBa. CrneAyeT TakkKe OTMETHUTbh, YTO 3HAK CHUPAU (a 3HAYUT, U 3MEU) — ITO TAKKE 3HAK
yparana, mropma. CornacHo THOETCKUM MU(]aM 0 COTBOPEHUH MHpPA, B MU3HAYAIBHON MYCTOTE 3a-
POAMIICS ITOPM, KOTOPBIM HANOJHIII BOJION MepBOHAYANbHBIN OkeaH. Betep ke cOui BoAy B 3eM-
10, KaK MOJIOKO cOMBaroT B Macio. MTak, cniupans — 310 00pa3 xu3Hu. [logo6HO Kpyry, cniupanib
CBSI3BIBAETCS C 00pa3oM OECKOHEYHOCTH W BOILIOMIAET UIEH Pa3BUTHS, HETIPEPHIBHOCTH, KOCMHYE-
CKUX pUTMOB. B Mudomnostudeckoii cuctemMe COOTBETCTBUH OHA CTOUT B OJHOM PSy C TaKUMH
oOBbeKTaMU W SIBICHUSMH, KaK JyHa, 3Mes, MOJHHUSA, BOJA, IJIOJOPOAME, POKIEHHUE, 3arpoOHas
KU3Hb, U YaCTO UCIIOJIb3YEeTCs] B OPHAMEHTAJIBHON U U300pa3uTenbHOl Tpaauiuu. Cnupans sBiIseT
co0oii cxemaTHueCKuil 00pa3 IBOJIOIUHU BCEICHHOM. DTa Qurypa BeIpakaeT IMHAMUYECKUIN acTieKT
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