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If your company’s marketing materials need full color 
photographs for impact, consider using stock photos as a 
source. Stock photos are photographs that have been taken by 
professional photographers and assembled into a collection, 
usually on a specific topic. For example, a stock photo collection 
of nature might include outdoor scenery, close-ups of flowers, and 
photos depicting scenes of spring, summer, fall and winter. Once 
purchased, the individual images or collections are royalty-free.

Stock photo images cover a wide range of subject matter suitable
for business or personal use as well as graphic effects like textures

and finishes. Stock photos can be purchased individually and 
immediately downloaded for use, ready to drop into your 
document or publication.

If you aren’t familiar with stock photography sites, check out
iStock Photo, Shutterstock, Fotosearch, Veer, Fotolia, stock.
xchng (owned by Getty Images), Corbis and Getty Images.  
All offer watermarked images for download prior to purchase.

The psychology of color is the study of emotional response to 
color and has become an important consideration in advertising 
and product design. In fact, color is so important in branding 
that in 1985 the U.S. Supreme Court ruled that colors can 
sometimes be a trademark-eligible designation of origin.

Color psychology 
How an individual reacts to color is influenced by culture, ethnicity, 
gender and age as well as the specific shade of the color. Kate 
Smith, CMG, CfYH, a recognized color expert and the founder 
and contributing editor of www.sensationalcolor.        explains 
the general responses to color for people in the Western 
Hemisphere in her article A Glimpse into the Meaning, 
Symbolism and Psychology of Color. According to Kate, the 
responses are based on research, historical significance of color 
and word association studies. Here is Kate’s analysis:

	 • 	Red has more personal associations than any other color. Recognized as a stimulant, 		
		  red is inherently exciting and the amount of red is directly related to the level of energy 
 		  perceived. Red draws attention, and a keen use of red as an accent can immediately 		
		  focus attention on a particular element.

	 • 	Orange, a close relative of red, sparks more controversy than any other hue. There is 
 		  usually strong positive or negative association to orange and true orange generally 		
	 	 elicits a stronger “love it” or “hate it” response than other colors. Fun and flamboyant 	
		  orange radiates warmth and energy.

	 • 	Yellow shines with optimism, enlightenment, and happiness. Shades of golden yellow 
 		  carry the promise of a positive future. Yellow will advance from surrounding colors and 
 		  instill optimism and energy, as well as spark creative thoughts.

	 • 	Green occupies more space in the spectrum visible to the human eye than most colors, 	
		  and is second only to blue as a favorite color. Green is the pervasive color in the 		
		  natural world, making it an ideal backdrop in interior design because we are so used to 	
		  seeing it everywhere.

	 • 	Blue is the overwhelming “favorite color.” Blue is seen as trustworthy, dependable, 		
		  and committed. The color of ocean and sky, blue is perceived as a constant in our lives. 	
		  As the collective color of the spirit, it invokes rest and can cause the body to produce 		
		  chemicals that are calming; however, not all blues are serene and sedate. Electric or 
 		  brilliant blues become dynamic and dramatic – an engaging color that expresses 		
		  exhilaration. Some shades of blue may come across as cold or uncaring.

	 • 	Purple embodies the balance of red’s stimulation and blue’s calm. This dichotomy can 	
	 	 cause unrest or uneasiness unless the undertone is clearly defined, at which point the 	 	
		  purple takes on the characteristics of its undertone. With a sense of mystic and royal 
		  qualities, purple is a color often well-liked by very creative or eccentric types and is 		
		  the favorite color of adolescent girls.

	 •	Pink can be youthful, fun, and exciting, and some have the same high energy as red; 		
		  they are sensual and passionate without being too aggressive. Toning down the passion
		  of red with the purity of white results in the softer pinks that are associated with 		
		  romance and the blush of a young woman’s cheeks. It’s not surprising that when giving 	
	 	 or receiving flowers, pink blossoms are a favorite. Pink is the color of happiness and is 
 		  sometimes seen as lighthearted. For women who are often overworked and overburdened,
		  an attraction to pink may speak of a desire for the more carefree days of childhood.

	 •	Brown says stability, reliability, and approachability. It is the color of our earth and is 	
		  associated with all things natural or organic.

	 •	Gray is the color of intellect, knowledge, and wisdom. It is perceived as long-lasting, 	
	 	 classic, and often as sleek or refined. It is a color that is dignified, conservative, and
		  carries authority. Gray is controlled and inconspicuous and is considered a color of 
		  compromise, perhaps because it sits between the extremes of black and white. Gray is 	
		  a perfect neutral, which is why designers often use it as a background color.

	 •	Black is authoritative and powerful; because black can evoke strong emotions, too 		
		  much can be overwhelming. Black represents a lack of color, the primordial void,
		  emptiness. It is a classic color for clothing, possibly because it makes the wearer 		
		  appear thinner and more sophisticated.

	 •	White projects purity, cleanliness, and neutrality. Doctors don white coats, brides 		
		  traditionally wear white gowns, and a white picket fence surrounds a safe and happy 		
		  home. 

Invoking human emotion to sell a product or service is not new. 
Just be sure you consider the psychology of color and its likely 
effect on the audience.

After a couple of months vacation Printips is back! Truth be told, Lauren (my 
ever steady Project Manager) delivered her daughter in July and I’ve been 
helping fill in during the past 12 weeks. We’re sure happy to see her back but 
more importantly, we’re happy for her and her husband and their brand new 
healthy baby girl! Next week we start cross-training little Addison so she can 
step in when her mom retires 

Next big news …on 10/19 my wife Sue and I head to 
Tuscany, Italy for 12 days. We’ve been dreaming of 
this trip for a long time and now that the time is here, 
it’s almost surreal.This was originally a 50th birthday 
(and she just turned 54) gift from me to her but the 
economic climate 2008 was not exactly fuzzy and 
warm so we put the trip on hold. Business still isn’t 

what it used to be but it’s improving and besides, life  is too short to not celebrate 
this occasion.

The quite startling part about this trip – for anyone who knows Sue – is that 
we’ll be cycling around Italy rather than her usual preference of lounging by a 
pool, on a beach, or driving to sight see. That she agreed to bike her way around 
Tuscany is both a tribute to her sense of adventure and also her affection for 
me, as she knows how much I like to ride a bike. I’m also sure her motivation 
to bike has nothing to do with burning enough calories during the day to enjoy 
countless gelato stops and sumptuous Italian meals! Works for me! Works for 
her! Win-win!

So how have we prepared for 6 days of cycling at 25+ miles per day? While I 
distance bike a lot, not so much for Sue, so she needed goals – both long term 
(the trip), and short term (for the training ride destination), like a soft-serve 
cone half way into a ride (this is the gelato part of the training). It’s been several 
months of endurance and distance training. For Sue, fashion plays an influential 
part in many endeavors. Not only is it important to feel good but also to look 
good at all times, which I’ll never disagree with     So the cycling clothes have 
been key for her. The right colors, the right fit, the right materials, the right look. 
Fortunately for this sport, the fashion not only serves an aesthetic role, but also 
a functional role. From padded shorts, to gel-palmed gloves, to lively-colored 
jerseys to help motorists notice, and just the right shoes, all serve both form and 
function. The only rub is the helmet that messes up the hair. But… safety first!

Tackling hills make a rider stronger but can be humbling at the same time. The 
first few weeks hills were not Sue’s friend (at least the uphill kind). More than 
once she would get part way up and have to get off and walk her bike to the top. 
But like I said… hills make a rider stronger. It wasn’t long before the walking 
disappeared, replaced with a steady and relentless cadence to each peak. Bravo, 
or in Italian, Brava! Or, was it the creemee stand at the top of the hill that pulled 
her up like a ski slope tow rope? Doesn’t matter, she’s conquering hills she never 
dreamed of climbing and peaking at just the right time for the hills of Tuscany. 
I’m proud of her.

We’re ready for our trip and I’ll tell you all about it next month!

Ciao!

the IDEA corner

Prepping for Italy

Additive primary colors: the primary colors of light – red,
green and blue -- from which all other colors can be made.

Analogous color: colors that are next to each other on the
color wheel, share the same undertones, and harmonize
when placed next to each other.

Brightness: the degree to which a color sample appears  
to reflect light.

Chroma: the intensity, purity, clarity or saturation of a color.  
Measured by how far it departs from grayness.

Colorants: materials used to produce color, such as dyes, inks,  
pigments, toners, or phosphors.

Color wheel: representation of both the primary and secondary
colors of visible light.

Complementary color: colors that are opposite each other on the 
color wheel. When placed side-by-side, complementary colors 
make each appear brighter.

Hue: the relative position of the color on the color wheel;
its color family.

Monochromatic color: all the tints, tones and shades of a
single hue.

Primary colors: the colors from which all other colors can
be made. The primary colors of light are red, green, and
blue (additive primaries). The primary colors of pigments
are cyan, magenta, and yellow (subtractive primaries).

Subtractive primary colors: the primary colors of pigments
-- cyan, magenta, and yellow – from which all other
subtractive colors can be made.

Value: the lightness or reflectivity of color. Measured against a 
gray scale of white at the top and black at the bottom.

Visible spectrum: the portion of the electromagnetic spectrum
that is visible to the human eye. Also called color spectrum.

Tips & Tricks
In Opticks, Sir Isaac Newton organized a color wheel or color
circle to show the relationship between the colors in the visible
spectrum (violet, blue, green, yellow, orange, red). Most color 
wheels have twelve main divisions: three primary colors, three 
secondary colors, and six intermediate or tertiary colors (formed 
by mixing a primary with a secondary).

	 •	An artist’s color wheel is based on the primary colors of blue, red and yellow; 
 		  secondary colors of green, orange and violet; and tertiary colors of red-orange, 		
		  red-violet, yellow-orange, yellow-green, blue-violet and blue-green.
	 •	An additive color wheel is based on primary colors of red, green and blue 		
		  (RGB) with secondary colors of cyan (blue), magenta and yellow. Taken 		
		  together, all the colors of the additive color wheel produce white.

	 •	A subtractive color wheel is based on primary colors of cyan, magenta and 
		  yellow with secondary colors of red, green and blue. Taken together, all the 
		  colors of the subtractive color wheel produce black. 

On the color wheel, colors are either analogous or complementary. 
Analogous colors are those that appear next to each other on a 
color wheel and share the same undertones. Red, red-orange and 
orange are examples of analogous colors. Complementary colors 
appear across from each other on a color wheel; red and green are 
complementary colors.

Analogous colors harmonize and so appear calming; 
complementary colors appear brighter and so appear more 
exciting. Some complementary colors (such as red and green) can 
even seem to vibrate when placed next to each other.
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