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ABSTRACT

Colour plays a part in strategic decisions related to brand communication and differentia-
tion; it is central to creating and sustaining corporate image, it can stimulate emotional and 
FRJQLWLYH�FRQVXPHU�UHVSRQVHV�DQG�LQÀXHQFH�SHUVXDVLYHQHVV��+HDOWKFDUH�ORJRV�UHSUHVHQW�SDU-
ticular companies or brands and can carry forward messages for the respective companies 
or brands. In this work an overview of the general understanding of colour in brand logos 
and for the healthcare logos is carried out. Cluster analysis is used to identify the colours 
WKDW�DUH�XVHG�LQ�8.�KHDOWKFDUH�EUDQGV��)RU�FROG��FRXJK�DQG�ÀX�SURGXFWV��LQ�SDUWLFXODU��WKH�
WHQ�PRVW�SUHYDOHQW�FRORXUV�XVHG�ZHUH�LGHQWL¿HG�DQG�WKHLU�DELOLW\�WR�UHSUHVHQW�FRQFHSWV�WKDW�
ZHUH�LGHQWL¿HG�E\�FRQVXPHUV�DV�LPSRUWDQW�ZDV�H[SORUHG��*HQHUDOO\��WKH�FRORXUV�ZHUH�IRXQG�
to represent the concepts with the orange, dark blue and bluish green colours being particu-
larly effective. Other colours (yellow, blue and red) were less effective and resulted in more 
varied responses from the participants and the poorest scores were found for black and pink.

1. INTRODUCTION

Logos are designed for a company, product or service to create recognition to make audienc-
es feel safe and trusting of a particular company (River 2003). Especially, corporate brand 
logos have a great impact and meaning to present their brand identities that become a visual 
language to communicate with the consumers (Lupton 1996). Marketing research indicates 
that colour is the largest single factor in a decision of whether or not to make a purchase and 
FRQVXPHUV�UHFRJQLVH�VSHFL¿F�EUDQGV�RI�SURGXFWV�E\�WKHLU�FRORXUV��%OHLFKHU�������

Colours in logo designs tell a story and send a message (even convey emotion) that are 
experienced on many levels: conscious and unconscious, sensory and intellectual often all at 
the same time (Holtzschue 2006). Colours in healthcare brand logos seek to represent trust 
and create a positive impression in consumers’ minds. For designing healthcare brand logos, 
it is particularly important to choose the right colours for representing the health-related 
attributes. Therefore, this paper reviews the general understanding of colour in healthcare 
brand logos; the purpose of healthcare logos and the most popular colours that are used. It 
then investigates and analyses the current colour palettes of the UK healthcare brand logos as 
the next step. In this paper, colour palettes of some examples of UK healthcare brand logos 
DUH�H[SORUHG�DQG�DQD\VHG��(VSHFLDOO\��IRU�FROG��FRXJK�	�ÀX�VHFWRU�RI�8.�KHDOWKFDUH�EUDQG�
logos, a colour experiment is conducted by using the extracted colours (colour palettes) to 
investigate how the colours represent colour semiotics of the most considerable factors for 
buying medications within this sector.

2. COLOUR IN HEALTHCARE BRAND LOGOS

The healthcare industry is vast and encompasses healthcare equipment and services, biotech-
nology, pharmaceuticals and related life sciences (Lidstone and Maclennan 1999). To design 
KHDOWKFDUH�ORJRV��GHVLJQ�HOHPHQWV��VXFK�DV�FRORXUV�RU�IRQWV��DUH�VLJQL¿FDQW�IDFWRUV�WKDW�PXVW�
be carefully considered to symbolise the healing of an entity (Hosking and Haggard 1999). 
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o The purpose of healthcare brand logos is to convey the message of its product or service that 
can be effectively rendered. It has to represent the trust of the concerned people and leave 
behind a positive impression in their minds. Furthermore, the healthcare brand logo design 
embodies a particular company or brand that carries forward the message of the respective 
companies or brands.

Healthcare brand logos are known to incorporate blue, green, red and grey. Blue, green 
and red carry a note of vitality and freshness; they are very bright colors and have an inspir-
ing feeling into which one can delve. In general, green and blue are the most preferably cho-
sen colours for healthcare logo designs to render a look of cleanliness and wellness (Beck-
with 2000). The colours also indicate hospitality to be assured of getting and includes the 
note of care and concern in almost all healthcare brand logos (Dalke and Matheson 2007). 
For healthcare logo designs, colors such as white, black, brown or beige are also sometimes 
used to provide a professional look to a healthcare logo and some more soothing colour can 
also deliver healing attributes and the message of care.

3. METHOD

,Q�WKLV�VWXG\��¿YH�GLIIHUHQW�KHDOWKFDUH�VHFWRUV�ZHUH�FKRVHQ�WR�FROOHFW�WKH�ORJRV�ZKLFK�ZHUH�
���&RQGRP�	�VH[XDO�KHDOWK�����EUDQGV�����&RXJK��FROG�	�ÀX�����EUDQGV�����'LDJQRVWLFV�
& electrical health (42 brands) 4) Incontinence (13 brands) 5) Sleep, stress & energy (42 
brands). Logos from each of the sectors were collected and put together to form a single im-
age (collage) representing the sector. Figure 1 illustrates the image that was generated for the 
���EUDQGV¶�ORJRV�RI�WKH�FRXJK��FROG�DQG�ÀX�VHFWRU�ZLWKLQ�WKH�8.�PDUNHW�

)LJXUH����([DPSOH�LPDJH�IRU�WKH�FRXJK��FROG�	�ÀX�KHDOWKFDUH�VHFWRU�

Each of the digital images were assumed to be in sRGB format. The sRGB values were 
converted to CIE XYZ and then CIELAB space. The images were processed using software 
written in the MATLAB programming environment to perform a cluster analysis in CIELAB 
space. The MATLAB command kmeans was employed which implements the k-means clus-
WHULQJ�PHWKRG��0DF4XHHQ���������WKLV�LV�D�PHWKRG�RI�FOXVWHU�DQDO\VLV�ZKLFK�DLPV�WR�SDUWL-
tion n observations into k clusters in which each observation belongs to the cluster with the 
nearest mean. A total of 11 clusters were extracted from a set of images. In case the most 
populous cluster was white and this is because of the white background and this cluster was 
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oignored leaving 10 colour clusters per image. Each cluster was represented by a centroid in 
CIELAB space and each of the centroids was converted back to sRGB space for display (see 
in Figure 2).

     

     
Figure 2: Centroid colours for Cough, Cold and Flu sector. 

 
Figure 2: Centroid colours for Cough, Cold and Flu sector.

7KLV�H[SHULPHQWDO�VWXG\�WRRN�WZR�VWDJHV��¿UVWO\��UHVSRQGHQWV�����SHRSOH��ZHUH�DVNHG�WR�
LGHQWLI\�WKH�PRVW�LPSRUWDQW�IDFWRUV�ZKHQ�WKH\�EX\�PHGLFDWLRQV�IRU�FROG��FRXJK�	�ÀX��VHF-
ondly, 10 of these respondents were then further recruited to the colour semiotics experiment. 
The participants for the experiment were recruited from the School of Design students of 
/HHGV�8QLYHUVLW\�DQG�WKH\�ZHUH�H[SHULHQFHG�LQ�FRORXU�DQG�GHVLJQ��)LUVW�RI�DOO��WKH�¿YH�PRVW�
FRQVLGHUDEOH�IDFWRUV�IRU�EX\LQJ�FROG��FRXJK�	�ÀX�PHGLFDWLRQV�ZHUH�QRWHG�DV�HIIHFWLYHQHVV��
cost, healthy, safety and brand. In the colour experiment part, participants were presented 
ZLWK�FRORXUV��)LJXUH����DQG�DVNHG�KRZ�PXFK�HDFK�RI�WKHVH�FRORXUV�UHSUHVHQW�WKH�¿YH�GLVWLQFW�
factors; effectiveness, cost, healthy, safety and brand. The questionnaire was designed using 
D�¿YH�SRLQW�/LNHUW�VFDOH��VWURQJO\�GLVDJUHH� ��WR�VWURQJO\�DJUHH� �����,Q�WKH�FDVH�RI�³EUDQG¶�
factor, for example, if the colours can be associated with some brands, participants would 
answer rather strongly agree.

4. RESULTS

In Figure 3, for each of the ten colours the mean scores are given for each of the factors that 
ZHUH�LGHQWL¿HG�E\�FRQVXPHUV�DV�EHLQJ�LPSRUWDQW��*HQHUDOO\�WKH�PHDQ�VFRUHV�IRU�WKH�IDFWRUV�
were 3 or more indicating that the participants agreed, at least somewhat, that the colours 
UHSUHVHQWHG�DOO�¿YH�IDFWRUV��+RZHYHU��WKH�VWURQJHVW�DVVRFLDWLRQ�ZDV�IRXQG�IRU�µVDIHW\¶��7ZR�
colours (pink and black) on average gave weaker associations and three colours (orange, 
dark blue and blusish green) gave the strongest associations. The factors ‘cost’ and ‘brand 
association’ scored poorly for the yellow colour; however, the ‘brand association’ factor, in 
particular, showed high variability in response from the participants (not shown in the Fig-
ure). The strongest associations were found for ‘healthy’ (bluish green) and for ‘safety’ (light 
blue and bluish green). For the blue colour, the ‘brand association’ scored highly followed by 
‘safety’ and ‘healthy’. Similarly, ‘brand association’ was the highest score for the red colour. 
$OO�¿YH�IDFWRUV�JDYH�ORZ�VFRUHV�IRU�WKH�EODFN�FRORXU�DQG�µKHDOWK\¶�ZDV�WKH�KLJKHVW�OHYHO�LQ�
case of the light blue colour. In the case of the orange colour, ‘brand association’, ‘effective-
ness’ and ‘safety’ scored particularly strongly. The factor ‘safety’ was positioned peak for the 
dark blue colour and ‘healthy’, ‘effectiveness’ and ‘cost’ factors are followed within the high 
levels. For the bluish green colour, the ‘safety’ and ‘healthy’ occupied the top positions with 
the reasonable agreement between participants and the ‘cost’ and ‘effectiveness’ were also 
high points ranking being similarly with the dark blue colour. For yellowish green, ‘safety’ 
and ‘healthy’ were graded the highest.
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yellow blue red black light 
blue 

orange dark 
blue 

bluish 
green 

yellow 
green 

pink 

Effectiveness 3.10 3.00 3.50 2.40 3.00 4.00 3.70 3.50 2.80 2.00 

Cost 2.70 3.50 3.30 3.00 2.90 3.40 3.50 3.50 3.20 2.60 

Healthy 3.40 3.60 3.10 1.90 4.10 3.50 3.80 4.10 3.70 1.80 

Safety 3.50 3.70 3.10 2.30 3.90 3.80 4.00 4.20 3.80 1.90 

Brand 
association 

2.40 3.80 3.80 2.40 2.90 4.00 3.40 3.50 3.40 2.00 

Pooled Mean 3.02 3.52 3.36 2.40 3.36 3.74 3.68 3.76 3.38 2.06 

 
Figure 3: Mean scores for association of colours with each of the factors.

5. CONCLUSIONS

$Q�DQDO\VLV�RI�FRORXU�IRU�FROG��FRXJK�DQG�ÀX�SURGXFWV�KDV�EHHQ�FDUULHG�RXW��7KH�WHQ�PRVW�
SUHYDHOQW�FRORXUV�XVHG�E\�8.�EUDQGV�LQ�WKLV�VHFWRU�ZHUH�LGHQWL¿HG�DQG�WKHLU�DELOLW\�WR�UHSUH-
VHQW�FRQFHSWV�WKDW�KDYH�EHHQ�LGHQWL¿HG�E\�FRQVXPHUV�DV�LPSRUWDQW�ZDV�H[SORUHG��*HQHUDOO\��
the colours were found to represent the concepts with the orange, dark blue and bluish green 
colours being particularly effective. Other colours (yellow, blue and red) were less effective 
and resulted in more varied responses from the participants. Pink and black gave the lowest 
scores despite black being a very common colour used in the logos of products in this sector. 
Further work is underway to explore colour combinations which might explain why black 
is effective.  
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