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For my essay I have decided to focus on the words colour; focusing on colour psychology, comparative; focusing on comparative advertising and loyalty; focusing on brand loyalty. Each one of these allowed me to focus on something within the key word that I found more interesting to research. I wanted to be able to talk about topics I found intriguing and informational, not only for the reader but for me to further inform my knowledge and ideas. It was also important to me to include my area of studied in one of these words being comparative advertising. In my research I discovered many theorists and thinkers, the main theorist I have focused on in my essay are Leatrice Eiseman who is a colour expert and psychologist, John Hegarty an advertiser and Richard L. Oliver who focused on the theory of brand loyalty.
Colour
Colour is the visual perception due to the way light and reflections that hit our eyes. However, this wasn’t always known as before 1666 Greek philosopher and scientist Aristotle believed that colour was made up of a mixture of white and black. This was soon changed as Isaac Newton realised that white light split up into a range of colours using a prism. This led him to believe that other colours could be made based on the ‘spectrum’ meaning the 7 colours he saw in the prism could be mixed further to create more colours. He found by adding light as well as two other colours would signal a new singular colour to the brain. Britannica (2023).
 Colour is a big part of everyday life and influences a lot more than people may think. Colour psychology is how we interpret a colour by knowing what each colour signifies when it is put into different environments. Colour psychology is a term used for when colour effects our mood, emotion, and behaviour. London Image Institute (2022). This is backed up by colour expert Leatrice Eiseman who focuses on colour psychology and has many books that represent her research and ideas. In one of these books she said “Every color has a meaning that we either inherently sense or have learnt.” (Eiseman, 2017, p.26) Some of the ideas about colour are universal however some can be cultural. London Image Institute (2022). We often associate colour with different emotions, objects, smells, foods and even genders. Many colours are associated with cultural beliefs or event that have happened for example “in a Chinese practice of Feng Shui, red is the symbol of prosperity.” (Eiseman, 2017, p.26) Traditional ideas of gender and stereotypes also include colour like pink being a more feminine colour that still has links to children and gender stereotypes today as well as the colours being “identified as the colour for women’s breast cancer awareness”. (Eiseman, 2017, p.27) Although we know a lot of the ideas of colour comes from what we were taught over time and how the same things are associated with that colour it can also be personal to you. Going beyond your control colour can become something you associate with something bad or good depending on an experience that colour to you becomes more personal and changes your opinion on that colour this can become an emotional response. However, Eiseman in her book says “once you recognize what caused the trauma, you can chose to remember the joy of anticipation, and that is what color is all about!” (Eiseman, 2017, p.27) I really liked this quote and think it shows even though she may be a colour expert and know how hard it may be from a psychological side of things to change opinions on colour and what its associated with that colour and the memories or ideas associated with them can be challenged and should be challenged. Colour can also be signifiers of different emotions therefor further effecting your mood or emotion because of that colour. For example in 2020 a survey of 4598 people from 30 different countries took place that found people often “associated certain colours with specific emotions” some of the results where 68% associated red with love, 52% associated yellow with joy and 51% associated black with sadness. (Cherry, 2022). From these results we can see that many people associate a lot of different colours with specific emotions. Because of this it means when we see these colours we have an automatic response and know what to expect from something like a product that has a certain colour as our subconscious “the part of your mind that notices and remembers information when you are not actively trying to do so“ Cambridge Dictionary (No date) has already decided what we are going to think about because of its colour and the representations and effects colours have on society. 
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Figure 1: Red (Maybray, 2022)

This image shows the colour red in a simple infographic showing its positives and negatives of the representations of the colour as well as the different tones and how the tone changes depending on the emotion and environment someone is representing. This shows us how people have influence on colour and how society fixes on the same opinions about a colour just like I discovered in previous examples. It also shows how popular brands have chosen to represent themselves with certain colours and based on experiences and knowledge we subconsciously know that the colour red used on coke is portrayed as positive.

Comparative
Advertising is a form of marketing created to increase sales as well as being able to build custom, representation and target your specific audience for your business. Advertising: the basics (no date). Advertising has been around “as far back as 3000 BC!”. (Acunzo, 2017). Where they would have taken a very different approach to advertising. However now and with technology only on the rise there are hundreds of ways that we can advertise today including being able to advertise on different planforms, using different media as well as use different methods to get the idea of the adverts across. Just like how John Hegarty an advertiser, suggests that technology is taking over and changing how we act and how advertising needs to understand that to keep up with entertainment and interest “Digital technology has revolutionised our behaviour and it will go on doing so.” (Hegarty, 2017, no page number)
The one method of advertising I am going to focus on is comparative advertising. Comparative advertising “involves the comparison of two or more products or services” (bond, 2023) and can be created across multiple different media. “Comparative advertising is a marketing strategy in which a company’s product or service is presented as superior when compared to a competitor’s” (Kenton, 2023). However, something like this is risky and there are rules to follow if an advertiser wanted to produce something like this. However, all advertising comes with risks to be able to make good ideas as John Hegarty, mentions in his book “chances are that your idea does not work. But even so that’s the risk you have to take if you want to create great work” (Hegarty, 2019, no page number). According to the advertising standards agency it can be “misleading” and “subjective”. They also make sure that you understand the rules and what overstepping could be like for your competitor, your own advert as well as the effect it could have on your own audience towards your brand. (Advertising Standards Authority | Committee of Advertising Practice). It was even once “essentially illegal” to show competitive advertising in some countries like “France, Italy and Spain.” In 1978. (BEARD, 2020, p.169). Despite this many people including the ASA think that this gives positives benefits to advertising. “if comparative advertising is done by demonstration of benefit. I think this is the absolutely the strongest way to go.” (BEARD, 2020, p.93). I have always found it interesting how there is a distinctive split between big brand that create similar products for example apple and android, McDonalds and burger king and play station and Xbox to name a few. These competitors often use comparative advertising strategies as they are both big brands with each other being their biggest competitor. 
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Silly Whopper (2007)

This piece was created for burger king in 2007 in the United States. In this advert we can clearly see that they are using a comparative advertising strategy created by the advertising agency Crispin Porter and Bogusky Miami. ADSSPOT (2007). McDonalds is burger kings biggest competitor as well as the food they have chosen to use being a big mac and a whopper two of the biggest, popular and comparative food items they have on their menus. Burger king in this case have done this to show how both of their biggest burgers although big that the whopper could never be beaten and is much bigger than a big mac. I like the playful wording also meaning it wouldn’t come across as offensive or too invasive towards McDonalds. It is a very simple piece of advertising but gets across what the brand wants to imply to its audience as well as possibly targeting McDonalds customers to convert to a whopper making burger king look superior to others. With the light and comedic tone their audience would also be able to understand the funny side to the advert as well as thinking that burger king has also done something risky but not harmful. 


Loyalty 
Loyalty is “your feeling of support or duty towards someone or something” Cambridge dictionary (no date). I have always had an interest in why from a young age children and through to adult hood find it so important to stay loyal to a brand and how their competitors are something to never be spoken of. Brand loyalty in children has shown to come from two major factors “from childrens positive experiences and parents liking a particular brand” and is measured on a “scale of liking” and on a “scale of purchase” (McNeal, 1999, p.158). Children often have brand loyalty’s for their promotions such as a McDonalds happy meal that comes with a toy and the memorable bright red box with the golden arches as well as fun aspects like memorable character as studies showed that “when exposed to advertising using characters before the age of 13, we develop positive long-term feelings towards the character and the brand” Science Daily (2014). Children in todays society are more likely to build brand loyalty faster due to being “digitally savvy”(hanna, 2021). Children are able to research brands and know more about brands and products leading them to make their own decisions when it comes to shopping as “four in five parents say they involve their children in purchases more than their own parents did with them.” (hanna, 2021). This shows that children “as young as three years old” (hanna, 2021) are now more aware of what is on a product like the design, logo or what products have become the latest trend resulting in a purchase and furthermore making brand loyalties. As we get older however our brand loyalties often change for example the top loyal brand in 2021, rated first to third were amazon, apple and Netflix in the US (Lashbrook, 2021). This is not a very surprising result as this is what the current generation uses the most as well as being apart of the generation myself I would agree with these brand loyalties as I often use them myself and know close friends and family who would agree. The brand loyalties are often technology based because of the growing technology usage where as older generations would find food or everyday item brands more loyal as that is what their generation grew up with. On the other hand only 37% of gen Z are proven to fall in to the loyalist category where as 56% of boomers are said to be loyalists (Brooks, 2022). Personally I can understand the reasons why this may be due to increase in cost of living, constant changes and trends whereas before people didn’t have as many opinions of others like we do now because of the internet “gen zers are the first generation never to know the world without internet” (Katz et al., 2021). People’s opinions now are constantly changing as the younger generations like gen z don’t feel the need to be loyal to brands as they are willing to try new things “77% of Gen Z adults say they make an effort to try new brands” (Tassin, 2023). A theorist that focused on brand loyalty is Richard L.Oliver who in 1997 introduced the four-stage loyalty model that “proposes that loyalty consists of belief, affect, intention and action” (Evanschitzky & Wunderlich, 2006). And says “fervently desires to rebuy a product or service and will have no other.” (Oliver, 1999) Meaning they are the loyalist of customers.
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(Coftroft, 2014)

Here is an example of a loyal customer to McDonalds. Mike Fountaine who is now 69 has a growing collection that “spreads over more than 7000sq ft at his home in Pennsylvania” (Coftroft, 2014). He collects all type of merchandise including cups, pens, happy meal toys, uniforms, buttons and old displays to name a few. He is a true loyalist and still collects merchandise to this day still adding around “100 items to the horde each month” (Coftroft, 2014). His loyalty started with McDonald in 1968 when he started working on the grill in a McDonalds restaurant and stayed working at McDonald for over 50 years. This all started when he was just 15 years old. (Coftroft, 2014). From previous evidence this loyalty has clearly started at a young age for Mike and carried on in his adulthood. For someone who has so much dedication and love for the company it is clear to us that he is someone who truly cares and is loyal to his favourite brands and companies. We know for someone like Mike he wouldn’t want to step foot near his competitors and most probably never collect anything to do with his biggest competitors like KFC or Burger king as this to him would feel like ‘cheating’ on his brand.
Each key work has led me to greater knowledge and understanding. Although different words that focus on different aspects of the creative world, they all link together. I believe the main difference in the words to be how we use some of these aspects in our everyday life such as colour but then how different brand loyalty is as a whole and not something that is recognised often. I also found it interesting how you wouldn’t think all these words link together as much as they do as they sound to be far apart in terms of relating to each other in some aspects. The most prominent link I have found throughout my research was how our subconscious leads us to a lot of decisions when it comes to picking products, design, and brands as well as psychology. This was the most interesting part for me to discover and how clear it is now to see how they link well together to be able to create an even bigger answer to a question. For an independent project I think it would be interesting to challenge these ideas and go the opposite of what our subconscious would expect when seeing and creating a design. A question I would like to answer would be ‘would it be effective to create a piece of advertisement that goes against what our subconscious expects?’ I like these ideas as I am intrigued to see how peoples views can change from a design that is not what they expect.
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