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Abstract. In the era of rapid digital media development, luxury brands are in-

creasingly relying on marketing videos as a primary method of marketing com-

munication and promotion. As the most direct visual element, color plays a cen-

tral role in shaping brand image, arousing consumer purchasing desire, and 

strengthening brand positioning. Drawing on the theory of color psychology, this 

article explores the application of color in luxury brand marketing videos. It first 

reviews the basic theories of color psychology, including the relationship be-

tween color and its symbolic meaning, cultural differences, and the laws of color 

combination. Secondly, by analyzing case studies of iconic brands such as 

Celine, Vivienne Westwood, and Louis Vuitton, it reveals how these brands ex-

press color in video marketing. Finally, combining theory with case studies, it 

offers recommendations for luxury brands' color strategies in video marketing. 

Research shows that color is not only a core aesthetic element but also a psycho-

logical and cultural symbol. The rational use of color can help luxury brands 

achieve differentiated positioning. Perfect color combinations instantly capture 

attention and resonate with consumers. 

Keywords: color psychology; luxury brands; marketing videos; visual commu-

nication; consumer perception 

1 Introduction 

"Luxury brands represent scarcity, exclusivity, and high value in the consumer market. 

Their communication methods emphasize not only product uniqueness but also the 

brand's spirit and cultural values " [1]. "Notably, this great attractiveness cannot be 

separated from the marketing principles that luxury brands have always adhered to, 

namely, creating and maintaining the rarity and uniqueness of brands so that customers 

dream of owning them " [2]. Amidst the increasing digitalization and visualization of 

luxury brands, marketing videos have become a key medium for luxury brands to con-

nect with consumers. A report indicates that the role of luxury brand marketing and 

advertising videos is growing, particularly on popular domestic and international social 

media platforms, where brand marketing videos can significantly increase brand aware-

ness, follower counts, and user engagement [3]. 
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"Currently, color is a widely accepted and recognized advertising design element in 
either emerging advertisements such as cell phones or the internet or in traditional ad-
vertisements such as TV and newspapers" [4]. Color, as the most impactful visual ele-
ment in a video, can instantly influence consumers' psychological reactions and capture 
their attention. Research shows that "Consumers and viewers often form their first im-
pression of a brand within 90 seconds, with color contributing up to 60%-90% of this 
impression " [5]. Therefore, color in luxury brand communications serves not only as a 
decorative element but also as a psychological tool for visually conveying information. 
Existing academic research has delved deeply into the relationship between color and 
consumer psychology. Early studies have shown that color can convey emotions across 
cultures. For example, red is often associated with passion and danger, while blue con-
veys calmness and trust. Marketing research has found that color not only influences 
consumers' first impressions but also directly impacts purchasing intentions and brand 
attitudes. In the luxury industry, color is emphasized as a crucial symbolic resource for 
brand identity, helping brands establish a unique image amidst fierce competition. 
However, many studies focus on static media (such as packaging design, logos, and 
product displays), while relatively little research has examined color strategies in dy-
namic video marketing campaigns.  

A few relevant studies have noted that the common black-and-white color palette in 
luxury brand advertising can enhance perceptions of "uniqueness" and "authenticity," 
further enhancing the sense of luxury. Overall, research on how luxury brands use color 
visually in video, systematically employing color psychology to create narratives, and 
intertwined branding remains limited. Therefore, this study, building on existing theo-
ries of color psychology and brand marketing and drawing on representative case stud-
ies of luxury brands (Louis Vuitton, Celine, and Vivienne Westwood), aims to explore 
the patterns and strategies of color application in their marketing videos. The research 
objectives are to: clarify the core role of color psychology in luxury brand communica-
tion; reveal the color selection logic of luxury brands across different visual styles 
through case analysis; and refine a strategic framework for color application to provide 
a reference for future visual design in luxury brand video marketing. Based on the the-
ory of color psychology, this article will analyze the use of color in luxury brand mar-
keting videos through specific cases and propose reasonable application strategies. 

2 Literature Review: Theoretical Foundations of Color 
Psychology 

2.1 The Relationship Between Color and Emotion 

" Color is a multidimensional construct that consists of three attributions: hue, bright-
ness and saturation "[5]. "Color psychology suggests that colors can trigger specific 
emotions and behavioral tendencies "[6]. Red conveys passion, energy, and power, of-
ten associated with desire or danger. Blue evokes tranquility, trust, and calmness, and 
is often seen in high-end products and financial institutions. Black often symbolizes 
mystery, authority, and nobility, and is a common primary color for luxury brands. Gold 



 

16             X. Bi

and purple, on the other hand, are often associated with luxury, nobility, and rarity. 
Therefore, different colors can evoke distinct psychological reactions in consumers and 
viewers. These associations are not merely aesthetic choices; they serve as a crucial 
bridge between brand values and visual expression, forming a key element in a brand's 
visual communication. 

2.2 Cultural Differences in Color 

The meaning of colors is not uniform, but is determined by culture, context, and envi-
ronment. In Western culture, white symbolizes purity, while in some East Asian cul-
tures it may represent mourning. " Culture semantic differential study of affective
meanings reveal cross-cultural similarities in feelings about colors. The concept red is 
affectively quite salient; black and grey are bad, and white blue, and green are good; 
yellow, white, and grey are weak; red and black are strong ". For example, red symbol-
izes good luck and celebration in China, while in the West it's associated with love or 
danger. Therefore, different cultures assign different meanings to colors, requiring mu-
tual tolerance, understanding, and respect. 

2.3 Color Combinations and Color Perception 

Gestalt psychology emphasizes the holistic nature of human visual perception, meaning 
viewers tend not to perceive individual elements in isolation but rather construct an 
overall impression through the relationships between them. In luxury brand marketing 
videos, color combinations directly influence the audience's perception of the image 
and the brand's aura. Complementary color contrasts can create strong tension and vis-
ual impact. For example, the pairing of red and green, or blue and orange, often high-
lights a brand's rebelliousness or outspokenness, and is common in brands that empha-
size avant-garde and individuality. In contrast, analogous color combinations tend to 
create a harmonious and unified atmosphere, giving viewers a sense of psychological 
comfort and stability. Therefore, they are widely used by classic luxury brands to con-
vey rationality, restraint, and enduring elegance. Neutral colors (such as black, white, 
gray, and beige) are often used as background or primary colors due to their simplicity 
and inclusiveness. They not only highlight the product's main body and structural lines, 
but also visually create an "understated luxury," embodying a sense of sophistication 
and minimalist aesthetics. Therefore, color combinations can evoke different feelings 
and appeal to different audiences. 

Color combinations resonate with consumer perception: contrast and conflict create 
tension and visual excitement, while harmony and neutrality bring balance and endur-
ing elegance. By effectively utilizing different color combination strategies, luxury 
brands can not only create a differentiated brand tone but also subconsciously guide 
consumers' psychological associations with brand values. 
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2.4 Color and Consumer Behavior 

Bellizzi&Hite (1992) showed that "Prior color research has shown that red is perceived 
as negative and tense as well as physically arousing. Blue, on the other hand, has been 
identified as calm, cool, and positive". Two comparative experiments were conducted, 
using red and blue as primary colors in retail environments, respectively, to simulate 
sales. The results showed that retail sales in the blue environment were more positive 
than in the red environment. These results suggest that the emotional perception, rather 
than the stimulating dimension, of color may be responsible for these results. This sug-
gests that advertisements with warm colors are more likely to trigger impulsive pur-
chases, while advertisements with cool colors are more likely to promote rational think-
ing and purchases, resulting in better and longer-lasting sales. It's well known that each 
luxury brand designs for a different target audience, and people with different color 
preferences will choose different brands. Therefore, for luxury goods, color design must 
align with consumers' expectations of "emotionally driven consumption" in order to 
attract purchases. 

Overall, existing theoretical research systematically explains the core role of color 
psychology in visual communication from four perspectives: emotional response, cul-
tural differences, color combinations, and consumer behavior. First, color not only trig-
gers immediate emotions and psychological reactions but also subtly influences indi-
viduals' perceptions and attitudes toward luxury brands. Second, cultural differences in 
color meaning suggest that, in a globalized context, luxury brands need to adapt to the 
diverse meanings of color and actively adjust their color strategies to ensure their visual 
symbols are correctly interpreted, accepted, and appreciated by consumers from diverse 
cultural backgrounds. Furthermore, the direct correlation between visual harmony and 
perceived conflict in color combinations makes them a crucial tool for constructing 
narrative atmosphere in marketing advertising. Finally, the moderating effect of color 
on consumer behavior suggests that different hues can stimulate different purchasing 
motivations, which is particularly important in the luxury market, characterized by 
"emotionally driven consumption." Building on the previous analysis of four dimen-
sions: brand identity and color positioning, color pairing and narrative rhythm, and 
cross-cultural communication and consumer behavior, this article will further focus on 
luxury brand video advertising in a case study section, exploring the differentiated color 
strategies of different brands. Combined with the perspective of color psychology, this 
paper summarizes the universal laws and practical significance of color in visual com-
munication, providing more scientific reference and practical value for the global com-
munication and market positioning of luxury brands. 

3 Cases Analysis 

In the case study section, this article focuses on marketing videos from three different 
luxury brands: Louis Vuitton, Celine, and Vivienne Westwood. The selection of these 
cases is both rational and valuable for the following reasons: First, these three brands 
represent distinct positioning, philosophies, and styles within the luxury market. Louis 
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Vuitton embodies classicism, timelessness, and globalization; Celine showcases a min-
imalist, rational, and cool modern urban aesthetic; and Vivienne Westwood is known 
for her avant-garde, bold, and rebellious style, beloved by many young people. Second, 
each brand employs unique color strategies and styles in its marketing videos, providing 
rich material for exploring the specific application of color psychology theory in luxury 
brand marketing communications. Finally, by comparing and analyzing the color visual 
languages of different brands, the common principles and unique applications of color 
psychology in luxury brand communication are revealed, thereby providing a more 
comprehensive understanding of the value of visual marketing and the application of 
color psychology in luxury brand marketing videos. 

3.1 Celine: Minimalist Colors and A Rational, Independent Visual 
Expression 

Since Hedi Slimane took the helm in 2018, the Celine brand has entered a new phase 
of development. Its marketing videos feature a predominantly low-saturation palette of 
black, white, and gray, emphasizing a minimalist, rational, and cool aesthetic. This 
strategy is closely tied to color psychology, as black and gray often symbolize mystery, 
authority, and nobility. The advertisements create a modern, urban, rational atmos-
phere, conveying the brand's philosophy and spirit of "independence and composure." 
This color scheme also reflects the brand's pursuit of "quiet luxury," reinforcing its 
restrained and refined aesthetic through restrained visual language. For example, in 
composition, Celine often uses white as light and shadow or as a background, effec-
tively highlighting the garment's cut and details, demonstrating the decisive role of 
color combination in overall perception. White not only creates a sense of depth and 
space but, based on the principles of Gestalt psychology, guides the viewer to form a 
harmonious perception of the overall image. Occasional touches of gold or warm tones 
serve as supporting colors, adding a touch of warmth and texture to the otherwise stark 
atmosphere, avoiding a sense of excessive alienation and maintaining a balance be-
tween rationality and sensibility. From a consumer behavioral perspective, this predom-
inantly cool visual style, in harmony with the austere environment, encourages rational 
thinking and subtly associates Celine with its brand image of "rationality, independ-
ence, and understated luxury." Compared to brands like Gucci, which emphasize high 
saturation and sensory stimulation, Celine's color strategy is more restrained and ra-
tional, embodying minimalism and a modern urban style. This visual style not only 
directly reflects the trend of "de-luxury," but also, through the unity of color and 
rhythm, reinforces the brand's artistic and unique sense of style, ultimately solidifying 
its unique positioning in the luxury market. 

3.2 Vivienne Westwood: Highly Saturated Colors and Avant-Garde 
Narratives 

Vivienne Westwood, known as the "Godmother of Punk," consistently emphasizes re-
bellion, avant-garde, and anti-traditionalism in her brand's visual style. Many of her 
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advertising videos feature a vibrant red and black color scheme, complemented by me-
tallic silver accents, to reinforce the brand's unique personality. The use of red in mar-
keting videos not only symbolizes passion and desire, but also conveys a rebellious, 
avant-garde spirit and philosophy, echoing the brand's challenge to society and the fash-
ion system. Highly saturated red and other bright colors often dominate marketing vid-
eos, capturing the viewer's attention and stimulating excitement and impulse. The use 
of black in backgrounds and clothing creates a mysterious and authoritative atmos-
phere, echoing punk culture's rejection of traditional norms. Metallic silver is frequently 
used in accessories, leather accents, and set details, creating a sense of modernity, even 
technology. This not only adds visual interest but also deepens the contrast of the oth-
erwise dark palette, ensuring a sense of layered and striking visual impact. 

Furthermore, Vivienne Westwood's marketing videos frequently utilize bold color 
contrasts and strong contrasts between light and dark to heighten visual tension and 
actively align with the narrative tone. The rapid editing, avant-garde imagery, and
strong color choices all convey a unique sense of tension and attitude. Through these 
design techniques, the brand not only showcases its fashion-forward character but also 
psychologically reinforces its core values and design philosophy of rebellion, freedom, 
and individuality. 

Overall, Westwood's color strategy demonstrates the bold application of color psy-
chology in luxury brand communications. Highly saturated red evokes emotional reso-
nance, black conveys power and mystery, and silver evokes a sense of modernity and 
sophistication. This stands in stark contrast to Chanel's restrained elegance. Vivienne 
Westwood uses color as a direct expression of her cultural spirit, leaving a vivid and 
lasting impression on consumers. 

3.3 Louis Vuitton: Luxurious Travel Narratives and the Construction 
of Color Psychology 

Louis Vuitton's "Spirit of Travel" campaign, centered around themes of travel and spir-
ituality, emphasizes the brand's adventurous spirit, exploration, and elegance. The cam-
paign's use of color is highly representative, with natural tones predominating the pal-
ette, highlighting the brand's close connection to travel, nature, and timelessness. The 
campaign's backdrops primarily feature stunning natural landscapes, including the Af-
rican savannah, desert, and coastline. The primary colors in the video include ochre, 
brown, and deep blue. From a color psychology perspective, brown symbolizes stability 
and reliability, echoing the leather used in the brand's core luggage and leather goods. 
This color strategy not only harmonizes with the earthy tones of the natural landscape 
but also subconsciously conveys the brand's values of durability and timelessness. This 
demonstrates that the harmony of color and the environment can guide the viewer's 
overall perception, fostering a psychological sense of stability and security. The use of 
deep blue in the video further emphasizes the themes of freedom and openness. Blue is 
often associated with rationality, calmness, and trustworthiness. In this marketing cam-
paign, the deep blue of the sky and sea symbolizes a spirit of exploration, evoking con-
sumers' anticipation of adventure. Meanwhile, the golden and warm tones of the sunset 
add a sense of luxury and comfort. In color psychology, these often symbolize wealth 
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and nobility. The presence of gold softens the overall visual composition, avoiding 
overly rigid images while reinforcing Louis Vuitton's image of understated elegance. 
The interweaving of cool and warm tones embodies the Gestalt principle of contrast 
and unity, creating a rich visual effect and emotional depth. 

Overall, Louis Vuitton's color design strategy skillfully balances a spirit of adventure 
with refined luxury. The brand avoids bright colors, such as vibrant purple or emerald 
green, with highly saturated hues, preferring natural, soft tones that convey tranquility 
and reliability. The clever use of golden light adds richness and warmth, enhancing the 
sense of luxury. This color strategy not only aligns with the brand's core philosophy but 
also subtly influences consumer perception, reinforcing the concept of "elegant and 
timeless travel." These examples demonstrate how luxury brands systematically use 
color to express their brand image, narrative, cultural context, and material qualities. In 
this way, brands not only establish a unique visual identity but also engage consumers 
on an emotional level, thereby enhancing brand value and market position. 

4 Discussion: Strategic Application of Color Psychology in 
Luxury Marketing 

4.1 Using Color to Highlight Brand Characteristics and Market 
Positioning 

In the visual communication of luxury brand marketing videos, color is more than just 
an aesthetic choice; it also reflects a brand's unique identity and cultural values. Differ-
ent brands often adopt unique marketing strategies based on their historical back-
ground, target audience, and design philosophy. In terms of brand identity and color 
positioning, brands like Vivienne Westwood, which emphasize avant-garde, rebellious, 
and youthful attitudes, often favor high-saturation and high-contrast colors, such as the 
striking clash of red and black, to create tension and visual impact. Classic luxury 
brands like Louis Vuitton and Celine, on the other hand, prefer low-saturation colors 
like black, white, and gray to create an atmosphere of calm, rationality, and timeless 
elegance. This choice not only upholds the brand's traditional values but also allows the 
product to stand out amidst the simple color palette. 

4.2 The Narrative Function of Color Pairing and Color Rhythm 

When it comes to pairing primary and secondary colors, luxury brands typically use 
primary colors to define the core visual image, then use secondary colors to enhance 
and heighten the image. For example, Dior's visual identity is often centered on white, 
symbolizing purity and elegance, while gold accents in its videos add a sense of luxury 
and depth. Similarly, Chanel utilizes black and white contrast to reinforce its classic 
imagery, using beige and gold as supporting colors to soften the composition and en-
hance visual balance. 

Color in luxury advertising is not static, but rather interacts dynamically with the 
narrative. A video might begin with cool tones like blue or gray to create a sense of 
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mystery surrounding the brand's products, then gradually transition to warmer tones 
like red and gold to culminate in a narrative climax, ultimately returning to neutral tones 
like black, white, and beige to emphasize the product's unique characteristics. This care-
ful adjustment of color rhythm not only enhances the emotional flow of the brand story, 
but also increases viewer engagement and psychological connection, while ensuring 
that the brand's products remain the visual and emotional focus. Furthermore, the inte-
gration of materials and signature colors is central to luxury brands' color strategies. 
The integration of product materials and a brand's signature colors also plays a key role 
in marketing videos. Vibrant colors like Tiffany Blue or Hermès Orange instantly con-
vey a brand's identity, elevating cultural recognition and becoming an integral part of a 
brand's visual language. For example, metals and gemstones stand out against cool 
backgrounds to highlight their brilliance, while leather products are paired with warm 
and neutral tones to enhance their texture and feel. This combination of materials and 
colors not only reflects the design sense of each brand, but also creates a psychological 
impression of luxury, enhancing the product's appeal. 

4.3 Color Marketing in Different Cultural Contexts 

In the context of cross-cultural communication, luxury brands operating globally must 
carefully consider and adapt to the color preferences of different cultural markets to 
effectively communicate with consumers and resonate emotionally. In China, red and 
gold are widely used, often associated with good luck, happiness, and wealth. These 
colors are often used in various holiday promotions, limited-edition collections, or
product launches to enhance cultural relevance and emotional resonance. In contrast, 
in European and American markets, the combination of black, white, and gold better 
aligns with people's aesthetics and perceptions of sophistication, authority, and luxury, 
projecting a stable and classic brand image. 

Cross-cultural color strategy extends beyond visual presentation to encompass ad-
vertising storytelling, product design, and presentation style. Marketing videos target-
ing Asian audiences may prioritize warm tones and festive elements, while European 
and American campaigns often emphasize cool tones, minimalist designs, and a modern 
aesthetic. By understanding the cultural significance of color, luxury brands can main-
tain global recognition while enhancing local relevance, striking a balance between a 
unified global brand image and culturally sensitive local experiences. 

In short, the color strategy used by luxury brands in advertisements and marketing 
videos is more than just an aesthetic choice; it's a systematic approach that integrates 
brand identity, narrative structure, cultural context, and material characteristics. 
Through the thoughtful use of color, brands can evoke psychological associations and 
emotional resonance, strengthen their unique identity, enhance their market position-
ing, and establish lasting psychological connections with consumers. 
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5 Conclusion 

Based Drawing on the principles of color psychology, this study systematically ex-
plores the use of color in luxury brand marketing videos. By analyzing case studies 
from Louis Vuitton, Vivienne Westwood, and Celine, the study reveals the multiple 
roles and strategic significance of color in luxury brand marketing. 

First, the study found that brand color is a core medium for establishing psycholog-
ical connections with consumers. Luxury marketing videos go beyond product presen-
tation; they can construct psychological experiences through color. For example, Louis 
Vuitton utilizes natural tones to elicit themes of exploration and travel, subtly influenc-
ing consumer perception and ensuring the brand is remembered not only for its products 
but also for its associated meaning and atmosphere. 

Second, color reinforces brand differentiation and market positioning. In the highly 
competitive luxury market, brands strive to establish a unique visual identity through 
color choice. Celine's minimalist black and white color palette conveys rationality and 
sophistication, while Vivienne Westwood's bold red and black convey rebelliousness 
and avant-garde spirit. Viewers often unconsciously associate these colors with the cor-
responding brand values, enhancing recognition and recall. 

The study also highlights cultural differences in color communication. Luxury
brands operate globally, but different cultures assign distinct meanings to colors. For 
example, while red symbolizes good luck and prosperity in China, it can symbolize 
passion or danger in Western contexts. Effective global video marketing requires bal-
ancing universal color symbolism with specific cultural connotations to resonate emo-
tionally across diverse markets. Furthermore, color interacts with narrative rhythm to 
create an immersive viewing experience. Cool tones can evoke reflection or mystery, 
while warm tones highlight emotional tenderness. By strategically utilizing these color 
variations, brands can reinforce their messages and construct narrative spaces that align 
with color psychology, thereby increasing audience engagement. 

Finally, the study concludes that visual color communication is a key element of 
luxury brands' symbolic capital. Visual design is crucial in luxury consumption, and 
color is one of the most direct, perceptually accessible tools that connects with audi-
ences psychologically. A well-planned color strategy not only enhances aesthetic ap-
peal but also helps shape a unique brand image through implicit psychological cues. 

Overall, color psychology provides a theoretical framework and practical guidance 
for luxury brand video marketing. By strategically utilizing color design, brands can 
strengthen their value communication, cultivate a differentiated image, and establish 
emotional and psychological connections with consumers worldwide. Future research 
could employ more experimental methods to examine the psychological impact of dif-
ferent colors or explore emerging trends in luxury brands' color communication across 
cultures and new media platforms. In short, color is far more than a simple decorative 
element; it is a brand marketing strategy that helps luxury brands maintain uniqueness 
and cultural relevance in a highly competitive market. 
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