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ASPECTS OF COLOR PERCEPTION AND ARTISTIC CLOTHING DESIGN

In this article, well-known and new color theories are considered, and the main aspects of its study are analyzed, which
are based on the factors that influence the peculiarities of human color perception. Among them, the most important ones
related to the content of the artistic image of the costume stand out. Based on the theoretical analysis of literary sources,
the properties of color, which historically interested representatives of various professions: philosophers, physicists,
doctors, and artists, were considered.

Why were colors given a certain symbolic meaning, and how does the change of colors in art and fashion contribute
to the self-expression of humanity? The article describes the informative qualities of color in clothes and analyzes the
issue of color preferences as a key to self-expression and a means of non-verbal communication. Attention is paid to
the peculiarities of color perception, its psychological impact, meaning, and significance in modern costume. Color is
considered an element of the iconic costume system, which is the most mobile, because the change of fashionable colors
and their combinations occur constantly, depending on the trends of changing seasons.

The main goal of the article is to identify the factors influencing the perception of colors, to study the meaning of the
color component in clothes, and to form a positive individual and production environment by using color in a suit. Color is
considered one of the most iconic characteristics of a suit, which takes a direct part in the formation of the aesthetic value
of clothing. The article emphasizes the importance of the color environment for the harmonious development of a person
and finds out how color has an emotional and psychological effect on the viewer. Questions are being raised as to why
people have different color preferences and differences in color tastes. The authors focus attention on the correspondence
of certain colors to certain mental reactions, and the results of studies of the influence of color on a person are presented.
and methods of creating the desired image are highlighted.
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ACHEKTHU COIPUHUHATTA KOJbOPY I XYIOKHE NPOEKTYBAHHSA OJATY

YV oanmiti cmammi, poszensioaiomscs sioomi i HOGI Meopii KOAbOPY, AHANIZVIOMbCSA OCHOBHI ACNEKMU 1020 BUBYEHHS,
Ha AKUX IPYHMYIOMbC Qakmopu, wo eNnIuearoms Ha 0COONUBOCME CNPULIHAMMS Konbopie noounorw. Ceped HUX 8uoi-
JAIOMbCA HAUOLIbW 8AXHCIUGE, NO8 A3AHI 13 3MICIOM XYO0X*CHbO20 0bpasy kocmiomy. Ha ocnosi meopemuunozo ananisy
JAimepamyprux odxicepen, po3SiaHymo 81aCMU80CHi KOIbopy AKi ICIOPUYHO YIKABUIU NPe0CmMasHUKI6 pizHux npogecii.
Ginocoghis, Qizuxis, meouxis, XyO0rucHUKIE. YoMy KOIbOPU HAOLIANU NEBHUM CUMBONIYHUM CEHCOM, MA SIKIM YUHOM 3MIHA
KObOPIB 6 MUCTEYMBI Ma MOOi CHPUSLE CAMOBUPAICEHHIO H00CMEa?

Y emammi naoaemoca xapaxmepucmuxa inghopmayitinum AKOCMAM KOAbOPY 6 0031, AHALIZYIOMbCA NUMAHHA KO-
HUX nepesae K KIUa 00 camosupadceris i 3acody HegepbanvHoi KomyHikayii. Yeaea npudirena ocobausocmsam cnputi-
HAMMA KOIbOPY, U020 NCUXONLOTYHOMY BNIUBY, CEHCY | 3HAUEHHIO 8 cyyacHomy kocmiomi. Konip posenadaemuvca ax ene-
MeHm 3HAKOBOI cucmemu KOCMIOMY, SKill € HAUOIIbUWL PYXIUBUM, 60 3MIHA MOOHUX KOILOPIB i IX NOEOHAHL 8100Y8ACMbC
NOCMINHO, 8 3ANEeHCHOCTI 80 MEHOEHYIU 3MIHU CE30HIE.

OcHOBHOI0 Memolo cmammi € 8UABNIEeHHS (PaKmMopié NAUGY HA CRPULIHAMMS KOIbOPIE, BUBYEHHSI 3HAYEHHS KONIPHOT
CKAA0060I 6 00A31, (POPMYBAHHI NOZUMUBHO2O THOUBIOYANLHO20 MA SUPODHUYO20 CepedosUa WIAXOM 3ACMOCYBAHHS
Konwopy 6 kocmwomi. Konip pozensoaemocs sk 00Ha 3 HAUOINbUL 3HAKOBUX XAPAKMEPUCMUK KOCMIOMY, KA NpUlMAae oe3-
nocepeowio yuacmo 6 popmMy8aHui ecmemuuHoi yinnocmi 00a2y. Y cmammi nioKpeciroemscsa 3Ha4eH A KOLPHO20 OMmo-
YenHsl 015l 2APMOHIUHO20 PO3GUMKY TIOOUHU MA 3 SICOBYEMBCSL, K 3d OONOMO20I0 KONbOPY 30IUCHIOEMbCA eMOYIIHO-NCU-
Xonoeiunuti 6naug Ha ensoada. Ilopywyromocs numanns, 4omy 100U Maioms pizHi KOIbOPOSi nepesasu ma 8iOMiHHOCMI
6 KObOPOBUX CMAKAX. A6mopamu axyeHmyemvcs yéaza Ha i0N0GIOHOCHI NEGHUM KOTbOPAM NEeBHUX NCUXIYHUX peaKyill,
HAB00AMbCSL pe3yibmamu 00CTIONCEHb KONPHO2O0 8NIUEY HA THOOUHY. MA BUCBIMIIIOIOMbC NPULOMU CMEOPEHHS badica-
HO2O0 IMIOXCY.

Knrouoei cnosa: cnpuiinamms Koibopy, KOLOpUCMUdHe PilueHHsl, 8NIU8 KONbOpY, KONIPHI nepesazu, KOaip 8 KOCMIoMI,
KOJpHe OMOYeHH .
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Formulation of the problem. Color is one of the
most iconic characteristics of a suit. The color deter-
mines the image of the suit and forms the aesthetic
value of the clothes. With the help of color, an emo-
tional and figurative influence on the viewer is carried
out. The power of color largely lies in its ability to
"bypass" the protective mechanisms of consciousness
and act on a subconscious level. Considering this, a
modern person should know and understand how
color affects his body and psyche in order to better
navigate the world around him. Understanding the
meaning of color preferences is the key to self-dis-
covery and self-expression, the language of non-ver-
bal communication.

As an element of the symbolic system of the cos-
tume, color is the most mobile, because the change
of fashionable colors and their combinations occurs
constantly, depending on the trends of the season.
A huge number of color combinations and, character-
istics of different styles and fashion trends, visually
and in verbal description, do not allow one to under-
stand their meaning, therefore there is a need to study
the meaning and psychological impact of the color
component during the training of a clothing designer.

Research analysis. Human life has always been
connected with color perception. Colored environ-
ments are a natural phenomenon, an objective reality.
Admiring the rainbow — a giant multi-colored arch,
man tried to understand its nature, recreate the colors
to decorate clothes and household items, use color
combinations in drawings. In the course of develop-
ment, mankind accumulated knowledge and discov-
ered new patterns in matters of color. It was noted
that color is able not only to attract attention but also
to repulse it, to influence well-being and work capac-
ity, psyche, and consciousness in opposite meanings.
Color can be both used to treat and harm health.

Historically, colors have been given a certain sym-
bolic meaning. The importance of the color environ-
ment for the harmonious development of a person is
emphasized in many modern publications. Several
theories of color are known, among them the theory
of harmonious color combinations. In the book "100
More Things Every Designer Needs to Know About
People" by the American author Susan Weinshek, the
results of studies of the color effect on people and
the related reaction in different population groups are
given (Weinschenk, 2013: 14). Publicist and market
researcher Vance Packard in the book "The Hidden
Persuaders" analyzes consumer requirements for
color design of clothing.

The topic of color decision in costume design
is considered in the article by O.M. Lagoda "Color
in fashion design". On the basis of known and new
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theories of color, important aspects of its study are
analyzed for the training of clothing designers. Atten-
tion is paid to the peculiarities of color perception, its
meaning, and significance in modern fashion (Lagoda,
2007: 67). Thus, consideration and study of the influ-
ence of color on the conscious and unconscious levels
of the human psyche is necessary for the formation of
training programs for clothing designers.

The problem of color perception and its influence
has historically interested representatives of various
professions: philosophers, physicists, doctors, and art-
ists. The great German Poet J. Goethe considered his
greatest achievement not the world-famous “Faust”,
but his work on color. Disagreeing with the existing
theory of I. Newton about light and color, J. Goethe
proposed his own, based on the “sensory and moral
influence of colors”. The research raises for the first
time the question of the correspondence of certain
colors to certain mental reactions — “certain colors
cause special mental states of a person” (Goethe,
2019: 243). The author associates color preferences in
clothing with the character of the nation as a whole and
of an individual in particular. Goethe divides colors
into "positive", "negative" and “neutral”, drawing a
parallel between color harmony and the harmony of
the human psyche. These provisions of Goethe’s color
theory predicted the results of psychophysiologist’s
experiments, which prove the connection between
color perception and the activity of the human
autonomic nervous system (Lysytsya, 2012: 19).

The colorful environment has always been of
great importance for the harmonious development
of a person’s personality and society as a whole,
which is emphasized in many modern publications.
In the book “100 More Things Every Designer Needs
to Know About People” by the American author
S. Weinshenk, the results of the color influence on a
person and the associated reaction in different popu-
lation groups, depending on professional affiliation,
are given. The issues of color accent and color envi-
ronment are raised, and serious differences in the
symbolic meaning of the color component are traced,
depending on the part of the world where the research
is conducted. The author warns that the same color
can have different meanings, therefore, in order not
to get into trouble, it is better to study these nuances
before offering your design to people of other cultures
(Weinschenk, 2013: 18).

In the research of a modern scientist
I.I. Shevchenko, integral characteristics of human
activity are indicated in the context of color con-
stants of culture, and color is characterized as an
“interpreter” of personality. The author appeals to
the fundamental research of psychology professor
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M. Lusher, who proved that the perception of color
was formed over a long historical period in the pro-
cess of life. Lusher’s discoveries also include the the-
ory that the attitude to certain colors is determined
by the nature of life activities of many generations
of ancestors who were in one or another emotional
state. In turn, I.I. Shevchenko, based on the results
of his research, believes that the attitude to color is
always determined only by an emotional reaction.
The author claims that the reaction to certain colors
arises in a person in connection with his personal
experiences, and forms emotions, which allows the
concept of “color of human” (Shevchenko, 2000: 9).

In clothing design, color carries a special mean-
ing. For a fashion designer, the understanding of the
concept of the color of a suit — the effect on a person
and his environment is of great importance, since it is
directly related to the content of the artistic image of
clothes, capable of influencing the mental state of the
individual and the mood in society as a whole.

The purpose of this research is to identify the fac-
tors influencing the perception of colors, to study the
meaning of the color component in clothes, and to
create a positive individual and production environ-
ment by using color in a suit.

Presenting main material. Many people still con-
sider most of the available information about color as
unscientific. This is because the process of color per-
ception is largely subjective and ambiguous. Physiol-
ogists suggest that color associations may have been
formed in the early stages of human history, when man
associated blue with nighttime and, accordingly, with
passivity, and bright yellow with the sun and activity.

Philosophers claim that in order to understand the
meaning of color, a person needs to understand him-
self. In order to understand the nature of color percep-
tion, several academic studies on color were analyzed.
Psychologist-marketer N. Kolenda in his studies on
the psychology of color came to the conclusion that
the favorite color of most people around the world is
blue. But why is this so? Why do people like different
shades of tones, for example, soft blue or dark blue?
If we all have more or less the same biological nature,
shouldn’t we have the same color preferences? Where
do the differences in our tastes come from? The the-
ory of ecological valence can bring relative clarity to
this issue. According to this theory, the perception of
a certain color develops on the basis of the emotional
experience acquired over time. Color sensations can
evoke memories and associated images and mental
states (Kolenda, 2013: 109).

All color associations will be divided into physical
and emotional. Everything in the universe is in eternal
motion. Each thing in it constantly vibrates, generat-
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ing its own unique frequency. A person has sensory
abilities and can pick up vibrations. Each color of the
spectrum has its own range of vibration, from the low-
est (violet) to the highest (red). To these properties,
we owe the ability to distinguish colors on a physical
level, and our eye is able to distinguish 1.5 million
colors and shades (Pryshchenko, 2018: 56).

The color environment directly affects the emo-
tional state and behavior of a person. In this regard,
the theory of chromaticism is of interest, which claims
that the change of colors in art and fashion contrib-
utes to the self-expression of humanity. The question
of the compatibility of a certain color and a person is
practically not raised in any of the scientific studies,
to a certain extent it is tracked in fashion, design, and
advertising, areas where a person’s choice of color is
obvious. (Pazynich, 2011: 175).

Color has both biological and informative qual-
ities. It awakens not only the energy of a person’s
physical field but also the psychological field. So, for
example, the blue color inspires trust and creates the
impression of seriousness, thoughtfulness, and reli-
ability. This is the color of authority, not by chance,
the business dress code for men for official business
events prescribes wearing a dark blue suit. The blue
color represents conservatism and leads to calm com-
munication. The designer can confidently offer blue
clothes to a person who wants to overcome anxiety
and excitement. This color is attractive to people with
a phlegmatic temperament.

The combination of blue and white is consid-
ered ideal for careerists, this combination devel-
ops flexibility and the ability to adapt. Jauuii xomip
HEOOX1THU, SIKIIO MOTPiOHO BiTHOBUTH PIBHOBAry B
»*uTTi. This color is necessary if you need to restore
balance in life. This is the most popular corporate
color. The color of wisdom, which causes processes
in the body, promoting relaxation. Blue clothes sym-
bolize trust and loyalty.

Green color in clothes is very ambiguous, this
is due to the fact that it refers to neutral, from the
point of view of warm-cold colors, and can have
many different shades. In general, it is characterized
as the most comfortable color for visual perception.
It relieves fatigue and increases tone. An ideal color
for gathering strength. This is the color of stability
and well-being; it is often chosen by bankers. A dark
green suit for men is a sign of conservative views,
but at the same time, a small accent of this color in a
tie creates the impression of a zealous person. Light
green, on the other hand, personifies youth, lightness
and frivolity, growth and development. Psychologists
claim that the green color helps suppress such feel-
ings as jealousy, envy, and greed.
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Red is dynamics and passion. A woman in a red
dress is always noticeable. The designer should
choose the red color if he wants his suit to be the center
of attention. But at the same time, if the clothes are
intended for an event where you need to establish con-
tact and place your interlocutors, it is better to choose
softer shades of red, because deep red can not only
attract attention, but also psychologically oppress.
Red color is loved by choleric people. At work, an
excess of red can lead to nervousness. A small ele-
ment of red in clothes will help emphasize courage
and energy. It should be added to the wardrobe of
a person who lacks enthusiasm and interest in life.

Orange, like yellow, is the color of joy and opti-
mism. Scientists say that long-term contemplation
of the color orange compensates for the daily dose
of vitamin C. The orange color creates a feeling of
well-being and positivity, it adds energy and lifts the
mood. This color is not recommended to be used in a
business environment, if it is not related to creativity
and creativity. t symbolizes creativity, drive, unique-
ness, and activity. Stimulates appetite. Orange rooms
are arranged for the conversation. This color is clearly
visible because it has a long-wave organization. This
color is attractive to sanguine people, but the designer
must remember that it is not for everyone, because it
can cause reflexes of violet shades on very fair skin.

Brown color is the only chromatic color that is not
in the color wheel. Associatively, it is warm and soft,
causes attachment to oneself. This color is well suited
for a business meeting or an interview. This color helps
in trade and financial affairs. Brown gives wisdom and
the ability to maintain equal relationships. Clothes of
brown shades will suit solid, practical people. How-
ever, it is better for the designer to use it as a base color
in combination with other related colors, for example,
cream, beige, chocolate, the main thing is that all the
shades and nuances of the color are “in harmony”.

Gray, white, and black colors are achromatic, their
combinationin asuitis classical. The neutral gray color
does not evoke bright emotions, so it is suitable for a
business environment. This is the color of balance.
Gray symbolizes calmness, assuredness, security, and
maturity. But, at the same time, the frequent wearing
of gray clothes may not have the best effect on the
image, there is arisk of seeming a faceless, withdrawn,
and uninitiated person. This color is indispensable in
those situations when you need to take the position
of an observer, staying on the sidelines. The gray
color is especially pleasant for melancholic people.

White color is a symbol of purity and lightness.
It psychologically "extinguishes" irritation. White
clothes are solemn and elegant and always attract
special attention. All over the world, the white flag is
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a symbol of reconciliation. A very bright white color
can cause a feeling of anxiety and discomfort in some
people. At the same time, this color promotes clarity
and freshness of thought.

The black color is elegant, but it does not catch
the eye and does not stand out from the crowd. Pos-
itive associations: refinement, sophistication, dignity,
and mystery. In China, oddly enough, it is a color
for young children, in Asia it symbolizes career and
knowledge, but in Japan, it is a rebellious color. The
black color strengthens the will and helps to concen-
trate, it builds distance, helps to detach. In the every-
day version, black clothes often require chromatic
support in accessories. The designer should offer black
ensembles to people who communicate a lot, as the
achromatic color does not make the interlocutor tired.
Color therapy refers to black as a color that stimulates
self-confidence. Achromatic combination — white,
gray, black — always looks strict and concise. Black
and white is a classic that does not need additions.
White with gray, gray with gray, gray with black — an
ideal background for bright color accents. All colors
of the spectrum harmonize with achromatic colors.

Can it be said that during life a person gravitates
towards one color or a certain color combination?
Research has shown that this is not the case. Color
preferences of many people change depending on age,
gender, circumstances, and mood. In the life of the
same person, several rather long periods can change:
the “red period”, is when a person is young, in love,
seeks to make a career, and is confident in himself.
Then it can be replaced by a “blue”, “blue” or “green
period“blue”, when a person has reached a certain
social level, has a family, and is settled in everyday
life. The onset of “brown” and “gray” periods is pos-
sible as a result of negative life circumstances and
depressive moods. When a difficult time passes, the
preference is again given to light and bright or calm
deep tones (Kapran, 2020: 64).

Another impressive aspect that affects the choice
of color preference is its identification with the “color
of the soul”. Researchers claim that the color of
clothes can contrast with the “color of the soul”, sup-
press the latter or emphasize it. Both options alternate
periodically. “At first, a person combines the color of
clothes and the “color of the soul” in his preferences.
When color fatigue sets in from such monotony, the
color is changed to a contrasting one, to pass through
neutral gray to a new stage of one’s life, to a new
“color of the soul”, and then to clothes”.

In the theory of chromaticism, the resonance of
the unconscious structure of the personality and color
harmony is connected with the concept of intelli-
gence. According to the color that a person prefers,
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it is possible to determine his emotional state at the
moment, and if these preferences are quite constant,
then it is possible to determine the character of a per-
son and the level of his intelligence. The higher the
intelligence, the more complex, sophisticated shade a
person will prefer (Lusher, 2022).

An important point in reading the color code of
clothes is understanding the concept of image. An
image is a purposefully formed image designed
to have an emotional and psychological impact.
An image is a business card created for others, the
impression that a person consciously wants to create
in others. The desire to wear things of certain colors
can be dictated not only by color preference but also
by fashion recommendations, to look modern and
stylish. Psychologists claim that by following fash-
ion trends, you can add variety to your life, arouse
interest in those around you, and accelerate the onset
of positive changes. As a rule, designers offer several
directions for the development of fashion trends. The
choice of a fashionable color component in clothes
must be conscious, and correspond to a person’s
notions of the nobility of style so that the new image
does not turn into a mask that hides the true face and
forces a person to “play the wrong role”.

Conclusions. Color is an informative variety of
energy that affects a person in a certain way, practi-
cally regardless of his awareness. In clothing design,
color has special characteristics different from other
areas of human activity. The color determines the
image of the suit and sets it in a certain way, form-
ing the aesthetic value of the clothes. The choice of
clothing color characterizes the personality, reveals
its deep needs, and promotes self-discovery and
self-expression. Stylists, image makers, and etiquette
experts pay great attention to the color decision in
clothes. The color training of future fashion design-
ers requires the learning of factors affecting the per-
ception of colors. By understanding the meanings of
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colors, you can manage the impression and create the
necessary image.

Color in fashion is a special aspect of research that
covers the various directions of the function of color
in suits. The prediction of color in a suit is based on
the study of color perception and color preferences
of people of different categories. Each specialist has
his own color selection system for creating clothing
models, which is a serious component of the design-
er’s author’s style and determines his exclusive crea-
tive manner. Using different colors and their shades,
in individual designs, the author conveys to the form
an emotional coloring of different tension and con-
tent, which depends on the purpose of the clothes,
character, and age of the consumer.

In the process of artistic design of a suit, it is neces-
sary to take into account aspects of the psychological
impact of the color component on the viewer, because
the color environment affects the mood of a person
and society as a whole. By choosing certain colors
and shades, the designer can evoke associations and
experiences programmed by the image of the suit.

Changing color combinations in clothes happens
more often than changing the silhouette, proportions,
or structural details. In fashion design, there is a con-
cept of "professional color culture", which means
the ability to work with color and is related to both
the symbolism of color and its psychophysiological
impact. Education of future designers is a process that
should include studying not only aesthetic but also
emotional and psychological aspects of the influence
of color. This is necessary because the color in the
suit pretends to transform the emotional subconscious
attitude to the situation into a conscious embodi-
ment — fashionable colors of the season. On average,
the color is considered relevant from one to three
years. This period of time is allocated by the nature
of social communication for the transition to the next
stage of the intellectual development of society.
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