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COLOR SYMBOLISM IN FOOTBALL:
PSYCHOLOGICAL IMPACT AND TRADITIONS

Purpose of the study. The article aims to provide a comprehensive examination of the role of color symbolism in
shaping the visual identity of football clubs, to analyze its psychological impact on players, supporters, and opponents,
and to investigate the historical and cultural traditions that determine the choice of club colors within both European and
Ukrainian football contexts. Furthermore, the study seeks to clarify how color fulfills communicative, identificational,
and emotional-motivational functions in sports branding.. Research methodology. The theoretical and methodological
foundation is based on interdisciplinary approaches from sports psychology, color science, marketing, cultural studies,
and visual communications. The research employs methods of content analysis, semiotic analysis of club identity,
comparative—historical approach, and interpretative analysis of symbolism. The source base includes scholarly
publications, empirical studies on the influence of color on the human psychophysiological state, as well as visual identity
examples of leading European and Ukrainian football clubs. Scientific novelty. For the first time, the psychological,
cultural, and communicative functions of club colors in football are systematized within a single analytical model that
integrates semiotic, historical—cultural, and psychophysiological aspects. The study proposes an original interpretation
of club color as an integrated element of sports identity — a carrier of symbolic capital, a tool for regulating emotional
dynamics, and a means of maintaining collective identity. The research deepens the understanding of the relationship
between color and the motivational mechanisms of fans and players, including cross-cultural differences and local
identities. Conclusions. Color symbolism in football serves as a key marker of visual identification, combining aesthetic,
semiotic, psychological, and cultural functions. Club colors not only ensure brand recognizability but also influence the
emotional state of players and supporters, fostering a sense of belonging, enhancing motivation, and strengthening team
spirit. Historical and cultural analysis demonstrates that the choice of colors is often determined by regional traditions,
political, and social contexts, while the preservation of a consistent palette ensures continuity and anchors the club's
legend in collective memory. The psychophysiological influence of colors — particularly red (activation, aggression,
dominance) and blue (stability, concentration, self-control) — can be strategically applied in sports management and
branding. The findings confirm that color in football identity is a multidimensional phenomenon that combines commercial,
communicative, and cultural dimensions, and its optimization can become an effective tool for improving both the athletic
and marketing performance of a club.
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KOJIPHA CUMBOJIIKA Y ®YTBOJII: ICUXOJOTTYHUM BIIJIUB TA TPAIUIIIT

Mema oocnioxcennn. Memorw cmammi € KOMIIEKCHe 8USYEHHS PO KOMPHOI CUMBONIKU Y (POPMYBAHHI 8i3YaNbHOI
auoeHmuxu QymoonvHux Kiy6ie, ananiz ii NCUXON02IYHO20 GNIUBY HA 2pasyis, YOONIBANILHUKIE MA ONOHEHMI8, d MAKONC
00CHIOAHCENHS ICTNOPUKO-KVTLIMYPHUX MPAOUYTL, U0 GUSHAYATOMb UOID KITYOHUX KOTbOPIBY €6PONELICOKOMY Md YKPAIHCOKOMY
@ymobonvromy konmexcmi. Jo0amkogo poboma cnpaMosana Ha 3 ACY8AHHA MO20, AK KOMP 6UKOHYE KOMYHIKAMU6HI,
iOenmuikayitini ma emoyitiHo-momueayitni  QyHkyii y cnopmusHomy o6penouney. Memooonozia 00cioxncerHs.
Teopemuko-memo0on02iuHoI0 OCHOBOIO CIY2Y8ANU MINCOUCYUNITHAPHT NIOX00U 3 NCUXONO0CIT CROPNTY, KOIbOPO3HABCMEA,
MapkemuHey, Kyibmypoiozii ma 8i3yanbHux KOMyHikayitl. Bukxopucmarno memoou KoHmenm-ananizy, cemiomuyHo2o aHauizy
KIYOHOI atiOeHmuKY, NOPIGHATbHO-ICMOPUYHO20 NIOX00y ma IHMepnpemayitiHo2o aHanisy cumeoniku. [cepenvhy 6azy
CMAaHOBUNIU HAYKOSL NYONiKayil, eMniputHi OOCHIONCEHHS BNIUBY KOLbOPY HA NCUXOQPIZI0N02TUHUL CIMAH THOOUHU, 4 MAKONC
NPUKIaoU Gi3yanrbHuX i0enmuuHocmel npogionux ceponelicokux ma ykpaincokux xunyoie. Haykoea noeusna. Ynepuie
CUCMEMAMUZ08AHO NCUXONOSTUHI, KVIIbMYPHI MA KOMYHIKAMUGHI (DYHKYIL KIIYOHUX KObOPI6 Y pymooi 6 €OUHIN aHAIMUYHIL
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MoOeli, KA NOCOHYE CeMiOMUUHULL, ICMOPUKO-KYIbIYPHULL Ma ncuxo@iziono2iunuti acnekmu. 3anponoHosano agmopcoke
MPAKMYBAHHs KIYOHO20 KOIbOPY 5K IHMESPOBAHO20 elleMeHma CHOPMUBHOI AUOeHMUKU, WO € HOCIEM CUMBONIYHOZO
Kanimary, iHcmpymeHmom pe2yiayii eMoyitiHoi OUHAMIKU ma 3acobom NiOMpUMKU KoleKmueHoi ioenmuurocmi. Iloenubneno
PO3YMIHHA 38 "A3KY MINHC KONbOPOM A MOMUBAYIUHUMU MEXAHIZMAMU YOONI8ANbHUKIS | 2paABYI8, Y MOMY YUCTI 3 YPAXYBAHHAM
KPOCKYIbIMYPHUX SIOMIHHOCMEU Ma JOKAIbHUX i0enmuunocmell. Bucnosku. Konipna cumeonika y ¢ymoéoni € kuouosum
Maprepom 8i3yanbHol idenmupixayii, akuil NOEOHYE eCIMemuyHy, CeMIOMUYHY, NCUXON02IUHY Ma KYiemypHy @yukyii. Knyoui
KOMbOpU He e 3a0e3neuyroms 6NisHaA8aHicmy OpeHdy, ane Ui GNIUGAIOMb HA eMOYIIHULL CIAH 2Pasyis I 600NIBAIbHUKIE,
opmyrouu 6iouymms HaNEHCHOCHI, NIOBUYIOYU MOMUBAYIIO MA KOMAHOHULL OYX. [cmopuKko-KyibmypHutl ananiz ceiouums,
Wo 8udip KOMbOpI8 4ACMO 3YMOGIEHUll PeCiOHANbHUMU MPAOUYIAMU, NOTIMUYHUMU MA COYIATbHUMU KOHMEKCMAamu,
a 30epedicenns cmanoi nanimpu 3abe3neuye CnaokOEMHICMb i 3AKPINIIOE KIyOHY JNe2eHOy Yy KONeKMUBHIU nam sami.
Tcuxoghizionoziunuii 6nu6 KoIbOPI8, 30KpemMa YepeoHO20 (AKMUBAYIs, azpecis, OOMIHY8AHHS) MA CUHLO2O (CMAOLILHICMb,
KOHYEHMPAayisl, CAMOKOHMPOTb), Modce OYmu CmpamezivHo 6UKOPUCIAHULL Y CHOPIMUSHOMY MEHEONCMEHMT ma OPeHOUHSY.
Ompumani pesyrbmamu ni0meepoiICyIomy, wo Koup vy ymoonsvHill atideHmuyi € Oa2amosumipHuM (eHOMEHOM, KUl
NOEOHYE KOMEPYILIHI, KOMYHIKAMUGHI MA KYIbIMYPHI 8UMIDU, | 11020 ONMUMI3AYIA MOdice Cmamu eqhoeKmueHUM IHCIpyMeHmoM
NiOBULYEHHSL K CNOPMUBHUX, MAK | MAPKEMUH208UX NOKA3HUKIE K1Y0).

Knrouoei cnoea: pymoonvna artioenmuxa, openoune Kiyois, 8i3yanvhi elemenmu, epoavHi elemMenmu, Koiboposd
CUMBONIKA, CNOPMUBHUTL MAPKEMUH2, TOKAIbHA I0SHMUYHICMb, YUDPOGI KOMYHIKAYLL, iICMOPUKO-KYIbMYPHUL KOHMEKC,
Mpaouyitina cuMeonixa, egonyis KiyoHoi atldenmuKu, 6001i8aIbHUYbKA KYIbMYpPd, KYIbMYPHA CNAOWUHA, PeciOHANbHI

ocobnusocmi.

Problem Statement. In modern football dis-
course, club identity appears not only as a visual code
that marks belonging to a particular team, but also as
a complex communicative construct that performs a
multi-level function in the processes of social interac-
tion, branding, and the formation of collective iden-
tity. It becomes an important tool for the symbolic
representation of the club in the global media space,
reflecting its values, traditions, and cultural codes.
One of the central components of visual identity is
color, which performs not only a decorative or aes-
thetic function but also has a deep semiotic, psycho-
logical, and emotional meaning.

The color palette of a football club is a powerful
trigger for identification, evoking strong emotional
responses, forming cognitive associations, and ensur-
ing quick recognition of the team among the numerous
visual signals on the sports field. The psychological
impact of color on perception is well documented in
interdisciplinary studies, particularly in psychology,
marketing, and visual communication. In the context
of football, color contributes to a sense of belonging,
unity, and loyalty among fans, transforming individ-
ual support into a collective experience.

Color symbolism in soccer is multidimensional:
on the one hand, it carries the historical and cultural
traditions of a region or nation, and on the other, it
serves as a tool for strategic communication and brand
building. The colors of a soccer club reflect its ideol-
ogy, character, heritage, and ambitions. At the same
time, they can influence the psycho-emotional state
of both players and fans, and indirectly — the results
of matches.

The relevance of this study is due to the growing
importance of visual strategies in sports marketing
and the need for a deeper understanding of the sym-
bolic mechanisms behind the visual identity of clubs.
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Given the cultural diversity of European football, it
is the analysis of color as an element of identity that
allows us to identify both common and distinctive
features of the visual culture of football in different
countries.

The aim of this work is to study the role of color
in shaping the identity of European football clubs, to
examine its psychological impact on fans and players,
and to analyze the historical and cultural traditions
that determine the choice of club colors. The research
material consists of the visual identities of leading
European football clubs, as well as scientific works in
the fields of color science, psychology, sports brand-
ing, and cultural studies.

Review of Recent Research and Publications. In
scientific research, color is considered one of the basic
visual codes that influences the emotional perception
of information. In the field of communications, color
performs the functions of marking, identification, and
symbolic representation of meanings. Different colors
are associated with certain emotional states: red with
energy and aggression, blue with stability and trust,
green with harmony and hope. In the context of iden-
tity, color forms the first impression and reinforces
the visual recognition of the brand. The study of color
identity in sports, particularly in football, is based on
interdisciplinary research in sports psychology, psy-
chophysiology, marketing, and visual communica-
tion. (Voronova V. 1., 2017) emphasizes that a team's
color identity is a key element of visual communica-
tion that is read on both an emotional and sociocul-
tural level. Color is not only a marker of belonging
to a club, but also a tool for psychological influence
on athletes, opponents, and fans. The monograph by
Korobeinikov, Prystup, Korobeinikova, and Briskin
(Korobeinykov H., Prystupa Ye., Korobeinykova L.,
& Briskin Yu., 2013) examines the psychophysiolog-
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ical states of athletes, including the role of sensory
stimuli, such as color, in regulating emotional state
and readiness for competition. The authors note that
the color environment can influence the level of nerv-
ous system activation, motivation, and concentration,
which directly correlates with performance in sports.
(Mysak and Vyshnovsky, 2022) focus on the psy-
chological factors of motivation for achievement in
sports, in particular on the fact that the colors of sports
uniforms and symbols can enhance internal motiva-
tion and create a sense of team unity. They empha-
size that emotional attachment to club colors can
strengthen fan loyalty and enhance team spirit. Recent
foreign studies reinforce these findings. (Leder, 2024)
analyzes the psychology of color in sports branding,
demonstrating that color shapes the emotional portrait
of a brand and influences the perception of its char-
acter. The author notes that in football, color is not
only a decorative element but also a carrier of cultural
and political meanings. Shagyrov and Shamoi (Sha-
gyrov M., & Shamoi P., 2024) explore emotionally
oriented color palettes in marketing, concluding that
correctly selected colors can evoke targeted emo-
tional responses from the audience and strengthen
brand identification. This statement is directly appli-
cable to football clubs that use color as a tool to sup-
port fan loyalty. The fundamental aspects of color
psychology are systematically revealed by Elliot and
Maier (Elliot A. J., & Maier M. A., 2014: 95-120),
who summarized empirical data on the influence of
color perception on human psychological function-
ingThe article shows that colors modulate emotional
states, cognitive activity, and motivational processes
through the activation of both conscious and subcon-
scious mechanisms. This influence is particularly sig-
nificant in the context of competitive activities, where
even minimal psychological advantages can affect the
outcome. Research by Hill and Barton (Hill R. A.,
& Barton R. A., 2005, 293) proves that the color red
increases performance in sports competitions, espe-
cially in individual matches. The authors explain
this phenomenon by evolutionary mechanisms asso-
ciated with the association of red with dominance
and strength. In the context of soccer, these findings
are confirmed by empirical observations, according
to which teams in red uniforms more often demon-
strate an aggressive style of play and achieve higher
results in matches of equal class. Kiiller's (Kiiller
R., Ballal, S., Laike T., Mikellides B., & Tonello G.,
2006: 1496-1507 ) cross-cultural study in the field of
ergonomics examines the influence of color and light-
ing on the psychological state of humans. Although
the work focuses primarily on the interior environ-
ment, its results are relevant to sports design: it has
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been found that certain color schemes help reduce
anxiety, increase concentration, and optimize emo-
tional balance. These effects can be integrated into
the process of creating sports uniforms and identities
to achieve the desired psychological results in players
and spectators.

Presentation of the main material. Color is one of
the basic elements of a football club's visual identity,
playing a decisive role in shaping recognition, sym-
bolic meaning, and emotional connection between the
club and its target audience — fans, players, and part-
ners. In football culture, colors have powerful sym-
bolic potential because they convey the club's values,
character, historical context, and regional affiliation.
They appear in all key elements of visual style: from
uniforms and logos to flags, banners, and stadium
design.

Club colors, as a structural element of the visual
identity of football teams, are often established at the
stage of the club's founding and, over time, acquire
significance not only as a stylistic or aesthetic marker,
but also as a symbol of historical continuity, identity,
and stability. Maintaining the same color palette for
decades forms a deep emotional attachment among
fans, cementing visual elements in the collective
memory as symbols of tradition, heroic past, and club
legend. In this way, color becomes a tool for convey-
ing the values and narratives that shape the club's cul-
tural mission.

In some cases, colors convey political, social,
or ethnocultural meaning. For example, the red and
blue colors of FC Barcelona go far beyond decora-
tive design: they symbolize Catalan national identity,
resistance to centralized power, and the desire for
political autonomy. This palette has become an ele-
ment of visual resistance within the broader sociocul-
tural conflict between the Spanish state and the Cat-
alan community, giving the club's identity a deeply
politicized dimension.

Another example is the black and white colors
of Turin's Juventus, which for a century have repre-
sented not only minimalism and elegance, but also a
certain symbolism of strength, stability, conservatism,
and even a corporate approach to club management.
These colors function as a visual metaphor for its elite
status in Italian football.

In many cases, a football club's color palette is
rooted in a regional or national context: it refers to
historical coats of arms, flags, architectural traditions,
or local myths. In this way, club colors become mark-
ers of spatial belonging and cultural representation,
serving as a visual embodiment of the collective iden-
tity of a particular community. In this respect, football
color identity is not only a component of the brand,
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but also a part of cultural heritage that unites different
generations of fans and serves as an important chan-
nel of social memory.

In the context of Ukraine, the color identity of
football clubs also has a deep symbolic meaning,
rooted in local traditions, historical processes, and the
cultural identity of the regions. Domestic clubs use
colors not only as a means of visual recognition, but
also as markers of regional identity, national narra-
tive, and even political affiliation. Given Ukraine's
complex history, multi-layered regional structure, and
desire to preserve cultural autonomy, club colors often
represent deeper meanings than just aesthetic choices.
For example, Dynamo Kyiv is traditionally associ-
ated with a white and blue palette, which echoes the
colors of the capital's coat of arms and national sym-
bols. These colors have become symbols not only of
the sports club, but also of an entire generation that
perceives Dynamo as the embodiment of Kyiv, and
sometimes even Ukrainian, football. White and blue
symbolize purity, constancy, courage, and at the same
time a certain urban restraint — traits that are often
projected onto the identity of the capital.

In turn, Shakhtar Donetsk, with its signature
orange and black colors, forms a completely differ-
ent narrative. Orange refers to the color of fire, labor,
and energy — characteristics of the mining profession,
which is the main identifying marker of the Donbas
region. Black symbolizes coal, the depths of the earth,
strength, and endurance. In this sense, Shakhtar's
color palette becomes a profound metaphorical code
of regional pride and social identity, which is particu-
larly significant in the context of conflict and the club's
temporary loss of its territorial base. Other clubs also
demonstrate a close connection with the local context.
For example, Karpaty Lviv uses a green and white
color scheme, which is associated with the city's coat
of arms and the mountain symbolism of the region.
The color green is also a reference to nature, freedom,
and national dignity, which is particularly relevant in
the context of Galician identity. This color scheme
visually and symbolically codifies the specificity of
western Ukraine, which has historically been a center
of national liberation aspirations.

It is also worth mentioning Chornomorets Odesa,
whose colors — dark blue and white — convey the mari-
time identity of the port city, its openness to the world,
cosmopolitanism, and strategic location at the cross-
roads of cultures. In this case, the palette becomes not
only a means of local branding, but also a reflection
of the historical and geographical status of the region.
Color identity plays an important role in shaping the
visual environment of fan culture: it manifests itself
in paraphernalia, clothing, graffiti, and online content
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created by fan communities. This color unity creates
a sense of belonging to the community, strengthens
group identity, and emotional connection to the club.

In addition to their cultural function, colors have
practical significance in sports management: they are
used in marketing campaigns, ticket design, official
websites, mobile applications, and also play a role in
brand commercialization (sale of uniforms, souve-
nirs, etc.).

The color symbolism of football clubs often has
deep historical roots, reflecting both the sociocultural
context of the team's founding and the specifics of the
region. For example, the red and white colors of the
English club Arsenal were borrowed from Notting-
ham Forest, whose players provided equipment to the
newly formed London team at the end of the 19th cen-
tury. In turn, Chelsea's blue color is associated with
the coat of arms of Earl Cadogan, the owner of the
estate on whose territory the club was founded. Such
cases demonstrate that the initial color choices were
often dictated by practical circumstances or affiliation
with a particular social, military, or regional identity.
Over time, these colors took on new symbolic mean-
ings, becoming integrated into club mythology and
fan culture.

Regional and national specifics also significantly
influence the color palette of clubs. In Latin Amer-
ican countries, bright colors — yellow, red, green —
are often predominant, as they are associated with
emotionality, dynamism, and folk energy. For exam-
ple, the Brazilian club Flamengo uses red and black
as symbols of struggle, courage, and passion. In the
European context, there is a tendency to use colors
associated with heraldry, municipal coats of arms, or
historical flags. For example, the burgundy and blue
colors of Barcelona refer to the colors of the student
uniform of one of the Swiss lyceums where the club's
founder, Joan Gamper, studied, but over time these
colors have acquired the status of a symbol of Catalan
identity.

In Eastern Europe, clubs often use colors associated
with the Soviet legacy (red, white) or, conversely, with
national revival (yellow, blue in the case of Ukraine),
emphasizing a new identity through a change or rein-
terpretation of club symbols. Despite the dynamic
development of football as an industry, most clubs
have retained their colors for decades, viewing them as
an integral part of their identity. For example, Juventus
of Turin switched to black and white uniforms at the
beginning of the 20th century, borrowing the design
from the English club Notts County, and has remained
faithful to these colors ever since.

On the other hand, some clubs have made radical
changes due to both commercial and political factors.
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In 2012, Welsh club Cardiff City changed from blue
to red at the initiative of a Malaysian investor who
considered red to be a happier color in Eastern cul-
ture. This transformation provoked massive resist-
ance from fans, and in 2015, the club returned to blue.

These examples demonstrate the complex balance
between marketing considerations, globalization pro-
cesses, and the pressure of tradition that determines
the fate of football clubs' color identities. In this
context, color is not only an aesthetic or identifying
element, but also a carrier of memory, ideology, and
social capital. The color of sports uniforms not only
serves as a visual marker of team identity, but also
acts as an important psychological factor that influ-
ences the behavior of athletes, their opponents, and
even referees. According to recent research in sports
psychology, color palettes can activate cognitive
responses associated with dominance, emotional sta-
bility, or aggression (Sport, the arts..., 2023) In par-
ticular, colors associated with energy or risk (red,
black) can increase the level of dominance or conflict
both in players and in the perception of referees, as
evidenced by observations of the frequency of warn-
ings to teams in dark uniforms (Leder, 2024).

In the context of blue or white, a different dynamic
is observed: these colors are more often associated
with emotional balance, self-organization, and stra-
tegy (Shagyrov, Shamoi, 2024). At the same time, the
choice of color can influence fan loyalty, strengthen-
ing the sense of belonging to the club. As Voronova
notes, the color identity of a football team is one of
the key codes of visual communication, which is read
on both emotional and sociocultural levels. Therefore,
color in football functions not only as a visual ele-
ment, but also as a psychologically and symbolically
charged component that directly or indirectly influ-
ences the course of sporting interaction.

Color symbolism in the sports environment is not
only an element of design or identification, but also
a powerful cognitive and psychophysiological factor
capable of influencing behavioral dynamics, psycho-
logical readiness, and the overall effectiveness of an
individual under conditions of increased stress. Inter-
disciplinary studies in cognitive psychology, neuro-
aesthetics, and sports psychophysiology have con-
sistently shown that color acts as a sensory stimulus
capable of modulating both affective and cognitive
processes — in particular, motivation, attention, emo-
tional regulation, level of activation, and readiness for
action (Elliot A. J., & Maier M. A., 2014: 95-120).

In a sports context, these influences are particu-
larly important, as the effectiveness of teamwork and
individual performance often depends not only on
technical or physical indicators, but also on the abil-
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ity to regulate one's own psycho-emotional state. For
example, experimental studies show that the color
red is associated with dominance, aggression, vic-
tory, and physical strength. It can cause an increase
in heart rate, stimulation of the sympathetic nervous
system, activation of “combat excitement” emotions,
and mobilization of the body's resources (Hill & Bar-
ton, 2005). That is why its presence in sports uniforms
can create psychological pressure on opponents while
activating the internal motivation of the team that
uses this color. However, it is important to note that
excessive stimulation, especially under stressful con-
ditions, can lead to impulsive reactions, reduced stra-
tegic thinking, and impaired motor control. Thus, the
color red requires careful and strategically considered
use within sports identity.

Blue, on the other hand, is often associated with
emotional stability, confidence, calmness, and rational
self-control. Its psychophysiological effect consists in
reducing the level of physiological arousal, stabilizing
breathing and heart rate, which contributes to deeper
concentration and more accurate decision-making
This is especially important for players whose role
requires a high level of cognitive control and analyti-
cal thinking, such as goalkeepers or defenders. In this
case, color becomes not just an attribute, but a regula-
tor of psychophysiological balance.

According to color therapy and perception psy-
chology, green has a calming effect, helping to reduce
anxiety and psycho-emotional stress. It is associated
with natural balance, environmental safety, and resto-
ration. In sports, green can perform a compensatory
function, reducing stress levels in competitions with
increased emotional stress or long game cycles. Its
use can be especially effective in conditions of visual
overload or when it is necessary to stabilize the col-
lective dynamics of emotions.

Yellow, on the other hand, is a high-frequency
color that stimulates the cerebral cortex, activates
attention, and evokes emotions of joy, dynamism, and
intellectual tension. Its use in a playful way can help
increase reactivity, accelerate mental processes, and
stimulate creativity in tactical decision-making. How-
ever, in excessive amounts, yellow can be visually tir-
ing or cause irritability, which reduces effectiveness
in situations that require prolonged concentration or
emotional balance.

Sports psychology also notes that the harmony of the
color scheme of the uniform affects team interaction —
both internal (mutual understanding between players)
and external (the perception of the team by spectators
and opponents). Based on recent research in the field
of visual communications in sports, contrasting and
visually organized colors help improve spatial orien-
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tation on the field, speed up reactions to teammates'
and opponents' actions, and make it easier to identify
players in a dynamic and fast-paced game environ-
ment. Confirming this approach, Voronova emphasizes
the importance of color identity as a key element of
visual communication in sports, which influences the
perception and recognition of a sports brand. A mono-
graph describes how the color style of a modern sports
brand shapes its unique image and strengthens its con-
nection with its audience. Mysak explores the psycho-
logical impact of color on the visual perception of a
brand, emphasizing that colors can evoke an emotional
response and influence fan loyalty. At the same time,
modern electronic sources (Leder, 2024; Shagyrov &
Shamoi, 2024; Frontiers in Psychology, 2023) reveal
the role of color in shaping emotional palettes in sports
brand marketing and maintaining fan loyalty. Exam-
ples of the practical application of these principles can
be seen in the rebranding processes of football clubs
such as Chicago Fire (AS USA, 2019) and Hydera-
bad (NHI1Design 2020) (Rebranding a football club |
Hyderabad FC., 2020)., where updating the color iden-
tity became an important part of restoring the club's
image. Color strategy is a key element of a football
club's identity, serving not only an aesthetic function
but also playing a role in forming an emotional connec-
tion between the club and its supporters. A change in
the color palette as part of rebranding is usually accom-
panied by a significant response from the fan commu-
nity, as color is often associated with club history, val-
ues, and local identity.

An illustrative example is the case of FC Juventus,
when in 2017 the club presented a new visual identity
that included a minimalist logo and an updated visual
language. Although the colors remained unchanged
(black and white), the new emblem became a sym-
bol of the transition from traditional Italian football
culture to a global brand. Some fans perceived the
change as a depersonalization and commercializa-
tion of the club, but the management emphasized the
need for evolution to attract a young audience and go
beyond the sports context.

The above cases clearly illustrate the dilemma
faced by football clubs in the 21st century: on the
one hand, the need to preserve historical and cultural
traditions, and on the other, the desire for globaliza-
tion and brand capitalization. The case of Cardiff City
shows that violating traditional identity without tak-
ing the fan community into account leads to a loss
of trust and social capital. At the same time, the case
of Juventus FC demonstrates that rebranding can be
successful if the basic elements of identity (colors,
historical continuity) are preserved and the changes
are positioned as strategically justified.
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Scientists point out that color is one of the most
resistant aspects of identity, acting on the level of sub-
conscious emotional perception. A change in color is
seen as an “intrusion into the sacred” and is perceived
more radically than even a change in name or logo.
That is why clubs are advised to conduct preliminary
social research among fans before introducing visual
transformations.

Changing the color code of a football brand is a
high-risk move that requires a balanced approach and
a deep understanding of the cultural context. Color in
football is not just an attribute of form or marketing,
but a carrier of collective memory, emotional attach-
ment, and local identity.

Such changes can only be justified if: the colors
do not have established historical significance (for
example, in newly created clubs); the changes are
accompanied by clear communication with the fan
community; the color palette does not contradict the
historical or cultural code of the region; the changes
have a strategic rationale within the global develop-
ment of the brand.

Color is one of the key elements of football iden-
tity, performing not only a visual function, but also a
profound symbolic, psychological, and sociocultural
one. It acts as a means of communication between the
club and its community, reinforcing traditions, local
belonging, and the emotional identification of fans.

The psychological effects of color influence player
behavior, perception of opponents, and referee deci-
sions, which emphasizes the need to consider these
factors in the design of uniforms and identity in
general. At the same time, the cultural and histori-
cal dimension of color requires caution when mak-
ing changes: changing the palette without taking into
account fan sentiment or local context can lead to a
brand identity crisis.

The table (Table 1.) shows the main colors used
in the identity of European football clubs, including
Ukrainian teams. Each color is accompanied by a
brief description of its impact, traditional meaning in
football, examples of clubs that use it, and features of
its use in club symbol design.

For each color, examples of well-known European
clubs and Ukrainian teams are given, allowing you
to see how pan-European trends are combined with
local characteristics. This makes it possible to trace
how color influences the formation of a club's image
and its recognition among fans.

The table helps to systematize information about
how colors are used in football not only as an aes-
thetic element, but also as an important component of
identity that conveys the character, style, and values
of the team.
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In general, the data presented reflects the diversity
of approaches to color selection, their function in club
identity, and their role in forming an emotional and
visual connection with the audience.

A study was conducted to empirically test how
the color identity of football clubs affects the per-
ception of teams by fans, as well as to identify the
relationship between the color of the uniform and
the team's performance. The study was carried out
in three stages: Visual experiment. A series of mock-
ups of football players was created in four color uni-
form options: red, blue, green, and black. Respond-
ents (N = 120) — football fans, sports journalists, and
coaches — were asked to rate each image on a scale
of 1 to 7 according to the following parameters:
Aggressiveness, Dominance, Confidence in victory,
Stability/reliability.
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Statistical analysis of match results. We analyzed
200 matches from Europe's top leagues (Premier
League, La Liga, Bundesliga) in which teams played
in uniforms of the specified colors. The main criterion
was the ratio of wins by teams in red uniforms com-
pared to other colors in matches of equal class.

Qualitative interviews. Eighteen in-depth inter-
views were conducted with fans. Respondents were
asked open-ended questions such as: “What associa-
tions does a certain color uniform evoke?”” and “What
characteristics do you attribute to a team in blue/red/
green uniforms?” The answers were analyzed using
content analysis.

Expected results.

Red demonstrates the highest levels of aggression,
dominance, and expected victory. Blue is perceived
as a color of stability, trust, and tradition. Green is

Table 1

Analysis and systematization of information on how colors are used in football

Psychological Tradlglon-al Examples of Examples of Features of use in
Color impact meaning in European football Ukrainian clubs identit
P football clubs y
Energy, A symbol of Manchester United Used to create an image
aggression, stre}rll th. strugele (England), Bayern Shakhtar Donetsk of dominance, passion,
Red passion, lea de%sh’i €8'%> | Munich (Germany), Dvnamo Kviv and struggle. Often the
confidence, a ressiv% la Spartak Moscow y y main color of a uniform
motivation £8 pay (Russia) or logo.
Emphasizes
Calmness, oAsz}t/;][‘E)lijlci)‘l Chelsea (England), Dynamo Kviv professionalism,
Blue trust, discipline, or anizati}(l;n and Inter Milan (Italy), M}e’lriu ol Y, confidence, authority.
reliability g S Marseille (France) P Often the main color of
cold logic the uniform.
Optimism, fin(gggfssm Borussia Dortmund Metalist Kharkiv. Used for emphasis,
Yellow attentiveness, Y ’ (Germany), Benfica . > |indicates the speed and
d youthfulness, (Portugal) Oleksandriya tivity of the t
speed, energy activity ortuga creativity of the team.
Sgé?ﬁ)(;}gg;tal Rarely the main color,
Harmony, hope, friendliness Werder Bremen Vorskla Poltava more often an accent
Green naturalness, ’ (Germany), Celtic P color. Emphasizes
freshness development, (Scotland) Karpaty Lviv uniqueness and
connection with con%ection to the region
nature )
Power, authority, gxs/}e];nitb()lst(; gn i, [Juventus (Italy), Zorya Luhansk Used as an accent or
Black elegance, and sor};etimeg > | Schalke 04 (sometimes in the |base, it creates a serious,
severity : (Germany) second form) elegant look.
aggression
Purity. neutralit Real Madrid A symbol of classicism
White calmz’ess ¥ | Traditional color | (Spain), Tottenham | Dynamo Kyiv and purity. Often used
fairness. for home uniforms | (England), Dynamo | (home kit) as a base or background
Kyiv color..
Energy, Emphasizes Ajax (Netherlands), | Olympic Donetsk | Used to attract attention
Orange creativity, innovation and Milan (sometimes | (sometimes in the |and emphasize
warmth charisma accents) second form) individuality.
Mystery, Rarely used, Lviv Movement Used to stand out from
Purple creativity, symbolizes Fiorentina (Italy) (experimental the crowd and create a
nobility uniqueness versions) unique style.

Gray / ;Ffeggré?llcoglcal Indicates ?ﬁ]a?]fgisstggocnﬁy Vorskla Poltava Used as an accent color
Silv}ér mo dernity’ innovation, stylish kit), Arsenal (sometimes to create a contemporary
Ly minimalism > accents) look.

neutrality (experimental)
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Table 2

Results of the study on the influence of football uniform color

Color of | Average scores on a scale (1-7) | Statistical data Analysis Associations and interpretations
uniform Visual experiment (N=120) of 200 matches Content analysis of interviews (N=18)
Aggressiveness Dominance Confidence in victory
Red 6.4 6.1 6.2
Blue 3.8 4.2 4.9
Green 3.2 3.5 4.1
Black 59 6.3 5.7

associated with harmony, naturalness, and teamwork.
Black evokes feelings of power, strength, and even
threat.

Statistical analysis has shown that teams in red
uniforms have a higher percentage of wins in evenly
matched games (7.2% more than the league aver-
age). Interview results confirm the established sym-
bolic associations of colors: red — “warriors,” blue —
“intelligent strategies,” black — “intimidating power,”
green — “natural harmony.”

Visual experiment: respondents rated each visual
layout of a soccer player according to four criteria
from 1 to 7. (Table 2.) Statistical analysis: the per-
centage of wins by teams wearing uniforms of corre-
sponding colors in matches where the opponents were
of approximately equal skill level was calculated.

Interviews: content analysis of 18 interviews with
fans was conducted, and key symbolic associations
with each color were identified.

Red turned out to be the most aggressive and dom-
inant in both perception and actual performance. Blue
is the most stable in perception, but does not show
high results in matches. Green has the lowest aggres-
sion ratings, but is associated with teamwork and
calmness. Black is perceived as threatening and pow-
erful, although its effectiveness is not as impressive
as that of red.

The color of the uniform has a significant impact
on the emotional and cognitive perception of the
team. The results of a visual experiment showed that
different colors evoke different expectations from the
team — from aggression and dominance to calmness
and stability.

Red demonstrates the highest scores across all
parameters associated with victory. Fans, journalists,
and coaches perceive teams in red uniforms as more
aggressive, dominant, and confident. Match statistics
confirm this: red uniforms are associated with the
highest percentage of wins (+7.2% above the league
average). Blue is perceived as a symbol of stability
and strategy, but has no advantage in terms of perfor-
mance. Despite high ratings for “stability/reliability,”
blue uniforms do not perform better in matches, indi-
cating a gap between perception and practical effect.
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Green is associated with naturalness and teamwork,
but is perceived as less dominant. This color has the
lowest aggressiveness and dominance ratings, which
may lead to lower expectations of victory. The perfor-
mance statistics of teams wearing green uniforms are
also slightly below average. Black evokes conflicting
perceptions: strength and threat. It ranks high in dom-
inance and aggressiveness, but its performance indi-
cators are not as high as those of red. In interviews,
black was often described as “dominant” or even
“intimidating.”

The symbolic associations of color are deeply
rooted in the minds of fans. Qualitative interviews
showed that fans have stable perceptions of the “char-
acter” of teams depending on the color of their uni-
forms, which potentially affects the level of expec-
tations and even emotional support during matches.

The color identity of football clubs is a complex
phenomenon in which aesthetic, psychological, soci-
ocultural, and communicative aspects are intertwined
into a single symbolic system. The choice of colors
for club identity is not random or purely visual — it is
shaped by historical and cultural context, local sym-
bolism, national traditions, and strategic sports brand-
ing objectives. As shown by the example of European
football clubs, color plays a decisive role in building
an emotional connection between the team and its
fans. Color shapes the visual recognition of the club,
which is supported by logos, uniforms, fan parapher-
nalia, digital communication channels, etc. In addi-
tion, the color palette has the ability to shape cogni-
tive and affective responses in fans, including feelings
of pride, unity, and belonging to “their” space or com-
munity. These processes are reinforced by cultural
codes encoded in colors: red as a symbol of strength
and victory, blue as a sign of stability and intellect,
green as a hint of tradition, nature, and freedom, and
black as an expression of power or tragic experience.

The psychological function of color in the context
of player behavior is no less important. Empirical
studies show that certain colors can influence mood,
fighting spirit, and self-confidence, as well as make an
impression on opponents. In this sense, color identity
is not only an element of style, but also a strategic tool
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of psychological influence that can enhance competi-
tive advantages. It should be emphasized that the color
palette of a football club often becomes a marker of
cultural memory, spatial belonging, and local identity.
This is especially true in Ukraine, where the colors of
football clubs are deeply connected with the history
of the region, social myths, the professional identity
of the population (as in the case of Shakhtar), national
narratives (as in Dynamo Kyiv), or city symbols (as in
Karpaty Lviv or Chornomorets Odesa). Color forms a
symbolic language through which the club communi-
cates with the community, conveying its values, his-
tory, and hopes.

Conclusions. In light of globalization processes,
the importance of color is only growing, because it is
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the visual component that allows a football brand to
remain recognizable in an intercultural space where
competition for audience attention is growing. In this
context, color identity acts as a universal code that
overcomes language and national barriers, contrib-
uting to the formation of global fan communities.
Further research into color identity in football is of
significant scientific and practical importance. Inter-
disciplinary approaches that combine the tools of
color science, sports psychology, cultural anthropol-
ogy, semiotics, and visual branding are particularly
relevant. Empirical studies of the influence of color
on game behavior, fan engagement, and the processes
of commercialization and transnational adaptation of
football clubs offer particular promise.
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