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Advertisements are generally composed of impact colours, that is, of colours exhibiting large colour differences. Different colour combinations can be found in competing advertisements on the same newspaper page or in the same market place. Hence the cacophony of colour noise that can occur within these environments. This study concerns two applications within the food industry. The first concerns colour contrasts announcing the presence of a restaurant, café or bar on the high street, the second concerns contrasts occurring on pages of local newspapers. 

The question that can be asked is, do rules exist as to the colours used, or, do they just occur at the whim of the proprietor or advertiser? The approach used to answer this question will be that emerging from studies on the use of colour in biological nature (1) and studies on the use of colour in folklore (2). That is, in terms of driving forces.

THE STUDY 

During five weeks in May and June 2000 the opportunity arose to record the exterior colours of a random sample of restaurants, cafes and bars in the cities of Stockholm, Sweden, Mendoza, Argentina, the Art Deco area of Miami, USA and Old San Juan, Puerto Rico. Colours were recorded while travelling around town on the top of a bus, in a taxi or on foot. That is, the colours recorded were those as seen by the potential customer looking for somewhere to eat or drink

In the real life of the exterior advertisement, colours tend not to be the more subtle shades that occur in interiors, but bold impact colours. Estimates were made in terms of the mix of chromatic colours, whether they had added black, white or grey, levels of brown, pale colours that would only be a dark contrast to white itself, and achromatic white, black and grey. Records were made of the colours as they existed, whether brand new, faded by the sun, covered in dirt or wet from rain. Paul Green-Armytage’s new colour tutorial diagram has been used to illustrate the results.

THE RESULTS

Apart from the idiosyncratic, a number of driving forces influence colours used to advertise the exterior of venues where food and drink can be consumed. 

1. Local geology. In places where a great proportion of the building is constructed from exposed local stone, it is this that can provide one part of the façade colour contrast. An example is Stockholm, Sweden where the stone is grey, often subtly coloured. Here one third of observed venues possess stone as one of the significant contrast colours. Reddish, brownish and greenish colours are the most popular dark contrasts to stone, while paleish, yellowish and whitish colours the most common light contrasts. 

2. The heritage industry. Old San Juan, Puerto Rica and the Art Deco district of Miami provide contrasting examples of cities where past colour glories are being resurrected. The clean colour quality tends to be the same in both areas but Art Deco colours tend to contain more white than those that appear to have been used in the days of the Old Spanish Empire. 

In Old San Juan a total of 35 observations were made, 31 of which contain white as a light contrast. Dark contrasts are mainly, in order of use, greenish, brownish, greyish, yellowish, orangish, bluish and reddish. The wide range of dark contrasts also includes yellowish brown, purplish and pinkish hues.

The total number of observations in the Art Deco District of Miami was 11. Ten of these have light contrasts that are paleish and yellowish. In contrast, no palish and yellowish colours were seen in Old San Juan. The most popular dark contrasts in Miami are bluish and greenish. 

3. Commercial sponsorship. A total of 61 observations were made in downtown Mendoza, Argentina and in 17 commercial sponsorship provided the driving force. Of these colours, 11 are dominated by Pepsi (red, white and blue), four by Coca-Cola (red and white), and two by McDonalds (red, yellow and white). 

4. Traditional architecture. Sometimes the colours advertising restaurants are restricted to those dictated by traditional architecture. For example, when the façade preserves the black and white of British Tudor and mock-Tudor architecture. 

5. Other driving forces. Also noted are instances where façade colour is linked with function, for example, brown facades for bakers, green for greengrocers. Also where colours are linked with ethnicity, for example, the exotic colours used as impact colours for some Indian and Chinese restaurants.

The full paper will also consider colours used in advertisements occurring in two local newspapers.

CONCLUSION

Use of colour in biological nature is normally predictable in that only three driving forces appear to be responsible for the coloration of plants and animals. However, human beings are able to make choices. Hence, although colour usage by an unregulated population cannot be predicted, driving forces nevertheless can be detected for the use of colour in building facades. 
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