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INT. QUARTO ANA. TARDE 1

ANA, 25, está deitada em posição fetal, de olhos abertos.
Respira com intensidade.

Escuta-se alguém a entrar em casa, ao fundo. Entra no
quarto TIAGO, 23.

TIAGO
(enveredando um pequeno
caterpillar de plástico
estragado)

Olha o que eu encontrei.

ANA
(ignorando-o)

O que é?

TIAGO
Encontrei um brinquedo.

ANA
Só trazes porcaria.

TIAGO
Limpo-o e arranjo-o. Vais ver, o
puto vai gostar.

ANA
Lá estás tu. Sabes lá se vai ser
um miúdo.

Tiago aproxima-se de Ana. Passa-lhe a mão na barriga.

TIAGO
Vai vai.

Tiago despe a t-shirt e senta-se ao lado de Ana. Começa a
preparar caldo para 2 doses. Ana levanta-se. Tiago enche
as seringas com o preparado. Ana volta com um garrote,
senta-se, ansiosa. Tiago aproxima-se de Ana e prepara-se
para a injectar.

ANA
É a última vez antes do bebé
nascer.

Tiago olha-a nos olhos e acena afirmativamente com a
cabeça. Ana insiste.

ANA
Prometes?

TIAGO
Sim.

Injecta-lhe o preparado. Ana exclama um som de satisfação

(CONTINUA)



CONTINUA: 2.

e deita-se novamente. Depois injecta-se a ele próprio e
recosta-se. Ao fundo, o brinquedo, pousado na cómoda.

FADE OUT

CRÉDITOS

INT. SALA. NOITE 2

MARIA (50) cozinha o jantar com a mesa da sala preparada
apenas para um. Entra Tiago na sala.

MARIA
(desde a cozinha)

Olá filho.

TIAGO
Ainda há comida?

MARIA
Não sabia que vinhas. Espera.

TIAGO
Tens tabaco?

MARIA
Procura aí.

Tiago procura o maço, encontra-o em cima da mesa, e
senta-se perto da janela, a fumar. Maria acaba o jantar, e
vai preparando a mesa.

MARIA
Já não vinhas a alguns dias.

TIAGO
Ando ocupado.

MARIA
(sentando-se à mesa)

Vá, apaga lá isso, anda comer.

Tiago demora o seu tempo, olha pela janela. Maria come.
Tiago senta-se à mesa.

TIAGO
Preciso de dinheiro.

MARIA
Outra vez?

TIAGO
A Ana. É para ir ao médico.

(CONTINUA)



CONTINUA: 3.

MARIA
(desconfiada)

Hoje não dá, não tenho aqui nada.

TIAGO
Não recebeste este mês?

MARIA
Não posso passar a vida a dar-te
dinheiro. Não chega para tudo.

TIAGO
Foda-se é para o bebé, que
caralho. Tens ou não tens?

MARIA
(levantando-se)

Vê se controlas a língua.

TIAGO
Pronto...

Maria retira-se para a cozinha, emocionada.

Tiago levanta-se em surdina na esperança que a mãe não o
veja. Aproxima-se do móvel encostado à parede e abre um
dos púcaros. Verifica que está vazio. Faz o mesmo ao do
lado. Desse retira algumas notas, coloca-as no bolso,
enquanto espreita para a cozinha, certificando-se que não
está a ser observado. A mãe está ainda debruçada sobe a
banca, em sofrimento.

INT. CAT (CENTRO ATEND. TOXICODEPENDENTE). NOITE 3

Ana aguarda sentada, sozinha, na sala de espera. A porta
do consultório em frente abre-se um pouco. Pela porta
entreaberta escuta-se a parte final da conversa entre a
ENFERMEIRA (35) e a MULHER (28) que vinha a sair.

ENFERMEIRA
... a opção é tua. Ninguém tem o
direito de te ser violento
contigo.

MULHER
Eu sei. Vamos ver como correm as
coisas...

ENFERMEIRA
A escolha tem de partir de ti. Se
precisares de alguma coisa, sabes
onde procurar ajuda.

MULHER
Obrigado.

(CONTINUA)



CONTINUA: 4.

A Mulher sai, enquanto Ana acaricia a barriga. A mulher
passa em frente a ela enquanto trocam um olhar. A
enfermeira vem à porta, convida Ana a entrar. Ana
levanta-se, entra no consultório e senta-se enquanto a
enfermeira procura a sua ficha.

ENFERMEIRA
Boa tarde Ana.

ANA
Olá.

ENFERMEIRA
Bem disposta?

(procurando a ficha de Ana)
Tens reagido bem ao medicamento?

ANA
Acho que sim. Alguns enjoos, por
causa do bebé.

ENFERMEIRA
Pois, é normal. Foste fazer a
ecografia?

ANA
(subitamente iluminada)

Sim! Quer ver?

ENFERMEIRA
Claro, mostra.

(Ana mostra a ecografia)
É perfeitinha.

ANA
Sim, graças a Deus.

ENFERMEIRA
Muitos parabéns Ana.

A enfermeira coloca a dosagem no copo de plástico e
entrega-o a Ana que o bebe de um só trago. Coloca o copo
no lixo.

ENFERMEIRA
Amanhã, à mesma hora?

ANA
Sim.

ENFERMEIRA
Até amanha.

ANA
Adeus.

Ana retira-se do consultório.



5.

INT. QUARTO ANA. NOITE 4

Tiago está à varanda. Escuta Ana a entrar em casa.
Dirige-se ao quarto, senta-se na cama. Ana entra no
quarto, pousa as chaves e a carteira em cima da cómoda.

ANA
Olá. Trouxeste o dinheiro?

TIAGO
Mais ou menos. A minha mãe estava
uma chata.

ANA
Então? Nada?

TIAGO
Falta algum.

ANA
Porra Tiago, quanto é que falta?

TIAGO
Praí 100 paus.

ANA
Merda pá. Nem a tua parte foste
capaz de arranjar! E agora?
Dá-me lá o que tens.

Tiago aponta na direcção da mesa. Ana aproxima-se. Pega
nas notas caídas em cima da mesa e junta algumas que
retira do interior da sua carteira. Conta o dinheiro.

ANA
(pôe as mãos à cabeça)

310 euros...

Olha para Tiago. Nota que o comportamento dele é estranho.
Arpxima-se dele.

ANA
Estiveste a consumir?

TIAGO
Hã...

ANA
Tiago, não me mintas, estiveste a
usar?

TIAGO
Pá, foi só um coto.

ANA
Foda-se Tiago o que é que nós
combinámos?

(CONTINUA)



CONTINUA: 6.

Ouve-se a campaínha a tocar. Tiago levanta-se da cama e
fica especado a olhar para a porta. Ana está visivelmente
nervosa. A campaínha volta a soar, agora durante mais
tempo. Ana fecha os olhos.

Ouve-se Tiago a abrir a porta, alguém a entrar. Pela porta
entreaberta do quarto, Ana esconde-se e tenta ver o que se
passa. Escuta a conversa.

SACRAMENTO
Estava difícil.

TIAGO
’Tava na casa de banho.

SACRAMENTO
Então? Não vim aqui pra olhar pra
ti.

TIAGO
Espera.

Tiago volta a entrar no quarto. Estende a mão a Ana.
Ana acena negativamente a cabeça. Tiago retira-lhe o
dinheiro da mão. Sai do quarto e entrega o dinheiro a
Sacramento.

SACRAMENTO
É desta vez que esta merda fica
resolvida?

Faz-se silêncio, enquanto Sacramento conta o dinheiro.

SACRAMENTO
FODA-SE! Falta aqui dinheiro.

TIAGO
Hã?

SACRAMENTO
Não te faças de parvo comigo
caralho. O resto da guita?

TIAGO
É tudo o que tenho.

Sacramento torna-se subitamente violento. Dá umas patadas
nas costas e na cabeça de Tiago.

SACRAMENTO
Tu pensas que eu ando aqui a
brincar caralho? Hã?

TIAGO
Ei, calma! Eu... eu arranjo o
guito.

(CONTINUA)



CONTINUA: 7.

SACRAMENTO
Arranjas? Como? Hã?

Sacramento vai-se aproximando de Tiago e este vai
recuando, até ambos estarem dentro do quarto. Sacramento
apercebe-se da presença de Ana.

SACRAMENTO
Estavas aqui puta? Escondida?

TIAGO
Hei! Calma!

Sacramento aponta uma navalha a Tiago.

SACRAMENTO
Dizes-me outra vez para ter calma
e enfio-te esta merda no corpo.
Só volto a perguntar mais uma
vez. O meu dinheiro?

Faz-se silêncio.

SACRAMENTO
A MINHA GUITA CARALHO?

ANA
Não temos. Só temos isso.

Sacramento aproxima-se de Tiago e encosta-lhe a lâmina à
garganta.

SACRAMENTO
(a olhar para Ana)

Ou arranjas o dinheiro hoje ou
este gajo não sai daqui vivo.

ANA
Foda-se...

SACRAMENTO
Então? Como é que vai ser?

TIAGO
(a olhar para Ana)

Não. Ana!

ANA
Dá-me duas horas.

TIAGO
Ana!

Ana retira-se do quarto, decidida.



8.

EXT. RUA. NOITE 5

Ana percorre a rua a passo rápido. Dobra uma esquina. Pára
em frente a uma montra e olha para o seu reflexo. Procura
baton na mala e passa-o nos lábios. Segue caminho pelas
rua sombrias.

Aproxima-se de uma mulher (prostituta), à beira da
estrada, que a olha de soslaio. Pára um pouco mais à
frente, onde aguarda, cabisbaixa, de mãos nos bolsos do
casaco. Pára um veículo ao lado dela.

CONDUTOR
Olá.

Ana ignora-o. Começa a andar. O condutor insiste.

CONDUTOR
Menina? Vamos dar uma volta?

ANA
(pára e olha para ele)

Só faço oral. 20 euros.

Ele abre-lhe a porta, ela hesita e finalmente entra no
carro.

INT. CARRO. NOITE 6

O carro percorre a cidade em silêncio. O condutor pára num
sítio escuro.

CONDUTOR
Está bom aqui?

ANA
Como quiser.

Ele põe-lhe o braço atrás dela, ao mesmo tempo que, com a
mão esquerda desaperta o botão da braguilha. Ela,
lentamente baixa a cabeça em direcção ao colo dele.

CONDUTOR
Devagar.

Ela, com a ajuda das mãos e da boca, começa a
satisfazê-lo. Ele reclina-se para trás.

INT. ESCADAS. NOITE 7

Ana sobe as escadas, com os olhos no chão. Aproxima-se da
porta. Abre a bolsa e verifica que não tem chaves de casa.
Toca à campaínha. Ninguém responde. Volta a tocar uma e
outra vez. Descontrola-se e começa a bater à porta,
violenta, emocionada. Deixa-se escorregar até ao chão, a
chorar, afaga a barriga.

(CONTINUA)



CONTINUA: 9.

A dada altura, a porta abre-se. Ana olha para dentro.
Tiago, ensanguentado no chão olha para ela. Ana levanta-se
e aproxima-se.

TIAGO
Ele já volta.

Ela baixa-se e abraça-o, com um olhar vazio.

TIAGO
Desculpa.

INT. QUARTO ANA. AMANHECER 8

Tiago dorme profundamente. Ana está deitada com os olhos
abertos. Tem a ecografia nas mãos. O seu olhar está focado
na ecografia que deixa transparecer a luz. Senta-se na
cama. Olha em frente, pensativa. Apercebe-se de algo junto
ao corpo de Tiago.

ANA
(a sussurrar)

Foda-se.

Abana Tiago, para o acordar. Chama-o. Tiago vira-se na
cama, mas não responde. Ela insiste mas sem resposta.

Levanta-se da cama e veste umas calças. Tira a camisola e
veste outra. Veste um casaco, calça-se. Põe umas roupas
dentro de uma sacola.

Antes de sair aproxima-se de Tiago, acaricia-o na testa e
beija-o na face. Sai.

EXT. CARRUAGEM DE COMBOIO. MANHÃ 9

Ana vai sentada junto à janela, com olhar preso na
paisagem. A carruagem vai escura, ainda no túnel debaixo
de terra.

Quando a carruagem sobe em direcção à superfície, a luz
invade a carruagem e ilumina a cara de Ana. Ela olha para
fora da janela, esboça um sorriso e afaga uma última vez a
barriga.

FIM
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FLOORPLAN - FOTOGRAFIA

VENTRE

data: 3 de Junho de 2014 

horário: 21:30 - 23:30

meteo: nublado 

sol: 06:15 — 20:56

CENA 5

NOITE

PLANOS -4

5.1 - Segue Ana pela rua, põe 

baton, pára quando vira esquina.

5.2 - Reflexo de Ana (ANULADO)

5.3 - PI - frontal lente longa, Ana 

espera na rua pelo carro. hesita e 

entra.

5.4 - PA - lateral, próximos. Ana 

espera na rua pelo carro. hesita e 

entra.

 

ILUMINAÇÃO

L - LED’S portatéis - 10w

1

RUA DE SANTA CATARINA ESTAÇÃO DE METRO

CASA DA MÚSICA

L

2 L

5.1

CARRO

CARRO

1 5.3

1

5.4

FLOORPLAN - FOTOGRAFIA

VENTRE

data: 3 de Junho de 2014 

horário: 21:30 - 23:30

meteo: nublado 

sol: 06:15 — 20:56

CENA 6

NOITE

PLANOS -1

6.1 - Do banco de trás do carro, 

a filmar para os da frente - 

percorre a cidade e depois pára.

 

ILUMINAÇÃO

PL - Placas de LED - Xw x 4

CARRO

1

6.1



2�6LJQL¿FDGR�GD�&RU�QR�&LQHPD
-RmR�3HGUR�5DPRV



2�6LJQL¿FDGR�GD�&RU�QR�&LQHPD
-RmR�3HGUR�5DPRV

3. FIGURINOS DO FILME “VENTRE”



Ana

Roupa Cor

Cena 1 Top

Calças

Cena 3, 4, 5, 6, 7 T-shirt

Calças

Casaco



Ana

Sapatilhas

Carteira

Cena 8 Top Branco

Calções

Vestido Branco

Casaco



Ana

Sapatilhas

Carteira

Cena 9 Vestido Branco

Casaco

Sapatilhas

Carteira



Tiago

Roupa Cor

Cena 1 T-shirt cavas

Calças

Sapatilhas

Cena 2, 4, 7 T-shirt

Calças

Casaco



Tiago

Sapatilhas

Cena 8 Boxers
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4. Color Psychology (the “Colour Affects” system)

por Micco-Groenholm



Color Psychology (the “Colour Affects” system) 
 

Color psychology is a matter of debate, to say the least. There are very 
few (if any) undisputed scientific research presented, yet an increasing 
number of physicists, psychologists, biologists and neuroscientists are 
taking the subject increasingly more seriously. 
 
How does it work? 
Many people think that color is just a matter of how things look and it is often dismissed as 
being purely cosmetic. However, the truth is that color is light – the source of life itself; 
there is nowhere that color does not exist and our instinctive, unconscious response to it is 
a vital element in our survival. 
 
Color is Nature's own powerful signaling system. Scientifically, it is the first thing we 
register when we are assessing anything: a very simple and obvious example of that is our 
reaction to a fly in our home: if it is black, we will probably find it a minor irritation, but if 
it has yellow stripes our reaction will be different. The same instinct tells us when food is 
unsafe to eat and throughout the animal kingdom color is widely used to signal sexual 
availability. 
 
In today's sophisticated world it is easy to underestimate the power of primitive instincts, 
as they are largely unconscious. Today we might be contemplating a packet of corn flakes 
or a new cold cure, rather than a primitive meal or a curative herb, but exactly the same 
instincts come powerfully into play. The colors of the interior environment wherein we live 
or work affects us in just the same way as those in the natural world always did. The colors 
that people wear still send out clear signals that we can all read accurately. 
 
Science has always recognized the link between color and mood/behavior and there is a 
large body of scientific research into it. However, no one has written a monograph on the 
subject for over thirty years and one reason for this might be that results are so often 
inconclusive. It is not normally part of a psychologist's remit to study the finer points of 
color harmony so colors are defined as, for example, "blue and orange" or "red and green" 
without much consideration of the subtleties of shade and tone.  
 
However, most of us agree that response to color is subjective and assumes that it must 
therefore be unpredictable. 
 
According to the research of psychologist Angela Wright (and others), this is not true. 
 
Response is subjective but, when the study of color harmony is combined with the science 
of psychology, reactions can be predicted with startling accuracy. There is no such thing as 
a universally attractive color. Red, for example, might be your favorite color but another 
person might hate it. You see it as exciting, friendly and stimulating, he sees it as aggressive 
and demanding. Blue might be perceived as calm and soothing – or as cold and 
unfriendly. It is the combination of colors that triggers the response. 
 



The key factor that Angela Wright recognized in studying color psychology was that, 
equally, there are no wrong colors; we do not respond to just one color, but to colors in 
combination. In many ways, color and music work the same way. Or, as jazz pianist 
Thelonius Monk observed: "There are no wrong notes". 
 
It is important to understand that there is a great difference between color psychology and 
color symbolism. Historically, what is often described as color psychology is actually color 
symbolism – the conscious associations that we are conditioned to make. For example, 
cultural responses to color derive from a variety of causes: green is the sacred color 
throughout Islam, being the color of the Prophet's robe; in Ireland it is considered lucky, 
perhaps because when the world about us contains plenty of green this indicates the 
presence of water and therefore little danger of famine. There are many examples of color 
symbolism: purple is associated with royalty for the simple reason that, until relatively 
recently, it was an extremely expensive dye and only royalty could afford it; red is the 
color of blood and has associations with war. 
 
These associations often coincide with color psychology (red actually can trigger 
aggression) but they are by no means the same thing.  
 
The key to successfully applied color psychology is the recognition of tonal families of 
color and how they relate to personality types. All the millions of shades, tones and tints 
can be classified into just four tonal families and great minds throughout history have also 
repeatedly classified humanity into four types; from Galen in early Rome (predominant 
bodily fluids defining a person as Choleric, Melancholic, Sanguine or Phlegmatic) to Jung in 
the twentieth century (determining function being predominantly Thought, Feeling, 
Intuition or Sensation). 
 
 
Psychological properties of color 
Color is light, traveling to us in waves from the sun. When light strikes any colored object, 
the object will absorb only the wavelengths that exactly match its own atomic structure 
and reflect the rest – which is what we see. Turn this around and it is easy to understand 
how the color of anything is a clear indication of its atomic structure or, in simple terms, 
what it is made of. When light strikes the human eye, the wavelengths do so in different 
ways, influencing our perceptions. In the retina, they are converted into electrical impulses 
that pass to the hypothalamus, the part of the brain governing our hormones and our 
endocrine system. Although we are unaware of it, our eyes and our bodies are constantly 
adapting to these wavelengths of light. 
 
Color is energy and the fact that it has a physical effect on us has been proved time and 
again in experiments – most notably when blind people were asked to identify colors with 
their fingertips and were all able to do so easily. 
 
There are only eleven basic color words in the English language, and yet there are literally 
millions of colors. After the basic eleven, we borrow words, such as avocado (is that the 
flesh, or the skin?) and grape (is that deep purple or green?) to describe the myriad of 
shades, tones and tints. This inevitably creates confusion in color communication. People 
often ask, "Do we all see colors the same?" Who knows? The point is that in color 



psychology it does not seem to matter what we think we are looking at; the effect of colors 
on us is caused by their energy entering our bodies. Color-blind people are also sensitive 
to color psychology. 
 
The eleven basic colors have fundamental psychological properties that are universal, 
regardless of which particular shade, tone or tint of it you are using. Each of them has 
potentially positive or negative psychological effects and which of these effects is created 
depends on the relationships within color combinations.  
 
There are four psychological primary colors – red, blue, yellow and green. They relate 
respectively to the body, the mind, the emotions and the essential balance between these 
three. The psychological properties of the eleven basic colors are as follows: 
 
RED.   Physical 
Positive:  Physical courage, strength, warmth, energy, basic survival, 'fight or flight',  

stimulation, masculinity, excitement. 
Negative:  Defiance, aggression, visual impact, strain. 

Being the longest wavelength, red is a powerful color. Although not 
technically the most visible, it has the property of appearing to be nearer 
than it is and therefore it grabs our attention first. Hence its effectiveness in 
traffic lights the world over. Its effect is physical; it stimulates us and raises 
the pulse rate, giving the impression that time is passing faster than it is. It 
relates to the masculine principle and can activate the "fight or flight" 
instinct. Red is strong, and very basic. Pure red is the simplest color, with no 
subtlety. It is stimulating and lively, very friendly. At the same time, it can be 
perceived as demanding and aggressive. 

 
BLUE.   Intellectual 
Positive:  Intelligence, communication, trust, efficiency, serenity, duty, logic,  

coolness, reflection, calm. 
Negative:  Coldness, aloofness, lack of emotion, unfriendliness. 

Blue is the color of the mind and is essentially soothing; it affects us 
mentally, rather than the physical reaction we have to red. Strong blues will 
stimulate clear thought and lighter, soft blues will calm the mind and aid 
concentration. Consequently it is serene and mentally calming. It is the 
color of clear communication. Blue objects do not appear to be as close to 
us as red ones. Time and again in research, blue is the world's favorite 
color. However, it can be perceived as cold, unemotional and unfriendly. 

 
YELLOW.  Emotional 
Positive:  Optimism, confidence, self-esteem, extraversion, emotional strength,  

friendliness, creativity. 
Negative:  Irrationality, fear, emotional fragility, depression, anxiety, suicide. 

The yellow wavelength is relatively long and essentially stimulating. In this 
case the stimulus is emotional, therefore yellow is the strongest color, 
psychologically. The right yellow will lift our spirits and our self-esteem; it is 
the color of confidence and optimism. Too much of it, or the wrong tone in 



relation to the other tones in a color scheme, can cause self-esteem to 
plummet, giving rise to fear and anxiety. Our "yellow streak" can surface. 

 
GREEN.  Balance 
Positive:  Harmony, balance, refreshment, universal love, rest, restoration,  

reassurance, environmental awareness, equilibrium, peace. 
Negative:  Boredom, stagnation, blandness, enervation. 

Green strikes the eye in such a way as to require no adjustment whatever 
and is, therefore, restful. Being in the centre of the spectrum, it is the color 
of balance – a more important concept than many people realize. When the 
world around us contains plenty of green, this indicates the presence of 
water, and little danger of famine, so we are reassured by green, on a 
primitive level. Negatively, it can indicate stagnation and, incorrectly used, 
will be perceived as being too bland. 

 
VIOLET. 
Positive:  Spiritual awareness, containment, vision, luxury, authenticity, truth, quality. 
Negative:  Introversion, decadence, suppression, inferiority. 

The shortest wavelength is violet, often described as purple. It takes 
awareness to a higher level of thought, even into the realms of spiritual 
values. It is highly introverted and encourages deep contemplation, or 
meditation. It has associations with royalty and usually communicates the 
finest possible quality. Being the last visible wavelength before the ultra-
violet ray, it has associations with time and space and the cosmos. Excessive 
use of purple can bring about too much introspection and the wrong tone 
of it communicates something cheap and nasty, faster than any other color. 

 
ORANGE. 
Positive:  Physical comfort, food, warmth, security, sensuality, passion, abundance,  

fun. 
Negative:  Deprivation, frustration, frivolity, immaturity. 

Since it is a combination of red and yellow, orange is stimulating and 
reaction to it is a combination of the physical and the emotional. It focuses 
our minds on issues of physical comfort - food, warmth, shelter etc. - and 
sensuality. It is a 'fun' color. Negatively, it might focus on the exact opposite 
- deprivation. This is particularly likely when warm orange is used with 
black. Equally, too much orange suggests frivolity and a lack of serious 
intellectual values. 

 
PINK. 
Positive:  Physical tranquility, nurture, warmth, femininity, love, sexuality, survival of  

the species. 
Negative:  Inhibition, emotional claustrophobia, emasculation, physical weakness. 

Being a tint of red, pink also affects us physically, but it soothes, rather than 
stimulates. (Interestingly, red is the only color that has an entirely separate 
name for its tints. Tints of blue, green, yellow, etc. are simply called light 
blue, light green…etc.) Pink is a powerful color, psychologically. It 
represents the feminine principle, and survival of the species; it is nurturing 



and physically soothing. Too much pink is physically draining and can be 
somewhat emasculating. 

 
GREY. 
Positive:  Psychological neutrality. 
Negative:  Lack of confidence, dampness, depression, hibernation, lack of energy. 

Pure grey is the only color that has no direct psychological properties. It is, 
however, quite suppressive. A virtual absence of color is depressing and 
when the world turns grey we are instinctively conditioned to draw in and 
prepare for hibernation. Unless the precise tone is right, grey has a 
dampening effect on other colors used with it. Heavy use of grey usually 
indicates a lack of confidence and fear of exposure. 

 
BLACK. 
Positive:  Sophistication, glamour, security, emotional safety, efficiency, substance. 
Negative:  Oppression, coldness, menace, heaviness. 

Black is all colors, totally absorbed. The psychological implications of that 
are considerable. It creates protective barriers, as it absorbs all the energy 
coming towards you, and it enshrouds the personality. Positively, it 
communicates absolute clarity, with no fine nuances. It works particularly 
well with white. It communicates sophistication and uncompromising 
excellence. It creates a perception of weight and seriousness (it is a myth 
that black clothes are slimming). Black is essentially an absence of light, 
since no wavelengths are reflected and it can, therefore be menacing; many 
people are afraid of the dark. 

 
WHITE. 
Positive:  Hygiene, sterility, clarity, purity, cleanness, simplicity, sophistication,  

efficiency. 
Negative:  Sterility, coldness, barriers, unfriendliness, elitism. 

Just as black is total absorption, so white is total reflection. In effect, it 
reflects the full force of the spectrum into our eyes. Thus it also creates 
barriers, but differently from black, and it is often a strain to look at. It 
communicates, "Touch me not!" White is purity and, like black, 
uncompromising; it is clean, hygienic, and sterile. The concept of sterility 
can also be negative. Visually, white gives a heightened perception of 
space. The negative effect of white on warm colors is to make them look 
and feel garish. 

 
BROWN. 
Positive: Seriousness, warmth, Nature, earthiness, reliability, support. 
Negative:  Lack of humor, heaviness, lack of sophistication. 

Brown usually consists of red and yellow, with a large percentage of black. 
Consequently, it has much of the same seriousness as black, but is warmer 
and softer. It has elements of the red and yellow properties. Brown has 
associations with the earth and the natural world. It is a solid, reliable color 
and most people find it quietly supportive - more positively than the ever-
popular black, which is suppressive, rather than supportive. 



Color as means of marketing communications 
“Color Affects” is a logical and methodic approach to the psychology of color: a clear, 
scientifically developed system, practiced since the early 1980s. It’s primarily created by 
psychologist Angela Wright and is frequently used in commercial design; it applies to 
interiors, product design, web design, uniforms, packaging, corporate identity and 
branding. 
 
The system has almost twenty years of successful application behind it and major 
corporations (Shell, Motorola, Procter & Gamble, BT and The Body Shop to name a few) 
attest to its effectiveness, most notably in sales of their products and reduction of expensive 
design time.  
 
Color can in many cases be used as an effective means of enforcing an underlying 
message. The reason being that color as communicator is far more objective than we think. 
 
It is a common misconception that color psychology is purely subjective, with no objective 
criteria for predicting response, possibly because everyone responds instinctively and each 
of us has our own favorite color. In commercial design, no matter how much time, money 
and effort are invested in the finest expertise and technology, when it comes to color the 
decisions are largely made on the basis of rank. Although some people are generally 
deemed to have a "good eye", if the Chief Executive does not like green it would take a 
brave subordinate to take issue on such an apparently subjective matter, and insist upon 
using it. Without any objective rationale, it is difficult to challenge this. 
 
Another misconception is that, because color is physically processed through the eyes, it is 
a purely visual phenomenon. However, color is light and light is the source of life. Or, as 
Faber Birren, the eminent American colorist, observed in 1950: "Its role in all forms of life 
is too evident to be either denied or ignored." 
 
Color is light, and spectral hues are its components. Scientifically, color is the principal cue 
to composition – i.e. the first thing we register when assessing anything. Hence, a powerful 
communication tool. Therefore it is arguably the most critical element of design.  
 
Throughout millions of years of evolution, innately understanding the language of color 
has helped humanity to survive – to recognize poisonous foods, threatening predators and 
danger signals of all kinds. In modern times this primitive instinct is often quite 
unconscious, but this does not diminish its power. When light strikes the eye, the different 
wavelengths do so in different ways; the eye constantly adjusts and long wave colors 
require the most adjustment. In the retina, they are converted to electrical impulses that 
pass to the hypothalamus, the part of the brain that governs our hormones and endocrine 
system. Thus color sets up complex physiological reactions, which in turn evoke a 
psychological response. Every living creature on earth responds to the messages implicit in 
the play of light and color. In Europe, when the world about us turns grey we recognize the 
onset of winter and instinctively draw in; large amounts of green in any landscape indicate 
plenty of water and therefore little danger of famine, so we are reassured; we recognize 
that a creature colored black and yellow is unlikely to be friendly. 
 



It is important to recognize that color symbolism, deriving as it does from our conscious 
associations, is a conditioned response – an entirely different process from color 
psychology, which is what happens on an unconscious level. It is essential to take account 
of cultural conditioning, and often the two coincide – but if they do not, the unconscious 
response will prevail. 
 
Although the science of psychology is relatively young (little more than one hundred years 
old), the study of color is as old as time. In the twentieth century, great strides were made 
in our understanding of human behavior, and latterly the links with patterns of color have 
become a bit clearer. Before that, the importance of specific tones was not recognized. It is 
not usually part of a psychologist's remit to study the finer points of color, and since there 
are only eleven basic color terms in the English language, but millions of variations, one 
vital element was overlooked. It is not enough to refer to 'blue' or 'red'; these terms are 
relatively meaningless in the context of close study. The precise variation of each color and 
the harmonic relationships are of paramount importance. Why, for example, do two 
versions of the same spectral hue, say, royal blue and powder blue, have such different 
effects? Why do people respond differently to the same color? Crucially for the design 
industry, are there colors that have universal appeal? (The answer to the last question is no 
– but there are universally attractive color combinations). 
 
Contrary to previous research, the “Color Affects” system works on two levels; the 
psychological properties of each of the basic hues – red, blue, etc. – and the difference that 
tonal variations, and combinations of specific shades, tones and tints will make in 
achieving visual harmony and the desired psychological effect. 
 
Science recognizes four psychological primary colors, based on the way that color is 
processed in the eye and the brain – red, blue, yellow and green. These four colors relate 
respectively to the physical, the mental, the emotional and the essential balance between 
these three. Beyond that, each of the seven spectral hues has distinct psychological 
properties of their own. Although the principles have long been accepted, more recent 
work demonstrates that color perception and color preference are not a matter of response 
to one color in isolation, but to all the colors presented. 
 
The essence of successful use of color derives, not from the choice of any particular hue, 
but from tonal relationships, and that is universal. No matter how attractive a particular 
color may be (the world's favorite color, time and again in research, is blue), if the tone of 
it relates inaccurately either to the other tones present or to the basic message one is trying 
to convey, its negative perceptions will emerge, so it must be adjusted. There is no such 
thing as a good color or a bad color – red, for example, can be perceived as stimulating 
and exciting, or as stressful and demanding – there are only appropriate and inappropriate 
color schemes.  
 
One of the most important needs for humanity is balance. One example of the natural 
restoration of balance occurs in the phenomenon of after images, when the eye is focused 
for thirty seconds or so on a particular color, and then closed or redirected, the image will 
continue in the eye for a few moments in the complementary color. The practical value of 
this is demonstrated in the traditional use of green in operating theatres – when the surgical 
team looks up from the inevitable focus on blood red, their eyes will immediately be rested 



by the green. The most effective color schemes are those that contain a balance of 
wavelengths. 
 
Aristotle, in linking colors to the four elements (earth, air, fire and water) also observed the 
primary importance of blue and yellow. These two colors represent polarity, the sky and 
the sun, night and day, introvert and extrovert, cool and warm, contraction and expansion. 
Newton's discovery of the spectrum appeared to replace Aristotle's theory, which had 
formed the basis of all color work for two thousand years, but in fact it was an extension of 
it. 
 
When we realize that all people can also be classified broadly into four categories, 
application of color psychology becomes more manageable and more accurate. The Swiss 
psychologist Jung's defined us, together with other twentieth century neurologists and 
psychologists, as being fundamentally extrovert or introvert, being externally or internally 
motivated. 
 
A totally new approach in color psychology came when the links were recognized 
between all the sixteen million shades, tones and tints available to us in a color computer – 
classified into four categories – and the four personality types defined by Jung.  
Extroverts appeared to respond more strongly to color in general and longer wavelengths in 
particular, whilst introverts prefer cooler, blander tones.  
There are four tonal families of color; cool based and warm based, deriving from blue and 
yellow respectively, within which further classification comes from intensity. Each group 
contains variations of all spectral hues, so it is not necessary to draw from more than one 
group for any color scheme. In fact, doing so will negate it.  
When all the colors used in any design project belong to the same group, they combine to 
create a relationship, which protects the positive perceptions of each individual hue. 
Therefore it is essential to establish which color group, or psychological color family, best 
conveys the desired underlying message. Thus a framework is created within which 
designers can work freely, secure in the knowledge that the color scheme will fulfill its 
function. 
 
Look around, and you’ll see that there’s rarely a design brief that does not wish to combine 
the virtues of modern efficiency and caring friendliness. Virtually every color “mistake” 
arises from failure to understand how to encompass both, without mixing the tonal 
families. We see cold grey mixed with warm red, warm yellow with black, 
'pharmaceutical' blue (Pantone Blue 072) with light, friendly red (Pantone Red 032) in the 
mistaken belief that this will capture the best of both worlds. Instead, what happens is that 
the reds suddenly appear cheap or defiant, the blues convert from reliable and efficient to 
cold and hard and the grey depresses everyone. It is worth repeating that every color – 
without exception – has potentially positive or negative properties inherent in it. Which of 
those are communicated depends entirely on how it is used. 
 
The four color groups, and the predominant characteristics of each, could loosely be 
described as follows: 
 



GROUP 1 Clear, delicate warm colors containing no black. 
Descriptors such as scarlet, coral, peach, daffodil yellow, emerald green, 
sky blue, cobalt and lilac apply.  
Personal characteristics associated with this tonal family are light, warm, 
friendly, new, young, lively, fresh, clean, and optimistic. 
 
Negatively, they may be perceived as insubstantial, frivolous and immature. 
 
Famous people whose personalities appear to belong to this type are: The 
late Princess Diana, Bill Clinton and Tony Blair. 
 
Examples of this color group are the corporate colors of British Petroleum, 
Virgin and Norwich Union's new colors. 

 
GROUP 2 Cool, contain more grey and, whilst also delicate, are not necessarily light. 

They are soft and subtle and examples are maroon, rose pink, grapefruit, 
sage, viridian, dove grey, Air Force blue, delphinium, lavender.  
The characteristics are understated elegance, cool, calm poise, graceful, 
upmarket, timeless, expensive, soothing, aspirational. 
 
Negatively they may be interpreted as draining, unfriendly, aloof, elitist, and 
'wishy-washy'. 
 
Famous personalities are, or were: H.M. The Queen, Nelson Mandela and 
Grace Kelly. 
 
Since these tones are inherently understated and recessive, there are no 
striking examples of Group 2 corporate colors in the market place. They are 
more effectively used in small boutiques, museums or government 
buildings. 

 
GROUP 3 Warm, but much more intense and fiery. 

They contain black in their mixing (e.g. olive green is yellow mixed with 
black) but black itself does not belong in this group. Examples of the colors 
are described as tomato red, burnt orange, rust, butter yellow, leaf green, 
olive, teal blue, peacock, and aubergine.  
The characteristics are warm and friendly, traditional, solid, substantial, 
reliable, earthy, environmentally aware. They can also express iconoclasm 
and a certain flamboyance. 
 
Misused, these tones can convey heavy, old-fashioned, boring predictability 
and bossiness. 
 
Famous personalities include: Germaine Greer, Sophia Loren and Sir David 
Frost. 
 
Shell International Petroleum, The Body Shop and Mothercare corporate 
colors are mainly Group 3. 



 
GROUP 4 Very clear and strong, with no subtleties. 

The group includes black, white, crimson, magenta, lemon, jade green, ice 
blue, indigo, violet.  
They communicate characteristics of uncompromising excellence, material 
aspiration, efficiency, drama, sophistication, modernity, and 'high-tech'. 
 
The other side of this group is cold, uncaring, unfriendly, materialist, and 
expensive. 
 
Famous personalities include: Margaret Thatcher, Sean Connery and 
Gordon Brown. 
 
Examples of Group 4 corporate identity are British Airways (apart from the 
unfortunate 'tail fin' re-design) National Westminster Bank and Texaco. 

 
 
 
 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This whitepaper is largely based on work by Angela Wright (psychologist of Queen Mary's Hospital, 
Roehampton, England, and at Carmel, California, USA) who studies both unconscious thought processes and 
the dynamics of color harmony in her exploration of color psychology.  
 
Between August 2003 and March 2004, the color printer manufacturer, OKI Printing Solutions, sponsored 
stringent research to test Angela Wright’s theories (from which the Colour Affects system was developed). 
The project was carried out by the Colour & Imaging Institute (Derby, UK) across six cultures, in five countries 
throughout Europe  (Britain, France, Germany, Spain and Sweden); Chinese observers resident in Britain were 
also tested. The results were remarkable, achieving 77% overall agreement with the theories, and over 90% 
agreement in places. Another striking discovery from this project was the remarkable level of agreement among 
all observers – demonstrating that response to color is not as dependent on age, gender or culture as was 
previously thought. 
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