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Abstract

The usage of appropriate colors and
the consideration of product types in interna-
tional advertisements can profoundly impact
the success of advertising, This study com-
pares the usage of colors and product types in
business-to-business and busi-
ness-to-consumer magazine advertisements

among Singapore, Taiwan, The United States,

and France. The author proposes that color
usages are posited to associate different
product types (business product or consumer
product) with different kinds of print medias.
This study calls for the application of content

2

analytic techniques to advertising as a
method of sorting color usages.

A cross-borders empirical investigation
examines the eleven colors: black, blue,
brown, gray, green, orange, red, violet, white,
yellow and others in the context of busi-
ness-to -business and business-to-consumer
print advertising. The anticipating results
differ from prior theories of color preferences,
indicating that sunlight theory may influence
color selection for advertisement. Managerial
implications for color usages in advertising
across national boundaries are discussed and
suggestions for future research are provided.

Keywords: Content analysis, Color, Product
types, Business-to-business print ad-
verting, Business-to-consumer print
advertising, The sunlight theory .
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