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INDICATIONS FOR A VALID COLOUR TEST TO 
MEASURE PERSONALITY, VISUAL NEEDS AND 
PREFERENCES FOR TAILORED DESIGN APPLICATIONS

PSYCHOLOGY, DESIGN, HUMAN COMFORT

color test, genetics, personality, preferences, design

ABSTRACT
This study examines the validity of a simple color 
test, which could provide rapid insight into the 
design preferences of customers. The color test 
framework is based on the 3-dimensional bipolar 
Genetic Semantics theory, filled up with the three 
fundamental neural dimensions that underlie color 
coding in the human visual system, supplemented
with the three basic dimensions of color 
experience. The sample comprises 173 Belgian 
citizens. Significant and theoretically congruent 
influences are observed between the Five-Factor 
personality dimensions and the six bipolar color 
choices. Moreover, interconnections among the six 
color questions confirm the used dimensional 
framework. The present color test actually does 
provide information about someone's personality, 
and in extension about preferences and needs in 
terms of design. The overall results promise to have 
great relevance to designers.
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introvert
less social

PREFERENCES

Calm colors (blue, green, brown, white, grey). 
Cold palette. Desaturated colors. Fewer 
contrasts. Dark predator creature.
Font: Courier New, Arial, Consolas

Quiet environments. Undecorated spaces, 
unstylish, empty, ordinary, old-fashioned, 
conventional interiors. Single purpose spaces.

Less easy to appreciate art. Realism. 
Performances.

Slow, re�ective, complex music. 

Watch TV for information.

extrovert
more social

PREFERENCES

Active and bright colors (black, purple, red, 
yellow, pink). Warm palette. More contrasts. 
Small elements. Sociable brands.
Font: Gigi, Kristen, Comic Sans

Noisy environments. Decorated, full, 
distinctive, cheerful, colorful, inviting, stylish, 
modern, unconventional. Multiple purpose 
spaces

Artistic preferences in general. Abstract. 
Collages.

Upbeat, conventional, energetic and rhythmic 
types of music (popular jazz, salsa, dance). 
Music as background for distraction. Music for 
emotional regulation.

Not reading for pleasure.

Watch TV for companionship.

less conscientious
less order and discipline

PREFERENCES

Sociable brands. Humoristic themes, 
unconventionality, visual composition, 
complex design. Sketchy drawings.
Fonts: Gigi, Kristen, Rago Italic.

Disorganized spaces. Full, cramped, cheap, 
uncomfortable, distinctive, informal, 
unconventional, bad use of space.

Complex compositions and paintings. Sad 
paintings. Non-traditional visual forms, high 
tension themes, emotionally charged, 
grotesque art, surrealism, abstract and 
installation art.

Rebellious music (heavy metal, punk, 
alternative rock, hip-hop, rap). Dislike upbeat, 
energetic and conventional types of music. 
More variety of genres.

Powerful performance cars. Convertible car.

Literary novels. Books about ethnic, music, 
feminist topics.

more conscientious
more order and discipline

PREFERENCES

Traditional design. Fine lines. No complexity. 
Need for love, ideal and hedonism in brands. 
Trusted brands.
Fonts: Courier New, Times NR, Arial, Consolas, 
Verdana.

Conventional spaces, good condition, empty, 
expensive, inviting, formal, organized

No complex pictures or paintings. 
Representational art. Classic disciplines such as 
painting and sculpting. Skilled artworks. Dislike 
abstract or humorous art.

Major key and fast tempo music. More 
conventional and less rebellious types of 
music: country, religious, pop, jazz, salsa. Very 
speci�c on the types of music they like and do 
not tend to expand beyond these.

Traditional cars.

Work and science-related articles.

more emotionally at ease
less planning

PREFERENCES

Blue, green, black, brown, white. Cool colors. 
Less chroma. Black/white.  Sober design.
Fonts: Kristen, Gigi, Rago Italic

Expression of personality through fashion or 
brand choices. 

Complex and daring environments. 
Disorganised, inviting, full, poor use of space, 
mismatched contents.

Abstract art. Black and white drawings, 
photography.

Intense and unpretentious styles (e.g. folk, 
country music). Major key and fast tempo 
music. Heavy metal, punk, alternative rock, 
hip-hop and rap or Jazz. Not need music to 
cope with emotions. Music as a way to be 
perceived.

less emotionally at ease
more planning

PREFERENCES

Pink, purple, red. Cute, friendly, charming ‘baby’ 
characters. Playful. Scary. Trusted brand. Not 
self-expressive in brand choice.
Fonts: Impact, Courier-New, Agency FB.

Environments that give a feeling of security. 
Conventional, calendars, dark lighting, 
organized, empty, roomy, good use of space, 
matching contents.

Sad and emotionally negative paintings. Color 
in artworks, paintings.

Less energetic and conventional, more 
re�ective (such as in the jazz, R&B genre). 
Listen to speci�c songs or types of music when 
they are sad/down/upset. Music as a 
worthwhile activity. Music for emotional 
regulation.

Watch TV for entertainment and 
companionship.

introvert
(closed) facts, objective

PREFERENCES

Desaturated colors. Fewer contrasts. Disregard 
aesthetic characteristics of products, focus 
more on other product aspects.
Fonts: Courier New, Arial, Consolas.

Quiet environments. Undecorated spaces, 
empty, ordinary, unstylish, old-fashioned, 
conventional, single-purpose spaces, small, old, 
private, formal. O�ce peripherally located in 
low tra�c area.

Less easy to appreciate art. Sad or serious 
themes. Realism. Performances.

Re�ective, complex, nostalgic music. 

extrovert
(open) fantasy, subjective

PREFERENCES

Bright colors. More contrasts. Small elements. 
Humoristic and action themes. Respond more 
intensely to the appearance of a product. 
Sociable and exciting brands.
Fonts: Gigi, Kristen, Rage Italic, Impact, 
Rockwell, Xbold, Georgia.

Noisy environments. Decorated spaces, full, 
distinctive, cheerful, multiple purposes, 
colorful, inviting, stylish, modern, informal, 
unconventional, comfortable, public. Centrally 
located o�ce in high tra�c area.

Energetic and rhythmic music (country, reggae, 
dance).

Artistic preferences in general. Appreciation of 
artistic quality even in absence of emotional 
understanding.  Nonconventional art forms 
(abstract, modern, surrealistic art or collages). 
No literal representation forms. Happy themes.

Convertibles and powerful performance cars.

less agreeable

PREFERENCES

Rough surfaces and brushstrokes. Hard 
lightness contrasts. 
Fonts: Impact, Rockwell, X Bold, Courier New, 
Agency FB.

Disorganized spaces, unstylish, old-fashioned.

Abstract and installation art.

Rebellious music genres (heavy metal, punk, 
alternative rock, hip-hop, rap). Bass music.

Powerful performance cars.

Literary novels.

more agreeable

PREFERENCES

Smooth surfaces and brush strokes. Small 
lightness contrasts. Harmless, friendly robotic 
creatures. Need for love, ideal and hedonism in 
brands. Sincere brands.
Fonts: Gigi’s, Monotype, Kristen, Corsiva, Times 
NR, Cambria.

Cheerful spaces, colorful, organized, inviting, 
stylish, modern, new.

No sad paintings. Preferences for simple works. 
Representational art.

More conventional and less rebellious music 
genres (easy jazz). Re�ective, rhythmic, and 
upbeat music (country, soundtrack, religious, 
pop, rap, hip-hop, soul and funk, and 
electronica and dance music )

Traditional cars. Dislike powerful performance 
cars. 

more emotionally at ease
(open) more intellectually curious

PREFERENCES

Exciting brand.
Fonts: Times New Roman, Arial, Cambria, 
Georgia, Kristen, Gigi, Comic Sans.

inviting spaces, noisy, good condition, 
cheerful, colorful, distinctive, stylish, modern, 
new. International maps on the wall.

Preference for visual arts in general and for 
aesthetic quality. Abstract art. Dislike 
impressionism, neutral and natural paintings.

Sophisticated (e.g. jazz), intense, energetic 
(reggae) music styles. Re�ective and complex 
music (blues, jazz, classical, folk). Rebellious 
music (alternative and heavy metal). Rhythmic 
music factor. A wide range of genres.

Convertible car.

Reading for pleasure, complex and stimulating 
genres. Literary novels. Culture and science 
related texts.

less emotionally at ease
(closed) more spiritually curious

PREFERENCES

Respond more intensive to the appearance of a 
product.
Fonts: Gigi, Kristen, Rage Italic, Impact, Courier 
New, Agency FB.

Quiet spaces, cramped, ordinary, unstylish, 
old-fashioned, private, conventional.

Photography, painting, collages. Dislike video- 
and computer-art, installations, performances 
and animation.

Upbeat and conventional music: country, 
soundtracks, religious and pop music.

Romantic novels. Articles about environment.
Watch TV for entertainment and 
companionship.


