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Abstract
Color psychology is widely used in marketing to evoke specific emotional responses and influence consumer behaviors. However, the role of personal color preferences in moderating these effects has received limited attention. This paper explores the intersection of color preferences and traditional color psychology principles, analyzing how personal likes or dislikes of specific colors influence the success of marketing strategies. Drawing on existing literature in psychology, marketing, and consumer behavior, this study finds that personal color preferences significantly impact the effectiveness of color-based marketing. Consumers with negative associations toward a particular color are less likely to experience the intended emotional and behavioral responses, suggesting the need for more nuanced approaches to color utilization in marketing.

Introduction
Color psychology is an essential element of marketing strategy, with brands leveraging colors to elicit specific emotions and associations. For example, blue often symbolizes trust and calmness, red signifies excitement or urgency, and green suggests health and sustainability (Kumar & Garg, 2010). These universal principles have shaped branding, packaging, and advertising strategies across industries. However, personal color preferences may challenge the universality of these associations, as individual likes and dislikes toward certain colors can override expected emotional responses.
This paper examines whether personal color preferences affect the expected reactions based on color psychology in marketing. For instance, does a person who dislikes the color blue fail to perceive calmness in a blue-themed advertisement? If so, this would suggest that color psychology in marketing is not universally effective, emphasizing the need for more personalized approaches.

Color Psychology in Marketing
Color psychology suggests that colors have inherent emotional and psychological impacts on individuals. For instance:
· Red: Associated with excitement, urgency, and passion, making it effective for call-to-action buttons and sale promotions (Labrecque & Milne, 2012).
· Blue: Symbolizes trust and serenity, often used by financial institutions and healthcare providers to instill confidence (Huang & Lu, 2015).
· Green: Represents growth, health, and nature, frequently used by brands in the wellness and sustainability sectors (Bellizzi & Hite, 1992).
These principles rely on general emotional and cultural associations. However, the variability introduced by individual preferences could challenge their consistency.

The Role of Personal Color Preferences
Personal color preferences are shaped by factors such as culture, experiences, and personality. For example, a person who associates blue with negative memories may dislike the color, regardless of its general association with trust and calmness (Hurlbert & Ling, 2007). Such preferences could lead to a cognitive dissonance when exposed to marketing materials that use disliked colors.
Negative Impact of Disliked Colors
Disliked colors may evoke aversion or disinterest, reducing the effectiveness of the marketing message. For instance, if an advertisement for a calming product relies on blue tones but the target consumer dislikes blue, the intended emotion of serenity may not be achieved.
Strengthening of Positive Preferences
Conversely, consumers tend to have stronger emotional connections with their favorite colors. Marketing materials incorporating these colors may amplify engagement and foster a positive response, even if the product's general color psychology does not align with the consumer's preferences.

Moderation of Color Psychology Effects
Personal color preferences act as moderators in the relationship between color psychology and consumer behavior. This suggests that:
1. Color Preferences Override Universal Associations: If a consumer dislikes a color, its intended psychological effect is diminished. For example, while red is universally seen as exciting, a consumer who finds red overwhelming may perceive it as stressful rather than energizing.
2. Cultural Influences on Preferences: Cultural factors play a significant role in color preferences. For instance, while white is associated with purity in Western cultures, it is linked to mourning in some Asian cultures (Aslam, 2006). Personal dislikes may further complicate these associations.
3. Subconscious Biases Toward Colors: Subconscious biases stemming from individual preferences may lead to unexpected behaviors. A disliked color may reduce attention to the advertisement or diminish brand recall.

Marketing Implications
The Need for Personalization
Given the variability in color preferences, marketers must consider personalization in their strategies. Digital advertising platforms provide opportunities to tailor color schemes for target audiences based on collected data about preferences and demographics.
Testing Color Combinations
Testing diverse color combinations during the campaign design phase can help identify colors that resonate broadly while avoiding aversive reactions from certain consumer segments. A/B testing allows marketers to understand how different colors impact engagement metrics.
Alternative Strategies
For audiences with diverse preferences, marketers can focus on other sensory elements, such as imagery, typography, and messaging, to mitigate the risk of color aversion. Highlighting the product’s functionality and emotional value may compensate for any negative reactions to color choices.

Challenges and Limitations
While personalization offers opportunities, it is resource-intensive and may not be feasible for smaller brands. Additionally, the interaction between color preferences and psychological effects is complex, and further research is required to develop predictive models for consumer behavior based on these interactions. Furthermore, the lack of real-time data on individual preferences can hinder the implementation of fully tailored color strategies.

Conclusion
This paper highlights the significant role personal color preferences play in moderating the effects of color psychology in marketing. While traditional color psychology provides valuable guidelines for eliciting emotions and behaviors, individual likes and dislikes toward specific colors can undermine these principles. As marketing becomes increasingly data-driven and personalized, understanding and addressing these preferences will be essential for maximizing the effectiveness of color-based strategies. Brands must adopt a more flexible and inclusive approach to color utilization, balancing universal psychological principles with individual consumer differences to achieve optimal results.
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