
Reveal Your Brand Colors in  
3 Easy Steps  

 
Every brand has a color scheme. The exuberant red and smiling white of a Coke can. The warm 
and welcoming golden arches. The cheerful bluebird that greets you on Twitter. And there’s a 
good reason for that: color can evoke an emotional response much more quickly and effectively 
than words. And evoking an emotional response is exactly what a brand is designed to do. 
 
Your brand is no different. Every time you interact with someone--be it a friend, a family 
member, a client, a potential client, or even the chatty lady in the seat next to you on the bus-- 
you evoke emotions. As your awareness around this power increases, you can be more 
deliberate about the emotions you want to evoke, and thus more effective in your mission. 
That’s what brand work is all about! 
 
This simple, 3-step exercise will help you unlock a powerful short-cut to putting everyone you 
come into contact with into the right frame of mind to receive your brand message: personal, 
professional, commercial, and everything in-between.  

STEP ONE: Identify the emotions you wish to evoke 
When you interact with someone, be it in person, via direct communication, or indirectly through 
your social media or website, how do you want them to feel? Do you hope they’ll walk away 
from that interaction feeling energized, enthused, impassioned, inspired, and motivated to take 
action? Would you like them to feel safe, calm, understood, cared for, and secure? Or are you 
perhaps hoping to help them feel blissed out, balanced, enlightened, and aligned? 
 
If this is a difficult question to answer, you may need to ask yourself what emotions you want to 
experience more of in your life. That can help you pinpoint which emotions you value the most, 
which can in turn help you decide which emotions you want to spend your energy spreading 
around. What do you think the world needs more of? Joy? Connection? Curiosity? Peace? 
Sometimes it helps to look at a list of emotions (you can find plenty of those on the internet) and 
circle the ones that resonate with you. 
 
Consider also which emotions you most want other people to associate with you and your 
brand. Trust? Confidence? Desire? Excitement? Think about what actions you want them to 
take and what emotional state they will need to be in to want to take them.  
 
For example, let’s say you’re interacting with a child. You want said child to go to bed. What 
emotional state will they need to be in to want to go to bed? Serene and sleepy, right? What’s 
going to be most effective in putting them in that frame of mind? Yelling “GO TO SLEEP!!” and 



making threats if they refuse to comply? Or a calming bedtime routine that helps them wind 
down and let go of the excitement of the day? 
 
The same is true for grown-ups. Once you know what you want someone to do, then you know 
how you want them to feel. And once you know that, you have a much better chance of helping 
them get there.  
 
Write down on a piece of paper all the emotions you want to evoke in others. Then narrow that 
list down to the three that resonate with you most deeply. These are your top three desired 
emotional responses.  

STEP TWO: Identify the corresponding colors 
What colors go with which emotion is a debate that will likely never be settled. That’s because 
colors have different emotional associations for different people. Blue might make one person 
feel peaceful and another feel depressed. That said, you should be aware of these common 
cultural color associations as you think about what colors best represent your top three desired 
emotional responses.  

 
Look at the first word on your list. If a color association automatically jumps out at you, 
wonderful. Write it down. Your gut instinct is the best guide you have here, since this is about 
discovering your brand colors. If joy feels purple to you, then it’s purple. If it feels more tangerine 
in your experience, go with that. Don’t stress about finding the “right” color to represent your 
emotion. Just pick the color that evokes that emotion for you.  
 
Repeat this exercise with the next two emotions on your list. You should now have a list of three 
colors. These are your emotional power colors.  



STEP THREE: Pick a palette 
Okay, so you’ve picked three colors. Some of you are probably thinking, “That’s it, right? I 
picked three colors. Brand colors: identified!” 
 
Wellll, not quite. You’ve identified three power colors for your brand, but that doesn’t mean 
they’re going to work well together as a color palette for use in your living room or on a business 
card.  
 
Quick story to illustrate: one of my best friends growing up was a ginger--carrot-colored hair, 
freckles all over--who loved to wear yellow and orange because they’re so sunny and bright. But 
those colors clashed with her hair, washed out her skin, and made her look sickly and sad. So 
instead of having the desired effect of spreading joy, her wardrobe bummed everybody out and 
made them feel sorry for her. One year, for Christmas, I bought her an emerald green jacket 
with purple trim. She took one look at herself in the mirror and, realizing how much better those 
contrasting jewel tones worked with her coloring, declared that green and purple were her new 
favorite colors. I rarely saw her in anything else thereafter.  
 
In other words: emotional quality matters, but color theory matters, too! 
 
Look back at your list of three colors, and find a representative example of each (the internet is 
the easiest place to find them, but if you’re not online you can use markers, household objects, 
whatever you’ve got available). Look at the three colors and notice which one your eye is most 
drawn to. This is your key color.  

Now, find your key color on the 
color wheel. 
 
For an eye-catching contrast, look 
directly across the color wheel. 
This will make your main color 
stand out or “pop” on the page. 
For a pleasing, harmonious effect, 
look at the colors on either side of 
your main color on the color 
wheel, or even different shades 
within the same hue. These are 
your complementary colors.  
 
Did you discover that two, or even 
all three, of your power colors 
actually do work well together? 
You’d be amazed at how often that 



happens. Our intuition is often better at this stuff than we are! 
 
You can also use a handy online tool like this one to generate a palette from your key color, or 
even from a word. These are great for coming up with website themes to hand over to a web 
designer, or to work from yourself.  
 
If the results from using your key color don’t appeal to you, try the same exercise with your two 
remaining colors. Again, there’s no wrong answer here. Have fun playing around with different 
combinations. Whatever resonates with you is what you should go with.  
 
Once you’ve picked a palette or two that feels right to you, congratulations! You’ve identified 
your brand colors. Try incorporating them into your life wherever you can. Then, pay attention to 
the response you get, and adjust as needed.  

Was that fun? 
 
If you found this exercise helpful and enjoyable, there’s a lot more where that came from! The 
next step is to find your brand voice, so you can create more authentic connections across 
every aspect of your life.  
 
I can help you: 

- Get into alignment with your core values and find your authentic voice 
- Distill and share your story via the communication channels that make the most sense 

for you (blog, podcast, social, website, memoirs, etc.) 
- Nail down brand voice guidelines to make sure you and your brand are always coming 

off exactly as you intend 
- Create, or help you to create, branded copy and content (both written and audio) that will 

genuinely resonate with your target audience and inspire them to action  
 
I offer free, 20-minute phone consultations for first-time clients. Let’s talk!  
 

https://www.canva.com/colors/color-palettes/
https://www.thatsaloud.com/reachout

