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ABSTRACT

Understanding the reason why consumers choose toriodyqgts in one colour rather than another is
important to retailers and designers. A relationshipvéen individual general colour preference and product-
colour choice may predict consumers’ purchase decisions. This could give a small bubitapt advantage to the
market, and help to indicate when a multi-colour peodiesign strategy makes sense.

This paper is concerned with whether a constergameral colour preference could influertbeir purchase
decisions, and the relationship between them. Irsthdy, two psychophysical experiments have begiedaout
(an online survey and a laboratory experiment). In bopemxents, participants were presented with products
(54 in total) in a range of different colours (6 coloursamteproduct), and asked to indicate which colour produc
they would prefer to buy. After this, participants wereegisabout their personal general preferred colour.

A strong relationship between consumer general c@imefierences and their purchase decisions was found.
Participants tended to choose products in a colotimtba the same as their personal preferred cdiotit was
found that the strength of ishrelationship varied across different product categofibs. study also confirmed
findings from the literature that people generally prefex colours to warm colours but that there were some
gender and culture differences such that females andséhpaticipants prefer slightly warmer hues than males
and UK participants. Also, colour-performance or colfunetion factors have slightly greater influence on male
and Chinese participants rather than females and Ulipartis.

KEYWORDS: colour preferences, purchase decision, design

INTRODUCTION

Colour preference per se has been studied by many ressaf8h that although there are some general
trends, for instance, people tend to prefer cool colouig@dislike warm, and individual colour preferencay va
from person to person [1, 2]. There are also some sti@dieshow that gender [4], culture [8] and context [6]
may affect colour preferences. Consumer decision makingbeacharacterised as a consumer's approach to
making a choice [7]The visual elements of a product, or even its pacgagiotentially affect consumer purchase
decisions as it provides an attractive method to épmaessages about product attributes at the poiralef s
Indeed, colour is one of the most important elementgisafal merchandising and can influence consumer
behaviour and consumer purchase decisions [5, 10]. Musestudies have explored the relationship between
colour and product preference [11]. Akthough some stut@g considered whether differences in colour
preferences between different cultural and gegdeups could be used to affect purchase prefesetitsr role
in purchase decisions is less clear. This paper isecoad with whether a consuriecolour preference could
influence their purchase decisions, and the reldtipnsetween them. It isoncerned with whether gender or
culture may affect colour preferenceconsumers’ purchase decisions.

EXPERIMENTAL

In this study, six colours patches (red, orange, yell@en, blue and purple) were selected to determine
participants’ individual colour preference; the colours have almost identical saturatiwhbrightness so that the
only variable was hue (the work may later be extenoléatciude saturation and brightness as study factohe).
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display was colour characterised; however, colourechpatwere defined by SRGB values, the actual colours tha
were displayed on our monitor were measured using alt®li@S100A colorimeter and these are reported in
Table 1 for the colour squares by using CIELAB values

Table 1. The sRGB and CIELAB colour coordinateshef $ix basic colour patches.

Coloured Red Orange Yellow Green Blue Purple
Squares [ | [ | [ |
sRGB 255 0 O 255 127 0 255 255 0 0 255 0 0 0 255 127 0 255

CIELAB 40.01 55.08 58.27 49.84 28.88 64.20 72.35-17.1880.53.85 -68.14 69.37 17.65 75.93 -89.76 29.46 61.16 -6

In this study, 54 products were selected (see Tab# Bf which were household kitchen and bathroom
products, which are typically used every day. Eaclthef54 products was digitally manipulated in Adobe
Photoshop to create images in each of the six colours ¢gradge, yellow, green, blue and purple). Figure 1
illustrates the coloured images for two products aed #te six colour patches that were used to determine
participants’ individual colour preferences.

Table 2. The 54 products that were used in theystu

Table Cleaner Toilet Gel Shampoo Cleaner Bowl Set Dustpan
Shower Gel Dental Floss Iron Facial Cleaner Kettle Candle
Condom Deodorant Toilet Tissue Hair Dryer Pan Picnic Box
Bin Mouthwash Tisue Shave Splash Scissors Bottle Opener
Bathroom Set Soap Bar Sanitary Towel Towels Slice Toaster Hair Brush
Coffee Maker Toner Face Brush Opener Stew Pot Water Maker
Facial Cream Hand Cream Toothpaste Tableware Tooth Brush Steam Cleaner
Washing Up Liqid Laundry Detergent| Iron Casserole Pol Hair Treatment Bulb Gift Set
Hand Wash Gel Cleaning Sponge Espresso Maker | Makeup-Remover Chair Mug

Two experiments were employed in this study, an enburvey anda laboratory experiment. In both
experiments articipants were showed the six coloured images fdn @aoduct in turn (the order were presented
randomly for each participant), and asked to invesiganich colour they would like to choose if askedédect
a product to purchase. In the laboratory experiment,cjmmis were additionally asked to indicate, for each
product, to what extent they think colour could betesd to theroducts’ performance and function. Participants
did this by selecting from a 5-point Likert scale (wheome extreme was no relationship with
functionality/performance and the other extreme was 1f¥l&tionship with functionality/performance). At the
end of each experiment, participants were asked whiohrcpatches they prefer most.

. ‘& &
‘ | oglins valins
HE +

Figure 1. The coloured images for two of the pradun each of the six colour options and the six
colour patches that were used to determine coloefepence.

The laboratory experiment took place a dark room inBgerience Design Laboratory at the University of
Leeds. Stimuli were displayed on a HP DreamColor LB248rofessional Display (24-inch Diagonal LCD

Proceedings of 13th AIC Congress 2017



Luwen, Y. et al. Gender and Cultural Effects on Consumer Colour-Purchase Decisions

Backiit Monitor). The size of each image was 5 x 4 nisplayed on a uniform grey background (CIE L* = 50)
and participants viewed the screen from a distanceauft dim.

In the online survey, a total of 173 participants werzuited to participate, comprising of 62 males arid 11
females, and 49 UK and 73 Chinese. For the laboratggrienent, 39 participants were recruited to take part in
laboratory experiment, including 18 males and 21 fesnaled 14 UK and 19 Chinese.

RESULTSAND DISCUSSION

In general, for colour preference, the data from both expetsmghow that females prefer reddish colours
(red and purple) and males prefer bluish colours (bluegee®h) which broadly agrees with Schloss and Palmer
[9]. In addition, purple was more strongly preferred by W@itipipants than by Chinese.

For the data analysis, the percent of times thathibeen product colous the same as that person’s general
colour preferenceas referred to as the colour consistency rate. Sincee tex different colours, chance
performance (where there is no relationship betweenajes@our preference and the colour of the product that
is selected) is about 17%. Colour consistence mtbstantially higher than 17% suggest that partitipaneral
colour preference influences their purchase behaviounuicohoice) for that product.

Male Female

UK Chinese

R = 0.4659 R = 0.2355

Figure 2: The relationship between colour perfaro@functionality scores (obtained fromthe laborgto
experiment) and the colour consistency rates (obdafiraam the online experiment).

In the online experiment the average colour consistesieywas 34.2% and in the laboratory experiment it
was 30.1%. In all cases, the consistency rate waeritpan 17% (suggesting that colour preference affects
product colour choice) and in some cases the colousistency rate was very high; the highest colour
consistency rate online was for the Espresso Maker (48a26%b the highest colour consistency rate in the
laboratory was for the Mug (51.3%). The average colousistancy rates for males and females, and for UK and
Chinese participants were all rather similar (29.0%,%1.80.7% and 30.6% respectively). Most interestingly,
there was a relationship between the functionality/pesdnce score (obtained from the 5-point Likert scale) and
the colour consistency rate. For products where paatitsp judged colour to be a strong influence on
functionality or performance such as for mouthwash (66.&g washing up liquid (57.1%) the colour
consistency rate was low. For products where colourweakly related to performance and functionality such as
for scissors (13.5%) and can opener (16.0%) the colourstamsy rate was high.
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Whenever colour implies something about how well gheduct works or how it smells/tastes for example
(colour-performance or colour-function factors), seggest that individual colour preferences make éttleao
impact on consumer purchase decisions. For exammplepmay buy a yellow washing liquid no matter what
their personal general colour preference is becauseikbelid smell of lemons. This could explain why ame
studies it has been found that a relatively narrow ramgmlours is preferred for some products whereas othe
products are frequently found (and preferred by consumessyéry wide range of colours. Figure 2 shows the
correlation between the colour functionality/performanceres (obtained from the laboratory experiment) with
the colour consistency ratesb{ained from the online experiment) for different gender (raaie female) and
nationality (UK and Chinese) groups. The coefficient ofenaand female, and UK and Chinese are 0.20, 0.67,
0.47 and 0.24 respectivelin other words, colour-performance or eamidunction factors may have slightly
greater influence on males and Chinese participantsr tathefemales and UK participants.

CONCLUSON

Colour is an important marketing tool for many productss Eould give a small but important advantage to
the market, and help to indicate when a multi-cofmarduct design strategy makes sense. This studyrimerdi
findings from the literature that people generally prefexd colours to warm colours but that there were some
gender and culture differences such that females andseéhsaaticipants prefer slightly warmer hues than males
and UK participants. The data from two experiments esigthat for all of the products tested participants ar
more likely to indicate that they would purchase alpeco in their favourite than in a random colour. Produc
colour preference decisions are often associated witbcéegh performance, reliable function or other factors
depending on the type of the productsonithe results of the correlation of the colour functibpéolerformance
scores, colour-performance or colour-function factors hdightly greater influence on males and Chinese
participants rather than females and UK participarnte. Work in this study is limited to household kitnhend
bathroom products and it is yet to be determined veinetie same findings will apply other product categorie

REFERENCES

[1] Camgobz, N., Yener, C. and Giuveng, D., 2002. Effetiaie, saturation, and brightness on preferedaler
Research & Application, 27(3), pp.1297.

[2] Grieve, K.W., 1991. Traditional beliefs and@at perception. Perceptual and motor skills, 72(3 supp
pp.13191323.

[3] Guilford, J.P.and Smith, P.C., 1959. Asystemmbc-preferences. The American Journal of Psychology,
72(4), pp.48702.

[4] Hurlbert, A.C. and Ling, Y., 2007. Biological compoteaf sex differences in color preference. Current
Biology, 17(16), pp.R623-R625.

[5] Javed, S.A. and Javed, S., 2015. The impacatadyrct's packaging color on customers' buying peefees
under time pressure. Marketing and Branding Researghp241

[6] Jonauskaite, D., Mohr, C., Antonietti, J.P., Spi&3d\., Althaus, B., Anil, S. and Dael, N., 2016. Masd
least preferred colours differ according to obgamitext: new insights froman unrestricted colamge
PloS one, 11(3), p.e0152194.

[7] Lysonski, S., Durvasula, S. and Zotos, Y., 1996n€ioner decision-making styles: a multi-country
investigation. European journal of Marketing, 30(12)1p21.

[8] Ou, L.C.,Ronnier Luo, M., Sun, P.L.,Hu, N.C., Cherts., Guan, S.S., Woodcock, A., Caivano, J.L.,
Huertas, R., Treméau, A. and Billger, M., 2012. A crosiéural comparison of colour emotion for
two-colour combinations. Color Research & Application, 37pp)2343.

[9] Palmer, S.E. and Schloss, K.B., 2010. An ecologiance theory of human color preference. Procgedin
of the National Academy of Sciences, 107(19), pp.&B82

[10] Shagal, S., Shagal, G. and Sharma, A., 2016la\islerchandising: Akeyelementin retail industry
Management, 2(2), pp.11520.

[11] Westland, S. and Shin, M.J., 2015. The relatignsetween consumer colour preferences and preduct
colour choices. JAIC-Journal of the International Cologssdciation, 14.

Proceedings of 13th AIC Congress 2017



