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the role that color can play in building brand by marketer and the perception
of the customers and also explores consumer sensory impact more on the
different types of shapes, designs, sizes or colours and their association with the
brand selections. Research second examines the effect of colours on perceiving
same products of different brands. The results recognize the impact of color in
forming consumer brand perceptions. This article reviews the literature relating
to color psychology in the context of marketing, highlights inconsistencies and
controversies surrounding the color psychology, and, examines the impact of
colors on marketing. The research work is exploratory with both primary and
secondary data and mostly young respondents (college students of age less
than 25).
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Executive Summary

Purpose: The purpose of the research is to know the young generation
perception about the brands on the basis of colours especially done by the
companies during product marketing.

Design/Methodology/Approach: This article reviews the literature relating
to colour psychology in the context of marketing, highlights inconsistencies
and controversies surrounding the color psychology, and, examines the impact
of colors on marketing. A model of customer perception of colours about the
different sector products and brands is developed theoretically and validated
empirically through statistical techniques especially through regression analysis
and ANOVA models, perception and attributes about the colours studied through
Multi-Dimensional Scaling (MDS) and Factor Analysis (FA) respectively by using
the primary data collected from a national (India) sample of 250 college students.

Research Limitations/Implications: It is a convenience sample of
two smart cities of technical and non-technical students (Bhubaneswar and
Cuttack smart cities of Odisha) which shares almost major characteristics of
Indian students. The study with a sample from different parts of India and the
representatives of diverse population can be recommended for further research.

Practical Implications: In order to develop sustainable relationships
by marketers of different brands, they should leverage involvement with their
customers by employing strategies such that most acceptable colours, multi-
colours, strong colour, weak colour perceived by the customer to retain the
customer loyalty.

Originality/Value: The topic is original and the data collected mostly from
the primary data sources and has passed through multi-dimensional scaling
and factor analysis which has given idea regarding the importance of different
colours in selection of different products and brands (Mid-priced car brands).

Keywords: MDS; Factor; Eigen; Value; Loads

Introduction has different respond to different types of colour. Most recognizable

o o ) ) ) brands in the world are giving more importance to color for instant
Colour is a lifeline of brand as it gives different identity through

the nature of the colour. There is a strong linkage between brands
and colour because colour conveys the meaning and message
without words. Our minds are programmed such a manner that it

recognition. Colors and shapes work in harmony with each other to
communicate a great message to market. Understanding of shapes is
equally essential to know the power of color in branding. Color is the
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visual component people remember most about a brand followed by
shapes, symbols, numbers and finally words. As Noor [1] suggested
“Color is the spice of life and it would be tasteless without it, as already
increasing level of depression exists in the world.” As marketers
mostly focused on product, price and quality but ignored color for
quite a long time. This may be because of the limited extent of research
on consumer about their color preferences. As suggested by Cooper
[2] color has an undeniably profound effect in the business world.
Innovative marketing and advertising organizations experiment color
as a means for a strong brand image creation and product promotion.
Companies are trying to use colours smartly and effectively to create
easily identifiable, memorable, and globally positive images. Color is
one of the primary factors in every companies action plans [1].

Color is a powerful marketing tool that significantly influences
consumer purchases, so much so that it accounts for 85% of the
reason why someone decides to purchase a product [3]. Humans
associate colors with meanings therefore marketers must understand
the psychology of color in order to use it effectively. These associations
are studied extensively in this paper which explores the psychology of
color influences purchasing behavior as it pertains to product design,
company branding, and the consumer. As almost all products sold
today have colorful facades therefore selecting the right colors to use
has an enormous impact on product sales. While no single set of rules
governs color choices, research has established general guidelines
based on the principle of associative learning, the relationship
between color and emotion.

Associative learning describes the three basic principles of
color, hue, saturation, and value. Hue is the wavelength of a color
and determines itslabel, such as orange or green. Saturation is the
intensity of a color, or, how pigmented a color is. Value is how bright
a color is. Taking consideration all these three factors determine how
people perceive color forms associations.

Objectives

Colours play a vital role in life for taking decision for different
objects that expect by the consumer. Keeping in view of the above
discussion the present study has made an attempt to study the key
colour attributes which are responsible for the perceptual change of
Indian customers towards brands. Also the study give elaboration
to know the role of students in the decision making process, factors
responsible for selecting any colours of product and the customers’
high perceived value towards colours mostly during the decision
about the brand.

Methodology

The research design is mostly based on the students’ decision on
durable products on the basis of colours. Sampling procedure used
for this research is mostly convenient one (colleges mostly in the twin
city Bhubaneswar and Cuttack of Odisha). Primary data are collected
from the respondents (college students) through questionnaire
method from the sample size 250 during the period of 2016 and
202 are validated. The attitude of students towards different colours
during the selection of various products especially cars are taken
through sixteen statements which are generated through pilot survey.
Likert scale is used on each sixteen statements to study the attitude
of customer towards different colours products. The data validated

empirically through statistical techniques especially through
regression analysis and ANOVA models, perception and attributes
about the colours studied through Multi-Dimensional Scaling (MDS)
and Factor Analysis (FA) respectively by using the primary data and
analyse the data through SPSS package.

Literature Review

Colours have meaning and, as such, they are a fundamental
tool in corporate/marketing strategies and communications. These
underlying meanings are often used for the purpose of product and
brand differentiation [4] on the basis of consumer perceptions [5].
Shapes are also an essential feature of marketing strategies, but, to our
knowledge, no research has been published to date on whether or not
shapes have meanings of their own or when interacted with colours in
wine label design. The research that is closest to ours in the empirical
literature is that of Boudreaux and Palmer [6], who also focus on
selected aspects of label design (i.e., imagery, layout and colour), but
emphasize their effect on consumer purchase intent and perceptions
of brand personality. There is a strong emotional connection between
consumers and products affect the perceived links between price and
quality as a determinant of purchase intent [7].

Label design can be used as a marketing device stems from ever
growing competition in world markets, as well as changing age
and gender patterns in wine consumption [8]. In this setting, the
assessment of quality signals that go beyond the traditional label
compositions becomes increasingly important. Previous research
shows that wine packaging provides a quality cue that consumers
use to assess alternative products with respect to their own values
following a set of subjective rules [9-11]. The shape of the bottle, the
colour of the glass, the types and drawing patterns on the label should
attract attention and help potential purchasers to distinguish specific
wines from several competitors [12].

Colour is an integral element of corporate and marketing
communications. It induces moods and emotions, influences
consumers’ perceptions and behaviour and helps companies position
or differentiate from the competition [13]. Colour is only one
element of a brand’s projection endowed with inherent meaning and
provides a valuable retrieval cue [14]. Colours play an important role
as a brand’s “trade dress” and can be an influential communicative
device [15]. Colour influences human emotions or feelings, in the
sense that some colours may make one happy, while some colours
may make one depressive. Simultaneously, colour itself has some
characteristics, which can be described by semantic words such as
“warm-cool,” “light-dark,” “soft-hard” etc. The semantic words
describing the characteristics of colours and human’s emotional
responses on colours are generally termed as colour emotion [16-18].
Colour is a vital part of products, services, packages, logos, displays
and collateral. It is a potent cue for product and brand differentiation
and for creating and sustaining corporate identities [19,20] and
consumer perceptions [5]. Colour signals a product’s attributes for
merchandise, thereby influencing perceptions about price and quality
[21]. Colour is the least expensive way of changing the product [22].
Colour distinctiveness within a category or ‘visual branding’ allows
for visual brand differentiation. Colour also facilitates ‘emotional
branding’ and companies could use colours associated with specific
emotions in order to target the psychogenic heterogeneity of the

Submit your Manusecript | www.austinpublishinggroup.com

Austin J Bus Adm Manage 1(1): id1001 (2017) - Page - 02



Prasad S

Austin Publishing Group

market [23]. Colour is an important brand attributes that covey’s
different symbolic meaning, which is employed in the creation
and maintenance of brand images [20], as a tool for advertising
persuasiveness [15] and influence purchase decision for products
[24,25]. Such studies have looked beyond the aesthetic value of colour
and investigated its functional value. This functional value originates
from specific meanings that colours convey in different contexts
and has implications for psychological functioning; their studies
demonstrate that the mere white clustered together are associated
with gentle, peaceful, and calming meanings; whereas, warm colors
such as yellow, gold, orange, red, and purple clustered together and
are associated with vibrant, hot, active, and sharp meanings [20].
Recent research on brand personality defines the construct as “the set
of human characteristics associated with a brand” and documents a
stable set of personality dimensions that are thought to underlie the
construct [26].

Naz and Epps [27] suggested that green is primarily associated
with nature and elicits positive feelings such as relaxation and
calmness. Blue is associated with water, eliciting positive responses
including comfort and peace. Red is associated with love and is
considered to be a color of dominance. Black is associated with
power, whereas yellow and orange are associated with happiness.
Marketers establish brand recognition by using a specific formula
of colors and shapes to form a brand mark [28]. Brand recognition
has a large impact on consumer purchasing behavior. Aside from
impulse shoppers, many shoppers seek out products of brands they
recognize. Successful color manipulation enables shoppers to quickly
and easily identify the brand they are looking for amongst a sea of
similar products. The consumers react to colours and shapes used
in wine labeling and there is widespread recognition that the front
label is the first line of communication between a winemaker and
consumers; therefore, considerable marketing and branding effort is
placed on designing visually attractive, risk-reducing labels [29-32].
The literature is silent on how individuals respond to shape variations
and compositions. There is nevertheless a rich body of research on
reactions to colours, which can be innate/instinctive [33] or learned/
associative [34]. If they are instinctive, colour signals trigger affective
reactions in the brain. But, if they are learned, preferences over
colours are “accumulated” over time as shared affective meanings
or as a result of past experiences and/or conscious associations in
language, literature and myths [35].

Results and Interpretation
Demographic profile

The data collected mostly from the students of professional
institutes and universities of age group 20-25yrs. The profile in
exhibit-1 available in appendix reflects highest percentage of Hindu
students of 92.57%, followed by 9% Muslim, 1.98% Christian finally
almost 1% of others and 57.92% male and 42.08% female. Income

level of Rs.5 Lac above are mostly 60% and family of two to three
sibling comprises of 85%.

Analysis

This exhibit-2 in appendix provides the R and R2 values. The
R value represents the simple correlation and is 0.898 (the “R”
Column), which indicates a high degree of correlation. The R2 value

is 0.807 (the “R Square” column) indicates how much of the total
variation in the dependent variable like selection of the products
FMCG, FMCD, CD, Bike and Car on the basis of colour can be
explained by the independent variable, statements for factor analysis
of all sixteen statements. In this case, 80.7% can be explained, which
is very large. The next table is the ANOVA table, which reports how
well the regression equation fits the data (i.e., predicts the dependent
variable).

The exhibit-3 in appendix shows the output of the ANOVA
analysis and whether there is a statistically significant difference
between our group means. We can see that the significance value is
0.00 (i.e., p =.000), which is below 0.05 and therefore it is a statistically
significant difference in the mean length of time to complete the
spreadsheet problem between the different courses taken.

From the exhibit-4 in appendix showsl6 predictors out of
which five are not significant and eleven are statistically significant
as p<=0.5. Out of eleven statistically significant statements four
statements coefficient are negative which would indicate that unique
mirror colours (s13), unique body colour (s15) and body colour
bumper (s16), interior meter display colour (s4) has negative impact
on decision for any car models and seven statements coefficients are
positive which would indicate that multi body colour (s1), unique
indicator position and colour (s2), steel colour of door handle (s5),
colour of wheel is metallic alloy (s7), contrast body colour (s9),
innovative interior colour (s10), different backlight colour (s12) are
the area where consumer gives highest attention to take decision for
any models of cars.

Perception of dimensions of products

In order to know the perception of respondents about the colour,
shape, design and size multi-dimensional scaling techniques used
from the sample of ordinal data. The dispersion accounted for is
0.83 and Truckers Coeflicient of congruence is 0.91 which is highly
acceptable for the perceptual map. It is not possible to represent all
the dimensions considered by the customers for giving different
priorities to the colour, shape, design and size. The perceptual map
designed by considering only two dimensions.

Turning more closely to the link between colour and packaging,
Rocchi and Stefani [12] found that individuals respond to wine
packaging around two fundamental dimensions. In the first
dimension, consumers seem to be affected by the bottle’s shape, size
and colour, while in the second dimension they consider the dress
of the bottle on the basis of other packaging elements, such as labels
and capsules. The authors show that colour is the most basic level
of perception and is used by respondents both to stress differences
of opinion and to express preferences. The shape and size of the
bottle are also often cited by consumers as important features to
be considered in comparisons between alternative products. The
exhibit-5 in appendix shows the perceptual image which gives the
pictorial representation of the colour, shape, design and size. Here
respondents have given high favoritism to size and design with
comparison to colour and shape.

Perception about colours

Perception of respondents about the different colour multi-
dimensional scaling techniques used from the sample of ordinal data
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where the dispersion accounted for is 0.97 and Truckers Coefficient
of congruence is 0.98 which is highly acceptable for the perceptual
map. Colours can be associated with objects on different dimensions.
Osgood, et al. [35] shows empirically that there is an association
between colour and objects at least on the basis of an evaluative scale
of preferences. On an activity scale, on the other hand, the ordering
of colours generally follows the hue dimension: “hot” colours, such
as red and yellow, lean towards activity, black and white are by and
large neutral, and “cold” colours, such as green and blue, are closer
to the passive end of the spectrum. Colours can also be ordered on
potency scales: the more saturated the colour, the more potent the
object being judged is perceived to be. It appears that the evaluative
effect of colour interacts with the nature of an object, whereas the
effects of colour on the perceived activity and potency of objects
with which they are associated are systematic and consistent with the
hue and saturation dimensions, respectively. Because of its powerful
underlying interpretations, colour is an important marketing tool,
including for the creation of brand images [20]. There appear to be
universal patterns in reactions to colours, which makes it possible to
construct international colour codes. The exhibit-6 in appendix shows
the perceptual image which gives the pictorial representation of the
different colours perceived by the respondents. Here respondents
have given high favoritism to white, blue, purple, red and black with
comparison to green and brown.

Perception about brands on colours

Colours are said to have emotional and psychological properties
[36]. The meanings linked with different colours are vital to marketers
as they communicate brand image to the consumers [13,37]. The
intrinsic meaning of colour, if appropriately selected may bring,
‘inherent and immediate value to the brand’ [38], like a carefully
chosen name. Logo colour is also very important due to its mnemonic
quality in the areas of recognition and recall [39]. Colour may play a
role in imparting information, creating lasting identity and suggesting
imagery and symbolic value [39]. Colour is sometimes referred to as
the ‘silent salesperson’ as it exerts persuasive power at a subliminal
level. Therefore, it is necessary to address the need to examine how
people perceive the colour, design and meaning of logos to examine
how these interlink to and affect the identity of the organisation [39].
In this research the dispersion accounted for is 0.92 and Truckers
Coeflicient of congruence is 0.95 which is highly acceptable for the
perceptual map. Clarke and Cotsall [40], show that some colors have
stronger associations with products than others which are important
when designing the package of a product. The exhibit-7 in appendix
shows the perceptual image which gives the pictorial representation
of the different brands of colours perceived by the respondents. Here
respondents have given high favoritism to Hyundai, Toyota, Honda,
Maruti with comparison to Chevrolet and Nissan.

Brand selection attributes

The study has been made to know the attitude of Indian customers
towards different colurs of cars and the brands. In exhibit-8 in
appendix shows the Cronbach’s alpha for the reliability test of all the
variables is 0.929 which has high acceptability for the factor analysis.
The total variance accounted for by all the five factors is 83.43% which
is quite high and it establishes the validity of the study in exhibit-9
in appendix. Kaiser-Meyer-Olkin Measure of Sampling Adequacy

is 0.878 and Bartlett’s Test of sphericity is significant shown in
exhibit-10 available in appendix.

The exhibit-11in appendix depicts the variables under each of
the four desired factors. The first factor ‘cues’ which consists the
variables like door handle colour, steel grill in front, metallic wheel
alloy and mirror colours which affects the decision of respondents
during car selection. The second factor ‘aesthetic’ explains the role
of dashboard colour, meter display colour, innovative interior colour
and contrast interior colour has tremendous impact on consumers’
decision. The third factor ‘uniqueness’ explains the unique indicator
position, unique number plate light colour and unique backlight
colour changes the consumer perception. The fourth factor ‘physical
appearance’ comprises of multi body colour, contrast body colour,
head light colour, unique body colour and body colour bumper has
given a great look in totality and has a greatest impact as per the
customer priority followed by ‘aesthetic’, ‘cues’ and ‘uniqueness’
which is available in exhibit-12 available in appendix.

Concluding Observation

Labels are more complex and provide important extrinsic cues
(i.e., attributes that are not part of the physical product) to be used
by consumers to assess quality [12,29,31,41]. Labels are assessed with
respect to their location on the bottle, their shape and size, and the
motifs depicted on them. They are also assessed together with the size
of the bottle and on the basis of their capacity to provide information
to consumers and to evoke more abstract functions assigned to the
consumption of wine. Through the factor analysis it can be observed
that the major factor responsible for selecting any brand of cars are
“physical appearance” followed by “aesthetic” followed by “cues” and
finally by “uniqueness ”. Majority of the respondents are considering
size and design with comparison to colour and shape and the colour
which mostly preferred by the respondents are white, blue, purple, red
and black and least to green and brown [8,42]. Moreover, Boudreaux
and Palmer [6] show on the basis of survey data with wine drinkers
that colour and imagery are strongly associated with purchase intent
and brand personality. The more colourful the label, the stronger its
effect was found to be on perceived quality and willingness to pay.
Dark, rich colours are associated with high quality, whereas colourful
labels tend to be perceived as indicative of less “serious”, more
“frivolous” tasting [43].

When we considered the colours connectivity with the brands
a great result came. Majority of customers have given high degree
of likingness towards colours during the selection cars of different
brands. They are strongly inclined towards the specific brand because
of colours associated with them. Their selection is Hyundai, Toyota,
Honda, Maruti whose variants are more with respect to colours
with comparison to Chevrolet and Nissan. This research gives an
idea about the youth inclination for cars is based on the number of
variants having high perceived colours.

Limitations and Directions for Future

Research

The sample which has taken is mostly young of age group 20-
25 years may not be the replica of the population of India. It is a
convenience sample of young minds both students and executives
of Bhubaneswar state capital of Odisha (Eastern State of India) and
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prediction is on the basis of this limited territory. The dimensions
considered here for the factor analysis are limited to the pilot survey
conducted in Bhubaneswar only. The research mostly highlighted the
quantitative part of the survey not the qualitative one. A study with a
bigger sample from different parts of India can be recommended for
further research. Color is ubiquitous and is a source of information.
People make up their minds with initial exposure with either people
or products. Majority percentages of the assessment done by the
customers for bigger products are based on colours alone. So, prudent
use of colors can contribute not only to differentiating products from
competitors but also the colours of products influencing moods and
feelings-positively or negatively to attitude towards certain products
of companies. Customers’ moods and feelings are unstable and that
colors play roles in forming attitude and it is important that managers
understand the importance of colors in marketing. The study is
designed to contribute few areas of colour aspects and other areas can
be studied with more dimensions.

References
1. Saleh N. The Magic of Color! The Star. 2002.

2. Mimi C. The Color of Money May actually be Fuchsia. Discount Merchandiser.
1994; 34: 66.

3. Hemphill M. A note on adults’ color-emotion associations. The Journal of
Genetic Psychology. 1996; 157: 275-280.

4. Schmitt BH, Pan Y. Managing corporate and brand identities in the Asia-
Pacific Region, California Management Review. 1994; 36: 32-48.

5. Grossman RP, Wisenblit JZ. What we know about consumers’ color choices.
Journal of Marketing Practice: Applied Marketing Science. 1999; 5: 78-88.

6. Boudreux C, Palmer S. A Charming Little Cabernet, Effects of Wine Label
Design on Purchase Intent and Brand Personality. International Journal of
Wine Business Research. 2007; 19: 170-186.

7. Pitta D. Building brand equity and share of heart at Nassau Valley Vineyards.
Journal of Product and Brand Management. 2007; 16: 148-151.

8. Barber N, Almanza BA, Donovan JR. Motivational factors of gender, income
and age on selecting a bottle of wine. International Journal of Wine Marketing.
2006; 18: 218-232.

9. Reynolds TG, Gutman J. Laddering theory, method, analysis and
interpretation. Journal of Advertising Research. 1988; 19: 11-31.

10. Hall J, Winchester MK. What is really driving wine consumer? Australian and
New Zealand Wine Industry Journal. 2000; 15: 93-96.

11. Lockshin L. Consumer purchasing behaviour for wine: what we know and
where we are, Marchéset Marketing du Vin. 2003; 1: 1-30.

12. Rocchi B, Stefani G. Consumer’s perception of wine packaging: a case study.
International Journal of Wine Marketing. 2005; 18: 33-44.

13. Hynes N. Colour and Meaning in Corporate Logos - An Empirical Study.
Brand Management. 2009; 16: 545-555.

14. Tavassoli NT. Color Memory and Evaluation for Alphabetic and Logographic
Brand Names. Journal of Experimental Psychology: Applied. 2001; 7: 104-
111.

15. Meyers-Levy J, Peracchio LA. Understanding the effects of color: How the
correspondence between available and required resources affects attitudes.
Journal of Consumer Research. 1995; 22: 121-138.

16. Nakamura T, Sato T, Teraji K. Arrangement of colour image words into the
non-luminous object color space. Journal of Colour Science Assoc Jpn. 1994;
18: 10-18.

17. Sato T, Kajiwara K, Hoshino H, Nakamura T. Quantitative evaluation and
categorization of human emotion induced by colour. Adv Colour Sci Technol.
2001; 3: 53-59.

18. Xin JH, Cheng KM, Chong TF, Sato T, Nakamura T, Kagiwara K, et al.
Quantifying colour emotional scale: What has been achieved. Res J Text
Apparel. 1998; 2: 46-54.

19. Garber LL, Hyatt EM. Color as a Tool for Visual Persuasion’. LM Scott, Batra
R. In: Persuasive Imagery: A Consumer Response Perspective. 2003; 313-
36. Mahwah, NJ: Lawrence Erlbaum Associates.

20. Madden TJ, Hewitt K, Roth MS. Managing images in different cultures:
a cross-national study of color meanings and preferences. Journal of
International Marketing. 2000; 8: 90-107.

21. Kerfoot S, Davies B, Ward P. Visual merchandising and the creation of
discernible retail brands. International Journal of Distribution and Retail
Management. 2003; 31: 143-152.

22. Parmar A. Marketers ask: hues on first? Marketing News. 2004; 8-10.

23. Moser M. United we Brand: How to Create a Cohesive Brand that's Seen,
Heard and Remembered (Boston, MA: Harvard Business School Press).
2003.

24. Eckman M, Damhorst ML, Kadolph SJ. Toward a model of the in-store
purchase decision process: consumer use of criteria for evaluating women’s
apparel. Clothing and Textiles Research Journal. 1990; 8: 13-22.

25. Cooper M. The Color of Money May Actually Be Fuchsia. Direct Marketing.
1994; 34: 66-67.

26. Aaker JL. Dimensions of brand personality. Journal of Marketing, Research.
1997; 34: 347-356.

27.Naz KAYA, Epps H. Relationship between color and emotion: a study of
college students. College Students Journal. 2004; 38: 396-405.

28. Chang Wei L, Hsieh-Liang L. The impact of color traits on corporate branding.
Afr J Bus Manage. 2010; 4: 3344-3355.

29. Chaney IM. External search effort for wine. International Journal of Wine
Marketing. 2000; 12: 5-21.

30. Johnson T, Bruwer J. An empirical confirmation of wine-related lifestyle
segments in the Australian wine market. International Journal of Wine
Marketing. 2003; 15: 5-33.

31. Reidick O. People buy the wine label, not the wine. Graphics |. 2003; 1-27.

32.Thomas A, Pickering G. The importance of wine label information.
International Journal of Wine Marketing. 2003; 15: 58-75.

33. Humphrey NK. The colour currency of Nature. T. Porter, B. Mikelides. In:
Colour for Architecture. 1976; 95-98.

34. Hupka RB, Zaleski Z, Otto J, Reidl L, Tarabrina NV. The colors of anger,
envy, fear, and jealousy: a cross-cultural study. Journal of Cross-cultural
Psychology. 1997; 28: 156-171.

35. Osgood CE, Suci GJ, Tannenbaum PH. The Measurement of Meaning
(Urbana, IL: University of Illinois Press). 1957.

36. Ward G. Colors and Employee Stress Reduction. Supervision. 1995; 56: 3-5.

37. McCracken G. Culture and Consumption. Bloomington IN: Indiana University
Press. 1989; 23: 195-199.

38. Kohli C, LaBahn DW. Creating Effective Brand Names: A Case Study of the
Naming Process. Journal of Advertising Research. 1997; 37: 67-75.

39. Henderson PW, Cote JA. Guidelines for Selecting and Modifying Logos.
Journal of Marketing. 1998; 62: 14-30.

40. Clarke T, Costall A. The Emotional Connotations of Color: A Qualitative
Investigation. Color Research and Application. 2008; 33: 406-410.

41. Verda J, Lloréns AJ, Montes FJ, Fuentes Fuentes MM. Measuring perceptions
of quality in food products: the case of red wine. Food Quality and Preference.
2004; 15: 453-69.

42. Charters S, Lockshin L, Unwin T. Consumer responses to wine bottle back
labels. Journal of Wine Research. 1999; 10: 183-196.

43. Teague L. Why Labels Matter. Food and Wine. 2004; 75-78.

Submit your Manuseript | www.austinpublishinggroup.com

Austin J Bus Adm Manage 1(1): id1001 (2017) - Page - 05


http://elibrary.ru/item.asp?id=2079610
http://elibrary.ru/item.asp?id=2079610
https://www.ncbi.nlm.nih.gov/pubmed/8756892
https://www.ncbi.nlm.nih.gov/pubmed/8756892
http://cmr.ucpress.edu/content/36/4/32
http://cmr.ucpress.edu/content/36/4/32
http://www.emeraldinsight.com/doi/abs/10.1108/EUM0000000004565
http://www.emeraldinsight.com/doi/abs/10.1108/EUM0000000004565
http://www.emeraldinsight.com/doi/abs/10.1108/17511060710817212
http://www.emeraldinsight.com/doi/abs/10.1108/17511060710817212
http://www.emeraldinsight.com/doi/abs/10.1108/17511060710817212
http://www.emeraldinsight.com/doi/abs/10.1108/10610420710740025
http://www.emeraldinsight.com/doi/abs/10.1108/10610420710740025
http://www.emeraldinsight.com/doi/abs/10.1108/09547540610704774
http://www.emeraldinsight.com/doi/abs/10.1108/09547540610704774
http://www.emeraldinsight.com/doi/abs/10.1108/09547540610704774
http://psycnet.apa.org/psycinfo/1989-35012-001
http://psycnet.apa.org/psycinfo/1989-35012-001
https://www.cabdirect.org/cabdirect/abstract/20001814153
https://www.cabdirect.org/cabdirect/abstract/20001814153
http://academyofwinebusiness.com/wp-content/uploads/2010/05/File-030.pdf
http://academyofwinebusiness.com/wp-content/uploads/2010/05/File-030.pdf
http://www.emeraldinsight.com/doi/abs/10.1108/09547540610657669?journalCode=ijwm
http://www.emeraldinsight.com/doi/abs/10.1108/09547540610657669?journalCode=ijwm
https://link.springer.com/article/10.1057%2Fbm.2008.5
https://link.springer.com/article/10.1057%2Fbm.2008.5
https://www.ncbi.nlm.nih.gov/pubmed/11477978
https://www.ncbi.nlm.nih.gov/pubmed/11477978
https://www.ncbi.nlm.nih.gov/pubmed/11477978
http://www.emeraldinsight.com/doi/abs/10.1108/RJTA-02-01-1998-B005
http://www.emeraldinsight.com/doi/abs/10.1108/RJTA-02-01-1998-B005
http://www.emeraldinsight.com/doi/abs/10.1108/RJTA-02-01-1998-B005
http://journals.ama.org/doi/abs/10.1509/jimk.8.4.90.19795?code=amma-site
http://journals.ama.org/doi/abs/10.1509/jimk.8.4.90.19795?code=amma-site
http://journals.ama.org/doi/abs/10.1509/jimk.8.4.90.19795?code=amma-site
http://www.emeraldinsight.com/doi/abs/10.1108/09590550310465521
http://www.emeraldinsight.com/doi/abs/10.1108/09590550310465521
http://www.emeraldinsight.com/doi/abs/10.1108/09590550310465521
https://archive.ama.org/archive/ResourceLibrary/MarketingNews/Pages/2004/38/3/12120195.aspx
http://www.publishersweekly.com/978-1-57851-798-5
http://www.publishersweekly.com/978-1-57851-798-5
http://www.publishersweekly.com/978-1-57851-798-5
http://agris.fao.org/agris-search/search.do?recordID=US201301745501
http://agris.fao.org/agris-search/search.do?recordID=US201301745501
http://agris.fao.org/agris-search/search.do?recordID=US201301745501
http://elibrary.ru/item.asp?id=2079610
http://elibrary.ru/item.asp?id=2079610
https://www.jstor.org/stable/3151897
https://www.jstor.org/stable/3151897
http://irtel.uni-mannheim.de/lehre/expra/artikel/Kaya_Epps_2004b.pdf
http://irtel.uni-mannheim.de/lehre/expra/artikel/Kaya_Epps_2004b.pdf
http://www.academicjournals.org/journal/AJBM/article-full-text-pdf/CF287D320855
http://www.academicjournals.org/journal/AJBM/article-full-text-pdf/CF287D320855
http://www.emeraldinsight.com/doi/abs/10.1108/eb008706
http://www.emeraldinsight.com/doi/abs/10.1108/eb008706
http://www.emeraldinsight.com/doi/abs/10.1108/eb008749
http://www.emeraldinsight.com/doi/abs/10.1108/eb008749
http://www.emeraldinsight.com/doi/abs/10.1108/eb008749
http://www.emeraldinsight.com/doi/abs/10.1108/eb008757
http://www.emeraldinsight.com/doi/abs/10.1108/eb008757
http://journals.sagepub.com/doi/abs/10.1177/0022022197282002
http://journals.sagepub.com/doi/abs/10.1177/0022022197282002
http://journals.sagepub.com/doi/abs/10.1177/0022022197282002
http://emotion-research.net/biblio/OsgoodSuciTannenbaum1957
http://emotion-research.net/biblio/OsgoodSuciTannenbaum1957
http://connection.ebscohost.com/c/articles/9502103036/colors-employee-stress-reduction
https://www.jstor.org/stable/23859127?seq=1#page_scan_tab_contents
https://www.jstor.org/stable/23859127?seq=1#page_scan_tab_contents
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.200.4395&rep=rep1&type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.200.4395&rep=rep1&type=pdf
http://ion.uwinnipeg.ca/~ssingh5/Lm/logo-guide.pdf
http://ion.uwinnipeg.ca/~ssingh5/Lm/logo-guide.pdf
http://onlinelibrary.wiley.com/doi/10.1002/col.20435/abstract
http://onlinelibrary.wiley.com/doi/10.1002/col.20435/abstract
http://agris.fao.org/agris-search/search.do?recordID=US201300937365
http://agris.fao.org/agris-search/search.do?recordID=US201300937365
http://agris.fao.org/agris-search/search.do?recordID=US201300937365
http://www.tandfonline.com/doi/abs/10.1080/09571269908718177
http://www.tandfonline.com/doi/abs/10.1080/09571269908718177
http://www.foodandwine.com/articles/why-labels-matter

	Title
	Abstract
	Introduction
	Objectives
	Methodology
	Literature Review
	Results and Interpretation
	Demographic profile
	Analysis
	Perception of dimensions of products
	Perception about colours
	Perception about brands on colours
	Brand selection attributes

	Concluding Observation
	Limitations and Directions for Future Research
	References

