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Abstract

As the term “low-calorie” increasingly becomes a marketing point for food merchants and with the
national promotion of a healthy lifestyle, consumers are paying more and more attention to the
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caloric content of food in their purchasing decisions. However, in most purchasing processes, con-
sumers rely solely on sensory estimation to gauge the caloric content of food. Moreover, for fast-
moving packaged products, consumers tend to rely more on visual assessments of the goods. In ad-
dition, people’s perception of the warmth or coolness of colors can lead to associations with those
colors, forming impressions of objects through the processing of information in consciousness. This
study explores the impact of beverage packaging colors on consumers’ perception of beverage cal-
ories through qualitative research and experimental methods. The study found that: warm color
packaging and cold color packaging can lead to different perceptions of beverage calories among
consumers; for the same beverage, consumers influenced by warm tones perceive higher caloric
content than those influenced by cool tones; the degree of caloric perception through cold color and
warm color packaging is not affected by gender, age, or frequency of beverage consumption; green
beverage packaging is the color with the lowest perceived calories, while red beverage packaging is
the color with the highest perceived calories.
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Table 1. Experiment group
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Table 3. Experimental results of sixteen groups
2 3. TREASIER

One-Sample Test

Test value = 1.5

95% Confidence Interval of the Difference

T df Sig Mean difference

Lower Upper
WC1 —12.108 117 0.000 —-0.373 —-0.43 -0.31
WC2 2.247 117 0.027 0.102 0.01 0.19
WC3  -13.467 117 0.000 -0.390 -0.45 -0.33
WC4 -4.120 117 0.000 —-0.178 —-0.26 —-0.09
WC5 —7.971 117 0.000 —0.297 -0.37 —-0.22
WC6 -3.897 117 0.000 -0.169 -0.26 -0.08
WC7 -9.529 117 0.000 -0.331 -0.40 -0.26
WC8 —5.310 117 0.000 —-0.220 —-0.30 -0.14
Cwi 9.107 117 0.000 0.322 0.25 0.39
CwW2 10.453 117 0.000 0.347 0.28 0.41
Cw3 7.627 117 0.000 0.288 0.21 0.36
Cw4 1.860 117 0.065 0.085 -0.01 0.17
CW5 9.529 117 0.000 0.331 0.26 0.40
CW6 2.443 117 0.016 0.110 0.02 0.20
Cwv 7.971 117 0.000 0.297 0.22 0.37
Cws 9.529 117 0.000 0.331 0.26 0.40
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Table 4. Percentage results of sixteen groups
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WC6 0.67 0.33 CW6 0.61 0.39
WC7 0.83 0.17 cw7 0.80 0.20
wcs 0.72 0.28 Ccws 0.83 0.17
Average 0.747 0.253 Variance 0.017 0.017

Table 5. Comprehensive treatment results
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One-Sample Test

Test value = 0.5

95% Confidence Interval of the Difference

T df Sig Mean difference
Lower Upper
Warm 7.570 15 0.000 0.24813 0.1783 0.3180
Cold —7.570 15 0.000 —0.24812 —0.3180 —0.1783
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