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ABSTRACT 

With the increasing number of products on the shelves, packaging has become increasingly 

important in consumers' purchasing decisions. Nowadays, packaging does not only serve to protect 

the product but it also serves as a space to communicate attracting consumers.  

Color is one of the most prominent elements of packaging and it has been seen as the tool that most 

influences consumer’s minds. However, previous research has only focused on primary colors or 

general color dimensions such as light/dark or warm/cold. Little research has been done into defining 

what sophisticated colors are. This study aimed to not only identify what are the colors considered 

sophisticated by consumers but also determine their influence on consumer purchase intention, 

perceived quality, product attractiveness, sophistication and finally, willingness to pay. It was also 

intended to find if the presence of the sophisticated colors on the packaging produced different 

effects between genders. 

This study used a questionnaire with 325 valid answers. 

The results showed that sophisticated colored packaging has a positive influence on all dependent 

variables: purchase intention, perceived quality, product attractiveness, sophistication and 

willingness to pay. The study also found that, color scenario impacts all dependent variables except 

product attractiveness of both genders in the same direction. Regarding, product attractiveness, 

contrary to expectations, it was observed that men are the gender that is more impacted by 

sophisticated colors. 

KEYWORDS 

Packaging; Sophisticated colors; Purchase Intention; Perceived quality; Willingness to pay; Product 

attractiveness; Packaging sophistication. 
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1. INTRODUCTION 

Packaging is something that has existed for a long time and it has been changing. With the constant 

evolution of packaging, a new function has emerged: the visual function. Its role is being responsible 

for the identification, differentiation, and highlighting of the brand and/or product in order to appeal 

to the consumer, and to convey information to the consumer (Rundh, 2015). With the emergence of 

many new brands and since it is estimated that most decision are made at the point of sale, 

packaging became an important ally when it comes to attract the eye of consumers. Packaging is 

often the first thing that a customer sees before making their first selection and it can influence 

consumer evaluation of the product proving to be a strong ally in product differentiation (Ampuero 

and Vila, 2006; Rettie and Brewer, 2000).  

Packaging color is probably the tool that most influences consumer’s minds (Rundh, 2016). It plays a 

vital role when it comes to products, packages and logos by influencing the consumer perceptions 

(Aslam, 2006; Labrecque & Milne, 2012).  

While much research has been done into color psychology and color effects, little research has been 

done into defining what sophisticated colors are. According to Mooser (2003), sophisticated colors 

are all colors that are not simple, i.e., all non-primary and secondary colors (red, yellow, blue, orange, 

green and purple) which besides being a very broad definition does not tell us which colors are 

considered by consumers to be the most sophisticated. This study aims to fill this gap not only by 

identifying the most sophisticated colors but also to study its effects while present on product 

packaging. 

The present study contributes to existing literature about packaging and color by examining the 

influence of sophisticated colors present on packaging have on consumer purchase intention, and 

how it influences the product perceived quality, attractiveness and sophistication. It has been proven 

that packaging color impacts consumer decisions. Following this line of reasoning, we want to 

understand if the presence of sophisticated colors on packaging impacts the choice of consumers and 

if so, how it impacts. In addition, this will be the first study in the field of sophisticated colors since 

this color family is not defined and has not yet been studied. Therefore, this paper carries valuable 

implications for product managers, marketers, scholars, packaging/product designers and companies 

who learn the effect that this new family of colors has. They can then use the knowledge to their 

advantage, increasing their sales and improving their products.  

The main objective of this study is to answer the research question: What is the impact of the 

sophisticated colors present on product packaging and how do they influence consumers' purchase 
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intention and their evaluation of quality and product attractiveness? In addition, this study also 

intends to determine its influence on consumer’s willingness to pay and if they evaluate the product 

as more sophisticated when its packaging has sophisticated colors on it. It also aims to determine 

whether there are significant differences between men and women for the different dependable 

variables under study and understand what importance consumers attach to sophisticated colors 

present on product packaging. To do so, five hypotheses were developed and tested. The product 

used to perform the study was a shampoo since it is a product of daily and common use for both 

genders. It was also selected for being a low involvement product since it is in the low involvement 

products that packaging and its visual elements play a significant role when it comes to affect 

positively the consumer choice (Silayoi & Speece, 2004). A fictional brand called Bambu was created 

to avoid prior knowledge of the brand. 

To bridge this gap in the existing literature, first, this study seeks to contribute to the 

conceptualization of a new color family, sophisticated colors, that has not received attention from 

marketing scholars since prior research has mainly focus on the primary colors and its effects. 

Second, this research intends to contribute to extend knowledge on marketing literature by 

providing new insights on the effects sophisticated colored packaging has on consumer decisions 

acting as preliminary research in this field. While there is a general recognition that packaging and 

packaging colors can influence the variables under analysis, direct linkage between sophisticated 

colors and that variables remains understudied. 

Third, from a managerial perspective, it aims to assist managers, designers and marketers when 

making managerial decisions about the product and to better understand how package color 

decisions impact consumer responses.  

This dissertation is organized in six main chapters with introduction being the first of them.  

The second chapter concerns the theoretical framework in order to clarify the existing gap. It 

includes the literature review about packaging, color and their effect on consumer behavior as well 

as a review of the dependent variables under analysis: consumer purchase intention, perceived 

quality, product attractiveness and willingness to pay. 

In the third chapter, regarding methodology, are presented the research question and objectives as 

well as the hypotheses. This chapter also explains the method used to test the hypotheses including 

a description of the questionnaire design, the measurement scales and participants. Before 

proceeding to the hypothesis test it will be necessary to find out which colors are considered the 

most sophisticated by consumers, since there is no literature review on which we can base ourselves. 



3 
 

For this purpose, a pre-test will be conducted in which participants rate 27 colors, presented in 

random order. Subsequently, a 2 (packaging with/without sophisticated colors) X 2 (shampoo for 

women/for men) between-groups factorial experiment will be conducted as the main study. The 

data will be collected using an online self-administered questionnaire developed on Qualtrics.  

The fourth chapter contemplates the analysis of results and research findings obtained through 

statistical analysis of the collected data while the fifth chapter are dedicated to the discussion of the 

obtained results. 

The last chapter is focused on summarizing the main findings of this study as well as presenting the 

theoretical and managerial implications, the limitations of the study and future recommendations.   
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2. LITERATURE REVIEW 

2.1.  PACKAGING 

According to Kotler and Keller (2016, p.412), “packaging includes all the activities of designing and 

producing the container for a product”. However, packaging does not only serve to protect the 

product. Many authors argue that packaging should be seen as the fifth P of the four P's of the 

marketing mix: product, price, place and promotion. On the other hand, some include packaging as a 

product’s part. The truth is that one way or another the importance of packaging in recent years had 

been recognized in literature (Rundh, 2016) and it has become an important part of the selling 

process (Rettie & Brewer, 2000). 

Packaging is something that has existed for a long time and that has been changing. Retorta 

(1992) simplifies the functions of packaging into three main segments:  

• Containment. 

• Transportation: the package should be resistant, provide security and be convenient to carry. 

It may have several sizes. 

• Protection: the packaging should preserve the product, keeping its flavours and aromas and 

being innocuous to the product itself and the environment. 

Rundh (2016) also states that packaging serves mainly to protect the content from losing its functions 

and this includes protecting the product from shock and vibration as well as keeping the content 

clean, sterile and in the right temperature during transportation. According to the author, packaging 

should also present the necessary information about the product while promoting it. However, with 

the constant evolution of packaging, a new function has emerged: the visual function. Its role is being 

responsible for the identification, differentiation, and highlighting of the brand and/or product in 

order to appeal to the consumer, and to convey the necessary and mandatory information to the 

consumer.  

Although there is literature and research on packaging there is no agreement on the classification of 

its elements. Silayoi and Speece (2004) divided the packaging into two categories: the visual 

elements which is composed by graphics, color, size and shape of packaging and it is related to the 

affective side of the decision-making process and the informational elements which relates to 

cognitive side of the decision and conveys product information and technologies used in the package. 

Similarly, Rettie and Brewer (2000) divide the packaging into verbal elements used to communicate 

with consumers and which includes brand, product name and information/instructions and visual 

elements, i.e., color, shape, size, images and symbols. Underwood, et al. (2001) divides them in 
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graphic elements (color, typography, shape and images) and structural elements (form, size and 

material) not considering the verbal elements. Kotler and Keller (2009) support that there are six 

elements of packaging – size, shape, material, color, text and graphics.  

According to Rundh (2016), it was due to the emergence of the self-service system that packaging 

gained strong importance persuading the consumer to make the final decision. Since then, packaging 

has been assuming an increasingly significant role in the communication of a product being identified 

as the most important vehicle of communication, especially in the point of sale (Underwood et al., 

2001). “Not every customer will see a brand’s advertising, social media pages, or other promotions. 

However, all consumers who buy and use a product will interact regularly with its packaging” (Kotler 

& Armstrong, 2018, p.252). Thus, the packaging should also be seen as a space to communicate more 

than just being a protection for the product and an extension of it (Keller & Swaminathan, 1997). 

According to Kotler and Keller (2016), the typical shopper can pass by 300 products in just 1 minute 

so, as Pilditch (1961, as cited in Rettie & Brewer, 2000) stated, packaging is now the “salesman on the 

shelf‟. Packaging is often the first thing that a customer sees before making is first selection and it 

can influence consumer perceptions and evaluation of the product proving to be a strong ally in 

product differentiation (Ampuero & Vila, 2006; Rettie & Brewer, 2000). Garber, et al. (2000) highlight 

the importance of packaging when consumers have little or limited knowledge of a product category 

or brand since packaging can be the only source of information and it can be used to get consumer 

attention (Underwood et al., 2001). According to Butkevicoene, et al. (2008), package has an impact 

on consumer attention, it allows the transferability of the desirable information about the product, it 

positions the product in consumer conscious and finally, it has the role of differentiate and identify 

the product. This means that package can become a competitive advantage for the company since it 

influences consumers and their decision-making process in the way that package can determine the 

preference of one product over another. Package and its visual elements assume a critical role 

especially in low involvement products where there isn’t an intensive analysis of product’s attributes 

since most people in this condition often thinks that the package is the product (Silayoi & Speece, 

2004; Kauppinen-Raisainen, 2014). This study uses shampoo as the product in analysis. Shampoo is 

considered a low involvement product (Silayoi & Speece, 2004) and therefore, packaging and, 

especially, color became important for the analysis. Informational elements require more mental 

effort to process which leads to consumers not being willing to do so since it is a product that they do 

not consider important (Silayoi & Speece, 2004). 

Vilnai-Yavetz and Koren (2013), in their research confirm the importance of aesthetics in packaging 

as well as packaging as an important predictor of customer’s perceptions and purchase intentions. 

Thus, packaging should be perceived as effective which means it should protect the content 
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(instrumental), it should have an attractive appearance (aesthetic) and it should communicate 

directly with the customers by sending them the desired message (symbolic). An effective packaging 

will then lead to consumer’s purchase intent and will reduce advertising costs increasing companies’ 

market share.   

2.2. COLOR 

Color is extremely important according to Farina, et al. (2006). This is readily demonstrated by the 

fact that people may have some difficulty describing a logo, however, they have an easy time 

describing its colors. Singh (2006) stated that people only take 90 seconds to form an opinion about 

the products and colors alone account for 62-90% of this opinion. 

According to Gorn, et al. (1997), and widely accepted by color theorists, color has three different 

dimensions- hue, saturation and value. Hue is the wavelength of a color. It is the pigment of the color 

and what people usually call blue, red or green. Short wavelengths are associated with cool colors 

such as blue and long wavelengths are associated with warm colors such as red (Hsieh et al., 2018). 

Saturation refers to the intensity of the color and the way it is pigmented. Highly saturated colors 

have a large portion of pigment. Low-saturation colors are opaque while high-saturation colors are 

rich and vivid (Gorn et al., 1997).  Finally, the value concerns the brightness of the color which is a 

continuous dimension from pure black to pure white. High-brightness colors appear “whitish” while 

low-brightness colors appear “darkish” (Hsieh et al., 2018). These three dimensions determine how 

people perceive colors and the associations they form.  

This association happens due to associative learning process. Associative learning theory was made 

known by Throndike in 1911 and Pavlov in 1927 and it explains how consumers develop associations 

for colours over time (Ridgway & Myers, 2014). Pavlov’s study, integrated in the classical 

conditioning, showed that due to associative learning a connection between a conditioned and 

unconditioned stimulus can be paired. In his study, dogs were taught to associate the ringing of the 

bell (conditioned stimulus) with being fed (unconditioned stimulus) which results in dogs’ salivation 

(conditioned response). After a short period, when the dogs heard the bell, they started salivating 

even though there was no food (Grossman & Wisenblit, 1999). It happens the same with humans. 

Labrecque, et al. (2013) state that during our live we construct a network of color associations due to 

“encounter pairing of colors with particularly meaningful messages, concepts, objects, and 

experiences”. With repetition over time, the color associations become stronger and the mere 

perception of a color can influence affect, cognition, and behavior accordingly (Elliot & Mayer, 2012). 

According to Grossman and Wisenblit (1999), in particular products, the preference for colors is 

based on the associations that consumer have formulated due to their experience. This means that it 
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is possible that favorable experiences will lead to color preferences. It is also possible that consumers 

learn, through association, that a certain color are appropriated for a certain product category which 

implies that consumers may prefer certain colors for certain product categories. Associative learning 

can explain the difference between colors meanings in different cultures. Since colors association are 

learned, cultures have a great influence on it once people of different cultures are exposed to 

different associations. Some color associations are consistent across cultures, while others are not. In 

their research, Madden, et al. (2000) found that blue, green and white colors are colors that, across 

countries, are commonly liked and share similar meanings unlike the colors black and which have 

considerably different meaning across cultures. Thus, colors convey meaning influencing consumer 

behaviour through marketing stimuli (Labrecque & Milne, 2012; Labrecque et al., 2013) but the 

meanings associated with colors vary from culture to culture (Labrecque et al., 2013).  

According to Labrecque, et al. (2013), it also important the context in which colors are shown in 

order to predict the outcomes. Elliot and Mayer (2012), in their color-in-context theory, also support 

that color carries different meanings in different contexts which lead to different implications for 

feelings, thoughts, and actions in different contexts. The authors believe that the same color is 

capable of provoking opposite meanings and implications (i.e., approach vs. avoidance) in different 

contexts. Labrecque, et al. (2013) exemplifies that it is different seeing a woman wearing a red 

cocktail dress at a dinner party and seeing a red street sign. The color is the same but the context 

such as object, location and activity are different. In the first situation red may evoke feelings of 

attraction and excitement while in the second situation it may trigger feelings of avoidance and 

danger. 

Farina, et al. (2006) also argues that color perception is not only influenced by culture but also by 

environment, education, temperament, and age. Arkay, et al. (2012) indicated that young adults 

attach more importance to product color than older groups. There are also differences between men 

and women i.e., women give more importance to product color than men. Bellizzi and Hite (1992) 

found that when the retail environments are blue instead of red the outcomes are better, i.e., it 

exists fewer purchase postponements, more simulated purchases, inclination to shop and purchase 

more expensive sets. Puccinelli, et al. (2013) concluded that male participants perceive greater 

savings when prices are shown in red (vs prices shown in black) and put them in a more positive 

state. Thus, it can be stated that warm colors, with an emphasis on red, are physically and 

emotionally arousing and distracting while cool colors, especially blue, are relaxing, calming, 

delightful and pleasant (Bellizzi & Hite, 1992).  
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Color plays a vital role when it comes to products, packages and logos by influencing the consumer 

perceptions (Aslam, 2006; Labrecque & Milne, 2012). Garber, et al. (2013) suggest that for 

consumers who are not loyal to a brand, a simple change in packaging color can lead consumers to 

consider that brand. Color can identify the brand, the product category and it can also be used to 

differentiate a product (Ampuero & Vila, 2006). In many categories, it is common that packaging 

color is used to convey specific information about the category but it is also used to convey higher-

order information signalling that a product is premium (black) for example (Spence & Velasco, 2018). 

Also, gold is associated with luxury and that is why many luxury and premium products have a gold 

package (Garaus & Halkias, 2019). Thus, it has been used by marketeers in packages in order to 

create psychological meaning influencing the consumers preferences (Bellizi & Hite, 1992).  

Ampuero and Vila (2006) support that packaging is able to influence consumer response to a 

product. Rundh (2016) state that color is probably the tool in the package design that most 

influences the consumer’s minds, therefore, it is important to have in consideration the meaning of 

colors when determining possible colors to fit the package. Color also indicates the product 

positioning. According to Ampuero and Vila (2006) cold and dark colored package are often 

associated with high priced and elegant products targeted to the upper class while products targeted 

to price sensitive consumers are associated with light colored packaging. Labrecque and Milne (2012) 

also highlight that packaging color can significantly affect the product identification and influence 

consumer perception thus, a wrong choice of colors for the packaging can cause strategic failure 

(Aslam, 2006). 

While much research has been done into color psychology and color effects, little research has been 

done into defining what sophisticated colors are. According to Mooser (2003), sophisticated colors 

are all colors that are not simple, i.e., all non-primary and secondary colors (red, yellow, blue, orange, 

green and purple).   

2.3. CONSUMER PURCHASE INTENTION 

Purchase intention can be defined as consumer willingness to buy a product or service in the future 

after evaluation (MacKenzie et al., 1986). This evaluation depends on perceived value and perceived 

quality. These two constructs are expected to be positively related to purchase intention i.e., low 

perceived value and quality leads to expected low purchase intention and high perceived value and 

quality leads to expected high purchase intention (Chang & Wildt, 1994). Spears and Singh (2004) 

also define purchase intention as “an individual‘s conscious plan to make an effort to purchase a 

brand”.  

Engel (1995) divided purchase intention into three groups: 
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• Unplanned purchases which relate to impulsive buying behavior and where consumers 

choose the product category and the brand at the store; 

• Partially planned purchases where consumers have previously defined the product category 

but only choose the brand to buy at the store;  

• Planned purchases where consumers have a choice of the product category and brand before 

buying. 

Kotler and Keller (2016) affirm that consumer purchase intention is divided into five stages. The first 

stage is problem recognition. This is the stage where the consumer recognizes the problem or need 

and the most crucial step because if the consumers do not acknowledge the problem or the need 

then they will not proceed to the product purchase. Usually, a need can be triggered by internal 

stimuli i.e., the personal perception experienced by the consumer or external stimuli i.e., outside 

influences such as advertising or word of mouth. After recognizing a need or a problem the consumer 

will often seek information about the product that will fulfil that need or problem. This is the second 

stage which is called the information search. The major sources of information are personal, 

commercial, public and experiential. However, this search for information is limited and according to 

the same author, “for durables, half of all consumers look at only one store, and only 30 percent look 

at more than one brand of appliances”. The brands available forms the total set but consumer will 

only acknowledge a subset of these – the awareness set. After gathering some information, 

consumers will choose a set of brands that will meet their initial buying criteria – consideration set- 

and just a few of them will remain - the choice set. After that, the consumer proceeds to the third 

stage, the evaluation of alternatives. In this stage, consumers evaluate the alternative brands, 

compare them and may also form an intention to buy their favorite brand. Consumers will pay 

attention to products or brands with the attributes that will deliver the benefit they need to fulfil 

their need or solve their problem. Finally, the fourth stage – purchase decision – is where consumers 

decide the brand, dealer, quantity, timing and payment method. After the purchase, consumers 

might be satisfied or “might experience dissonance from noticing certain disquieting features or 

hearing favorable things about other brands” as Kotler and Keller (2016) stated. In this stage, post-

purchase behavior, if the consumer is unsatisfied with his decision, he will try to find information to 

support his decision. 

Purchase intention is complex and it is influenced by several factors. Zeithaml (1988) support that 

purchase intention might be altered by the influence of price, quality perception and value 

perception. According to Silayoi and Speece (2004), purchase intention is influenced by the product 

involvement level and time pressure. The authors found that high involvement products such as 

many food and skincare products require more attention to product characteristics while low 
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involvement products such as shower gel, shampoo and detergent don’t. In low involvement 

products, which include most of the fast-moving consumer goods, packaging and its visual elements 

(graphics, size and shape) play a significant role when it comes to affect positively the consumer 

choice while in high involvement products, the informational packaging attributes (information 

provided and technologies used) influences significantly the decision making. This importance 

decreases as time becomes constrained. Time pressure often affects purchase intention since when 

consumers shop under time constraints and pressure, they tend to make quick decisions without 

careful evaluation leading to unplanned purchases, most of them made at the sales point. The 

authors also found that packaging and its visual elements have a huge influence in time pressured 

decisions. When consumers are under time pressure, they tend to choose distinctive packages with 

simple information. Kotler (2016) also include cultural, social and personal factors as factors that 

influences purchase intention.  

 

Purchase intention can also be driven by utilitarian and/or hedonic factors. Utilitarian motivation is 

related to rational reasons to buy and it is task oriented with the goal of satisfying a need or 

complete a task in an efficient and effective way (Botti & Mcgill, 2011), while hedonic motivation is 

related to emotional and pleasure reasons to buy (Batra & Ahtola, 1991). Hedonic and utilitarian 

motivations although distinct they are not mutually exclusive i.e., a product may both satisfy a need 

and provide pleasure. In the same way, they don’t need to be consistent, i.e., a product can give 

pleasure and be bad in an instrumental sense or it may not give pleasure but may in fact be good in 

an instrumental sense (Batra & Ahtola, 1991) 

In their study, Vilnai-Yavetz and Koren (2013) found that purchase intention should be seen as an 

important predictor of customers’ perceptions. Especially, if the product conveys the appropriated 

information, it even generates a stronger impact on consumer purchase intention since it reduces 

uncertainty and increases product credibility. Also, in this case, where we are dealing with a low 

involvement product, packaging and visual elements influence choice more (Silayoi & Speece, 2004). 

Purchase intention is one of the most commonly used dependent variables to measure effects of 

color in marketing. For example, it has been proved that packaging color has influence on purchase 

intention, especially when it comes to consumers who are in a hurry such as millennials (Kauppinen-

Raisainen, 2014). When consumers are short in time, they don’t evaluate and compare products, 

they are influenced by extrinsic cues such as packaging color, size or graphics. Purchase Intention is a 

good predictor of consumer buying behavior and it’s a good ally to managers since it is inexpensive 

to acquire and easily understood (Armstrong et al., 2000) and considered an important indicator of 

purchase (Chang & Wildt, 1994). In his research, Armstrong, et al. (2000) found that intentions-based 

forecasts are more accurate than extrapolating of past sales. However, according to Kotler and Keller 
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(2016), there is a gap between purchase intention and purchase behaviour due to two factors. The 

first factor concerns the attitude of others. It depends on the intensity of the other person's negative 

opinion and on the consumer's motivation to comply with that person's wishes. In that way, 

consumer will adjust his/her purchase intention based on the other people opinion of his/her choice. 

The second factor relates to unexpected and unanticipated situations that can alter the consumer's 

purchase intention such as losing income. Although having its flaws and not being a completely 

accurate and reliable predictor to measure conversion, purchase intention is still an indicator to 

measure purchasing (Chandon et al., 2005). 

2.4. PERCEIVED QUALITY 

Mitra and Golder (2006) support that quality might be the most important factor to achieve long 

term success of products. It is important to distinguish objective quality from perceived quality since 

they are not synonyms (Mitra & Golder, 2006; Zeithaml, 1988).  

According to Mitra and Golder (2006) objective quality, or quality, is the “aggregate performance of 

all vector product attributes” and does not include intangible products attributes such as aesthetics 

nor extrinsic attributes such as brand image or salesperson behavior. Zeithaml (1988) defines it as a 

measurable and verifiable superiority.  

Perceived quality, along with brand awareness, brand loyalty and brand associations, is one of the 

dimensions of brand equity which is “a set of assets (and liabilities) linked to a brand’s name and 

symbol that adds to (or subtracts from) the value provided by a product or a service to a firm and/or 

a firm’s customer (Aaker, 1996a). Perceived quality can be defined as the customer perceptions of 

quality (Mitra & Golder, 2006). Netemeyer, et al. (2004) defined it as the “customer’s judgment of 

the overall excellence, esteem, or superiority of a brand (with respect to its intended purposes) 

relative to alternative brand(s)”. Zeithaml (1988) stated that, besides being different from actual 

quality, perceived quality is a high level of abstraction instead of a specific product attribute. It also 

closely resembles an attitudinal evaluation of a brand and a consumer judgment usually made out of 

their evoked set. Thus, perceived quality may differ from real quality. According to Aaker (1996b) 

several reasons can be given for this. Consumers can be influenced by a previous image of products’ 

poor quality which leads them to not believing that product could change quality. The company and 

consumers have different visions on quality dimensions, i.e., the company achieves the quality but on 

a dimension that does not matter to consumers and therefore consumers do not recognize benefit. It 

may happens that consumer does not have the necessary information, time or motivation to 

rationally and objectively access the quality which happens often. Also, consumer may not even 

know how to evaluate quality. Perceived quality, although being an important element of trust for 
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businesses and a driver for financial performance (Aaker, 1996b) it also has its flaws. This happens 

because perceived quality involves having competitor frame of reference. This means that it different 

if consumer compares all available products in one category or just the available products in one 

specific store. There is also the problem of loyalty segments. The evaluation of quality done by 

customers loyal to the brand will differ from the evaluation done by customers loyal to other brands 

or even from customers who are not loyal to any brand (Aaker, 1996a). 

Mitra and Golder (2006) discovered that a change in objective quality is not fully reflected in 

consumer’s quality perception until after six years. This phenomenon is even larger and quicker when 

it faces a decrease in quality.  

According to Keller and Swaminathan (1997), quality perception is intangible and subjective since it 

diverges from person to person considering their personality, needs and preferences. Consumers 

base their quality judgements in intrinsic and extrinsic cues. According to Zeithaml (1988), intrinsic 

cues concern the physical composition of the products such as color, texture, products’ appearance, 

shape, size, flavour among others. Extrinsic cues are related to product but does not make part of the 

product which means that it can easily be changed without modifying the product physically. 

Examples of extrinsic cues to quality are price, brand name and level of advertising. Packaging is 

difficult to categorize in terms of intrinsic or extrinsic. It could be considered both depending on 

whether the package is a part of the physical composition of the product. In this case (squeezable 

shampoo container) makes part of the physical composition of the product and, therefore, it is 

considered as intrinsic. However, the information present on packaging such as brand name or logo 

is considered as extrinsic. The same author states that intrinsic cues have more importance than 

extrinsic ones when consumers confidently believe that intrinsic product’s attributes can be 

evaluated in the point of sale. Extrinsic cues gain importance over intrinsic when occurs the reverse 

scenario, that is, when the intrinsic attributes cannot be evaluated. Also, consumers who have 

already tried and experience the intrinsic attributes of a products would rely less on extrinsic cues 

when forming their judgments compared with no prior trial (Sprott & Shimp, 2004). Perceived quality 

is often used in research since is known by influenciating consumer’s purchase intention (Richardson 

et al., 1994). In their research, Chang and Wildt (1994) found that perceived quality influences 

purchase intention which means that a variation on perceived quality accounts for significant 

variation in purchase intention. Thus, the higher the quality perceived by consumer the greater will 

be purchase intention. Vilnai-Yavetz and Koren (2013) also support that visual elements of packaging 

help consumers establish their expectations of the products reducing the perceived risk and 

increasing the purchase probability. According to Silayoi and Speece (2004), quality judgments are 

widely influenced by product’s packaging characteristics which means that package make consumers 
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infer meaning about the product, i.e., if the package symbolizes high quality consumers will assume 

that the product has high quality and vice versa. In that way, packaging assumes a vital role serving 

as an indicator of product’s quality (Ampuero & Vila, 2006) which justifies its importance for the 

current study. However, just as packaging influences positively consumer’s perception of product 

quality, it can also influence it negatively resulting in product’s failure (Silayoi & Speece, 2004). 

As said before, it is common that packaging color is used to convey specific meaning about the 

product or category.  According to Spence and Velasco (2018), black can be used to signalize a 

premium product. Gold is associated with luxury and that is why many luxury and premium products 

have a gold package (Garaus & Halkias, 2019). Since luxury and premium products are often related 

to quality, this study aims to investigate if black and gold can really impact the quality evaluation. 

2.5. PRODUCT ATTRACTIVENESS  

According to Crilly, et al. (2004), aesthetic impressions can be defined as the sensations that people 

infer from the perception of attractiveness (or unattractiveness) in products. The same author, also 

supported by Bloch (1995), stated that consumer’s perceptions of product attractiveness may 

influence behavioral responses towards a product. These responses are mainly described by 

avoidance or approach. Avoidance is associated with ignoring the product, failure to purchase and 

even hiding the product while approach represents a further investigation of the product, product 

purchase and product use. 

Visual appearance of product or packages and its attractiveness can influence how a product is 

comprehended as well as consumer product evaluation and choice (Bloch, 1995). Also, in low 

involvement products, such as the product analysed in this study, people often thinks that the 

package is the product (Silayoi & Speece, 2004) and packaging assumes an important role being a 

predictor of customer’s perceptions and purchase intentions. Bloch (1995) stated that product’s 

appearance is the first thing that a consumer will notice and it will be the first thing to connect with 

the potential buyer who will base his judgments on that interaction. However, people do not all 

behavior in the same way. As Crozier (1994, cited in Crilly et al., 2004) suggests, the visual appeal of 

objects and how its perceived by each person is influenced by socio-cultural, socio-economic, 

historical and technological factors. This means that what is perceived as aesthetic and visual 

appealing to a culture may not be appreciated by others. The authors also state that subjective 

experience can influence the aesthetic impressions. 

Consumers’ judgments on whether a product is attractive rely not only on the good looking of the 

product but also if it appears functional and says the right things about the owner (Crilly et al., 2004). 

However, it is more likely that a consumer chose a product that has an attractive appeal than a 
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similar in functioning and price but less visually appealing alternative. This happens because product 

appearance is able to provide value in itself and that’s why people like to buy aesthetically pleasing 

products, looking at something aesthetic is rewarding (Creusen & Schoormans, 2005). It is also likely 

that a consumer with a strong aesthetic response to the product’s would impulsively decide about 

the product (Bloch, 1995). Thus, depending on motivation and context, product’s attributes such as 

product’s appearance can represent a greater importance than its tangible properties (Crilly et al., 

2004).  

Package color play an important role in consideration and choice behavior of consumers which 

means that packaging appearance in general and package color in particular have impact on the 

formation of consideration set and on the choice behavior of consumers (Garber et al., 2000; 

Schoormans & Robben, 1997). This implies that colors on packages attract consumers’ attention 

(Schoormans and Robben, 1997; Garber, 2000). It is one of the cues that most influences aesthetic 

consumer’s response is color since it is able to evoke emotional reactions in consumers such as 

feelings of attraction to a product (Abbott et al., 2009). In their study, Stoll, et al. (2008) found that 

attractive packaging relates to visual attention, memory and rewards while unattractive packaging is 

“associated with the perception of response conflict, uncertainty, disgust, and expected risk”. 

According to Garber, et al. (2000), different package appearance and package color tend to have a 

more important role and a more positive impact when consumers are looking for variety and sees 

something new and different on the shelf. However, Schoormans and Robben (1997) supports that 

this only happens if the deviation of the new packages is moderate since if it has a strong form 

deviation the product will undoubtedly catch consumer’s attention but it will remove it from the 

regions of acceptability for the category. 

According to Bloch (1995), consumers use product’s visual appearance to make inference about 

products’ attributes including functional attributes such as perceived quality. With colors being an 

important attribute of packaging/product that influences the consumer’s minds (Rundh, 2016), the 

importance that visual appearance and aesthetics has on choice (Bloch, 1995) and as a predictor of 

customer’s perceptions (Vilnai-Yavetz & Koren, 2013), this study aims to understand the effects that 

sophisticated colors can have on the product attractiveness/aesthetics evaluation. Kauppinen-

Raisainen (2014) has already proved the communicative link between packaging color and product’s 

quality through associative learning. The author exemplified the link by showing that green is 

commonly associated with nature and that is why green color is used to convey nature and 

healthiness on ecologically produced products. In that way this study aims to confirm the link by 

investigating if sophisticated colors can influence consumer’s evaluation of product/packaging 

attractiveness. 
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2.6. WILLINGNESS TO PAY  

Willingness to pay or, in other words, reservation price, concerns the maximum amount of money 

that each consumer is willing to pay for a given product (Kalish & Nelson, 1991; Krishna, 1991). The 

reservation price corresponds to consumer’s reservation price for a specific product and it will be 

compared to the actual product’s purchase price. Consumers will then choose the product that 

maximizes their utility (Kalish & Nelson, 1991). However, at reservation price, it makes no difference 

to the consumer whether he buys the product or not because the product and the money have the 

same value, i.e., spending money to buy the product translates into the same as keeping the money. 

This happens because willingness to pay reflects the product’s inherent value in terms of money 

(Schmidt & Bijmolt, 2019). 

Willingness to pay can be distinguished between hypothetical willingness to pay or real willingness to 

pay. Hypothetical measure of willingness to pay does not include a payment obligation or any 

financial consequences for participants’ decisions (Schmidt & Bijmolt, 2019). It is the case of 

contingent valuation where, for example, consumers are asked directly what they would pay for a 

product, if given the opportunity to buy it (Kalish & Nelson, 1991; Schmidt & Bijmolt, 2019) or the 

case of conjoint analysis where is intended to establish trade-offs between product attributes and it 

is, usually, based on rankings, ratings or choice decisions among product profiles (Voelckner, 2006).  

In contingent valuation it may be required to participants a payment of the price they stated. These 

cases refer to real willingness to pay, a real measure of willingness to pay. Real willingness to pay 

happens, for example, in auctions where the winner has to pay the stated price for the product. The 

difference between real willing to pay and hypothetical willing to pay is the hypothetical bias where 

participants overprice their real willing to pay for a product (Schmidt & Bijmolt, 2019).  

Hypothetical willingness to pay assume a greater importance to companies so they can find out how 

much consumers are willing to pay for their still-developing products and researchers in marketing 

and economics who need to quantify concepts such as product’s value for example (Steiner et al., 

2016; Schmidt & Bijmolt, 2019). This would not be possible using real willingness to pay since it 

requires a finished and sellable version of the product and it can be expensive. (Schmidt & Bijmolt, 

2019).  

Marozzo, et al. (2020) in their research showed that packaging color has a significant main effect on 

willingness to pay. The authors introduced and defined a new color family called au naturel colors 

and found that consumers are willing to pay more when the product has au naturel colored 

packaging. 



16 
 

To date, there is no research on sophisticated colors nor its effect on willingness to pay. However, 

the literature provides evidence that consumers are now willing to pay more for convenience, 

appearance, dependability and prestige of better packages (Kotler & Keller, 2016). 
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3. METHODOLOGY 

The purpose of this research is to investigate whether the use of sophisticated colored packaging can 

influence the purchase intention, perceived quality, product attractiveness, product sophistication 

and willingness to pay. Thus, and experimental research will be done in order to establish whether or 

not a change in the independent variables, i.e., color scenario and gender, cause a change on those 

dependent variables (Saunders et al., 2009). A quantitative approach was chosen to test the 

hypotheses using numerical data collected through a questionnaire and analysed using statistical 

techniques (Saunders et al., 2009). A between-groups experimental design will be performed, where 

participants are randomly assigned to either non-sophisticated color scenario or sophisticated color 

scenario but not both. This means than any difference between the groups in the dependable 

variables under analysis will be due to the manipulation of packaging color (Saunders et al., 2009). 

This allows to trace a causal relationship between color manipulation and dependent variables. 

3.1. RESEARCH OBJECTIVES 

There are several characteristics about product packaging that might influence consumers and their 

evaluations. The main objective of this study is to answer the research question: What is the impact 

of the sophisticated colors present on product packaging and how do they influence consumers' 

purchase intention and their evaluations of quality and product attractiveness? 

In addition, to explore further details, specific objectives were outlined: 

• Determine the influence of sophisticated colored packaging on consumer’s willingness to 

pay;  

• Determine the influence of sophisticated colored packaging on perceived product 

sophistication;  

• Determine whether there are significant differences between men and women for the 

different dependable variables under study; 

• Understand what importance consumers attach to sophisticated colors on packaging. 

3.2. HYPOTHESES  

To study the proposed general and specific objectives, five research hypotheses were developed, 

namely: 

H1: Consumer purchase intention of shampoo will be positively influenced by sophisticated package 

colors. 
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H2: Quality evaluation of shampoo will be positively influenced by sophisticated package colors. 

H3: Sophisticated colored packaged shampoo positively influences consumers’ evaluation of product 

attractiveness. 

H4: Sophisticated colored packaged shampoo positively influences consumer’s willingness to pay. 

H5: The interaction effect between gender and color scenario is expected to be significant with 

women being more impacted by sophisticated colors than men. 

3.3. PROCEDURE 

3.3.1. Pre-test 

Prior to the main experiment, a pre-test was conducted in order to determine which colors are 

considered the most sophisticated since there is no literature or scientific research that defines 

exactly which colors are considered the most sophisticated.  

The pre-test consisted of a survey that was distributed online through the social networks Facebook 

and Instagram and also to friends and family in order to reach various age groups.  

Respondents were informed about the purpose of the questionnaire, that their participation was 

completely voluntary and anonymous, and they could withdraw from completing it at any time. After 

the respondents agreed to participate in the survey, they were shown the instructions on what they 

should do: They were asked to look carefully at the colors presented in the squares and score 

according to their opinion the level of sophistication of the colors. The respondents were asked to 

rate each color using a 9-point rating Scale where 1 stands for “not at all sophisticated" and 9 for 

“extremely sophisticated". All respondents saw the same 27 colors presented in a random order for 

each. Respondents were not allowed to return to previous sections.  

Before the survey ended, some demographic information about the respondents was collected, 

namely their gender, age, nationality, occupation, and level of education. 

The pre-test received a total of 59 responses but 1 respondent did not accept the term of consent 

and 2 respondents did not finish the survey. Thus, of the 59 total responses only 56 were considered 

valid and used for analysis. 

Among the 56 respondents, 38 are women and 18 are men, which translates into 67.86% being 

female and 32.14% being male. The average age of the 56 respondents is 36.32 years old and they 

are all Portuguese. The highest level of education is bachelor’s degree (50%) followed by master’s 

degree (33.93%) and High School (12.50%). The occupation of the respondents was divided between 

employed (55.36%) followed by student and employed student both with 16.07%. 
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3.3.2. Pre-test results 

By analysing the averages for each color, the colors with the highest average and the colors with the 

lowest average were chosen to be included in the experimental design as sophisticated colors and 

non-sophisticated colors respectively. Regarding the female gender, the highest averages 

representing the most sophisticated colors are gold (M=7.61), silver (M=6.53) and black (M=5.87). 

Concerning the male gender, the most sophisticated colors are also gold (M=7.88), silver (M=7.63) 

and black (7.36). For aesthetic reasons the colors, gold and black were chosen as sophisticated colors 

to integrate in the experimental design of both genders.  

In terms of the non-sophisticated colors to integrate in the experimental design and regarding the 

female gender, the colors considered were purple (M=3.13), blue (M=3.18) and green (M=3.18). The 

colors chosen to be part of the study were purple and blue for aesthetic reasons since blue and green 

were tied in terms of sophistication level. As for the male gender, the survey showed that yellow and 

purple both with the lowest average (M=2.25) were the colors perceived as non-sophisticated and, 

therefore, integrated in the study. 

A T-test was performed in order to compare the sophisticated colors with the non-sophisticated 

colors, i.e., black (sophisticated color) was compared to purple (non-sophisticated color) for men and 

women; gold (sophisticated color) was compared to blue (non-sophisticated color) for women and it 

was also compared to yellow (non- sophisticated color) for men. The T-test results showed that there 

is a statistically significant difference for both genders which supports and gives meaning to the 

study. Therefore, the questionnaire will have two scenarios for each gender. The T-test results for 

both genders can be found in Appendix 1 and 2. 

3.3.3. Questionnaire 

The present study used a 2 (packaging with/without sophisticated colors) X 2 (shampoo for 

women/for men) between-groups experimental design. In this study, the color of shampoo 

packaging was manipulated to see how participants evaluate this product. It is, also, important to 

have the adaptation of the same product for men and women in order to avoid a limitation of the 

study to one gender.  

A fictional brand called Bambu was created to avoid prior knowledge of the brand, product and 

product quality and in order to not allow comparisons between packaging. The goal is to eliminate 

the possibility of the respondent evaluation based on brand or product reputation. The images were 

created for the sole purpose of serving the study using Adobe Photoshop 2020 software and can be 

found on Figure 1.  
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Figure 1 
Color scenarios 

 

An online survey developed on Qualtrics was distributed through a link shared on social media 

networks namely Facebook and Instagram and sent individually to friends and family through 

message platforms, such as Messenger and WhatsApp in order to obtain different age groups. All 

participants agreed to participate voluntarily. They were informed that at any time and for any 

reason, they could refuse to answer a question or stop filling out the questionnaire. There were no 

benefits or risks associated with this study and it was guaranteed that the data collected was 

intended for purely academic purposes. The questionnaire was also approved by NOVA IMS Ethics 

Committee. 

The questionnaire was available for 16 days, from the 14th to the 29th of December 2021. 

Respondents were presented only a partial part of the survey, i.e., only sophisticated colors or non-

sophisticated colors. None of the color scenarios appeared significantly more than the other. For 

male gender, NSophisticatedColors=51 and NNon-sophisticatedColors=53 and for female gender, NSophisticatedColors=109 and 

NNon-sophisticatedColors=112. 

Before implement the final survey, a pre-test was done in order to adjust and improve it and to 

evaluate the duration of the questionnaire based on the feedback of three participants. These 

feedback leads us to better explain few questions by clarifying the vocabulary used and make 

changes in the survey flow to make it more comprehensive. These responses were not included in 

the main survey.   

3.4. MEASURES 

3.4.1. Questionnaire design  

The questionnaire begun with consent form. After agreeing to participate in the experiment, the 

respondent’s age was asked as well as their gender so that they could be split by the different 
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scenarios.  Male participants were randomly assigned to one of the two experimental groups 

intended for men i.e., a scenario in which the respondent had to evaluate a sophisticated colored 

shampoo package and another scenario without sophisticated colors, while female participants were 

randomly assigned to one of the two experimental groups intended for women. The survey flow can 

be found in Appendix 3. 

After being allocated to their scenario, the respondents were given the instructions: "Imagine that 

you are at the supermarket looking for a new shampoo to buy. This time you have decided to try a 

different shampoo than what you usually buy, and you come across the shampoo shown below. We 

ask you to look carefully at the packaging and the product shown below. To answer the following 

questions, please assume that you have a normal hair type and that the shampoo below is for normal 

hair." 

In all scenarios there were 5 groups of questions where respondents were asked to evaluate the 

statements regarding the shampoo presented to them. The first group concerned the product 

attractiveness with statements such as "the color of this packaging is pretty" and "this packaging is 

attractive". This group also regards sophistication represented by “this packaging is sophisticated”. In 

the second group, the goal was to assess purchase intention, including questions such as "I would be 

interested in trying the shampoo in this package" and "I would buy this product". The third group 

concerns perceived quality where respondents evaluated the quality of the product shown. The 

fourth group corresponds to an open question where participants were asked to fill out the price in 

euros that they would expect to pay for the product they just saw. Finally, in the fifth group the 

participants were asked which brand of shampoo they usually buy. After finishing the survey, 

participants were thanked for their participation. 

The questionnaire example can be found in Appendix 4. The questionnaire was the same for every 

scenario only changing the image of the shampoo presented to the participant.  

3.4.2. Measurement scales  

The study was conducted in Portugal and in order to obtain a greater number of answers, it was 

chosen to do the questionnaire in Portuguese.  

The measures used in the questionnaire were adapted from the existing literature and the necessary 

changes have been made to adapt to the theme.  

In Table 1 are presented a summary of the scales used with the respective measurement items and 

its references.  
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To measure the purchase intention, respondents were presented with a 5-point scale ranging from 

“strongly disagree” to “strongly agree”. Purchase intention was measured by 4 items adapted from 

Vilnai-Yavetz and Koren (2013).  

To measure perceived quality, a 7-point semantic differential scale was used and it was measured by 

4 items which were based on the 5-item scale developed by Dodds, et al. (1991). The item regarding 

workmanship was deleted since it was deemed not to make sense for the type of product under 

study. 

To measure product attractiveness, a 7-point scale ranging from “strongly disagree” to “strongly 

agree” with 3 items was adapted from Vilnai-Yavetz and Koren (2013). 

Regarding sophistication, 1 item was measured by a 7-point scale ranging from “strongly disagree” to 

“strongly agree” adapted from Aaker (1997).  

In the end, it was also added an open question that measures how much participants would be 

willing to pay for the shampoo they just saw. This type of measure has been used in other studies 

(Krishna, 1991) and it was selected attending its simplicity. In this case, it’s a hypothetical measure 

Table 1 
Measurement scales 

Constructs Items Measurement items  References 

Purchase 

Intention 

(PI) 

 

PP1 

PP2 

PP3 

PP4 

I believe that most people would like to buy this product (1-5) 

I would be glad to try the shampoo in this package (1-5) 

I would recommend this product to my friends (1-5) 

I would purchase this product (1-5) 

(Vilnai-Yavetz & 

Koren, 2013) 

 

Perceived 

Quality (PQ) 

 

 

PQ1 

 

PQ2 

PQ3 

 

PQ4 

 

The likelihood that the product would be reliable is: (very high to 

very low) 

This product should be of: (very good quality to very poor quality) 

The likelihood that this product is dependable is: (very high to very 

low) 

This product would seem to be durable in terms of the number of 

usages (strongly agree to strongly disagree) 

(Dods et al., 1991) 

Product 

Attractiveness 

(PA) 

 

PA1 

PA2 

PA3 

The color of the package is beautiful (1-7) 

This package is ugly (1-7) 

This packaging is attractive (1-7) 

(Vilnai-Yavetz & 

Koren, 2013) 

 

Packaging 

Sophistication 

(PS) 

PS1 This packaging is sophisticated (1-7) Aaker (1997). 

Willingness To 

Pay (WTP) 

WTP1 How much would you expect to pay for the product you just saw?  (Kalish & Nelson, 

1991). 
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for willingness to pay - contingent valuation. Since participants only see one of four scenarios and 

there were no purchase obligations, the conjoint analysis was excluded since it is based on trade-offs 

between product attributes, rankings, ratings or choice decisions among products (Voelckner, 2006) 

and participants couldn’t compare the product since they were only faced with one product. In 

contingent valuation methods, consumers are asked directly to state the price they are willing to pay 

for the product under review (Kalish & Nelson, 1991). 

3.5. PARTICIPANTS 

From a total of 377 participants, 52 did not finish the survey, thus, of the 377 total responses only 

325 were considered valid and were used for analysis. In this study, 68% of the responders were 

females and 32% were male. For women the average age was Mwomen=41.15 SDwomen= 14.76 and for 

men Mmen= 37.39 SDmen= 16.16. 

Before the results were analysed, the information collected from the questionnaire was cleaned in 

order to identify and eliminate incomplete or incorrect data and increase data consistency. After 

that, JASP 0.16.0.0 software was used to perform the analysis. 
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4. RESULTS 

Bearing in mind that the items in the questionnaire were evaluated using scales ranging from 

“strongly disagree”/“extremely high” to “strongly agree”/“extremely low” and that the constructs 

were calculated by adding the values assigned to the items that compose them, we can conclude 

that the higher the average of constructs, the more favorable the response. Before adding up the 3 

items that constitute product attractiveness the appropriate scale reversal was done for the item 

“This package is ugly” and only after that the average of the items were done. Willingness to pay is 

measured by a single numerical item, so it is not aggregated with any other such as sophistication 

that is measured only by one item. Regarding willingness to pay, some outliers were found. An 

outlier is an observation that differs markedly from most or even all other observations (Grubbs, 

1969). For this study it was decided to trim the outliers. i.e., dropping the most extreme outliers. In 

order not to heavily bias the analysis and the sample, a 2.5% was chosen as the base value for 

trimming, so 2.5% of the highest and lowest values were eliminated (Leys et al., 2013) 

A MANOVA (multivariate analysis of variance) was performed where color scenario and gender were 

used as dependent variables with two levels (sophisticated colors and non-sophisticated colors; 

female and male). Product attractiveness, sophistication, purchase intention, perceived quality and 

willingness to pay for the product were used as dependent variables.  

4.1. RELIABILITY  

Cronbach's alphas were calculated to analyse the internal consistency reliability of the multiple scale 

item questions, i.e., purchase intention, product attractiveness and perceived quality since it is the 

most widely used measure. A Cronbach's Alpha coefficient of 0.7 or above indicates an acceptable 

result (Hair et al., 2018). In this case, the Cronbach's alpha values calculated were all greater than 0.7 

which revealed that the constructs and its dimensions have internal consistency and, therefore, the 

questionnaire was reliable as an instrument to test the hypotheses. 
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Table 2  
Cronbach's alpha for each construct 
 

Construct Items Cronbach's alpha 

Purchase 

Intention 

I believe that most people would like to buy this product  

I would be glad to try the shampoo in this package 

I would recommend this product to my friends 

I would purchase this product 

 

0.868 

Perceived 

quality 

The likelihood that the product would be reliable is: (very high to 

very low) 

This product should be of: (very good quality to very poor quality) 

The likelihood that this product is dependable is: (very high to very 

low) 

This product would seem to be durable in terms of the number of 

usages (strongly agree to strongly disagree) 

 

0.875 

Product 

attractiveness 

The color of the package is beautiful 

This package is ugly  

This packaging is attractive 

 

0.858 

 

4.2. DESCRIPTIVE STATISTICS 

Below are the descriptive statistics regarding each construct.  

 

Scenario Purchase Intention Perceived  

Quality 

Product 

Attractiveness 

Sophistication Willingness to Pay 

N M SD N M SD N M SD N M SD N M SD 

Sophist

icated 

Colors 

M 51 3.48 0.65 51 4.27 0.89 51 4.06 0.61 51 3.90 0.81 51 5.39 4.48 

F 109 3.59 0.74 109 4.51 0.88 109 3.89 0.78 109 3.82 0.94 

 

109 6.34 6.07 

Non-

sophist

icated 

Colors 

M 53 3.05 0.82 53 3.93 0.90 53 3.18 1.00 53 2.99 1.14 53 4.60 3.13 

F 112 3.38 0.69 112 3.97 0.80 112 3.68 0.80 112 2.96 0.98 112 4.76 3.49 

Table 3 
Descriptive statistics 
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4.3. CORRELATION 

Before proceeding with MANOVA, it was performed a correlation matrix for each analysis to make 

sure that the independent variables are correlated and to be able to perform the MANOVA. As 

reflected in the table below almost all variables have a significant correlation with each other since 

they have a p < 0.05. The correlation between willingness to pay and sophistication are marginally 

significant (p = 0.052). 

Since variables are significantly correlated with each other, a MANOVA was performed using Pillai 

Test. In the MANOVA, the dependent variables are purchase intention, perceived quality, product 

attractiveness, sophistication and willingness to pay. The independent variables are color scenario 

and gender. According to Bartlett’s Test of Sphericity, the statistically significant value assumed was 

p < 0.05. The results revealed that there is a significant difference between groups for color 

sophistication, F(1, 321) = 15.26, p < .001.  There is also a significant gender effect for the overall 

MANOVA, F(1, 321) = 2.34, p = 0.042 and a significant interaction effect between gender and color 

sophistication, F(1, 321) = 5.09, p < .001.  Since there is a significant interaction effect it makes sense 

to understand whether this interaction effect holds for all variables individually. Therefore, within 

MANOVA model, ANOVA tables for each dependable variable were analysed.  

4.4. SOPHISTICATION 

As for sophistication which served as a manipulation check, ANOVA results within MANOVA reveal 

that there is a main effect between groups for color scenario, F(1, 321) = 66.77, p < .001. This means 

 Table 4 
 Correlations between the constructs  

Variable  Purchase 

Intention 

Perceived 

Quality 

Product 

Attractive

ness 

Sophisticati

on 

Willingness 

to pay 

1. Purchase 

Intention 

Pearson’s r 

p-value 

- 

- 

    

2. Perceived Quality Pearson’s r 

p-value 

0.674 

< .001 

- 

- 

   

3. Product 

Attractiveness 

Pearson’s r 

p-value 

0.713 

< .001 

0.516 

< .001 

- 

- 

  

4. Sophistication Pearson’s r 

p-value 

0.527 

< .001 

0.467 

< .001 

0.535 

< .001 

- 

- 

 

5. Willingness to Pay 

 

Pearson’s r 

p-value 

0.325 

< .001 

0.357 

< .001 

0.235 

0.003 

0.108 

0.052 

- 

- 
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that, as predicted, participants perceived the sophisticated colored packaging as more sophisticated 

than the non-sophisticated colored packaging. The descriptives are showed in table 5. Thus, these 

results ensure that the color manipulation was effective and it worked since sophisticated colors are 

generally seen as such. 

 

 

 

 

The ANOVA results also showed that there is no main effect of gender, F(1, 321) = 0.21, p = 0.649. 

This means that the difference between genders is not statistically significant.  

There is also no significant interaction effect between gender and color sophistication, F(1, 321) = 

0.07, p = 0.796. The null hypothesis is not rejected. Thus, H5 is not supported. 

4.5. PURCHASE INTENTION 

When evaluating purchase intention, ANOVA results within MANOVA showed that there is a 

significant difference between groups for color sophistication (main effect), F(1, 321) = 11.89, p < 

.001. This means that sophisticated colored packaging evoked higher purchase intention of the 

respondents. 

There is also a main effect of gender, F(1, 321) = 6.81, p = 0.009.  

 

 

 

 

The table 6 showed that for both men (MSophisticatedColors=3.48 SDSophisticatedColors= 0.65) and women 

(MSophisticatedColors= 3.59 SDSophisticatedColors= 0.74, p = 0.032), the purchase intention is higher for the 

product with sophisticated colors than for the product with non-sophisticated colors (MNon-

Scenario                                            
Female gender Male gender 

M SD N M SD N 

Non-sophisticated 

colors 

2.96 0.98 112 2.98 1.14 53 

Sophisticated Colors 3.82 0.94 109 3.90 0.81 51 

Table 5  
Descriptives for sophistication 

Scenario                                             
Female gender Male gender 

M SD N M SD N 

Non-sophisticated 

colors 

3.38 0.69 112 3.05 0.82 53 

Sophisticated Colors 3.59 0.74 109 3.48 0.65 51 

 Table 6 
 Descriptives for purchase intention 



28 
 

sophisticatedColors= 3.05 SDNon-sophisticatedColors= 0.82 for men; MNon-sophisticatedColors= 3.38 SDNon-

sophisticatedColors= 0.69 for women).  

Finally, there is no significant interaction effect between gender and color sophistication, F(1, 321) = 

1.57, p = 0.211. This means that, there is no evidence that the color scenario impacts the purchase 

intention differently for men and women. In that way, H5 is not supported. 

These results also suggest that the presence of sophisticated colors on shampoo packaging have a 

positive impact on the consumer’s purchase intention and, therefore, H1 is supported.  

4.6. PERCEIVED QUALITY 

As for perceived quality, ANOVA results within MANOVA revealed that there is a significant 

difference between groups for color sophistication, F(1, 321) = 11.89, p < .001. This means that the 

product with sophisticated colors is perceived as having higher quality than the product with non-

sophisticated colors as it can be seen in table 7. 

 

 

 

 

The results also showed that there is no main effect of gender, F(1, 321) = 1.71, p = 0.192. This means 

that the difference between genders is not statistically significant.  

Finally, there is also no significant interaction effect between gender and color sophistication, F(1, 

321) = 0.72, p = 0.322. In that way, the null hypothesis is not rejected and it can be stated that there 

is no evidence that the color scenario impacts the purchase intention differently for men and 

women. Therefore, H5 is not supported. 

These results suggest that the presence of sophisticated colors on shampoo packaging influences 

positively the consumer’s evaluation regarding perceived quality. Therefore, H2 is supported. 

4.7. PRODUCT ATTRACTIVENESS 

As for the dependent variable product attractiveness, ANOVA results within MANOVA reveal that 

there is a main effect between groups for color scenario, F(1, 321) = 22.99, p < .001. This means that, 

Table 7  
Descriptives for perceived quality 

Scenario                                             
Female gender Male gender 

M SD N M SD N 

Non-sophisticated 

colors 

3.97 0.80 112 3.93 0.90 53 

Sophisticated Colors 4.51 0.88 109 4.27 0.89 51 



29 
 

as predicted, participants perceived the sophisticated colored packaging as more attractive than the 

non-sophisticated colored packaging.  

 

 

 

 

Regarding main effect of gender, ANOVA results showed that there is a marginally significant effect. 

From table 8, it can be seen that for both men (MSophisticatedColors=4.06 SDSophisticatedColors= 0.61) and 

women (MSophisticatedColors=3.89 SDSophisticatedColors= 0.78) the product with sophisticated colors are 

seen as more attractive than the product with non-sophisticated colors (MNon-sophisticatedColors=3.18 

SDNon-sophisticatedColors= 1.00 for men; MNon-sophisticatedColors=3.68 SDNon-sophisticatedColors= 0.80 for 

women).  

The ANOVA results showed that, regarding product attractiveness there is an interaction effect 

between gender and color, F (1, 321) = 12.19, p < .001. However, contrary to expectations, men are 

the ones that are more impacted by sophisticated colors, as it can be seen in the figure below.  

Figure 2 
Descriptive plots regarding product attractiveness 

 

Scenario                                            
Female gender Male gender 

M SD N M SD N 

Non-sophisticated 

colors 

3.68 0.80 112 3.18 1.00 53 

Sophisticated Colors 3.89 0.78 109 4.06 0.61 51 

 Table 8 
 Descriptives for Product Attractiveness 
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Thus, these results suggest that the presence of sophisticated colors on shampoo packaging does 

have a positive influence on the product attractiveness and therefore H3 is supported. However, it is 

also suggested that men are the most impacted gender regarding this variable and, therefore, H5 is 

not supported.   

4.8. WILLINGNESS TO PAY 

When evaluating willingness to pay, ANOVA results within MANOVA revealed that there is a 

significant main effect between groups for color scenario, F(1, 321) = 6,72, p = 0.010. This means that 

when consumers are facing a sophisticated colored packaging they are willing to pay a higher price 

for that product than when faced with non-sophisticated colored packaging as it can be seen in the 

table 9.  

 

 

 

 

Regarding main gender effect, results showed that there is no statistically significant effect between 

genders, F(1, 321) = 0.99, p = 0.320. 

Finally, there is also no significant interaction effect between gender and color sophistication, F(1, 

321)= 0.52, p = 0.473. Thus, H5 is not supported. 

These results suggest that the presence of sophisticated colors on shampoo packaging influences 

positively the consumer’s willingness to pay. Therefore, H2 is supported. 

 

 

Table 9  
Descriptive for willingness to pay 

Scenario                                            
Female gender Male gender 

M SD N M SD N 

Non-sophisticated 

colors 

4.76 3.49 112 4.60 3.13 53 

Sophisticated Colors 6.34 6.07 109 5.39 4.48 51 
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5. DISCUSSION AND CONCLUSIONS 

According to the literature, packaging has become an important part of the selling process (Rettie & 

Brewer, 2000) being considered and recognized as such in literature (Rundh, 2016). The visual 

function has emerged as a new packaging function that is responsible for attracting consumers, 

identifying and differentiating the brand or the product (Rundh, 2016).  

Color has a vital importance in products, packages and logos when it comes to influencing the 

consumer perceptions and evaluations (Aslam, 2006; Labrecque & Milne, 2012). In this study, 

shampoo was the product selected and since it is considered a low involvement product (Silayoi & 

Speece, 2004), packaging and, especially, color became important for the analysis. 

Pilot study results showed that black and gold were considered the most sophisticated color for both 

genders. These results are in line with black being associated with premium (Spence & Velasco, 2018) 

and gold with luxury and premium products as well (Garaus & Halkias, 2019). However, little to no 

research have been done in the field of sophisticated colors. This family of colors have not been 

defined yet and, consequently, their effects, when applied to packaging, have not been studied. 

The main objective of this dissertation is to understand if sophisticated colors present on product 

packaging can influence consumers' purchase intention and their evaluation of quality product 

attractiveness. It also intends to analyse the influence of sophisticated colored packaging on 

consumer’s willingness to pay and if they perceive the product as more sophisticated when its 

packaging has sophisticated colors on it. Finally, it also aims to determine whether there are 

significant differences between men and women.  

By being the first study that analyse the effect of sophisticated colors it becomes difficult to compare 

the results with previous literature, research and studies to find an agreement or not. The results 

may be in concordance with the color literature but due to the lack of research and literature about 

this new introduced family color it becomes difficult or even impossible to confront the results. 

Further and new studies should be done to consolidate the results obtained. 

A color manipulation was done with everything else remaining the same to ensure that the results 

would be uniquely and exclusively due to different color scenarios. The results ensured that the color 

manipulation was effective and it worked since sophisticated colors were seen as such. 

The first finding of this study suggests that the presence of sophisticated colors on packaging can 

positively influence purchase intentions. Both women and men revealed a significant positive 

influence of sophisticated colored packaging on purchase intention. The findings also revealed that 
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both sets of participants perceived sophisticated colored packaging as more attractive than non-

sophisticated colored packaging. These results can be explained by the fact that the product under 

analysis is a low involvement product where packaging and visual elements influence choice more 

(Silayoi & Speece, 2004) and since colour is seen as a source of attractiveness it can retain attention 

(Kauppinen-Raisainen, 2014). In their study, Silayoi & Speece (2004) suggested that graphics and 

color can make the difference in consumer’s decision to buy or not the product as they strongly 

affected their attention.  Also, this study’s results are in agreement with Ampuero and Vila (2006) 

that support that packaging is able to influence consumer response to a product and with Crilly, et al. 

(2004) and Bloch (1995) who discovered that consumer’s perceptions of product attractiveness may 

influence behavioral responses towards a product by ignoring the product or consider it. Thus, it can 

be concluded that packaging that features sophisticated colors such as gold and black can influence 

the consumers attitudes towards the product. A simple change in the color of packaging, keeping 

everything else constant, leads to increased purchase intention and evaluation of the product as 

attractive and sophisticated. Thus, in general, sophisticated colors do have a positive influence on 

consumer’s purchase intention and consumer’s evaluation of product attractiveness. 

This study also found that sophisticated colored packaging are perceived by participants as having 

higher quality than the ones without sophisticated colors. Sophisticated colored packaging products 

are also seen as more sophisticated than the ones without sophisticated colors. Silayoi and Speece 

(2004), have already discovered that quality judgments are widely influenced by product’s packaging 

elements such as colors and graphics. In that way, packaging assumes a vital role serving as an 

indicator of product’s quality (Ampuero & Vila, 2006). Kauppinen-Raisainen (2014) research proved 

that product’s quality is influenced by packaging color due to associative learning. This means that in 

particular products or categories, consumers may prefer certain colors based on the associations 

learned by their experience (Grossman & Wisenblit, 1999). In that way, these results are congruent 

with Spence and Velasco (2018) and Garaus and Halkias (2019) who associated gold and black with 

premium, luxury and quality. Due to the novelty of the topic, there is no literature to confirm or 

disconfirm the results.  

Regarding willingness to pay, to date, there is no research on sophisticated colors nor its effect on 

willingness to pay. However, the literature provides evidence that consumers are now willing to pay 

more for convenience, appearance, dependability and prestige of better packages (Kotler & Keller, 

2016). Marozzo, et al. (2020) in their research also showed that packaging color has a significant 

main effect on willingness to pay. In this study, findings suggest that women are willing to pay more 

when the product has sophisticated colored packaging which agrees with Marozzo, et al. (2020) 

results.  



33 
 

Finally, it was hypothesized that women should be more impacted by sophisticated colors than men. 

However, no significant interaction effect between gender and color sophistication was observed. It 

was discovered that in all variables but product attractiveness, the color scenario impacts the 

purchase intention of both genders in the same direction. This happened mainly due to gender effect 

that was not observed in four out of the five dependent variables. In product attractiveness, contrary 

to what has been hypothesized, men are the ones more impacted by sophisticated colored 

packaging. This may have happened because there are already plenty of products on the market 

dedicated to women in which the packaging contains the sophisticated colors black and gold. 

However, this does not happen with men. Proven by most of the answers to the questionnaire, the 

shampoos mainly used by about 65% of men are Linic and H&S. These brands have their packaging 

mostly marked by the colors green, blue and white. Thus, the significant difference in product 

attractiveness between genders that put men as being the gender most influenced by sophisticated 

colored packaging can be explained by novelty. This is in line with the study of Garber, et al. (2000) 

who found that the color of the packaging tends to have a more positive impact when consumers see 

something new and different on the shelf, attracting their attention (Schoormans and Robben, 1997; 

Garber, 2000; Abbott et al., 2009). 

To summarize the results and make them easier to read, below is an overview of the hypotheses and 

their respective results. 

Table 10 

Overview of the hypotheses 

Hypotheses Content Results 

H1 Consumer purchase intention of shampoo will be positively 

influenced by sophisticated package colors. 

Supported 

H2 Quality evaluation of shampoo will be positively influenced by 

sophisticated package colors. 

Supported 

H3 Sophisticated colored packaged shampoo positively influences 

consumers’ evaluation of product attractiveness. 

Supported 

H4 Sophisticated colored packaged shampoo positively influences 

consumer’s willingness to pay. 

Supported 

H5 The interaction effect between gender and color scenario is 

expected to be significant with women being more impacted by 

sophisticated colors than men. 

Not Supported 
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6. THEORETICAL AND MANAGERIAL IMPLICATIONS 

This study aimed to investigate whether the impact of sophisticated colors present on packaging has 

on consumer purchase intention, perceived quality, product attractiveness, packaging sophistication 

and willingness to pay. By being the first study to focus on sophisticated colors, this paper carries 

valuable implications for product managers, marketers, scholars, packaging/product designers and 

companies.  

To begin, until now to our best knowledge there was no research that clarified what colors were 

considered sophisticated and, consequently, their effects had never been studied on the variables 

presented. The present study contributed to the existing gap in the literature. From now on, this 

study not only introduces information about a new family color, sophisticated colors, but also 

provide information about its effects on the variables referred above.  

This study shows that there is a significantly higher purchase intent for a shampoo with sophisticated 

colored packaging as well as being seen as more attractive and sophisticated products. The 

knowledge of consumers’ purchase intention and evaluation helps brands and companies to define 

their strategy. Product managers, packaging/product designers and companies acting in the 

Portuguese market are assisted with insights on how to increase purchase intent, willingness to pay 

and perceived quality through the manipulation and use of sophisticated packaging colors and how it 

can affect the way consumers perceived the product as attractive and sophisticated. Thus, 

companies and marketing professionals should put effort into developing product’s packaging using 

that type of colors in order to communicate their product’s visual better and more effectively and 

therefore, appropriately meet consumers’ expectations and benefiting from it.  
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7. LIMITATIONS AND FUTURE RESEARCH 

During the development of this study some limitations that are important to mention here were 

found. 

The first limitation regards sample size. This study collected 325 valid answers which is a relatively 

small sample to generalize the findings and conclusions. Besides, there is a clear predominance of 

female gender with more that 65% of the sample being women. In future research it would be 

interesting to replicate the study with a larger and more representative sample to see if the results 

are similar and to validate the findings. 

Secondly, the study relies only on data collected from a self-administered online questionnaire which 

despite becoming more efficient regarding time and money it leads to measuring intentions rather 

than behavior (Carrington et al., 2010). This resulted in the impossibility of measuring the actual 

buying behavior since purchase intention sometimes overstate or understate the actual purchase 

behavior. Also, the method used to measure willingness to pay does not include a purchase 

obligation which may led participants to overestimate the result, in this case their willingness to pay. 

In future experiments it might be interesting to repeat this study and try to overcome these issues by 

measuring actual in-store behavior, creating a more realistic shopping environment where behavior 

can be measured instead of intention.  

Thirdly, regarding measurement scales, it is important to mention that the item regarding 

workmanship was deleted from the original quality perception scale since it was deemed not to 

make sense for the type of product under study. In that way the scale’s reliability can be affected. It 

is also important to refer that sophistication was measured in a single item adapted from the original 

scale so it might be necessary to replicate the scale to verify if it performs as expected.  

The fourth limitation of this study is that it only analysed one product category, shampoo. Therefore, 

the finding cannot be generalized as they may be different in other product categories. Considering 

the level of product involvement, this study used a product considered as a low involvement product. 

In that way, it might also be relevant for future research to perform the study using more categories 

and also using products of high involvement in order to find if the relationships between the 

variables are affected and if so if it is in the same way and to generalize the findings making a more 

complete study.  
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Finally, it would be relevant for further research to not only replicate the study in different countries 

and compare the results but also build knowledge on the possible existence of moderator and 

mediating effects between the constructs used in this study.  
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9. APPENDICES  

APPENDIX 1. T-TESTS PAIRED SAMPLES FOR WOMEN 

Measure 1 Measure 2 t df p 

Gold Blue 8.930 38 < .001 

Note: Student’s t-test  

 

Measure 1 Measure 2 t df p 

Black Purple 4.030 38 < .001 

Note: Student’s t-test  

 

APPENDIX 2. T-TESTS PAIRED SAMPLES FOR MEN 

Measure 1 Measure 2 t df p 

Gold Blue 6.359 18 < .001 

Note: Student’s t-test  

 

Measure 1 Measure 2 t df p 

Black Purple 2.303 18 0.033 

Note: Student’s t-test  
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APPENDIX 3. SURVEY FLOW 

 

 

APPENDIX 4. SURVEY 

 

Start of Block: Term of consent 

 

Q1.1 Caro/a participante,  

Este estudo insere-se no âmbito de uma dissertação de Mestrado em Gestão de Informação com 

especialização em Marketing Intelligence e o seu objetivo é estudar o comportamento de compra do 

consumidor relativamente à compra de shampoo.  

Não há nenhum risco associado ao preenchimento deste questionário. Note que a sua participação é 

voluntária, pelo que pode fazê-lo ou não, e inclusive pode desistir de o preencher a qualquer 

momento.  

A informação recolhida é totalmente anónima e será trabalhada apenas para fins académicos. Se 

surgir alguma questão sobre o conteúdo deste questionário ou quiser fazer algum comentário 

adicional, não hesite em enviar um e-mail para m20200104@novaims.unl.pt, ao cuidado de Carolina 

Cabral.  

O questionário tem uma duração aproximada de 5 minutos.  

 

Termo de Consentimento  
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Declaro que a minha idade é igual ou superior a 18 anos e que pretendo participar nesta 

investigação. Declaro que fui informado/a de que a minha participação neste estudo é voluntária, de 

que posso abandonar este processo a qualquer momento, sem qualquer tipo de penalização, e de 

que todos os dados são confidenciais. 

o Sim, aceito responder ao questionário.  (1)  

o Não, não pretendo responder ao questionário.  (2)  

 

Skip To: End of Survey If Caro/a participante,  Este estudo insere-se no âmbito de uma dissertação 
de Mestrado em Gestão de... = Não, não pretendo responder ao questionário. 

End of Block: Term of consent 
 

Start of Block: Demographic informationx 

 

Q2.1 Antes de começar, necessitamos de saber algumas informações demográficas como o género e 

a idade. Se não se sentir confortável em fornecê-las, por favor, não avance com o preenchimento do 

questionário e feche a página.  

 

Q2.2 Por favor indique a sua idade. 

________________________________________________________________ 

 

Q2.3 Por favor indique o seu género ou com o qual se identifica mais. 

o Feminino  (1)  

o Masculino  (2)  

End of Block: Demographic informationx 
 

Start of Block: Non-sophisticated colors / Men 

Q3.1 Imagine que está no supermercado à procura de um novo shampoo para comprar.  
Desta vez decidiu experimentar um shampoo diferente do que compra habitualmente e depara-se 
com o shampoo apresentado abaixo.   
  
Pedimos que veja com atenção a embalagem e o produto apresentado abaixo.    
    
Para responder às perguntas a seguir, por favor, assuma que tem um tipo de cabelo normal e que o 
shampoo abaixo é para cabelos normais.   
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Q3.2 De seguida, iremos apresentar-lhe um conjunto de afirmações. A sua tarefa é indicar se 

concorda ou discorda com as mesmas.  

 

Q3.3 A cor desta embalagem é bonita. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.4 Esta embalagem é feia. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  
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Q3.5 Esta embalagem é atrativa. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.6 Esta embalagem é sofisticada. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.7 Acredito que a maioria das pessoas gostaria de comprar este produto. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  
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Q3.8 Teria interesse em experimentar o shampoo desta embalagem. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.9 Recomendaria este produto aos meus amigos. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.10 Compraria este produto. 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  
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Q3.11 A probabilidade de que a marca seja fiável é: 

o Extremamente baixa  (1)  

o Baixa  (2)  

o Relativamente baixa  (3)  

o Nem alta nem baixa  (4)  

o Relativamente alta  (5)  

o Alta  (6)  

o Extremamente alta  (7)  

 

Q3.12 Este produto deve ser de: 

o Extremamente baixa qualidade  (1)  

o Baixa qualidade  (2)  

o Relativamente baixa qualidade  (3)  

o Nem alta nem baixa qualidade  (4)  

o Relativamente alta qualidade  (5)  

o Alta qualidade  (6)  

o Extremamente alta qualidade  (7)  
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Q3.13 A probabilidade deste produto ser de confiança é: 

o Extremamente baixa  (1)  

o Baixa  (2)  

o Relativamente baixa  (3)  

o Nem alta nem baixa  (4)  

o Relativamente alta  (5)  

o Alta  (6)  

o Extremamente alta  (7)  

 

Q3.14 Este produto parece ser durável (em termos do número de utilizações). 

o Discordo totalmente  (1)  

o Discordo  (2)  

o Não concordo nem discordo  (3)  

o Concordo  (4)  

o Concordo totalmente  (5)  

 

Q3.15 Por favor, preencha o preço, em euros, que estaria disposto a pagar por este produto. 

________________________________________________________________ 

 

Q3.16 Qual a marca de shampoo que costuma comprar habitualmente? 

________________________________________________________________ 

End of Block: Non-sophisticated colors / Men 
 

 

 


