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Study on Mutual Relationship between Color Marketing and RTD Coffee Industry in Korea
- Consumer Perception of Cup Coffee Sold in Retail Stores -
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Abstract

This study assessed the effect of color marketing in the RTD coffee industry in Korea. In order to investigate the effect of
color marketing, this study measured the characteristics of color marketing as well as brand image and attitude in accordance
with behavioral intention to purchase. Data were collected using questionnaires, and a total of 310 questionnaires were
distributed with 298 entered for data analysis. Frequency analysis, factor analysis, correlation, and multiple regression
analysis were tested using SPSS. A total of seven factors were extracted, including brand attitude, purchase intention,
association, identification, brand awareness, symbolism, and attention. Significances were found between brand awareness
and identification (p<0.001) and attention (p<0.001). In the relationship between characteristics of colors and brand
attitude, significances were found in identification (p<0.001), attention (p<0.001), and association (p<0.001). Further,
brand attitude and brand awareness had a significant positive effect on purchasing intention of RTD coffee. Results of this
study suggested that color marketing is a good marketing tool to persuade potential consumers to purchase RTD coffee

based on brand attitude and brand awareness.
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<Table 1> Demographic Characteristics of the Respondents

(N=298)
. Total N

Demographics (Valid %)
Male 145(48.7%)
Gender Female 153(51.3%)
Total 298(100%)
20 less 15(5%)
20~29 less 208(69.8%)
Age 30~39 less 62(20.8%)
(yr) 40~49 less 9(3%)
50 and over 4(1.3%)
Total 298(100%)
High school and less 83(27.9%)
) Associate’s degree and less 43(14.4%)
Education Bachelor’s degree and less 146(49%)
level Master’s degree and over 26(8.7%)
Total 298(100%)
200 less 13(4.4%)
Monthly 200~400 less 54(18.1%)
household 400~600 less 96(32.2%)
income 600~800 less 90(30.2%)
(10,000 won) 800 and over 45(15.1%)
Total 298(100%)
1 and less 60(20.1%)
Frequency of 2~3 133(44.6%)
buying RTD 4~5 80(26.8%)
cup-coffee 6~7 24(8.1%)
(week) 8 and over 1(0.3%)
Total 298(100%)
1,000 less 14(4.7%)
1,000~1,500 less 106(35.6%)
Expected 1,500~2,000 less 82(27.5%)
reasonable 2,000~2,500 less 63(21.1%)
RTD cup-coffee 5 5003 000 fess 23(7.7%)
(liiiff) 3,000~3,500 less 9(3%)
3,500 and over 1(0.3%)
Total 298(100%)
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<Table 2> Results of the Factor Analysis

. Factor Variance ~ Cronbach’s
Factor Measurement items . .
loadings (Eigen value) o
Q15. The color marketing of the coffee products is effective in consumer’s attention. 0.571
Brand Q19. I think that the coffee products which use symbolic color marketing are worth 0612 0.566
. more than other products. 0.657
attitude Q20. I have a positive attitude about the coffee products which use color marketing. 0.727 (2:296)
Q21. I prefer the coffee products which use color marketing to other products. 0.687
Q8. I purchase coffee products when I can identify with a fashion icon used in the 0491
advertisement. ’
Purch:ase Q22. 1 feel the urge to purchase coffee products which use symbolic colors. 0.759 8.661 0.657
ntention Q23. 1 have the intention to repurchase coffee products which use symbolic colors. 0.822 2.079)
Q24. 1 intend to recommend the coffee products which use symbolic colors to others. 0.586
Q10. When I see particular colors, I am reminded of the coffee product’s names or 0.634
logos which use the particular colors.
Association Q11. I have a particular color that is reminiscent of looking at particular coffee 0815 8.647 0.681
products. (2.075)
Q12. When I choose coffee products, I easily remember symbolic colors and logos 0.754
which apply to specific coffee products
Q1. The coffee products which use symbolic colors relatively attract my attention. 0.709
Identification Q2. Th.e. syr.nbolic colors of cloffee products give a memorable impression. 0.735 8.193 0.670
Q3. Utilization of the symbolic colors from coffee products can help consumers to 0723 (1.966)
be immersed in the product.
Q16. I heard about coffee products which utilize color marketing. 0.727
avxllga;zr;iss Q17.1 feel an affinity about coffee products which use color marketing. 0.789 (Zg% 0.660
Q18. I can easily recall the coffee products which utilize color marketing. 0.719
Q5. The symbolic colors of coffee products help to convey the corporate’s image. 0.637
. Q6. The colors of coffee products have a symbolic effect. 0.592 6.736
Symbolic . o . . 0.508
Q9. The symbolic colors of coffee products indicate the characteristics or personality 0.692 (1.617)
which companies have.
Attention Q13. The coffee products which use color marketing catch my eyes. 0.511 5.863 0.601
Q14. The coffee products applied with particular colors catch my eyes. 0.590 (1.407)
<Table 3> Correlations between variables
Variables 1. 2. 3 4 5 6 7
1. Identification 1
2. Attention 0.225%* 1
3. Symbolic 0.286** 0.215%* 1
4. Association 0.227%* 0.351%* 0.201** 1
5. Brand attitude 0.316** 0.425%* 0.267** 0.225%* 1
6. Brand awareness 0.305%* 0.259** 0.246** 0.272%* 0.343** 1
7. Purchase intention 0.273** 0.354** 0.284** 0.272** 0.337** 0.266** 1

**Indicates Peason’s correlation significance at 0.01 (two tails)
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<Table 4> Multiple Regression Analysis: Variables Predicting Brand Attitude and Brand Awareness of RTD Coffee

Brand Attitude Brand Awareness
Predictor B(Std.error) beta B(Std.error) beta t
Constant 1.749(.247) 7.068%** 0.574(.325) 1.765
Identification 0.229(.054) 0.225 4.207H** 0.296(.071) 0.232 4.163%**
Attention 0.298(.046) 0.355 6.402%** 0.159(.061) 0.151 2.608%*
Association 0.041(.048) 0.047 0.856 0.181(.062) 0.168 2.893%*
F=29.379*** F=18.097***

R’= 231 Adjusted R*= 223

R’= .156 Adjusted R*= .148

#4p<0.01 ***p<0.001

<Table 5> Multiple Regression Analysis: Variables Predicting
Purchasing Intention Of RTD Coffee

Purchase Intention

Predictor B(Std.error) beta t

Constant 1.100(.266) 4.139%**
Brand attitude 0.338(.070) 0.278 4.839%**
Brand awareness  0.165(.056) 0.170 2.956%*

F=23.797%**
R’= .139 Adjusted R*= .133

#%p<0.01 **+%p<0.001
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