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Objective: This study was conducted to investigate customers' expecting capsule
coffee flavor which is subjectively perceived by the packaging color.

Background: The perception of taste is subjective multisensory. It is known the
physical properties of a drink container influence customers' perception and the
package design affects customers' consumption. Especially packaging color is
significantly important for capsule coffee because the color is the main method to
deliver information about the product.

Method: 49 colors were selected after examining the colors of capsule coffees and
the Coffee Taster's Flavor Wheel. The participants imagined the taste of capsule coffee
from the presented colors and chose 5 colors for each coffee taste attribute such as
aroma, strength, body, and overall flavor online.

Results: The participants expected brownish colored capsule coffee would have good
aroma and taste, strong strength, and body. Green, blue, pink, purple, and gray colors
were presumed to show bad aroma and taste. The dark-colored capsule was expected
to be proper for the capsule coffee with strong strength and body and saturated
colored capsules were believed good for weak strength and body coffee. Coffee aroma
and overall taste were similarly evaluated and body and strength were also assessed
correspondingly.

Conclusion: Coffee is a necessary beverage for modern people, and its market size
is steadily increasing. Packaging color is a significant marketing element for the capsule
coffee. Customers would expect the corresponding coffee aroma, strength, body, and
flavor from the coffee capsule color when proper packaging color is used for the
capsule coffee.

Application: Coffee makers can apply the results of study to select appropriate
packaging color for the capsule coffee.
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1. Introduction
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2.2 Test colors
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Figure 1. Coffee Taster's Flavor Wheel
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Figure 2. 49 colors mainly used for coffee capsules
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2.3 Procedures
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Table 1. Most frequently selected colors for the flavor expectation (Continued)
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29

Taste 1st Rank 2nd Rank 3 Rank 4t Rank 5t Rank
«w.. N HE B B Bl
(10) (10) ©) ©) ©)
RGB 050,097,143 005,123,159 078,113,49 137,095,169 147,139,128
Srong srength HE B e
@31 (29) (23) (16) (15)
RGB 018,012,012 048,012,014 047,047,047 020,032,056 097,066,048
v | T | T | I
21 17 (15) (15) ()
RGB 171,136,116 183,144,111 228,149,132 255,189,105 172,152,142
oy,  THH @ [ ]
(15) (14) (14) (am ®)
RGB 048,012,014 161,084,056 097,066,048 153,087,052 018,012,012
Weak body - -
(18) (12) (12) (10) ©)
RGB 228,149,132 255,189,105 252,197,008 171,136,116 254,140,026
e BE BN [
taste
(16) (14) (13) (11) (10)
RGB 173,110,043 161,084,056 153,087,052 097,066,048 254,140,026
<o NN [ B N N
taste
©) ®) t) 7 7
RGB 050,078,143 018,012,012 005,123,159 244,073,075 078,113,049
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Attribute Good / Strong Bad / Weak
Aroma
Strength
Body

Overall Taste

Figure 4. Most frequently selected colors for the flavor expectation

Table 2. Multiply selected colors for the flavor expectation

Color Results
Aroma Strength Body Overall taste

_ Good Strong Strong Good
_ - Strong Strong -
_ Good - Strong Good
_ Good - Strong Good
_ - Strong Strong Bad

- Weak Weak -

- Weak Weak -
_ - Weak Weak -
_ Good - - Good
_ - - Weak Bad
_ Bad - Weak Bad

713 9ol 2ot 2 Holakn FHHOR OAE ATl BEO| MBSS MEIh WS SN AT ME2 ReB YOl HHHE 2
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4. Conclusion
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