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Color is an important feature considered by consumers when shopping for various products.

Marketing companies need to identify the colors that can create an intention to purchase and a
desired atmosphere in retail stores. However, it is not easy to anticipate which colors will be
popular for individual items, because consumers have different preferences depending on
product types. Through the research reported here, we can deepen our understanding of the
influence of color on consumers.

In this study, researchers surveyed German consumers to obtain information on whether the
participants thought color was important when shopping, how much they were influenced by
color when buying various products, and what emotions and associations were related to
various colors. First, the researchers examined the data and found that color was indeed
important for the participants when shopping, with 68% of them mentioning color as a
determining factor when choosing the product they intended to purchase.

Next, the researchers investigated whether the degree of importance consumers put on color
varied depending on the products purchased. Figure 1 shows six everyday products and the
percentages of the participants who placed high importance on color when purchasing those
products. The top two products were both those worn by the participants, and the three lowest
were all electronic devices. A total of 36.4% of the participants placed importance on color for
cellphones. This was the highest among the electronic products, but only slightly more than

half of that for bags, which appeared one rank above.
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Figure 1. The percentages of the participants who placed high importance
on color when purchasing six everyday products.



Third, the researchers looked at the participants’ perceptions of and associations with colors.
The results showed that red had various meanings: love, danger, anger, and power. Green
produced a relationship with nature, good luck, and health. Furthermore, the color white was
associated with balance, health, and calm. Results showed each color had several different
meanings.

The findings summarized in the above passage explained how colors influenced German
consumers. However, this influence may vary from country to country. In this globalized world,
it has become easier to market products internationally, partly due to the increased use of the
Internet. Therefore, it is necessary to consider the importance consumers in other parts of the
world place on color in their choices of products. The next part of this passage will examine this

topic.

il 1 The passage mentions that it is difficult to understand which colors consumers like better
because | 33 |.
@ color preferences differ from generation to generation
@ consumers’ favorite colors vary for different products
@ product marketers choose the most popular colors

@ various products are purchased by consumers when shopping

2 In Figure 1, which of the following do (A), (B), (C), and (D) refer to?
0) (A) Bags (B) Footwear (C) Cellphones
(D) Music players

@ (A) Bags (B) Footwear (C) Music players
(D) Cellphones

) (A) Footwear (B) Bags (C) Cellphones
(D) Music players

® (A) Footwear (B) Bags (C) Music players

(D) Cellphones

fi] 3 Which of the following statements is correct according to the passage?
@O German businesses consider green to represent passion to consumers.
@ German consumers perceive one color as containing multiple images.
@ German people appear to prefer green clothing to red clothing.
@

German producers choose one color for products after observing their sales.

il 4 What topic is most likely to follow the last paragraph?
@ The effects of globalization on color choices in international business
@ The importance of marketing electronic devices in other countries
@ The influence of the Internet on product choices in international business
@

The significance of color for the consumers in other countries
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Color is an important feature considered by consumers when shopping for various products. Marketing
companies need to identify the colors that can create an intention to purchase and a desired atmosphere in
retail stores. However, it is not easy to anticipate which colors will be popular for individual items, pecause
consumers have different preferences depending on product types. Through the research reported here, we
can deepen our understanding of the influence of color on consumers.
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%32 In Figure 1, which of the following do (A), (B), (C), and (D) refer to?
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® (A) Bags (B) Footwear (C) Cellphones (D) Music players
@ (A) Bags (B) Footwear (C) Musicplayers (D) Cellphones
|® (A) Footwear (B) Bags (C) Cellphones (D) Music players‘

@ (A) Footwear (B) Bags (C) Music players (D) Cellphones

Next, the researchers investigated whether the degree of importance consumers put on color varied
depending on the products purchased. Figure 1 shows six everyday products and the percentages of the
participants who placed high importance on color when purchasing those products. The top two products
were both those worn by the participants, and the three lowest were all electronic devices. A total of 36.4%
of the participants placed importance on color for cellphones. This was the highest among the electronic
products, but only slightly more than half of that for bags, which appeared one rank above.
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3  Which of the following statements is correct according to the passage?
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@ German businesses consider green to represent passion to consumers.
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German consumers perceive one color as containing multiple images.l
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@ German people appear to prefer green clothing to red clothing.

[RAY NFFRNEDIRE Y bikEaDRE 4Fie L 572 (Fi#iZe L)

@ German producers choose one color for products after observing their sales.
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Third, the researchers looked at the participants’ perceptions of and associations with colors. The results
howed that red had various meanings: love, danger, anger, and power. Q@mmggm
nature, good luck, and health. Furthermore, the color white was associated with balance, health, and calm.
Results showed each color had several different meanings.
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14 What topic is most likely to follow the last paragraph?
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(@ The effects of globalization on color choices in international business
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@ The importance of marketing electronic devices in other countries
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@ The influence of the Internet on product choices in international business
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KD The significance of color for the consumers in other countrles‘
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The findings summarized in the above passage explained how colors influenced German consumers.
However, this influence may vary from country to country. In this globalized world, it has become easier
to market products internationally, partly due to the increased use of the Internet. Therefore, it is necessary
to consider the importance consumers in other parts of the world place on color in their choices of products.

I he next part of this passage will examine this topic.
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