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This experimental study was a 4 x 2 factorial design. Its objectives were
to examine the main and interaction effects of four color types (warm-functional color,
warm-sensory color, cool-functional color, and cool-sensory color), and two product
types (hedonic product and utilitarian product) on brand personality, attitude towards
packaging, and purchase intention. In this study, dark red, blue, light yellow-orange and
yellow-green were used to represent four color types respectively, while toothpaste and
chocolate bar were used to represent two product types. The experimental participants

were two hundred and fifty-six bachelor students at Bangkok University.

The results presented that different types of packaging colors only significantly
effected Ruggedness brand personality while different types of products significantly
effected consumer's attitude, and purchase. Besides, the interaction effects of color

types and product types on consumer's attitude, and purchase intention were found.





